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Abstracted Master’s Thesis Academic Year 2010

The Influence to Advertising Communication by
Media Convergence Model

Summary

Digital Signage has a lot of chances to the new Interactive Advertising Media by local
based business model and sales promotion model near purchasing etc. In this study,
Digital Signage cooperated with the area limited one seg, I inspected it what kind of
influence I had on an advertisement effect of Digital Signage in a message flowing by
telop indication.

After having considered "Pleasure" and emotional feelings such as "the fun" and the
precedent study of the episode memory by the experience, the interactive act to Digital
Signage causes awakening and introduced a hypothesis to promote the medium
perception and advertisement recognition subject 84, I performed a proof experiment by
the informacial picture.

As a result, as for the message contributions from area limited one seg to Digital
Signage, it was confirmed that User trended to promote the medium perception and
advertisement recognition than User did not send a message. This result is regarded as
important knowledge to show new possibility in advertisement communication of

Digital Signage.
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