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Abstract:

This research deals with an artistic experience that combines fine art and applied art and the
application of augmented reality technology. The beginning was by adopting the issue of
"Animal Rights and Welfare" to raise awareness and educate the public. Researchers used the
ceramic sculpture through a piece of art carved and processed in color specifically to express
the content of the awareness message with augmented reality technology to design an
"informal” indoor Public Service Advertisement. We can open a communication channel to
broadcast multiple awareness messages from local and international bodies and associations
through this creative concept. To demonstrate this concept scientifically, the researchers
designed a questionnaire to survey and measure the attractiveness of the idea. Creativity and
impressions of the recipient, and the extent of acceptance of the experience in artistic,
academic, and market circles?

It was directed to the Egyptians, Koreans, and Chinese electronically; researchers applied the
study to an exploratory sample of 50 participants from Egypt, South Korea, and China.
Researchers tested The Questionnaire by verifying three statistical elements: The Validity,
The Reliability, & The Internal Consistency of the Questionnaire.

Researchers applied to the final sample of 74 participants from the nationalities. The
researchers used the 5-Likert scale, the statistical package SPSS Ver.22,

From the point of view of the sample members:

The research sample found that viewing the used ceramic sculpture is unnecessary so that the
recipient will feel aesthetic pleasure based on the artwork’s beauty (Ceramic Sculpture).
However, the recipients' Impression of indoor PSA integrated with AR and ceramic sculpture
has awareness and acceptance of the idea in the Ad through aesthetic pleasure.

Gender did not impact the recipients' Impression of using AR and ceramic sculpture in indoor
PSAs; also, there is an effect of nationalities between the three groups (Egyptians, Koreans,
and Chinese) in liking the idea of using AR and Ceramic Sculpture in indoor PSAs.

The researchers also found a statistically significant difference between Egyptian and Korean
nationality in favor of the Egyptian. There is no statistically significant difference between
Egyptian and Chinese on the Questionnaire.
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The research also confirmed no differences between the three groups (student, professional,
faculty member) in liking and accepting the idea of using AR and Ceramic Sculpture in indoor
PSAs.

Keywords:
Ceramic Sculpture, Islamic metallic Luster, Indoor Advertising, PSA: Public Service
Advertisements, AR: Augmented Reality.
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Introduction:

The dazzling element is one of the elements of attracting attention to the recipient of the
visual image. In line with digital arts, we lived in the digital transformation age, with virtual
reality and augmented reality technology entering all kinds of visual arts in the modern era.
By integrating technology with ceramic sculpture, a hybrid art combines the plastic values of
sculpture with the famous materials and techniques in ceramics. The research aims to create
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an indoor advertisement that would provide visual enjoyment while delivering community
awareness messages. It is to educate the people and raise the level of awareness of the citizen
about animal rights and welfare, as it is one of the values of civilized societies.

Previous Studies:

There has been substantial growth in research into the use of augmented reality in marketing
and advertising, including a study by (DINH Tien Minh et al., 2020). In their 2019 study, Lee,
Heejun, Cho, Chang-Hoan highlight the mixed outcomes of AR's impact on advertising
message understanding. (Lee, Heejun; Cho, Chang-Hoan, 2019), other studies have repeatedly
found that AR produces better advertising effects, such as higher purchase intentions,
preferences, product interest, and attitude toward an ad and a brand when compared to non-
AR alternatives like researchers: G. Yaoyuneyong, J. Foster, E. Johnson, and D. Johnson, in
2016, P. Connolly, C. Chambers, E. Eagelson, D. Matthews, and T. Rogers, 2010 & J. Y.
Sung and K. S. Cho in 2010 as cited in (Lee, Heejun; Cho, Chang-Hoan, 2019).

Research problem:

1. How can the plastic values of ceramic sculpture and augmented reality technology be
combined to create an indoor PSA that reaches social awareness messages in the Animal
Rights and Welfare Issues?

2. Can we create a Model of the usability of Ceramic Sculpture and augmented reality in
designing an Indoor PSA in different Communities (Egypt, China, Korea) through the
research results?

Research objectives:

The research objectives consist of the four main dimensions that are summarized as follows,
as shown in Fig. (+ V)

1. Aesthetic Objective: Achieving aesthetic value by creating a piece of plastic art (a ceramic
sculpture developed by the researcher) and releasing this through a new platform far outside
the boundaries of traditional fine art exhibition halls (An Interactive Advertising)

2. Applied Objective: Achieving applied value by combining unique fine art (ceramic
sculpture) with augmented reality in designing and developing an indoor advertisement
characterized by originality and contemporary.

