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Analyzing Users’ Perception and Attitude Associated with Usage of
Signage

Hang Sub Kim' - Hyung joon Kim'™ - Bong Gyou Lee™

ABSTRACT

Signage can be defined as the media device that provides specific information to many unspecified users in public places. Recently
applied context-aware technology, signage provides personal on-demand information services in a way that can continue to evolve. The
purpose of this study is to analyze characteristics of types which users identify signage on the perceptions and attitudes about
consideration of the perspective of the experts in the fields. The research is carried out by applying Q methodology with in-depth
interview. First, interviews are conducted to determine the perceptions and attitudes of experts and practitioners on signage. Thereafter
users’ perceptions and attitudes toward signage are classified by each types using Q methodology. The first type is named as 'signage as
smart media’, the second type is named as 'signage as passive media’, and the third type is named as 'signage as interactive media’ is

named. The results of this study will be useful guidelines for conducting further academic researches and R&D.

Keywords : Signage, User Perception, User Attitude, Q Methodology, User Type
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Table 1. Primary interviewees

No| Belonging Position Career
. . Tele Screen Association
1 [Consulting firm| Director Commission members
9 Related Secretary - Robot Association
associations General Tele Screen Association
3 Research Senior Korea Communications
institutions Researcher Agency
4 Research Senior Tele Screen Association
institutions Researcher Commission members
5 Carrier Team Leader Tele %reen Association
Commission members
A Tele Screen Association
6 University Professor Commission bers
Content ;
7 provides CEO UX, Content consulting
8 | Manufac Ditector Tele Sc‘ree.n Association
Commission members

Table 2. Secondary interviewees

No Belonging Position Career
9 Manager Sales Engineer 10 years
10 Sesior Sales Engineer 20 vears
Manager
Assistant : . -
1 Manufac w——— Sales Engineer 5 years
12 e i Sales Engineer 5 vears
manager
Assistant - . S
13 o Sales Engineer 5 years
14 Carrier Manager Signage sector 8 vears
Team . )
15 Portal i Project leader 7 years
Advertising Signage Advertising 8
16 Asade Manager —"
Assembled Team . )
17 co . Leader Project leader 11 vears
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Table 3. Statements of Signage User Types

Z

Q sample statements

OO =] O O i W DI

PEEESEHnERRES®

SEENPLHEBBLEBRIBRERR

Signage well expresses the image of text.

Signage is a digital display, electronic sign, and poster for outdoor advertising.

Electronic displays on the rooftops or walls of buildings are also signage.

Signage is usually used for local advertisements on TV or video.

Signage is mainly offering one-way contents.

Services provided by signage are usually offered in one-way.

Signage is used for POS (Point of Sales), POW (Point of Wait), and POT (Point of Transit).
Signage is manageable through the network.

Signage contents are provided as real-time broadcastings and VOD services.

Signage will provide interactive location-based services.

Signage will be connected with data-based servers and provide a context cognition technology.
Signage can be connected with other media.

Signage will provide the services which users can directly manipulate.

Signage will be developed into convergence media.

Signage will quickly replace outdoor signboards and advertising facilities.

Signage is the media that can provide two-way services on the network.

Signage will be able to provide the services linked to virtual reality (AR).

Subway screen doors are included in the service that signage provides.

Digital displays are included in the service that signage provides.

Signage is mainly offering texts but providing some photos and videos.

Signage has been introduced as digital displays became commercialized and popular.

Signage can be used both indoors and outdoors as a digital display.

Signage will be developed into virtual services (AR) and location-based services (LBS).
Signage will be developed into a two-way contents control system.

Signage can provide customized services for each gender and the different age group.
Signage is a smart instrument with the artificial intelligence (AI).

Signage provides store promotions and sales services in one-way.

Signage can provide weather information or emotional situations of users after checking them in advance.
Public information, promotions, and advertisings are can be controlled by the control center of signage.
Signage can provide an indirect brand experience or the services connected with other media.
Signage is the passive media in providing contents and services.

Digital displays will be developed into major outdoor advertising media.

Signage will have diversity in advertising contents,

Signage is easily found around us.

Signage allows users to do the shopping in the virtual shopping mall by smartphones.
Signage is used for public facility use guidance and public service announcement.

Signage is an electronic medium that is working on digital codes.

Signage can be developed into the public media that increase consumer participation.

Signage will be developed into the space media reflecting its spatial characteristics.

