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INTRODUCTION

As traditional media struggle to adapt to increas-

ingly fragmented audiences and changing 

consumption patterns, out-of-home (OOH) adver-

tising is taking an ever-larger share of market-

ing dollars. According to TNS Media Intelligence 

(2008), U.S. outdoor ad spending increased 4.9 

percent (to $4 billion) in 2007, whereas average ad 

spending overall rose only 0.2 percent. Many anal-

yses report that the growing uses of digital signage 

have contributed to the fast growth of outdoor ad 

expenditure (Macklin, 2007). Further, the Outdoor 

Advertising Association of America (OAAA) has 

predicted that the number of digital signs across 

the country will grow from approximately 400 to 

4,000 within 10 years (OAAA, 2007).

A significant advantage of this new digital chan-

nel is that it enables advertisers to easily reserve 

and distribute ads at a relatively cheap price 

(Meiners, 2007). In addition, this new medium can 

be employed in a variety of locations—in-retail, 

in-theater, in-office, and in-transit—with multi-

ple messages (Macklin, 2007). In particular, the 

increased use of digital media in retail stores is 

gaining marketplace traction. Recently, Walmart 

introduced a new “store-as-media” concept of in-

store video advertising. John Fleming, Walmart’s 

executive vice president/chief marketing officer, 

stated, “The most important media channel 

that we have is our store” (Gerba, 2006; Internet 

Retailer, 2006). Along with Walmart, such giant 

retailers as Tesco and Telestra also have announced 

their in-store ad initiatives (Canning, 2006), and at 

least one source reported that in-store advertising 

is growing faster than Internet advertising (Neff, 

2007).

Many industry reports suggest a positive 

impact of in-store video on both brand awareness  

and sales (Gerba, 2007; TNS, 2005). For example, 

68 percent of shoppers surveyed said in-store mes-

sages influenced their purchasing decisions (Blum, 

2006), and 85 percent of ad-viewers planned to pur-

chase the advertised product in the future, whereas 

only 62 percent of non-ad viewers reported such 

outcomes (TNS, 2005). That said, there also are 

some reported faults in the industry studies.  

Specifically, many reports do not provide any  

statistical tests to indicate differences between 

control (no in-store video-media exposure) and 

treatment groups (in-store video-media exposure;  

e.g., Arbitron, 2005). It is important that these 

industry analyses rely on self-report data regard-

ing intentions rather than actual data on specific 

in-market ads.
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Academic research on OOH advertis-

ing gained some prominence in the 1990s 

(Bhargava, Donthu, and Caron, 1994; Bhar-

gava and Donthu, 1999; Donthu, Cherian, 

and Bhargava, 1993; King and Tinkham, 

1989). More recently, though, there have 

been only a limited number of studies 

focused in this area (Wilson and Till, 2008). 

And, despite its growing popularity, there 

is very little investigation on the effective-

ness of in-store video media.

Research pertaining to ad effectiveness 

across various media is important, partic-

ularly because the results are beneficial to 

both academia and industry (Bhargava et 

al., 1994). To this end, this study addresses 

research questions as to how effective 

in-store video advertising is in terms of 

brand recall, recognition, brand familiar-

ity, and purchase intention. Further, this 

research examines the contributing factors 

to brand recall and recognition of in-store 

video advertising. Finally, the authors 

investigate how the format of in-store 

video advertising influences effectiveness.

LITERATURE	REVIEW

The	Emergence	of	In-Store	Video	

Advertising

In-store video advertising is defined 

as “spot or promotional content that is 

broadcast on retail video displays” (Arbi-

tron, 2005). This medium is installed in 

retail stores using Internet protocol tech-

nology and provides advertisers with an 

advanced digital signage format of point-

of-purchase (POP) advertising. Like such 

traditional POP as cardboard displays, this 

new medium attempts to influence shop-

ping behavior through in-store brand and 

message exposure.

In-store video advertising, like tradi-

tional POP advertising, may provide an 

ideal opportunity for advertisers to reach 

target demographics and influence con-

sumer purchase behavior (Blum, 2006; 

Blum and Mcclellan, 2006; Friskney, 2007). 

Consumers tend to perceive advertised 

brands to be generally higher in quality 

than brands with less advertising (Mil-

grom and Roberts, 1986; Nelson, 1970, 

1974; Schmalensee, 1978). Further, some 

research results report that around 70 per-

cent of consumers make their final deci-

sion in stores (Giannetto, 2007). Thus, 

the products promoted via in-store video 

media may have greater probability of 

selection. Indeed, TNS in 2005 reported 

that 15 percent of consumers under the 

influence of in-store video advertising are 

likely to purchase the advertised prod-

uct; consumers without the influence, the 

report continued, are only 4 percent likely.

Incorporation of digital technology into 

in-store media offers an advantage over 

traditional POP because it provides the 

capability for advertisers to easily change 

consumer-targeted messaging. The ease of 

changing in-store video advertising also 

allows the store to deliver time- and date-

specific messages in real-time (OAAA, 

2007). Food products, for example, can be 

advertised heavily in the pre- and post-

dinner period. Interactivity is another 

potential advantage of in-store advertis-

ing (Friskney, 2007; Gerba, 2006; Sebas-

tian, 2003). There is substantial research 

suggesting that a high degree of interac-

tivity promotes positive attitudes toward 

brands and increased purchase intention 

(Häubl and Trifts, 2000; Li, Daugherty, and 

Biocca, 2002). In-store media combined 

with mobile communication, for instance, 

can stimulate consumers to participate in 

sales promotions and events (e.g., David-

son, 2006; Wong, 2008). These examples 

demonstrate how the flexibility—particu-

larly the sharing of prime locations—of 

in-store media may bring significant prof-

its to advertisers (Friskney, 2007; OAAA, 

2007).

A shortcoming of both traditional and 

nontraditional media is consumer avoid-

ance: TiVo can block commercials, Internet 

ads can be blocked by pop-up blockers, 

and in-store media are not completely 

immune to consumer indifference. Retail-

ers, however, can limit the amount of 

advertising clutter and control the place-

ment of the in-store media to maximize 

potential exposure to shoppers.

