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2 AFolA AFEHE= AHIAZE AR POP 3
1ol o= AlFoll s vhgohes 44 AdH=E A
olstict. & Aol ARS AlFHI =S 54 &
T2 BE & F AFel de HeE S45H
1!, Mackenzie et al.(1986)2] A-ollA A|AISH F
TE &5t & A A=ES 2§ S
=2 ofiF AlFel dish “2 A<l wiHgA<l,
A== 3R or SASHIHTE HAE
AL o=717).

24 FO{o| =

rulo

2 AFoA Fujolrs wfFS RS AH|xt
7} AR POP Falo| Lho = AFol tiaf Frfjst
24 st o2 Aosilt. A= HE9t
F5 Atolo] MM, okt Jfgos u|d
Y5 A= AHEHTH( Assael, 2004; Tanto et al.,
2022). wEbA, 2 A9 &S s
Dodds et al.(1991)2] A-ellA] AH8-5 378 57t
AFFAFge] it FHS 23Tt 4FFoR
597 H IAE AR, a=753).
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274 2742 WAL (a=745), BY 3-4= 2
A4 Av 4o e 29 37 4L Br)s
oq 51:/3— =z =z Z A ols

el 534 42 Lee and Labroo(2004)°]
ujl, 27k ng duht 97 A 4 9
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AmiE A= g ¢ e 32 7H HAE
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Tl e &40 A¢AA GoRAE S

o)
|

=

1 E—E]Z% Heller et al. (2019) Tsai et
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focus_type 175 1 175 414 521
focus_type x Focus 39.837 1 39.837 94.393 <.001
2Zf(focus_type) 56.552 134 422
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99,9999 227 (12.1%), 100,00082 ©]4 107
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o HE(Busy)E 835 B4 ZAd 74 1
Ao ® AU, FAHe R, A F
= AEHE] FAACE o3t dF= Tl
QO LH(h=1263, p=.114), FHAE =

g A TS "A= AeR YEHTHe=
376, p=.025). 7=, 959 EFS W (BusyM)
2 83t BEAoAL AZE L (h=.536, p<.001)2}
T O & (h=.573, p<.001) ETC&H 2 el
A GI7F ERIEFAUH<ES B ® 1> X))
Heg S E’%%}Oﬂ 7M1 2Ast
THAE AW 23, o
% 373 %LUIHE L25FE 7
o AH(+)9] AueA 1(162* 187%,

ot = AlSEHIT] o
°§6‘¥% Holz| ¢fgtom
(b=252, p=.131), Tl A= Folgt A
(e &I} QI QTHE=.334, p=.044; <HE 3
Fx). 5ol Fujelzel et wS4Eo] JF
EARoR GOFom(p=173, p=.017), FEH]
/it AR o2 [oJgt 2 HATh(b=.283,
BT BusyM)= SHHSF

= FAT EAAM= %%%% SAGE o] Ff =

<H 3> 97 2: 2 R0\ H)0| FEI Y
(SHZTFE3h
DV v b B t )4
Busy 252 113 1.515 131
Gender 211 .094 1.274 204
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Edu .092 .095 1.271 205
Income .036 .049 .647 519
Busy 334 .148 2.026 .044
Gender 283 125 1.725 .086
PI
Edu 173 178 2.417 .017
Income | -.027 -.036 -.494 .622

b-BIEZS} 374, p-HES 8724, ~2F S - R
=, PA=A|ZEHE, PI=70H2| .
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W, Fojelme] 9, Heh Bg ALY &
o} S gz 240 B gue

Al Aee] ws) Fuiort FolstAl ¥
e O UH(PL: b=~ 493, p=.027; THF ET b=
— 488, p=.028), T2 =19 25 A
Al AgEo ot folshAl w1 vE
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2 FujoE fHbet WHHE]EST 2 M gy
=4.475 vs. M_4=3.628), 55 79 F4xH
A= oz HAAES 22 FuioeE
HAhES 274; M_q3=3.987 vs. M_54=4.796).
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ZAxH(focus)}e] 2280l A2 §F3/J(FL)
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W7F Foldtk(b=.724, p=.006; FHZF Z3: b=
679, p=010) (<2 B H4-2> &%) &
Hof|A], P 2H1-BF 22 AYAEE

Ol5}A| F7HAIZ) BHH(b=.767, p<.001), o} Z2H
Zo = EF9e a7t FofshA] Skthb=

T BEG AHA) Y
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A9 TPHATE Effect=.607, 95% CI[.311, .934],
T Q& O] AL Effect=.590, 95% CI[.284, 0.927]
=2 AlZ]F7tof| 0o] =] Skt

g xR 2N E AEEE(Efect=
070, 95% CI[—.214, .354))2} LUl O| = (Effect=
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TZtol 0& EFste] FAACE f[o5tA] 4%k