Signage is the public media that can arouse users’ attention, interest, and fun.
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Table 4. P configuration of the sample

30 Generation | 40 Generation Total
Job \ Age
M/F M/F M/F
Salesmen 18/1 3/0 21/1
Tech. support 91 3/0 12/1
Planning 4/0 1/0 50
Total 312 7/0 382
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Table 5. Signage User Types

Types VAR. Years Gender Weight
3 30 generation Male 7084

10 20 generation Female 9704

14 30 generation Male 1.4292

15 30 generation Male 6564

20 40 generation Male 1.1750

21 30 generation Male 9400

22 40 generation Male o7

23 40 generation Male 5416

24 40 generation Male 5391

The first type 2 30 generation Male 6521
(n=20) 26 30 generation Male 4019
27 30 generation Male 8791

28 30 generation Male 26725

29 30 generation Male 1.8130

30 30 generation Male 1.2266

A 30 generation Male 8995

B 40 generation Male 7941

H 30 generation Male 3607

36 30 generation Male 1.3947

39 30 generation Male 1571

1 30 generation Male 7603

2 30 generation Male 7494

5 30 generation Male 6774

7 30 generation Male 14112

3 30 generation Male 6876

The second type 9 30 generation Male 2694
(n=12) 11 30 generation Male 7925
12 30 generation Female 6796

17 40 generation Male 6463

19 30 generation Female A722

32 30 generation Male 3264

40 30 generation Male 9889

4 30 generation Male 7554

6 30 generation Male 7611

13 30 generation Male 2561

Third type 16 30 generation Male 6530
(n=8) 18 30 generation Male 6608
A 30 generation Male 6094

37 30 generation Male 14

38 40 generation Male 6297
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Table 6, The first type
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No Statements Standard scores
40 Signage is the public media that can arouse users’ attention, interest, and fun, 2.38
13 Signage will provide the services which users can directly manipulate. 141
25 Signage can provide customized services for each gender and the different age group. 1.37
R Signage can provide weather information or emotional situations of users after checking them in 1.29
advance.
38 Signage can be developed into the public media that increase consumer participation. 1.18
11 Signage will be connected with data-based servers and provide a context cognition technology. 1.17
30 Signage can provide an indirect brand experience or the services connected with other media. 1.08
9 Signage contents are provided as real-time broadcastings and VOD services, -1.01
31 Signage is the passive media in providing contents and services. -1]19
26 Signage is a smart instrument with the artificial intelligence (Al). -1.20
5 Signage is mainly offering one-way contents. -1.39
4 Signage is usually used for local advertisements on TV or video, -1.39
6 Services provided by signage are usually offered in one-way. -153
2 Signage is a digital display, electronic sign, and poster for outdoor advertising. -1.60
3 Electronic displays on the rooftops or walls of buildings are also signage. -1.84
1 Signage well expresses the image of text. -1.93
Table 7. The second type
No Statements Standard scores
8 Signage is manageable through the network. 1.58
2 Signage is a digital display, electronic sign, and poster for outdoor advertising. 1.51
32 Digital displays will be developed into major outdoor advertising media. 1.31
27 Signage provides store promotions and sales services in one-way. 1.23
5 Signage is mainly offering one-way contents. 1.19
36 Signage is used for public facility use guidance and public service announcement. 1.17
21 Signage has been introduced as digital displays became commercialized and popular. 1.12
2 Signage can provide customized services for each gender and the different age group. =127
31 Signage is the passive media in providing contents and services. -131
17 Signage will be able to provide the services linked to virtual realityv (AR). -1.40
10 Signage will provide interactive location-based services. -161
8 Signage can provide weather information or emotional situations of users after checking them in 427
advance.

26 Signage is a smart instrument with the artificial intelligence (Al). ~1.90
9 Signage contents are provided as real-time broadeastings and VOD services. -2.12
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Table 8. Third type

No Statements Standard scores
16 Signage is the media that can provide two-way services on the network. 224
7 Signage is used for POS (Point of Sales), POW (Point of Wait), and POT (Point of Transit), 1.53
38 Signage can be developed into the public media that increase consumer participation. 1.43
30 Signage can provide an indirect brand experience or the services connected with other media. 142
% I’.ublic information, promotions, and advertisings are can be controlled by the control center of 135
signage.
21 Signage has been introduced as digital displays became commercialized and popular. 1.29
40 Signage is the public media that can arouse users’ attention, interest, and fun. 1.15
8 Signage is manageable through the network. 1.02
4 Signage is usually used for local advertisements on TV or video. 1.01
20 Signage is mainly offering texts but providing some photos and videos. -1.06
36 Signage is used for public facility use guidance and public service announcement. -1.10
31 Signage is the passive media in providing contents and services, -1.11
28 Signage can provide weather information or emotional situations of users after checking them in 12
advance.
37 Signage is an electronic medium that is working on digital codes. -1.63
26 Signage is a smart instrument with the artificial intelligence (Al). -1.90
18 Subway screen doors are included in the service that signage provides. -2.18
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