In-Store	Media	as	Purchase	Prompters

When consumers arrive at a retail store, 

they generally have previously con-

structed memories of products they have 

consumed or experienced (e.g., brand 

specifications and evaluations). As they 

make a series of final purchasing deci-

sions, these existing memories are sup-

plemented with information available in 

stores (e.g., prices, perceived quality, and 

direct experiences; Lynch and Srull, 1982). 

In this process, consumers may make 

some impulsive purchasing decisions, and 

in-store video media may encourage them 

to do so.

“Impulsive purchase” is defined as “a 

purchase decision made in-store with no 

explicit recognition of a need for such a 

purchase prior to entry into the store” 

(Abratt and Goodey, 1990). Previous lit-

erature on impulse purchase suggested 

that exposure to in-store stimuli (e.g., 

POP ads, on-shelf positions, coupons, and 

sampling) assists consumers’ purchase 

decisions and encourages consumption 

because stimuli enhance consumer knowl-

edge about products and serve as memory 

prompts (Allenby and Ginter, 1995; Kollat 

and Willett, 1969; Stern, 1962). Consistent 

with this idea, the exposure hypothesis 

(Kollat and Willett) explains that as con-

sumers tend to make some purchase deci-

sions in stores, in spite of their shopping 

list (Giannetto, 2007; Stern, 1962), their 

purchase behaviors may be influenced by 

the environment of retailer stores, such as 

in-store promotional techniques.

Indeed, in 1975, A. G. Woodside and 

G. L. Waddle explored the effectiveness 
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of price reduction and the use of POP ads 

on the sales of instant coffee. They found 

both main effects for price and POP ads 

and their interaction effect. Notably, they 

identified that POP advertising motivated 

consumers to buy more products than did 

price reductions. Similarly, in 1991, A. C. 

Bemmaor and D. Mouchoux observed the 

sales of designated products (e.g., ground 

coffee, liquid cleanser, and sparkling wine) 

for 5 weeks, controlling price and advertis-

ing uses. They found evidence that price 

reductions produce synergetic effect on 

sales with the use of in-store advertising 

(Wilkinson, Mason, and Paksoy, 1982). Yet 

another suggested the model used tuna 

sales data to illustrate that advertisements 

and in-store display reduced consumers’ 

consideration of price in their purchase 

decision (Allenby and Ginter, 1995).

The impact of in-store stimuli on impul-

sive purchase, however, is not absolute and 

conclusive. One study offered evidence 

that the sales of products relatively sensi-

tive to impulsive purchase (e.g., powdered 

coffee cream) were not related to increases 

in shelf space compared with ones less sen-

sitive to impulsive purchase (e.g., baking 

soda; Cox, 1964). Further, it is known that 

many other in-store elements—particularly 

marketing factors (price, mass distribution, 

store display, etc.) and product characteris-

tics (product life, size, weight, etc.)—affect 

consumers’ impulsive purchase decisions 

(Abratt and Goodey, 1990; Chevalier, 1975; 

Eskin and Baron, 1977; Stern, 1962). There-

fore, it appears that in-store media trigger 

some unplanned purchasing as a part of a 

much fuller retail experience (Kollat and 

Willett, 1969).

Given that in-store stimuli have a strong 

potential to influence consumers’ purchase, 

the authors seek to explain in the follow-

ing sections how in-store video advertising 

might boost consumers’ purchase in store 

environments based on theoretical explana-

tions and previous literature.

ThEORIES	ON	MOTION	EFFECT

When you are standing in the middle of 

a crowd, you can always wave your arms 

in the air to attract attention. Motion, in 

fact, is a typical example of ways to make 

a stimulus “pop out” from the complex 

contextual environments (Dick, Ullman, 

and Sagi, 1987).

Likewise, without attention, an ad mes-

sage will go by unnoticed and, therefore, 

the concept of attention has been a topic 

essential to advertising. Several theories 

on the advertising effectiveness of a mov-

ing image highlight the positive relation-

ship between attention and motion. They 

assume that people are more likely to pay 

attention to a message source with motion 

rather than a still image and that they 

process information related to that mov-

ing source (Detenber and Reeves, 1996; 

Gibson , 1979; Goldstein, 1989; Sundar and 

Kalyanaraman, 2004).

Indeed, a number of previous studies 

empirically confirmed this finding. There 

is illustrated physiological evidence that 

30-second commercials are positively 

associated with attention—specifically, 

findings that concluded that moving 

pictures on a screen attract high atten-

tion (Reeves et al., 1985). In addition, it 

is argued that picture motion increases 

physiological arousal (Detenber, Simons, 

and Bennett, 1998; Sundar and Kalyanara-

man, 2004) and that physiological meas-

ures such as skin conductance and heart 

rate can collaborate those conclusions and 

the contention that more arousing images 

attract a higher attention (Detenber et al., 

1998). Similarly, fast-animation ads gener-

ate greater arousal than slow-animation 

ads (Sundar and Kalyanaraman, 2004).

In brief, the motion-effect framework 

emphasizes that a moving image draws 

attention because it generates arousal. The 

impact of moving pictures on memory also 

is identified via the relationship between 

arousal and memory (Bradley, Greenwald, 

Petry, and Lang, 1992). As it is known 

that moving pictures yield physiologi-

cal arousal (Detenber and Reeves, 1996), 

some studies have tied their effectiveness 

to memory. For example, comparing the 

impact on information gained (i.e., mem-

ory) of moving pictures versus still pic-

tures shows that viewers who watched a 

scene produced by moving pictures better 

remembered physical properties of a scene 

than those who watched fixed-image ver-

sions of the same venue (Kipper, 1986).

Based on the motion effects described 

earlier, the authors therefore expect that 

in-store video media showing moving pic-

tures will demonstrate a higher possibility 

of receiving consumer’s attention than tra-

ditional POP advertisements that feature 

still pictures. At the same time, brands 

shown on in-store video media that draw 

attention of consumers will produce a 

higher level of brand recognition for those 

consumers:

H1:  In-store video media featur-

ing moving pictures will attract 

greater attention than in-store 

POP featuring static pictures.

H2:  Brands advertised through in-

store video media will result in a 

higher level of brand recognition 

than brands advertised through 

traditional in-store media.

