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Previous Studies on Digital Signage

	Year
	Title
	Objectives
	Research Method
	Findings
	Limitations

	2024
	“Automatic Guidance Signage Placement Through Multi-Objective Evolutionary Algorithm”

	The study focused at how digital signs may help manage crowds in public areas.

	Quantitative
	The results revealed that a multi-objective evolutionary framework produces very promising placement methods for guidance signs.
	The study had limited testing and was applied in a specific situation.


	2024
	“Accessibility of tourist signage at heritage sites: an application of the universal design principles”
	The study examines the usage of digital signs in tourist destinations to increase visitor numbers.

	Qualitative
	The findings showed that tourist sites and service facilities benefit from tourist signage.

	Limited samples are used in the investigation. 
It is impossible to extrapolate results from individual differences.

	2024
	“Investigating Driver Preferences for Traffic Using Digital Signage and Road Surface Holograms”
	The study investigated the information preferences of drivers to improve traffic information provision tactics using holograms and digital signage.

	Quantitative
	The results showed that digital signage is preferred by young people. However, most drivers like a combination of road surface holograms and digital signage.

	The study observes several users. 
The study has a small sample size.

	2024
	“Changing Culture through Pro-Environmental Messaging Delivered on Digital Signs: A Longitudinal Field Study”

	The study examined the effects on community psychology of ED content displayed on digital signs in public spaces.
	Quantitative
	 The results showed that environmental social norms improved ecological and community awareness and sensitivity.
	Not mentioned

	2024
	“Estimating the Social Value of Digital Signage Landmarks as Sustainable Tourist Attractions”

	The study looked at how digital signs may be used to make towns more tourist-friendly and appealing.

	Quantitative
	According to the study, the perceived yearly value is higher than that of the usual Korean tourist attractions. The willingness of the household to contribute to the landmark's support.

	The study's drawback is that it only looks at domestic respondents—foreigners are not included. eventually ignoring how foreign visitors perceive it. 
Survey bias results from the study's reliance on online questionnaires.

	2023
	“Visual cues during shoppers’ journeys: An exploratory paper”

	The goal of the study is to pinpoint the consumer touchpoints that influence product choices in retail establishments.
	Qualitative
	The findings showed that consumers preferred to use intrinsic touchpoints over extrinsic ones, such as interactions with employees and products.

	The study's sample size is small. 
The investigation has carried out exploratory 

	2023
	“Ethnic restaurants’ Outdoor Signage: the effect of color and Name on consumers’ food perceptions and dining intentions”

	The purpose of the study is to look at how customers' views and purchase intentions are affected by the color of signs and restaurant names.

	Quantitative
	The study found that the name of the restaurant and the color of the signs affect customers' opinions and intentions to buy.

	The research is restricted to a specific sector.


	2023
	“Role of Interior and Exterior Stores Visual Merchandising on Consumers’ Impulsive Buying Behaviour: Reference to Apparel Retail Stores in Sri Lanka”
	The study examined how visual merchandising techniques, both indoors and out, affect consumers' intentions to buy in the retail clothing sector.
 
	Quantitative
	The results of the study showed that window display has the biggest impact on purchase intention, followed by in-store mannequin displays and promotional signs.

	The study's drawback is that it only employed a small number of obvious tactics and components. 
The study used a cross-sectional survey. 

	2020
	“Digital signage as an opportunity to enhance the mall environment: a moderated mediation model”

	Through the use of digital signs, the study investigated how patrons felt about the mall atmosphere.

	Quantitative
	The results of the research showed that positive approach behaviors and emotions have an impact on how customers perceive the mall environment.

	The study's shortcoming is that it only looked at digital signs as a design cue. 
Instead of using an experiment, it has used a cross-sectional survey.

	2018
	“Digital Innovation Based on Digital Signage: Method Categories and Examples”
	The study examined knowledge of the advantages and disadvantages of digital signage and EDS.

	Qualitative


	The result is predicated on the housing sector, which demonstrates the creative elevator-connected digital signage solutions and the classification of support services within the digital signage framework.

	The study's drawback is that the author only looked at one case study in a single application area. 




Participants information table 
Participant #		Pseudonyms		Age		Gender 	Education	
P1			Arita			47		Male	  	Graduate	
P2			Lilita			32		Female	   	Post Graduate	
P3			Kimini			35		Female	  	Graduate	
P4			Ridha			36		Male		Graduate
P5			Rija			33		Male	 	Graduate
P6			Mahan			39		Female	 	Doctorate	
P7			Riju			38		Male	 	Graduate
P8			Kilash			39		Male	 	Graduate
P9			Kinnu			50		Female	   	Post Graduate           P10			Senju			32		Male	    	Post Graduate	
P11			Sajak			52		Male	   	Graduate
 P12			Remesh		39		Male		Graduate	
P13			Kimal			35		Male	 	Graduate
P14			Akuj			34		Male	            Post Graduate	
P15			Akash			42		Male	   	Graduate
P16			Arti			40		Female	 	Post Graduate	
P17			Benu			33		Male	      	Graduate	
P18			Bakash			36		Male		Graduate	
P19			Bila			34		Male	  	Graduate
P20			Sinu			30		Male	 	Graduate	
P21			Suhil			31		Male	  	Post Graduate	
P22			Minish			31		Male	            Graduate
P23			Simpak		33		Male	  	Post Graduate	
P24			Perav			33		Male	    	Graduate	
P25 			Kanal			36		Male	            Graduate
P26			Rujat			47		Male		Post Graduate
P27			Rima			32		Female	      	Graduate	
P28			Rini			39		Female	  	Post Graduate	
P29			Rashi			50		Female	     	Graduate
P30			Serender		32		Male	     	Post Graduate	
P31			Sadarshan		52		Male	            Graduate
P32			Sjak			39		Male	            Post Graduate
P33			Kandan		34		Male	      	Graduate 
P34			Aman			42		Male	            Graduate
P35			Asif			33		Male	 	Post Graduate	
P36			Abir			34		Male	     	Post Graduate	
P37			Amnik			30		Male	      	Graduate	
P38			Vibhav			31		Male	   	Graduate	









