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Abstracts

A Study on the Effect of Signboard Improvement on Store and Local Branding
and Acceptance Intention: Focusing on Informativeness, Entertainment, and

Irritation

Yesolran Kim

Assistant Professor, Department of Advertising and Public Relations, Kookmin University

Se—jin Lee

Professor, Department of Advertising and Public Relations, Kookmin University

In Korea, a government—led signboard improvement project is being implemented to make the street environ-—
ment beautiful and pleasant, The main participants in this project, the store owners and local governments, ex—
pect to gain store branding and local branding effects from this project, respectively, The government agency,
which is the main body of the project, hopes that the project will be successfully accepted by members of
society. This study examined the impact of the perceived informativeness, entertainment, and irritation of im-—
proved signboards on store and local branding and acceptance intention to projects, The survey was conducted
online with 300 undergraduate and graduate students, The results of this study showed that informativeness and
entertainment had a positive effect on store and local branding effects and acceptance intention to projects, but
irritation had a negative effect, These results will serve as basic data for academic research on the effect of
signboard improvement, and a guideline for establishing a successful business model that can promote mutual

benefits of project participants such as store owners, local governments, and government agencies,

Key words: Signboard improvement, Store branding, Local branding, Acceptance intention to signboard improve-—

ment projects, Informativeness, Entertainment, Irritation
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