BRAND	FAMILIARITy	AND	PURChASE	

INTENTION	UNDER	IN-STORE	VIDEO	

ADVERTISING

If the foregoing suggested hypotheses are 

true, the consequence of attention and 

increased recognition will be tied to the 

increase of brand familiarity and pur-

chase intention. Brand familiarity refers 

to the extent to which a consumer directly 

and indirectly experience with a brand 

(Alba and Hutchinson, 1987; Kent and 

Allen, 1994). Because the level of brand 
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familiarity is varied—depending on a 

consumer’s stored memory with a brand 

(Campbell and Keller, 2003)—it simply is 

expected that a higher amount of expo-

sure to brands, stimulating a consumer’s 

memory (e.g., recognition), is more likely 

to enhance a consumer’s perceived brand 

familiarity.

Brand familiarity plays a significant 

role in brand choice. Although consumers 

know many brands, they tend to list only 

a small number in their consideration set. 

High brand familiarity puts the brand in 

an evoked set that consumers consider 

for brand choice (Bettman and Park, 1980; 

Lussier and Olshavsky, 1979). Once a 

brand has been included in an evoked set, 

it has higher possibility to be selected by 

consumers (Macdonald and Sharp, 2003). 

In addition, brand familiarity enhances 

perceptual identification of a brand, moti-

vates purchase behavior, and generates 

positive affective response toward the 

brand (Baker, 1986). The mere exposure 

effects also explain that the repeated expo-

sures reduce the perceived risk related to 

a brand, resulting in consumers’ easier 

approach and brand selection (Zajonc, 

1968; Zajonc, Markus, and Wilson, 1974). 

Thus, the brands promoted via in-store 

video media are expected to receive posi-

tive evaluations and also have a greater 

chance to be purchased by consumers:

H3:  In-store video advertising will 

increase brand familiarity.

H4:  In-store video advertising will 

increase purchase intention.

There has been little research on the 

effectiveness of in-store video media in a 

real-market situation. To amend that situ-

ation, the authors have conducted three 

studies:

• Study 1 aims to observe shoppers’ 

media-consumption behavior from a 

qualitative standpoint.

• Study 2 focuses on general media 

impact on shoppers in terms of brand 

recall, recognition, brand familiarity, 

and purchase intention.

• Study 3 suggests the ideal format of 

in-store video advertising to improve 

brand recognition over the other in-

store stimuli.

ThREE	STUDIES:	GENERAL	METhODOLOGy

Overview

Retailer. With support of one eMart store, 

Korea’s largest retailers, and PowerCast, 

several field experiment studies employ-

ing a pre-post structure were conducted 

for a month. eMart is similar to Walmart 

in the United States. In the store that the 

research team used for this study, 29 in-

store video panels ranged in size from 40" 

to 46" (see Appendix 1).

Stimuli. During the experiment, in-store 

video-advertising media ran a preconfig-

ured set of ads, including two fictitious brand 

ads designed specifically for this research 

(“Clean Chungjungsu” and “EnerDrink”) 

and eight TV ads for existing brands.

Commercials for fictitious brands (no 

previous brand exposure) were put in the 

random rotation to isolate more clearly 

the effects of solely the in-store video 

advertising on consumers’ memory (see 

Appendix 2).

Meanwhile, existing TV commercials for 

actual brands were included in the stimuli 

set as another indicator of the impact of 

in-store video media on impacting brand 

familiarity and purchase intention.

Each advertisement ran for 15 seconds, 

with the exception of a 5-second fictitious 

ad for Clean Chungjungsu. In the treatment 

condition, the set of ads was repeated ran-

domly in the retailer store; in the control 

condition, a documentary program irrel-

evant to shopping was featured on the 

screens during the period of data collection.

Study	One

Field Observation. Quantitative method-

ology often is limited by the veracity of 

self-reports. To reach broader and deeper 

conclusions, adopting both qualitative and 

quantitative methodologies, therefore, is 

considered ideal (Denzin, 1978; Elliott and 

Jankel-Elliott, 2003; Jick, 1979; Smith, 1975; 

Webb, Campbell, Schwartz, and Sechrest, 

1966). In the current study, a qualitative 

observation was conducted to determine 

the extent to which various in-store media 

(including in-store video advertising) was 

present in shoppers’ field of view.

R. L. Gold’s 1958 paper, “Roles in Socio-

logical Field Observations,” classified field 

observers into three categories: partici-

pant-as-observer, observer-as-participant , 

and complete observer. The current 

research devised a camera system to 

obtain improved observation results as 

participant-as-observer (see Appendix 3). 

By using a baseball cap as the platform 

for mini-cameras atop their heads, partici-

pants could simultaneously assume roles 

as shoppers and observers.

In comparison with the popular eye-

tracking method, the mini-camera obser-

vation system has disadvantages and 

advantages. Eye tracking requires expen-

sive systems and lengthy calibration of 

equipment and eliminates participants 

who wear contact lenses or have long eye-

lashes (Kanowski et al., 2006; Morimoto 

and Mimica, 2005; Zhu and Ji, 2005). The 

The impact of in-store stimuli on impulsive purchase, 

however, is not absolute and conclusive. 
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camera-cap headgear may influence a par-

ticipant’s shopping behavior but probably 

no more so than intrusive eye-tracking 

equipment. In addition, recorded images 

do not always indicate the focus of the 

shoppers’ attention. The camera device 

allowed the research team to obtain fewer 

observer-biased results more affordably 

and more conveniently. It provided a use-

ful tool to obtain information regarding 

the extent to which in-store media is a 

notable part of the consumers’ shopping 

experience.

Study Design. A wireless mini-camera sent 

visual data regarding what participants 

watched to a portable laptop equipped 

with a receiver. All data were stored on 

the computer’s hard disk. To minimize 

any impact on shopping behavior, all 

recording equipment (e.g., a receiver and 

a laptop) was stored out of sight under the 

participant’s shopping cart.

Participants who regularly shopped in 

the designated eMart were recruited for 

this study. To encourage natural shopping 

behavior, the research purpose of the cur-

rent study was not revealed to participants 

until the end of the study. All participants 

were compensated with $30 gift cards.

Observational Components. Each par-

ticipant’s start and end of shopping times 

were measured according to when they 

entered the shopping gate and when they 

passed a cashier. Analyses of the video 

feeds focused on the in-store video adver-

tising and other diverse formats of in-store 

advertising and promotion that can be 

frequently observed in a retailer store. At 

eMart, this included in-store cardboard 

POP, cart advertising, shelf video adver-

tising, and in-store food sampling stations 

and in-store video advertising. Frequency 

of exposure to each medium was summed 

via the video record of the participants’ 

shopping experience.

