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The Study on the Influence of Advertising Intrusiveness and Advertising
Clutter on Ad Attitude: Comparing Traditional OOH Ad and Digital OOH Ad

Jeong, Hyeondu

Assistant Professor, Dept. of Advertising & PR, Catholic Kwandong University

Park, JungSun

Chief Researcher, Research & Investigation Dept., Local Finance Association

The current study attempts to examine how advertising clutter and advertising intrusiveness influence atti—
tude toward advertising in traditional OOH advertising and digital OOH advertising, The survey was conducted
in the subject of 400 adults, especially with the sample of the age 20—59 who have some experience of exposure
to digital OOH advertising, As a result, although consumers showed the tendency that perceived advertising
clutter and advertising intrusiveness in digital OOH advertising higher than traditional OOH advertising, in tra—
ditional OOH advertising, consumers perceived the impact of advertising clutter and advertising intrusiveness on
advertising attitude higher than traditional OOH advertising, In addition, even if there was difference according
to gender and age, there were cases that advertising intrusiveness and advertising clutter didn’ t have sig—
nificant influence on advertising attitude, Therefore, the finding in the present study is expected to be utilized

as a important material for facilitating and developing digital OOH advertising industry,

Key words: Advertising Intrusiveness, Advertising Clutter, OOH Advertising, Digital OOH Advertising,
Advertising Attitude
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