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Abstract

Outdoor media are gradually gaining mainstream status in today’s advertising.
With the advent of the mobile Internet era, advertisers are imposing stricter
requirements on outdoor media, which should put more emphasis on consumer's
active attention with psychological and active interaction beyond the traditional
unidirectional production and hard-to-measure advertising effectiveness. On top of
that, the advertiser needs certain means to gauge the effectiveness of the outdoor
advertisement for improvement if any. In recent years, numerous interactive
technological advancements have sprung up, which, together with word-of-mouth
communication through numerous social media platforms and consumers, have
brought in new development opportunities and challenges for outdoor advertising: the
combination of the offline outdoor media and mobile terminal (cell phones) to bridge
the offline target audience to online interaction.

This study, based on development opportunities and challenges that the current
outdoor media face, delves into cohesion of the offline outdoor media and mobile
terminals and identifies the key factors influencing the offline and online interaction
of outdoor advertisement by using methods of field study and lab-experiment. In
addition, this study also seeks methods to bridge the offline advertisement audience to
online interaction from the perspectives of outdoor advert design and interaction
incentive and proposes practical and feasible approaches for the outdoor advert
design.

A retrospect and summary of some critical studies and the current domestic and
foreign researches on the outdoor advertisement interaction, effectiveness and factors
influencing the effectiveness, are also given to find a theoretical basis from available
documents and discover tactics to further our study. Besides, a systematic elucidation
of the three framing effects (attribute, risk choice and goal) is conducted to pave the
theoretical foundation for some of the later hypotheses.

After reviewing the relevant literature, an analysis is also given to some of the
brilliant cases of 3D outdoor advertisements, some outdoor advertisements featuring

ambiance infusion approaches, and some outstanding outdoor advertisements
ii



featuring offline-online interaction in recent years. The commonality through which
some outdoor advertisements attract audience and stimulate their engagement is also
identified and summarized in our practice.

Immediately onward, this paper proposes a conceptual model and hypotheses for
the offline and online interaction of outdoor advertisement. The outdoor advert design
and interaction incentive have influence on the offline and online interaction. The
advert design includes the advertising dimensions, appeal and human image, and the
interaction incentive involves the call-to-action, certainty and incentive form, while
the offline and online interaction is measured by using four indicators—QR code
scanning, tapping, verification and in-depth interaction.

After establishing the conceptual model, this paper moves into the lab
experiments. Experiment | is for the influence of human image and advertising appeal
on the interaction intention and brand effect. Experiment Il is for the combined effect
of the advertising design and the interaction incentive on the interaction intention and
brand effect. Experiment | finds the simultaneous effect of the advertising appeal on
the audience’s interaction intention and brand effect and the rational advertising
appeal generates better interaction and brand effect than that of the emotional appeal.
The human image of the outdoor advertising design has no direct influence on target
audience’s interaction intention, however, an outdoor advertisement generates a better
brand effect if with human image, especially, for those with emotional appeal.
Experiment Il in the attempt to confirm the effect of a rational appeal discovers that
the interaction incentive offering can significantly promote audience’s interaction
intention, but has no influence on brand effect. Furthermore, the lab experiments do
not find the interaction between the advert design and the interaction incentive.

After the lab experiments, we carry out field study of outdoor advertisement. It
takes on the handgrip media on the metro, including three subtests, of which Subtest |
aims at the influence of advert design on the offline and online interaction, Subtest Il
at the influence of interaction incentive on the offline and online interaction, and
Subtest 11 at influence of the online presentation format on the interaction bridging

effect. Subtest | discovers that the format of the advert design has a significant