Results. Owing to some technical difficul-

ties (i.e., signal collision, cart bumping, 

and weak batteries), two samples were not 

included in the analysis. After data clean-

ing, the research team obtained 13 hours, 

19 minutes, and 22 seconds of recorded 

consumer observation. Average shopping 

duration of the participants was approxi-

mately 44.41 minutes (standard deviation 

[SD] = 21.66). The dominant gender of the 

participants was female (94.44 percent) 

and the average age was 40.44 years old 

(SD = 8.58). Most of the participants were 

married (83.33 percent) and living with 

their children (66.70 percent). One-third of 

participants (33.33 percent) shopped with 

their children.

Cart advertising was the most fre-

quently exposed media in the retail store 

(See Table 1). Because this format of adver-

tising was attached to shoppers’ carts, 

it had a higher possibility of exposure to 

our participants. This media was exposed 

48.83 times (SD = 43.84) on average dur-

ing a one-time shopping visit. Whenever 

participants interacted with their carts, the 

media exposure was made. When a child 

sat inside a cart, the frequency of media 

exposure dramatically increased, unless 

the child sat in front of the ad inside and 

blocked its exposure.

Hypothesis 1 predicted that mov-

ing picture-based in-store video media 

would attract higher attention than still 

picture-based in-store POP advertising. 

The authors found that the frequency of 

media exposure of in-store video adver-

tising was directionally—but not sig-

nificantly—greater than for traditional 

(cardboard) POP placements (MIn-Store Video = 

17.78, SD = 13.18, MIn-Store POP = 14.78, SD = 

14.24, t = 1.598, p = 0.128). Considering the 

number of installed media in the retailer 

store (in-store video media = 29; in-store 

POP = 216), however, in-store video media 

received much higher attention from the 

study’s 18 participants. More specifically, 

one unit of in-store video media had been 

exposed 0.61 times (SD = 0.45), whereas 

one unit of in-store POP had been exposed 

0.07 times (SD = 0.06) during a one-time 

average shopping duration (M = 44.41 

minutes, SD = 21.66) (t = 11.869, p < 0.001). 

Specifically, while our participants were 

standing in the line to a cashier, both in-

store video advertising and in-store POP 

pieces were exposed more frequently to 

the study participants. Therefore, the find-

ing supports Hypothesis 1.

Meanwhile, the exposure rate of shelf-

video advertising (average 1.61 times, SD = 

1.65) was very low. This may be attributed 

TABLE	1
Qualitative Observation: Frequency of Average media 
Exposure in an In-Store Environment

In-Store	
Video	Media

In-Store	
POP

Cart	
Media

Shelf	Video	
Media

Personal	
Sales

Total	
Exposure

Installation 29 216 1+ 28 5~10*

During 
Shopping

(17.78
(13.18)

(14.78
(14.24)

(48.83
(43.84)

(1.61
(1.65)

(12.39
 (7.12)

(95.39
(72.90)

Exposure Per 
minute

(0.44
(0.34)

(0.34
(0.26)

(1.15
(1.05)

(0.04
(0.03)

(0.33
(0.25)

(2.29
(1.69)

Note: Parenthesis indicates standard deviation.
Average shopping duration = 44.41 minutes (SD = 21.66).
* The total number of sales persons differed by time.
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to the relatively small screen size and 

limited locations in the store. In addi-

tion—consistent with previous research 

(Lawson, McGuinness, and Esslemont, 

1990) the impact of in-store food sampling 

promotion was large: after sampling, 28.09 

percent of the participants purchased the 

sampled items.

Discussion. Video observations suggest 

the frequency of in-store video-adver-

tising exposure was relatively high (0.44 

times per minute, SD = 0.34). Yet, the total 

length of exposure time was estimated as 

very short—less than a total of 3 minutes. 

There were no observations of any par-

ticipants’ specifically stopping to view in-

store video advertising. Thus, it appears 

that a majority of exposures were brief 

without substantial cognitive processing.

Interestingly, data indicate the in-store 

video media attracted participants’ atten-

tion more effectively than traditional 

(paper) POP. The effectiveness dispar-

ity may have been due to the location of 

each medium. Whereas all the in-store 

video media were installed in the mid-

dle of ceilings above major aisles, a sub-

stantial number of traditional POP pieces 

were installed on the periphery of aisles. 

Moreover, the study’s participants may 

have been so familiar with traditional 

POP advertising that it simply was over-

looked, whereas in-store video media was 

relatively new to the study’s participants. 

Finally, because in-store video media 

showed moving pictures, it attracted more 

attention than static, traditional in-store 

POP paper pieces (Detenber and Reeves, 

1996; Gibson, 1979).

Given the short exposure time of in-

store video advertising, the motion-

picture  format may be less effective in 

terms of increased brand recall and recog-

nition but very effective in terms of gen-

erating attention. To find the maximized 

impact of in-store video advertising, 

Study 3 specifically was designed specifi-

cally to explore different formats of such 

advertising.

Study	Two

Study Design. The experimental design 

consisted of a presurvey (before shop-

ping) and postsurvey (after shopping) for 

both control (no advertising) and treat-

ment (in-store video advertising) condi-

tions. When participants were part of a 

group or family, only one person from 

the group or family was recruited to par-

ticipate in the study. The person who had 

a higher priority/influence in purchase 

decision was identified. A $5-value gift 

card was offered as a participation incen-

tive. Data were collected on weekdays 

from 2 p.m. to 8 p.m. Both daytime and 

evening hours were covered to ensure a 

broad range of participants. Importantly, 

data collection was conducted during the 

same times on the same weekday (differ-

ent weeks) in both the treatment and con-

trol conditions.

