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Background 
 OOH contributed to 10% of HK’s ad expenditure 

(Jan-Oct. 2010, admanGo.com)
 Past studies in natural outdoor advertising 

environemt were mainly those testing recalls of 
billboard ads along highways (e.g. Donthu et 
al.1993; King & Tinkham 1990) 

 Outdoor advertising environment of Hong Kong 
and other metropolitan cities have their 
distinctive features  





Research objectives

 To measure the poster awareness (reach) 
and reported frequencies of outdoor 
posters 

 To investigate general attitudes toward 
outdoor advertising

 To examine if the above depend on 
demographics and frequency of visit to the 
area

4



5

Research method
 Select Tsim Sha Tsui as the location of study 

(one of the hot spots of outdoor poster ads)
 Date: October 28, 2010 (Thursday) morning 

10:15 to 11:15am
 Quota sampling
 a group of 36 interviewers intercept and 

each interview 8 respondents as follows
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Location of 
interviewing



Questionnaire design

 First part: show visual (BW) of each of the 
8 posters and ask if the respondents have 
seen it in TST

 If yes, ask them to estimate frequency of 
seeing it

 The ads selected were from those brands 
that did not advertise in other media 
exposure in the study period 
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Questionnaire design

 Second part: read 8 statements about 
outdoor ads and asked respondents to 
rate them on a six-point scale

 Part 3: demographics and visits to TST in 
the past week
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Sample size and profile
 N=332

Demographics Frequency Percentage
sex Male 166 50.0

Female 166 50.0
Age 16-24 82 24.7

25-34 84 25.3
35-44 87 26.2
45+ 79 23.8

Occupation Office Worker 61 18.4
Professional 55 16.6
Factory Worker 35 10.5
Student 63 19.0
Others 118 35.5



10

Sample size and profile
 N=332

Demographics Frequency Percentage
Personal monthly 
income

No Income 59 18.0

Below 14,999 152 46.5
15,000-29,999 81 24.8
Above 30,000 35 10.7

Education level Primary 16 4.8
Secondary 190 57.2
Tertiary 126 38.0

Residents or tourists HK Residents 260 78.3
Tourists 72 21.7
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Sample size and profile
 N=332

Frequency Percentage
Frequency to Tsim Sha 
Tsui in the past week

1-2 137 41.3

3-5 96 28.9
6-10 53 16.0
10+ 46 13.9



Freq of visiting TST past week
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Poster awareness (reach)
poster awareness  (weeks of display) %

Bally leather goods (4) 49.7

Svenson hair care center (2.5) 45.2

Omega watch (4) 40.4

Tommy Hilfiger clothing (4) 38.0

Johnnie Walker Anzenchitai concert (12) 31.3

Mengnu milk (26) 30.1

a. testoni leather goods (5) 26.5

JeanRichard watch (4) 18.7



The ad that yielded the highest reach 





The ad the yielded the second highest reach 





The ad that yielded the least reach 
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Average frequency of exposure
Frequency

Bally leather goods 5.2

Svenson hair care center 5.2

Omega watch 4.3

Tommy Hilfiger clothing 4.6

Johnnie Walker Anzenchitai concert 3.5

Mengnu milk 4.5

a. testoni leather goods 3.6

JeanRichard watch 2.9
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Attitudes toward outdoor ads
Statement mean

pay attention when ads are creative 4.6

pay attention when ads have vivid color 4.5

larger-than-life ads attracts my attention 4.3

I like to pay attention to outdoor ads 3.8

give me info about things in fashion 3.8

pay attention at a spacious environment 3.8

kill my boredom 3.7

pay attention when pedestrian flow is high 3.1
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Attitudes toward outdoor ads

 In general positive
 Like ads that are creative, have vivid color, 

and larger-than-life size
 When pedestrian flow is high, respondents 

less likely to pay attention to outdoor ads



Poster awareness by 
demographics
 No gender difference, except
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M: 37%
F:25%
All: 31%

T=2.4 p<0.05



Poster awareness by 
demographics
 No difference among all three educational 

groups (primary; secondary; tertiary)
 Probably because all poster messages are 

simple, and visual-dominant
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Poster awareness by 
demographics
 No age difference, except
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Age group 16-24 more likely to have seen the poster;
Probably not because of the product need, but the interest in 
the celebrity
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Poster awareness differs among 
residents and tourists 

26

33

21

0

5

10

15

20

25

30

35

residents tourists

Tourists may not travel on cross harbor tunnel vehicles
Some tourists cannot read Chinese



Poster awareness differs among 
residents and tourists 
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Tourists do not know Moses Chan
Some tourists cannot read Chinese
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Poster awareness differs among 
residents and tourists 
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Some tourists cannot read Chinese
Tourists are not familiar with Asian bands
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Attitudes toward outdoor ads by 
demographics
 No gender and age group difference
 Respondents with secondary and tertiary 

education agreed more to the statement “I tend 
to pay attention to outdoor ads when the outdoor 
ads have vivid color” (mean=3.7; 4.5; 4.6)

 Tourists agreed more to the statement “Outdoor 
ads help me kill my boredom when waiting on 
the street” than residents (mean=4.0 vs 
mean=3.6)
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Poster awareness, attitudes toward 
outdoor ads and frequency of visiting 
TST
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 Attitudes toward outdoor ads correlated 
with poster awareness

 Frequency of visiting TST correlated with 
poster awareness

 Frequency of visiting TST did not correlate 
with attitude toward outdoor ads 
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Conclusion

 Outdoor posters are effective medium
 Global brands more likely to benefit
 Overall attitude toward outdoor ads is 

positive
 Creative, colorful, and larger-than-life 

executions
 Mass oriented medium
 Language barrier for tourists
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Limitation 

 False recognition was unable to be tested
 Other possible factors were difficult to 

control and tested (e.g. height of the ad 
from the ground, the route of the 
pedestrians etc.) 