swaying effect on the interaction, while the 3D has a better effect than 2D in all four
stages of interaction. The advertising appeal only has effect on the in-depth interaction.
A rational advertising appeal has a significant higher ration in the in-depth interaction
than that of the emotional appeal. Subtest Il finds the call-to-action under the positive
framing generates a better effect on the offline and online interaction than that under
the negative framing; the uncertain interaction incentive produces higher ratios in QR
code scanning and tapping than those of the certain one; the incentive form of the
interaction effect is affected by other factors, of which the most significant one is the
certainty. As the offline certainty determines the incentive, the gifts under the positive
framing produce better online interaction effect, while the offline shows no incentive
content, the online creates a better interaction effect with a discount offering under the
negative framing. Subtest Il is an explorative study, during which the research team
discovers that the online gift offering with images that underline the main product
presented, the consumers’ online tapping rate becomes higher than that of those
without gift images.

Finally, based on the field study and lab experiments, this paper further explores
the practical inspiration of the study results. To bridging the offline and online
interaction, the advertiser and the advert designer may use the 3D effect to attract the
attention of the audience, accurately communicate the message and strengthen
interaction through rational advertisement appeal, and promote the brand content with
the human image. In interaction incentive, the call-to-action under the positive
framing can directly generate interaction, the uncertainty approach of interaction
incentive can increase audience’s curiosity and the QR code scanning rate before
giving out reward under an appropriate attribute framing to retain, more easily, the
consumers. This paper proposes a four-stage interaction in the offline and online
interaction of outdoor advertisement: QR code scanning, tapping, verification and
in-depth interaction. In the four stages, audience’s focuses are different, so are the
interaction attractions. The keyword in the QR code scanning is “attraction”. The
keyword for the Tapping is “interest”. The keyword for the Verification is

“appropriate”, and the keyword for in-depth interaction is “appealing”. The advertiser



and the advertising designer can proceed with the keyword of each stage to design the

outdoor advertisement. Moreover, this paper also lists the limitations of this study as a

possible direction for future studies.

Keywords: Outdoor advertisement, Offline and online interaction, Influencing factors,

Advert design, Interaction incentive, Advertisement interaction

vi



H 8%

Lo BRI oevviesreesess e 1
Lo L TETE B o 1
L2 WEFUREAITEZE oo 4
L3 WEFE B BRI FUTTIE o 5

L3  TAEFTIRES oo 5
L3 2 B TETTVE o 5
L4 WEFEIAF AR Lo 6
L5 WFFCRIHTRL oo 8
2. SCRRERIE oo 8
2. L AT oo 8
2. 1.1 FAMEEER TEAMRES oo, 8
2. 1.2 FAMES BIAHBIIETT oo 11
2. 1.3 8BS A BT TE oo 11
2.2 BB oo 12
2.2.1 BEEHENEFATEI o 12
2.2.2 BEEHENHBITITT oo 13
2.2.3 B EARTHBATE oo 14
2.3 FEETHIR oo 15
2.3.1 FBEEBORIERL (s 15
2.3. 2 FAME SRR MBIEANAHBIIE T oo 16
2.3. 3 BEE HENEHERIR (oo 18
2.4 FETRORIIFEEER (o 19
2.4. 1 BETETET oo 19
2. 4.2 BETEFFIR oo 20
2. 4.3 NBIFFIR oo 21
2040 BB oo 22
2.5 HEBRBIUE <.ooo s 23
2.5.1 HABHERRRUE ..o 24
2.5.2 FBIEREZL Lo 25
2.5.3 BPEIEEEREINRUE (.oovo s 26
2.5.4 RFHE G PRHEZRRUE 27
2.6 BUFATEH oo 28
2.7 SCRRFFIE AT FEBR T oo 28

3. PAMBE AL (oo 29
3.1 ZHENLHBR AN T oo, 29
3.2 BGRBA F AT oo 31
3.3 FAMNEENEAR PRIBR EHINGRB oo 32
3ed ARTE/INEE oo 34

4. BRI BB AIFR Y s 34
4.1 FHBIBEETUIE oo s 34

4101 FAMBEEELET oo 34
41,2 HEPF oo 35
413 BETFARETH] s 36
4.2 BEEHETL s 37



5.