Participants. A total of 171 participants 

were included in the analysis, excluding 

those participants who, for various rea-

sons, did not complete a post-survey (See 

Table 2). In Korea, women are most likely 

to assume responsibility for shopping and 

purchase decisions, and this was reflected 

in our sample. The dominant gender was 

female (90.10 percent); average age of 

participants was 38.28 (SD = 10.79). Most 

participants were married (77.20 per-

cent), and 66.30 percent were living with 

TABLE	2
Reliability Assessment

Independent	Variable Product No.	of	Items a

Pre-Survey Brand Familiarity Shampoo 3 0.92

Oil 3 0.92

Juice 3 0.91

Purchase Intention Shampoo 3 0.91

Oil 3 0.89

Juice 3 0.79

Post-Survey Brand Familiarity Shampoo 3 0.95

Oil 3 0.94

Juice 3 0.94

Purchase Intention Shampoo 3 0.91

Oil 3 0.92

Juice 3 0.89

Product Involvement Shampoo 6 0.81

Oil 6 0.78

Juice 6 0.83

Attention to media 3 0.85
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children. More than half held at least a 

bachelor degree. The most frequently cited 

annual incomes were between $40,000 and 

$74,999 (40.60 percent).

Measures. In the presurvey, conducted as 

participants first entered the store, partici-

pants were asked about (1) brand familiarity 

(Kent and Allen, 1994); (2) purchase inten-

tion (Beerli and Santana, 1999), both con-

sisting of seven-point semantic differential 

or Likert-type scale; and (3) demographic 

info, such as age, gender, living with chil-

dren, education, and marital status.

In the postsurvey, unaided recall of 

advertising and recognition measures, 

which have been frequently used in prior 

research, were employed (e.g., Bhargava 

et al., 1994; Donthu et al., 1993; Hewett, 

1972; King and Tinkham, 1989; Velou-

tsou and O’Donnell, 2005; Wilson and 

Till, 2008). Memory assessment was com-

posed of unaided recall via an open-ended 

question (e.g., “Please name all the brand 

names you have seen on the in-store video 

media”), and recognition consisting of 10 

yes–no questions.

To measure recognition, research 

assistants showed a total of 10 captured 

images from the in-store video advertise-

ments. The research team included five 

“distracter” ad images that were not in 

the in-store video media. Additionally, 

seven-item scales of attention to media 

(Novak, Hoffman, and Yung, 2000) and 

product involvement (Laurent and Kap-

ferer, 1985) were measured. Finally, 

consumers’ shopping duration and the 

number of steps taken while shopping (a 

pedometer was used) also were measured 

to see the relationship between these and 

unaided recall and recognition scores. A 

pedometer was attached to each partici-

pant before his or her shopping and was 

an approximate indicator of each partici-

pant’s shopping distance. The research 

team used a questionnaire to collect 

brand familiarity and purchase-intention 

data for three of the focal brands: cook-

ing oil (very rarely purchased); shampoo 

(rarely purchased); and juice (frequently 

purchased).

Results. Reliability assessment was con-

ducted separately in both presurvey and 

postsurvey, and each scale used in this 

research indicated higher Cronbach’s 

alpha value (See Table 3) than the accepted 

guideline of 0.70 (Hair, Anerson, Tatham, 

and Black, 1998). The authors adopted 

Fitts and Hewett’s experimental analy-

sis, which enables researchers to calculate 

pure media effectiveness (1977).

Recall and Recognition. Hypothesis 2 pre-

dicted that participants would recognize 

the brands shown on in-store video media 

more than brands not shown on in-store 

video media. To test it, the authors con-

ducted a paired-samples t-test to see the 

difference between brand recognition for 

brands advertised on in-store video media 

and brands that were not. The results indi-

cated that there was significantly higher 

brand recognition for the ads that were 

shown on in-store video media (MOnmedia = 

0.27, SD = 0.23, MOffmedia = 0.15, SD = 0.21, t 

= 4.590, p < 0.001). Thus, the authors con-

clude that in-store video media can serve 

to increase shoppers’ brand recognition.

TABLE	3
Demographic Facts
Measurement N Result

Age 168 M = 38.28 (SD = 10.79)

Gender 171 Female (90.10 percent) 
male (9.90 percent)

marital Status 171 married (77.20 percent) 
not married (22.80 percent)

number of Shoppers 170 M = 1.64 (SD = 0.80)

Children 166 yes, I have and living with me (66.30 percent) 
yes, I have and not living with me (4.80 percent) 
no children (28.90 percent)

Education 170 Less than high school (7.70 percent) 
High school (24.70 percent) 
Some college (14.10 percent) 
Bachelor (46.50 percent) 
Graduate level (7.20 percent)

Income 153 $10,000–19,999 (9.30 percent) 
$20,000–29,999 (14.40 percent) 
$30,000–39,999 (19.00 percent) 
$40,000–49,999 (20.30 percent) 
$50,000–74,999 (20.30 percent) 
$75,000–99,999 (9.20 percent) 
$100,000–149,999 (6.50 percent) 
more than $150,000 (1.30 percent)

Shopping Duration 166 M = 50.40 minutes (SD = 32.00)

Shopping Distance 150 M = 1058.08 steps (SD = 742.73)

Note: SD indicates standard deviation.
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Additionally, the authors expected that 

more participants would remember ads for 

the higher involvement products than for 

lower involvement products. However, no 

such finding was detected. A paired-sam-

ples t-test revealed that involvement of 

shampoo was perceived higher than juice 

(MShampoo = 4.85, SD = 1.11 vs. MJuice = 4.39, 

SD = 1.16, t = 3.372, p = 0.001); and no sig-

nificant involvement difference between 

oil and juice was found (MOil = 4.49, SD = 

1.18 vs. MJuice = 4.39, SD = 1.16, t = 0.695, 

p = 0.489) (See Table 4). Recall assess-

ment based on 88 participants’ responses 

showed that recall of the three brands was 

not significantly different (MShampoo = 0.07 

[15.8 percent]; MOil = 0.11 [26.3 percent]; 

MJuice = 0.05 [10.5 percent]; see Figure 1).

As for recognition, fictitious brands—

Clean Chungjungsu (8.20 percent) and 

EnerDrink (0.55 percent—both recorded 

lower (or similar) degrees of recognition 

to the filler distracter brands that actu-

ally did not appear in the in-store video 

media. In addition, a 15-second-long Ener-

Drink commercial (0.55 percent) was less 

recognized than a 5-second-long Clean 

Chungjungsu (8.20 percent) commercial. 

Thus, it is likely that there are more impor-

tant factors driving recognition than the 

ad length.

