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ABSTRACT

A Study on the Effect of Advertising in Digital content Types : Focused on
Creativity, Curiosity and Engagement of DOOH Contents™

Park, Jinwoo

Assistant Professor, School of Communication, Keimyung University

Kim, Nami

Adjunct Professor, Dept. of Advertising and Public Relations, Kookmin University
Kim, Minjung

Assistant Professor, Division of Media & Advertising, Dongeui University

The purpose of this study is to investigate the effect of DOOH AD on contents, Particularly, this study attempts to
investigate if there is any differences in creativity which is perceived by consumers according to the contents type of
DOOH AD, what kinds of creativity variables have an influence on the advertising effect according to the contents type
of DOOH AD, and whether there is any differences in the effects of these variables,

For this purpose, a total of 14 stimulants were selected for each content type and a survey was conducted for 100
university students, Firstly, the result show that consumers perceived creativity differently according to the contents
type of DOOH AD, Secondly, as a result of the examination of the creativity variables affecting on the advertising
effect according to the contents type of DOOH AD, it was found that the engagement has the greate influence on the
advertising effect in the simple exposure type. In the digital showing, the experience type and the reward type, the
engagement has the most important influence on the ad attitude, brand attitude ., Moreover, it turned out that The
content — consumer relevance has the greate influence on the purchase intention

The results of this study provide us the significant points theoretically and practically. Theoretically, it provides
new classification standard for DOOH AD types by its contents aspect unlike the conventional way classifying it by its
technical aspect, Practically, Also, it presents the variables that generate positive advertising effects by content type

and provides the strategic guidance to increase the effectiveness of DOOH AD,

Keyword : DOOH AD, contents creativity, relevance, engagement, curiosity
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