»

A, 3 FE T L ABLER oo e ettt e et et e e e et et et n et ettt 38

4.3.1 BEEATHAR FAR L HENIIRCZE (s 38
4.3.2 HEDNHEIEAR AR L HBIFIRZE 41
JE A B 2 B B BT 2T oo e e 45
5.1 FAME R iRt B SRR ATEEZE oo, 45
5o 1oL BB BT oo, 45
5.1.2 %%nXET%H%}J—@ ............................................................................. 46
B L 3 B A T 0 T oo, 47
5.2 JE R ARSR ASUEN B 3 2 B RITEZE oo, 52
5. 201 BB BT oo, 52
5.2.2 %%nXET%H%}J—@ ............................................................................. 52
B 2 3 B AL T 0 T oo, 52
B 3 B B T 5 IV oottt 59
A BRIGEIE T oottt ettt 59
6. 1 B T T B T oottt ettt 59
6. 1.1 FAMEESIREEIBELAN AT oot 59
6. 1.2 BEEERRETAIE T IELER oottt 62
6.2 THEE—: BERGTEESEEINEE (e, 63
6. 2. 1 BEBE H FIRIELER oottt 63
B. 2. 2 B T oottt ettt 63
B. 2. 3 B A T oottt 67
6.3 T B . B B S HBIITEEEE e, 75
6. 3. 1 BB H IIFEIER oottt 75
B. 3. 2 B T oottt ettt 75
6. 3. 3 B AL T oottt 79
6.4 FE = MHNEREAE LA E R . 91
6. 4. 1 BEER H IIFEIER oottt ettt 91
B. A 2 B T oot ettt ettt 92
B. 4. 3 B A T T oottt 93
8. 5 BT 0 7 A oottt 95
GEEm s BT R ELIE 2D I T T T] oot 96
T L I B B it B ettt ettt 96
711 BEERETH P ANE SR TR L HEIRRE s 96
7012 B HEIUENE P AN S AR FAR E RIS A e, 98
7.1.3 PAMESA IR L HEMERIAEES o 101
7.2 WFFEASEELIR I FTTT T oottt 103
7201 FIFTCIAN TR Z IR oot e e et ene e, 103
722%%%%%%@ ........................................................................... 104
BT ELETERIIIII cvoveeeeeeeeeee ettt ettt ettt en et sttt n ettt en e 106
8.1 FAME L EEET AT EIERIIIR oottt 106
8. 1.1 ZHET BB S B2 RRTETETT e 106
8. 1.2 ML SRR MEAEEIE T EL oo 107
8. 1.3 AW FEFETF I NI oottt 108
8.2 HENUIBIIIETERIBIII oottt ee et eee ettt ee s 108
8.2. 1 TEMBHESE AT A MR E TR B HH oo 109

Xi



8. 2.2 AWEE BB G 3252 UFFAT LN oo, 109

8.2.3 TEA MRS HLE G I BEEITE L s 110

8. 34F FAR P HENZ B IR T (FMD oo, 111
8.3. 1 MR FHALE 5 BHIEETE oot 111
8.3.2 ISMASF: HER—IH R - -ATEI- 7 Z MR E B s 111

T TR ettt ettt ettt ettt ettt et 113
E eeeetreeeearereetaeeeteeateeeaeeateesaeAetee e et e et e e eteeeae e et ae e et e e et eeeesaeeeeseeneaee et aeaesaneneaenaneeeaens 123

