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Abstract

In the process of modernization, elevators have become an essential infrastructure in modern
building construction. Elevator advertising, which emerged with elevators, plays a significant role
in people’s daily lives. Its enclosed nature and lack of signal make it an excellent medium for infor-
mation dissemination and commercial marketing. Therefore, this article starts from the impact of
community elevator advertising on consumers’ purchase intentions and attempts to verify the influ-
ence of advertising value and its path. Combining the DuCoffe advertising model, the advertising value
is divided into four dimensions: informativeness, entertainment, trustworthiness, and annoyance.
The impact of each dimension on consumers’ brand attitude and purchase intention is explored re-
spectively, attempting to construct the path relationship of community elevator advertising influenc-
ing consumers’ purchase intention. Based on this, marketing suggestions and references are provided
for advertisers’ advertising placement process, and references are provided for the overall market-
ing process and activities. Through various statistical analysis methods, the study found that under
the influence of elevator advertising, the informativeness and trustworthiness of elevator advertis-
ing value characteristics have a positive impact on consumers’ brand attitude; the informativeness,
entertainment, and trustworthiness of elevator advertising value characteristics have a positive im-
pact on consumers’ purchase intention; the annoyance of advertising has a negative impact on con-
sumers’ brand attitude and purchase intention. Among them, brand attitude plays the role of a me-
diating variable.
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Figure 1. Diagram of the theoretical model construction
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LB R RIS A T R D13
FA o F R o e R R R B AT T E14
o BB o 7 ML FR R U E15 Lee £ B. (2017) [23]
TR XA 45 v 7 A E16

DOI: 10.12677/ecl.2025.1472428 2258 1T 5508


https://doi.org/10.12677/ecl.2025.1472428

N7

W% ME R &5, AT IR KA o LR b F17
lape WA W55, ol M4 HAh A F18 #:9%(2022) [24]
I FESEIE RIS S, FRoo R Jeid PR R 4 v i ot F19

4.2. HARWE

ARG EFZRAL ERERTL, B RIERER K, (ER5 2 it i 665t
WRE, PRGBS, BRI SET, FEEIEATR . 8 T iR EHEm L, 2 L1
RPN 7 AL DR TR 5 S U5 R G0 ) 3 Bt S SEVE AR R T o A VO BRI T 218 4y, sEBwlnl 218
i, TR, G E 207 A MG

AU EIL R 218 4y, it R REEIA 207 fr(RIA RS, A XA R & i 10 5
11 4, BB RO 800 A5 B R TS i, B ORI A X B A HBR I 207 O B EAT ST E T
2 Prn AT TESE T T o

Table 2. Descriptive statistical analysis
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184 LR 42 20.29
18~25% 45 21.74
R 25~35% 42 20.29
35~45% 47 2271
45% 31 14.98
Wik ZLAE 3 1.45
& 60 28.99
AR PN 41 19.81
AF} 77 37.2
fii+ &% LA | 26 12.56
10007C LA R 19 9.18
1000~20007C 24 11.59
2000~30007% 57 27.54
BN B
3000~40007C 48 23.19
4000~50007% 44 21.26
50007 & LA | 15 7.25
K T5k 55 26.57
5~107K 62 29.95
5 JE e A FL B I
10~157K 48 23.19
15K Lh | 42 20.19
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Table 3. Confidence analysis of variable indicators
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s WiH 5 Cronbach’s Alpha

Al 0.875
A2 0.879

FEM 0.906
A3 0.883
A4 0.877
B5 0.965

BIRPE B6 0.858 0.928
B7 0.855
c8 0.811

AN c9 0.823 0.868
C10 0.809
D11 0.832

PRI D12 0.811 0.870
D13 0.808
E14 0.819

TH B i A E15 0.841 0.883
E16 0.843
F17 0.854

T P SR F18 0.880 0.903
F19 0.848
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Table 5. Factor analysis of rotated load matrix
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Table 6. Table of overall fitting coefficients
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CMIN/DF RMSEA IFI TLI CFl GFI NFI AGFI
1.363 0.042 0.985 0.981 0.985 0.917 0.945 0.885
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Table 7. Factor loading
7. EF A

A% Estimate AVE CR

A4 - FEMH 0.854
A3 - ()-8 0.825

0.707 0.906
A2 - ()-8 0.834
Al - (RSN ES 0.85
B7 - o R 0.981
B6 - BRPE 0.95 0.821 0.931
B5 - BRE 0.774
C10 - (ERERES 0.867
C9 - AN 0.803 0.684 0.867
C8 - (ELARE 0.811
D13 - IRIGE 0.877
D12 - PRI 0.83 0.688 0.869
D11 - IRIGE 0.779
E14 - A 0.864
E15 - i S B 0.84 0.717 0.884
E16 - A 0.836
F17 - VR 4% ) S e 0.858
F18 - IR 8% 18 S 1 B 0.877 0.757 0.903
F19 - IR ¢ 0 S R 0.875
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Table 8. Distinguishing validity tests for each dimension
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Figure 2. Hypothesis testing analysis chart
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Table 9. Path relationship test results
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(8% BAEKR Estimate S.E. CR. P BRI 2T T
Hila m RS - FEM 0.365 0.081 4,738 &
Hib m RS - IR 0.097 0.064 1.454 0.146 5
Hilc i RS - fEAEME 0.233 0.08 2.982 0.003 &
H1d ml S « R -0.275 0.081 —3.565 2
H2a ML < 5 EH 0.23 0.054 4,689 2
H2b IR 2% 1) S 7 - IR SR 0.102 0.038 2.699 0.007 &
H2c ) 245 18] 3 7 S - B4R 0.261 0.051 5.426 1
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% P < 0.001.
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Table 10. Mediation effect test results
F10. FNPRRIEER

95% & {5 [X [A]

AR R Estimate P

Lower Upper
UE B - T 9 W S B - W el M2 T SRR 0.14 0.054 0.277 0.001
UG IR - T P RSB - T U 4 S R 0.034 -0.016 0.109 0.156
SEATE - VM 2 WA - e W% 0 ST R 0.087 0.009 0.21 0.025
ARITU: - W B S RRAS T - T 2 2 I SRR -0.106 —-0.231 -0.027 0.007
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