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Mechanisms for enhancing in-store advertising effectiveness through media and
advertising engagement
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i __ This stud% clarified the role of _engagement in enhancing the effectiveness
of in-store advertising in a purchase environment with mixed advertising information, and also

presented a study on how to measure 2 types of engagements and advertising effects by measuring
in-store advertising and products. Based on the findings presented in this study, more elaborate and
effective in-store communication strategies will be possible in the future if it is possible to
identify and extract elements that are highly compatible with the individual characteristics of
target customers from the elements that constitute store characteristics at various strategic sites.
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