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This study indicates an analysis of the compound effect of point-of-purchase
advertising and environmental factors on the unconscious consumer behavior. Additionally, in this study,
we argue that consumer’ s advertisin% attitude and purchase intention are influenced by advertisement
recognition depend on the relevance of media involvement and gaze time to the point-of -purchase

advertising. The result of the study proposes a more comprehensive model for measuring the effect of
point-of-purchase advertising.
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(B =0.277, p<.01; B =0.203,
p<.01) -

((B =0.331, p<.01; P =0.423, p<.001;
B =0.387, p<.01; B =0.262, p<.01))
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