Xii



	1. 緒論
	1.1研究背景
	1.2 研究問題和意義
	1.3研究思路與研究方法
	1.3.1研究思路
	1.3.2研究方法

	1.4 研究內容與框架
	1.5 研究創新點

	2. 文獻綜述
	2.1戶外廣告
	2.1.1 戶外廣告定義、形式和特點
	2.1.2 戶外廣告的相關研究
	2.1.3 地鐵廣告的相關研究

	2.2 廣告互動
	2.2.1 廣告互動的含義和形式
	2.2.2 廣告互動相關研究
	2.2.3 線上線下互動行銷

	2.3 廣告效果
	2.3.1 廣告效果模型
	2.3.2戶外廣告效果的測量和相關研究
	2.3.3廣告互動傳播效果

	2.4 廣告效果的影響因素
	2.4.1 廣告形式
	2.4.2 廣告訴求
	2.4.3 人物符號
	2.4.4 激勵

	2.5 框架效應
	2.5.1 目標框架效應
	2.5.2 屬性框架
	2.5.3 風險選擇框架效應
	2.5.4 捆綁銷售（獎勵促銷）中的框架效應

	2.6 數字行銷
	2.7文獻評述和研究缺口

	3．戶外廣告經典案例
	3.1 三維立體感戶外廣告
	3.2 場景融合戶外廣告
	3.3 戶外廣告從線下到線上互動案例
	3.4 本章小結

	4．模型的構建與假設的提出
	4.1 相關概念界定
	4.1.1 戶外廣告設計
	4.1.2 互動激勵
	4.1.3 線下線上互動

	4.2 概念模型
	4.3 邏輯推演及假設
	4.3.1 廣告設計對線下線上互動的影響
	4.3.2 互動激勵對線下線上互動的影響


	5. 戶外廣告實驗室研究
	5.1 戶外廣告設計對廣告效果的影響
	5.1.1 實驗目的
	5.1.2 實驗設計和實施
	5.1.3 實驗結果分析

	5.2 廣告訴求和激勵對廣告效果的影響
	5.2.1 實驗目的
	5.2.2 實驗設計和實施
	5.2.3 實驗結果分析

	5.3 實驗室研究小結

	6．戶外廣告現場研究
	6.1 現場研究整體設計
	6.1.1 戶外媒體的選擇與介紹
	6.1.2 實驗設計和實施思路

	6.2 子實驗一：廣告設計對廣告互動的影響
	6.2.1 實驗目的和假設
	6.2.2 實驗設計
	6.2.3 實驗結果分析

	6.3 子實驗二：激勵對廣告互動的影響
	6.3.1 實驗目的和假設
	6.3.2 實驗設計
	6.3.3  實驗結果分析

	6.4 子實驗三：贈品呈現形式對互動轉化的影響（拓展研究）
	6.4.1 實驗目的和假設
	6.4.2 實驗設計
	6.4.3 實驗結果分析

	6.5 現場研究小結

	7. 結論、討論與進一步研究方向
	7.1 研究發現及討論
	7.1.1廣告設計對戶外廣告線下線上互動的影響
	7.1.2廣告互動激勵對戶外廣告線下線上互動的影響
	7.1.3 戶外廣告線下線上互動機制總結

	7.2 研究不足與未來研究方向
	7.2.1 研究的不足之處
	7.2.2 未來的研究方向


	8. 管理與實踐啟示
	8.1 戶外廣告設計的實踐啟示
	8.1.1 三維立體效果吸引受眾注意力
	8.1.2 理性廣告訴求準確傳達資訊
	8.1.3 人物符號提升品牌內涵

	8.2 互動激勵的實踐啟示
	8.2.1 積極框架的行為召喚直接號召互動
	8.2.2 不確定的激勵形式引發受眾好奇心
	8.2.3 在合適的時候提供適合的獎勵形式

	8.3線下線上互動之後的粉絲管理（FM）
	8.3.1 粉絲管理包含5類顧客
	8.3.2 ISMASF：興趣-搜索-口碑-行動-分享-粉絲管理


	參考文獻
	附錄：
	内外封面
	AN Empirical Investigation of Factors influencing Offline to Online Interaction of Outdoor Advertising
	DOCTOR OF BUSINESS ADMINISTRATION
	LI JUNWEI


