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A Study on Consumers Evaluation of Outdoor Advertising Media for Fund—raising

Hye Young, Kim

Research Professor, The Institute of Communication Strategy of Kyung Hee Universkty

The purpose of this study is to evaluate the media of stakeholders, that is, major consumers, related to out—
door advertising media for fund—raising, and to identify the perception of outdoor advertisement for fund—rais—
ing, to explore how to improve future outdoor advertising media for fund-raising, and seek modularization of
the system to manage outdoor advertisement, To this end, the mutual relationship between the content of out—
door advertisement for fund—raising and the consumer’s perception of outdoor advertising media for fund-raising
was examined, To this end, an online survey was conducted targeting ‘general consumers who have been re—
peatedly exposed to a total of 152 outdoor advertisements for fund—raising installed in 8 regions nationwide
within the past year’, Specifically, the effect of consumers perceived value on outdoor advertising content for
fund—-raising on media attitude, user context, and information usefulness for outdoor advertising media for
fund—raising was reviewed, In addition, the effect of consumers media attitude, user context, and information
usefulness on consumers’ attitudes toward advertisements was verified, Then, the effect of consumer’s attitude to
advertisement on intention to accept was verified, and the mediating effect of regional involvement on adver-—
tisement attitude and acceptance intention was confirmed, According to the research results, consumers per—
ceived value had a positive effect on media attitude, user context, and information usefulness, and the overall
influence was confirmed to be high, Attitude to advertising was found to have a positive effect on intention to
accept, and regional involvement was found to have a partial mediating effect on attitude to advertisement and
intention to accept, The significance of this study lies in that it can contribute to the systematization of the
operation method of the outdoor advertising business for fund—raising and the development of the fund-raising
projects by suggesting the practical development direction of the fund—raising projects from the consumer’s point

of view,

Key words: Fund—raising outdoor advertising media, perceived value, media attitude, user context,

information usefulness, community involvement
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