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Abstract:

Posters are one of the most inexpensive and easy-to-install promotional method

among Out-of-Home Advertising. However, they often face challenges such as low visibility and

short attention spans from pedestrians. In this study, we addressed these challenges by developing
a Shikake called the ”Reversing a Reversed Poster,” designed to extend the time pedestrians focus
on the poster. This mechanism incorporates a mirror placed alongside a reversed poster, which

creates a re-reversed image of the poster. Through an experimental study, we examined the impact

of this mechanism on pedestrian attention time. The results suggested that this approach effectively

increased the duration of attention directed at the poster.
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