Brand Familiarity and Purchase Inten-

tion. As indicators of in-store video-media 

impact, the research team measured 

(before and after shopping) brand famili-

arity and purchase intention in both con-

trol and treatment conditions for three 

products (a brand of shampoo, a brand 

of cooking oil, and a brand of juice). The 

research team adopted the media-impact 

analysis suggested by Fitts and Hewett 

(1977).

The results suggest some influence of 

in-store video media on brand familiar-

ity and purchase intention: one of the 

three brands showed a marginal change 

TABLE	4
Product Involvement Comparison among Products

Shampoo	(Mean) Oil	(Mean) Juice	(Mean)

Product Involvement (n = 83) 4.85 (1.11) 4.49 (1.18) 4.39 (1.16)

Frequency of Unaided Recall (n = 88) 0.07 (0.25) 0.11 (0.32) 0.05 (0.21)

Notes: Parenthesis indicates standard deviation.

Appeared in in-store video

Did not appear in in-store video

%

%

Note: Unaided recall (n = 38)

Note: Unaided recall (n = 183)
Multiple answers were allowed.
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in brand familiarity based on exposure to 

the in-store video ads (See Tables 5 and 

6). Thus, Hypothesis 3 was partially sup-

ported. Limited effect on brand familiarity 

may be due, in part, to ceiling effects, as all 

three brands were fairly well known. The 

research team did, however, find signifi-

cant purchase intention changes in sham-

poo (t = 2.243, p = 0.013) and juice ads (t = 

1.863, p = 0.032). This discovery provided 

a good indication of the role of in-store 

video advertising as POP media. Thus, 

in-store video advertising primarily was 

effective in terms of changing consumers’ 

purchase intention, but the results also 

suggest that the medium has the potential 

to change brand familiarity. And, with that 

finding, the result generally supported 

Hypothesis 4.

Predictors Indicating the Effectiveness of 

in-Store Video Media. To determine the 

significant predictors that influence recog-

nition, the authors conducted a regression 

analysis based on factors related to shop-

ping behavior (such as attention to media, 

walking distance, and shopping duration), 

and demographic factors (such as age, 

marital status, living with children, educa-

tion, and income).

Owing to sample-size considerations in 

the treatment condition, the research team 

adopted the modified regression analysis 

suggested by Katz (2006), and the regres-

sion results indicated that “attention to 

media” (b = 0.435, p < 0.001), “age” (b = 

0.315, p = 0.007), and “shopping distance” 

(b = 0.244, p = 0.027) were presented as 

the most compelling predictors (F [3, 54] 

= 11.870, p < 0.001, Adjusted R2 = 0.364). 

Except for the three factors, no other fac-

tors explained the degree of recognition 

(See Table 7). Therefore, the regression 

model explains that older shoppers—peo-

ple who tended to pay more attention to 

in-store video media—remembered more 

brand names shown in the in-store video 

media if they covered a greater distance in 

the store. Interestingly, shopping distance 

had predictability, whereas shopping 

duration had no influence on the degree of 

brand recognition. In other words, shop-

pers’ actual movement—rather than just 

time in the store—increased the chance of 

media exposure.

Discussion. Study 2 was designed to 

explore effectiveness of in-store video 

advertising and the factors that may affect 

this effectiveness. The research results 

reflect several points:

• First, the results based on control and 

treatment conditions suggest that 

in-store video advertising has some 

influence on consumers, especially in 

changing purchase intention. Not sur-

prising, however, the medium’s impact 

was relatively limited, particularly in 

the case of brand familiarity, for which 

ceiling effects (particularly for well-

established brands) likely exist. The 

authors conclude that the in-store video 

advertising also has at least some poten-

tial to increase brand familiarity. Mean-

while, the comparison of recognition of 

the five brands that appeared in in-store 

video media versus the five distracter 

brands showed significant differences, 

indicating that running in-store video 

advertising benefit brand recognition.

• Regression models revealed that atten-

tion to media, age, and shopping dis-

tance are the significant predictors 

to positively improve in-store video 

media effectiveness. Of the predictors, 

shoppers’ attention to media suggests 

that media managers need to devise 

diverse ways to increase people’s atten-

tion to in-store video media. For exam-

ple, making attractive housing for the 

media, locating screens at a conspicuous 

height, and providing attractive infor-

mation for consumers would be some 

possible alternatives. Shopping dis-

tance also provides a good implication. 

Further analysis showed that partici-

pants’ shopping distance and duration 

TABLE	5
Fitts and Hewett’s media Effect Analysis (1977)

Product Group Mean	(After–Before) df t-Value p-Value

Brand 
Familiarity

Shampoo
Control 0.09

168 1.522 0.065
Treatment 0.36

Oil
Control –0.20

169 –0.566 0.286
Treatment –0.30

Juice
Control 0.03

169 0.255 0.400
Treatment 0.08

Purchase 
Intention

Shampoo
Control 0.19

169 2.243 0.013
Treatment 0.57

Oil
Control 0.41

168 –0.204 0.420
Treatment 0.37

Juice
Control –0.10

168 1.863 0.032
Treatment 0.33

Note: Media Effectiveness = Treatment (After–Before) – Control (After–Before)
One-tailed independent t-test was conducted.
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differed significantly on Sunday versus 

Monday. Specifically, Sunday shoppers 

took 1,560.01 (SD = 915.95) steps for 

62.46 minutes (SD = 27.71) on average, 

whereas Monday shoppers did 1,228.28 

steps (SD = 677.98) for 52.41 minutes 

(SD = 29.53; n = 160; distance: t = 2.470, 

p = 0.015, duration: t = 2.218, p = 0.028). 

Thus, we expect that there will be differ-

ent impacts on in-store video media by 

consumers’ shopping day.

Study	Three

Study 1 indicated that media exposures 

in a retail environment are usually brief. 

Additionally, Study 2 revealed relatively 

low absolute levels of recall and recogni-

tion. Therefore, the authors speculate that 

there may be factors related to the format 

of in-store video advertising that would 

have some influence on the degree of rec-

ognition. (For example, should in-store 

video advertising feature a product shot 

of a designated size and fixed position to 

increase the chance of exposure?) A third 

study was designed to consider formatting 

variants that might boost in-store video 

media effectiveness. Considering this, the 

following hypothesis is suggested based 

on the findings from previous studies:

H5:  A fixed (non-moving) brand 

exposure on in-store video will 

improve brand recognition.

