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Abstract

This study analyzes and categorize the types of digital signage content using the case study method as
well as explores the moderating effects of digital signage content in the relationship between digital signage
attributes and consumer’s flow using the empirical study method. For a case study, the total of 38 fashion
brands, including 10 designer brands, 14 sports and outdoor brands, 6 casual brands and 8 SPA brands were
investigated. For an empirical study, the virtual store with two types of digital signage contents was devel-
oped. Then, the online survey was conducted with 20s to 40s respondents and a total of 544 responses were
analyzed using SPSS 24.0. The study results were as follows. First, digital signage in fashion store were
categorized into four types by its content; brand-centric type, product-centric type, compound type, and pro-
motional type. Second, digital signage consists of three attributes such as attractiveness, informativity, and
entertainment. Third, the results showed that attractiveness and entertainment had a significant effect on
consumer's flow. The type of digital signage content was also shown to moderate the influence of attractive-
ness and consumer's flow.
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Brand-centric type Product-centric type Compound type Promotional type
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Table 2. Factor analysis and reliability verification of digital signage attributes

Variance
. P
Factor name Item Fact.0r Eigen | exp lalned. % Cronbach's o
loading value | (Cumulative
variance %)
This digital signage makes the atmosphere of the store app- 79
ear attractive. ’
This digital signage makes the products look good. .79
The video shown in this digital signage is appealing. .79
Attractiveness This digital signage looks stylish. 78 9.65 g};}) 94
The video shown in this digital signage goes well with the 77 GL
store's atmosphere. ’
This digital signage catches my eye. 75
As a whole, this digital signage looks harmonious with the 68
store's exterior. )
The video shown in this digital signage is reliable. 81
The video shown in this digital signage provides me with 78
useful information. :
The video shown in this digital signage will be helpful when
. . 75
o purchasing products from this store. 26.61
Informativity - - - - — 1.51 .93
This store provides helpful services with the digital signage. 73 (58.32)
The services provided with the digital signage by this store 71
are reliable. ’
The video shown in this digital signage provides information 64
on the store. ’
This digital signage sparks my imagination. .87
Entertainment | This digital signage sparks my interest.. .87 1.04 (;Z?;) 91
This digital signage sparks my curiosity. .82
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Table 3. Effects of digital signage attributes and contents types on flow

Step Variable B (SE) g R Adjusted R| R change F change
Attractiveness .24 (.06) Q2kx*
I Informativity .05 (.06) .04 442 439 442 142.61%**
Entertainment 45 (.04) R e
Attractiveness .25 (.06) 23Kk
nd Informativity .04 (.06) .04
2 443 439 .001 107.36
Entertainment 44 (.04) 48F**
DS contents® .09 (.08) 04
Attractiveness 37 (.07) 34x%*
Informativity —-.05 (.08) -.05
Entertainment 47 (.05) SEE*
3" DS contents® .74 (.36) 32% 452 445 .009 63.22%
Attractiveness x DS contents” =31 (.12) —.07**
Informativity x DS contents® 23 (.12) 47
Entertainment x DS contents” -.04 (.08) -.09
*p<.05, ¥**p<.01, ***p<.001
a: We used a dummy variable: Digital signage contents (0=Brand, 1=Product)
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