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ABSTRACT

A

A Study on Chinese Consumers’ Attitude toward Bus Stop Advertising™

Rae Kang Sohn

MA in Communication School, Kookmin University

Chong Min Lee

Professor in Communication School, Kookmin University

The purpose of the study is to examine consumers’ attitudes toward bus stop advertising comparing other types
of outdoor advertising in Beijing, China, The study has drawn several implications on product awareness, purchase
intention and decorative effect through an investigation on exposure frequency, exposure time span and consumers’
reflections to advertising media in Beijing,

First, mobile phone takes the first place while internet takes the second and TV, the traditional media, takes the
third in terms of exposure rate of advertising media in every 24 hours, The rest three traditional media have less
exposure rate than new media and bus stop advertising, For outdoor advertising media, bus stop advertising holds the
best exposure rate,

Second, for response to major advertising media, internet, mobile phone and TV are still the best three to get at—
tention while bus stops and subway stations take the 4th and 5th place, better than other traditional media and out—
door media, For favor degree, answerers commonly like outdoor media better than traditional media and new media,
For purchase intention, four media of outdoor advertising has already exceeded the four traditional media,

Third, the response to bus stop advertising in Beijing varies with gender and age. No matter male or female, an—
swerers response to display screen advertising light boxes light boxes advertising column type, three—dimensional
image display merchandise intelligence bus stop ads on awareness, purchase intention and decorative effect is

all above 2.5 points, especially, response on awareness and decorative effect is more than 3 points, and female gives
higher than male, For answerers of different ages, purchase intention to pillar box advertising is all above 2.5 points,
except people aging between 20 and 29,

According to this study, bus stop advertising occupies the 4th place of exposure rate, comparing to other media,
and the response from consumers is positive, It's reasonable to say that bus stop advertising in Beijing is effective,
as technologies develop with time, bus stop will be integrated with kinds of new technologies such as artificial intel—
ligence, 3d projecting tech, virtual reality and so on, to form a comprehensive platform, and there for makes a total

development of outdoor advertising, Hereby, we look forward to that day.

Key words: Outdoor Advertising in Beijing China, Bus Stop Advertising, Exposure Rate, Consumer Attitude toward

Outdoor Advertising,
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