Study Design. Study 3 primarily focused 

on measuring the relationship between the 

ad format and brand recognition. Analy-

sis of video feeds from Study 1 showed 

very little time spent viewing the in-store 

video. Therefore, the authors suggest that 

recognition is likely to be greater with a 

larger image of the product and with a 

fixed—rather than motion—presentation.

In this study, ads for shampoo (Head 

& Shoulders) and steamed rice (Hatban) 

were chosen for our experiment as target 

TABLE	6
Descriptive Statistics

Product Condition Time Mean Difference

Brand 
Familiarity

Shampoo

Control
Before 3.60 (2.00)

0.09
After 3.69 (1.87)

Treatment
Before 3.90 (1.97)

0.35
After 4.25 (1.92)

Oil

Control
Before 5.40 (1.62)

–0.2
After 5.20 (1.60)

Treatment
Before 5.38 (1.77)

–0.3
After 5.08 (1.83)

Juice

Control
Before 4.40 (1.80)

0.03
After 4.43 (1.72)

Treatment
Before 4.56 (1.83)

0.09
After 4.65 (1.70)

Purchase 
Intention

Shampoo

Control
Before 3.27 (1.83)

0.19
After 3.46 (1.64)

Treatment
Before 3.71 (1.92)

0.58
After 4.29 (1.85)

Oil

Control
Before 4.51 (1.89)

0.42
After 4.93 (1.46)

Treatment
Before 4.41 (1.98)

0.37
After 4.78 (1.81)

Juice

Control
Before 4.50 (1.59)

–0.1
After 4.40 (1.74)

Treatment
Before 4.25 (1.55)

0.32
After 4.57 (1.61)

Note: Parenthesis indicates standard deviation.

TABLE	7
multiple Regression model Based on Shopping Behavior and 
Demographic Factors
Independent	Variable B b t-Value p-Value

Constant –1.262 –2.442 0.018

Attention to media 0.465 0.435 3.945 0.000

Age 0.033 0.315 2.807 0.007

Shopping distance 0.000 0.244 2.272 0.027

Note: Method = Enter, F (3, 54) = 11.870, p < 0.001; R2 = 0.397, Adjusted R2 = 0.364; Dependent variable = recognition
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products. Specifically, in the shampoo 

ad, a 30-percent fixed screen with prod-

uct display was compared with a com-

pletely fixed screen with product display 

and information. In the steamed rice ad, a 

moving picture without fixed product dis-

play was compared with fully fixed screen 

with product display (See Appendix 4). 

The length of each ad was 15 seconds.

As in Study 2, the data collection was 

conducted on the same weekday for both 

control and treatment conditions to avoid 

any type of bias caused by shopping day. 

The questionnaire consisted of brand rec-

ognition and simple demographic facts. 

As an aided memory prompt for the study 

participants, 12 photo images from the 

ads were shown to participants, who were 

asked to answer whether they had seen 

the ads during their shopping experience.

Results. Participants. A total number of 

259 participants volunteered in this study; 

after eliminating incomplete and unusable 

responses, 219 participants were included 

in the analysis. A majority of the sample 

were married (76.30 percent), and the 

most frequently answered income range 

was between $50,000 and $69,999 (32.40 

percent). The average age was 38.11 (SD 

= 10.37). The composition of participants 

was very similar to the participants group 

in Study 2.

Effect of Ad Format on Recognition. In 

terms of participants’ recognition level, 

the impact of ad format for each product 

was calculated. Independent-samples 

t-test results indicated that the fixed 

screen with product display improved 

consumers’ recognition level. Specifically, 

the comparison between two conditions in 

steamed rice showed significantly differ-

ent recognition level (t = 2.864, p = 0.005), 

whereas we could not find any significant 

difference in the comparison of shampoo 

ads (t = –0.991, p = 0.323) (See Table 8). In 

the steamed rice ads, 35.11 percent of par-

ticipants recognized the ad in the motion 

picture format, whereas 54.55 percent 

recognized the fully fixed ad with prod-

uct display. In the shampoo ads, which 

compared one-third fixed and fully fixed 

screens with product display, participants 

recognized 46.56 percent and 39.77 per-

cent, respectively, without significant rec-

ognition difference. Therefore, in support 

of Hypothesis 5, having some portion of 

fixed screen benefits brand recognition.

Discussion. The finding from Study 3 pro-

vides practitioners with a pivotal implica-

tion in effectively managing in-store video 

advertising. Based on the results from 

Study 1, the authors assumed that the for-

mat of in-store video advertising should 

be different from the general commercials 

released via television, primarily because 

consumers’ media exposure frequency is 

limited in a shopping environment. All 

the shoppers have a strong goal-oriented 

motivation of seeking what they would 

purchase, so it is unlikely that they are 

willing to spend dedicated time watching 

in-store video advertising. Instead, in-

store video advertising should catch the 

moments shoppers pay attention to them 

very quickly and casually (e.g., passing-

through media).

Based on this knowledge, putting a 

fixed product picture in a certain ratio of 

screen can increase the likelihood of shop-

per exposure. The authors also compared 

the degree of recognition to the fixed rate 

of brand or product display in ads. The 

results suggested that the ad format had a 

significant impact on consumers’ recogni-

tion level. In particular, ads with fixed pic-

tures of products or brands increased the 

chances of media exposure and, therefore, 

brand recognition.

In conclusion, putting a portion of 

product display in in-store video advertis-

ing increases the impact of in-store video 

media on consumers’ brand recognition.

GENERAL	DISCUSSION

Unlike traditional advertising that is 

exposed to a passive audience, out-of-

home advertising can reach consumers 

closer to the time and place of their pur-

chase decisions. Many places where peo-

ple gather—in theaters, in offices, and in 

transit—become target places for outdoor 

advertising.

In-store video advertising, however, has 

additional advantages that other OOH 

advertising channels do not have. Specifi-

cally, in-store video advertising targets a 

more specific and motivated audience 

(Blum, 2006; Blum and McClellan, 2006; 

TABLE	8
Brand Recognition Score Comparison by Ad Format
Product Condition Recognition df t-Value p-Value

Shampoo
1/3 Fixed Screen 46.56 percent

217 –0.991 0.323
Fully Fixed Screen 39.77 percent

Steamed Rice
no Fixed Screen 35.11 percent

181.08 2.864 0.005
Fully Fixed Screen 54.55 percent

Study 3 primarily 

focused on measuring 

the relationship between 

the ad format and 

brand recognition. 
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Friskney, 2007). That is, it has an impor-

tance from its pivotal role influencing con-

sumers’ purchases as a POP advertising. 

