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Abstracts

The Advertising Effects of Visual Characteristics in Highway Billboard
Advertising: An Exploratory Study

Kim, Woon—Han

Professor, School of Media Communication, Sun Moon University

Byeon, Hye—Min

Research Fellow, Media&Advertising Research Institute

This study aimed to find out the effects of 'advertisement exterior design' and 'advertisement graphic design'
of highway billboard advertising on media attitude, attitude toward advertising(Aad), attention, The results of a
survey of 300 adults are as follows, First, compared to the normal flat type, the composite type was evaluated
higher in all dependent variables such as media attitude, media attention, economic feasibility, sense of
place—making, socio—cultural influence, advertising attitude, advertisement attention, and ad creative(perceived
creativity), Second, the bottom used type was perceived more positively than the flat type, Third, the media at—
titude toward the vertical advertisement was perceived more positive than the horizontal ones and sense of
place—making and the recognition of advertising creativity were higher, Fourth, image—centered advertisement
design was found to be more highly aware of advertising media attitude, economic awareness, socio—cultural in—
fluence, Aad, and advertising creative than text—centered advertisement. Fifth, media attitude, media attention,
and socio—cultural influence were found to be significant, It was found that media attention and socio—cultural
influence had a significant effect, Based on the research results, some strategy was proposed to enhance the

creative effect of OOH advertising,

Key words: Highway Billboard Advertising, Visual Saliency, Billboard Advertising Creative, Attitude toward
Media, Advertising Graphic Design
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