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ABSTRACTS

Effects of DOOH Advertising on the attention toward advertising and
the intention toward donation
. Structural relationships between timeliness, presence, and efficacy

Cho, Jae—Soo

Assistant Professor, Dept. of Advertising & PR, Joongbu University

This research empirically examined the positive roles of DOOH advertising that solved the social problems based
on the perspective of DSV(Digital Value to Society). To work out the questions, this study verified the structural
relationships between variables that had an impact on the intention toward donation for the campaign of cruelty to
animals,

Our results are as follow, Firstly, the presence and timeliness of DOOH advertising has been found to raise an
attention toward the DOOH advertising, Secondly, the presence of DOOH advertising had a positive effects on the
efficacy toward donation and expectation toward the results, Lastly, timeliness, the efficacy toward donation and the
expectation toward result of DOOH advertising influenced positive effects on the intention toward donation, Theoretical
and practical implications are suggested and discussed,

Key Words: DOOH advertising , Presence, Efficacy, Expectation of result, Timeliness, Attention toward DOOH,

Intention toward donation,
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