+ T EFebHAA] 2dxH

FoAgol A f44S Sl AFH =L} Al
oo mFEHE wiAdH £¥ anE Yerde
Holgm, 7Hd 32 A HUT. ojnf 2dH
N eldAE AEENEoA Index=537, 95% CI
[.148, .980], FUHOIZ=OA] Index=.522, 95% CI
[.122, 966]= LtEIL:, A2 A4S 58 =R
o] A 717t WA A - @ vs. Fell =
2t FosHA Eetile HojEth(<E 4> X))
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22 | DV R | AMEND)| SE t p 2H¥ED 95% CI Index(95% CI)
oler = -363 181 | -1.966 | .051 070 [-.214, 354]
PA ——— 537([.148, .980]
Busy A2 176 191 923 | 357 607 [311,.934]
(Ol2%) oflgtzA -.556 170 | -3.276 | .001 .068 [-.221, .348]
Pl —— .522([.122, .966])
IPSEXS! 579 177 | 3263 | .001 590 [.284,.927]
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P EL! 118 036 | 3263 | .001 152 [.093, .223]
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Which Message Works When Shoppers Are Busy?:
Regulatory Fit and Fluency in AR POP Advertising

Ji Hyun Moon*, Sung Youl Jun**, Seung-Chul Yoo***

ABSTRACT

Purpose: This study investigates the persuasive effects of augmented reality (AR) point-of-purchase
(POP) advertisements within offline retail environments, focusing on consumers’ subjective busyness as a
key psychological variable. While AR technology has become increasingly prominent in enhancing in-store
shopping experiences, limited research has examined how consumers’ perceived busyness interacts with
message framing strategies. Drawing on regulatory focus theory, we test whether regulatory fit between
consumers’ busyness and AR message focus (promotion vs. prevention) enhances persuasion via processing

fluency.

Research design, data, and methodology: This study uses two online experiments simulating in-store AR
POP experiences. Study 1 examined the main effect of subjective busyness using an AR POP ad with a
neutral (non-framed) message. Subjective busyness was manipulated via recall (essay priming) task, after
which participants evaluated the focal product and reported product attitude and purchase intention. A
manipulation check assessed participants’ perceived busyness (and related perceptions). Study 2 adopted a 2
(subjective busyness: busy vs. not-busy) x 2 (message regulatory focus: promotion vs. prevention)
between-subjects design. Participants viewed an AR POP ad featuring either a promotion- or prevention-focused
message and then completed measures of processing fluency, product attitude, and purchase intention using
established multi-item scales. Manipulation checks indicated that participants perceived the intended busyness
condition and message focus. In addition to the experimental manipulation, self-reported busyness was also

assessed as a continuous index and used in supplementary analyses.

Results: Study 1: Participants in a busy (vs. not-busy) condition reported higher purchase intentions even

under a neutral AR POP message, whereas effects on product attitudes were less consistent; in contrast, higher

* Ph. D. Candidate, School of Business, Sogang University, First Author
** Professor, School of Business, Sogang University, Co-Author
*** Professor, Department of Media & Communication, Ewha Womans University, Corresponding Author



84 | 84 M31A M1z

levels of self-reported busyness (operationalized as a continuous index, BusyM) were associated with more
favorable product attitudes and higher purchase intentions, suggesting that busyness alone can enhance AR ad
persuasiveness. Study 2: A significant interaction was found between subjective busyness and message
regulatory focus. Specifically, promotion-focused AR messages were more persuasive for busier consumers,
whereas prevention-focused messages were more effective for less busy consumers. Processing fluency
mediated these interaction effects, and moderated mediation analyses indicated that regulatory fit (busyness

x message focus) increases fluency, which in turn strengthens product attitudes and purchase intentions.

Conclusions: The findings highlight the importance of psychological context in AR POP ad effective-
ness. Subjective busyness, an everyday yet underexplored consumer state, acts a self-regulatory lens that
shapes how people receive AR messages. When AR message framing is aligned with consumers’ moti-
vational state through appropriate regulatory focus, processing fluency improves and persuasion is streng-
thened. This study extends AR advertising research by incorporating regulatory fit and processing fluency
into the explanatory framework, while also offering actionable implications for designing in-store AR

marketing strategies that are sensitive to consumers’ momentary states.

Keywords: POP Ads, Augmented Reality, AR Ad, Subjective Busyness, Message Regulatory Focus, Processing Fluency