Another major contribution of the current 

research is that the authors have pro-

vided a reference regarding in-store video 

advertising as an advanced format of POP 

advertising.

The first qualitative study based on 

video recording identified the shortcom-

ing of in-store video advertising in that 

none of our participants took time to 

stare at specific media, and most media 

exposure in a retail store is casual and of 

brief duration. In spite of the limitation of 

this new medium, Study 2 suggested that 

in-store video advertising has a strong 

potential to positively impact consumers’ 

purchase intention and brand familiarity 

with the most frequent effects on purchase 

intent. Finally, Study 3 suggested a bet-

ter format of in-store video advertising to 

enhance consumers’ brand recognition.

The combined findings allow marketers 

to identify—and, perhaps, overcome—the 

shortcomings of in-store video advertising 

and to think about better ways to increase 

its impact on consumers. Although the 

findings did not clarify whether in-store 

video advertising serves a role as either 

impulsive purchase prompter or infor-

mation provider encouraging consumer 

purchase, it was observed that this new 

medium has a strong potential to take both 

of the roles. It is a powerful tool to attract 

consumers’ attention through the char-

acteristics of moving pictures, as shown, 

in that it has more chances to be exposed 

to consumers than traditional cardboard 

POP. Similarly, the result from regression 

analysis also suggested the importance of 

predictors such as personal attention to 

media, age, and walking distance in influ-

encing the degree of brand recognition.

Of these factors, “attention to media” 

was the most significant advantage of 

in-store video advertising. To attract 

shoppers’ attention to in-store video 

advertising, the authors suggest that 

media managers satisfy consumers’ physi-

cal and psychological needs. Specifically, 

physical needs are satisfied by locating 

media in a visible place, increasing sound 

volume, and making an attractive housing 

for in-store video media (e.g., Donthu et 

al., 1993; Wilson and Till, 2008). Psycholog-

ical needs are satisfied by providing more 

useful information related to shoppers’ 

attention, such as price, sales, or coupons 

(Zeithaml, 1988).

To achieve this improved effectiveness, 

the authors also encourage marketers to 

understand that the formats of in-store 

video advertising should be different 

from standard TV commercials, primarily 

because of the characteristics of incidental 

advertising exposure in retail settings. A 

certain ratio of product (or brand) display 

rather than fully fixed product display 

will be a more compelling format to boost 

consumers’ brand recognition. Having 

fully fixed product display may increase 

the possibility of ad exposure, but it also 

might diminish consumers’ attention to 

advertisements in in-store video media 

from a long-term perspective. Therefore, 

the screen composition of a certain ratio 

of product display and motion picture for-

mat is preferable in efficiently increasing 

consumers’ brand recognition rates.

CONCLUSION

The results from the three field studies 

can encourage more interest in in-store 

video advertising for both practitioners 

and researchers. Specifically, the findings 

provide practical guidance regarding the 

effective use of this new advertising chan-

nel. Additionally, the authors propose a 

potentially useful qualitative-research 

method based on the use of mini-cameras. 

The method provides future research-

ers with an inexpensive, pragmatic tool 

to investigate media effectiveness and 

consumer behaviors. The remaining two 

studies also confirm and suggest the 

positive effectiveness of in-store video 

advertising and ways to maximize its 

effectiveness. In particular, in-store video 

advertising has a role as POP advertising 

in changing shoppers’ purchase intention 

while it also possesses potential as a stim-

ulator to increase brand familiarity.

From the viewpoint of advertisers, the 

in-store video advertising provides advan-

tages versus broadcast ads (such as real-

time controlling of content and targeting 

certain situations) as it also provides the 

opportunity to provide consumers with 

timely, useful shopping information. 

Therefore, it is expected that in-store video 

media based on digital technology will 

evolve as a rich medium that may replace 

traditional posters and POP advertising. 

In that sense, the current research pro-

vides a significant contribution in that the 

authors demonstrate both the possibilities 

and limitations of this new medium.

FUTURE	RESEARCh	AND	LIMITATIONS

As little academic research has been con-

ducted in this area, much future study is 

encouraged. There still are many issues 

open for investigation. For example, future 

researchers could confirm whether there is 

a different level of impact on brand rec-

ognition by shopping day (e.g., weekday 

versus weekend). Although the research 

team found some clues that walking dis-

tance influences the rate of brand recogni-

tion—and that there exists a difference of 

walking distance between weekday and 

weekend-—it offers no direct proof to 

support the speculation. Another possible 

area of research is to investigate accumu-

lated media effectiveness during a specific 

period. Brand recognition on the stud-

ies’ two fictitious brands recorded lower 

(or similar) levels of recognition than 

other filler distracter brands that were 

not shown in in-store video advertising. 
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Nonetheless, the authors intuitively 

expect that repeated exposure via in-store 

video media will increase the impact of in-

store video advertising. Thus, continued 

investigation of the change of recognition 

of fictitious brands over time will provide 

more data on the necessary threshold of 

exposure and repetition of in-store video 

advertising to generate a higher level of 

brand recognition.

Finally, it is important to note that the 

results in all three studies were generated 

based on information provided by Korean 

participants. Culture shapes consumers’ 

behaviors differently (e.g., Kacen and 

Lee, 2002; Solomon, 2004). For example, 

a majority of participants in these stud-

ies were females, as females have a pri-

ority as decision makers in most Korean 

households. As such, the authors encour-

age other researchers to replicate future 

research based on broader and deeper 

samples. 
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APPENDIX	1
In-Store Video Advertising in eMart

Note: The black squares indicate in-store video media.
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APPENDIX	3
mini-wireless Camera 
System

APPENDIX	4
Stimuli for Ad Format Impact Test

Note: The white dashed borders indicate the fixed parts of in-store video screen.

Clean Chungjungsu (5") and EnerDrink (15")

Head & Shoulders (15"), Baeksol Oil (15"), and morning Juice (15")

Treatment ConditionControl Condition
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