3. Technological Objective: Achieving technological value by using augmented reality
technology and its functional integration with ceramic sculpture to provide an indoor ad that
presents a societal value, namely, the preservation of Animal Rights and Welfare in general.

4. Social Objective: Achieving the value of feeling and immersion in urbanization and
sophistication by Design an indoor advertisement to PSA: Public Service Advertisements that
provide community awareness messages for the issue of Animal Rights and Welfare, This
objective is related to the development of awareness and collective conscience among
peoples, and it is one of the measures of people's progress, such as the peoples of the civilized
world who care about Animal Rights and Welfare, because they transcend humanity in
general.
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Fig. (+ V): Research Objectives - By Researchers

Research hypotheses:

1- H1: When viewers of the advertisement look at the used ceramic sculpture, they will
experience aesthetic pleasure based on the artwork's beauty.

2- H2: Viewers of indoor PSA integrated with AR technology and ceramic sculpture have
awareness and acceptance of the idea in the Ad through aesthetic pleasure.

3- H3: Maybe The females like the idea of using AR and Ceramic Sculpture in indoor
PSAs more than males.

4- H4: There is no effect of nationalities/societies between the three groups in liking the
idea of using AR and Ceramic Sculpture in indoor PSASs?

5- H5: There are differences between the three groups (student, professional, faculty
member) in liking and accepting the idea of using AR and Ceramic Sculpture in indoor
PSAs.

Through the hypothesis mentioned above, the researchers were able to form a perceived
model for the study, as shown in the following Fig. (+2):

924



YOYY e (1) et 2 - aulid) Alaal) Uiy aglall g & 9idl) g 5 jland) Adaa
" Jaliaall g palad) ciasd " cl laaldl glgag Gl - pdladl A gal) yaigall

Seeing the Ceramic
Sculpture Artwork

The Aesthetic Pleasure

Accepting the idea of using
VR & Ceramic Sculpture in Indoor PSAs

Nationality/Society Educational/Professional
Level

Fig. (*2): “The Perceived Model of the study” By Researchers

Research Aspects:

First Aspect: The Fine Art & Aesthetic Aspect of the Scientific Project: This section will
theoretically discuss the primary meaning and concept of Ceramic sculpture, Earthenware,
Islamic metallic Luster & The Reduction Firing Process.

Ceramic sculpture: Ceramics is unusual and sometimes complex to define a genre of
sculpture. Often treading the line between craftwork and art, pieces of ceramic work can
sometimes split opinions on just how they ought to be regarded. However, whether the thing
IS an ‘art or a craft,’ a ceramic is created using non-metal minerals like natural clays or other
kinds of earth. This material can sculpt and then fired.

This firing process converts the malleable base material into a tough, strong, corrosion-
resistant material, producing long-lasting, sturdy pieces. An enormous variety of materials
will make ceramic sculptures- either by themselves or through mixing with other substances.

There are even some entirely synthetic materials, like polymer clays. Counting on the bottom
material used and the resulting properties of the thing once fired, it's going to be categorized
within the following way: earthenware, terracotta, porcelain, bone China stoneware, and many
others. (The Sculpture Park Website, 2022, p. Ceramic Sculptures).

Earthenware: A low-fired form of pottery in which the porous body is waterproof, either
partially or totally, through covering glaze, The lower temperature at which it is fired (below
11000C) lets for a wide range of glaze colors and a particular visual shine and texture.
(Bircham Gallery Website, 2022 p. Ceramics); Earthenware clay has basically in mud

925



YOYY e (1) Ued 23e - Al Alaall ALY & glad g ¢y 93dl) g B land) dda
" Jiliall g pualad) cliaad " ) laad) ) sa g GAl) - pdiad) (dgall jalgal)

porcelain or (Kaolinite) is Clay ordinarily contains 40% Oxide of Aluminum, 46% silica, and
14% water could be by and enormous alluded to as having.

Two sorts of mud are found in nature. They are called essential and auxiliary muds. The
necessary dirt is located on the stone from which it had been acquired. It isn't conveyed by
running water or ice sheets; it is not blended with another sedimentary structure. The essential
earth is substantial, thick, and clean. Auxiliary, or sedimentary dirt, is framed during a lighter
silt structure lowered and put away. This second kind of dirt sedimentary synthesis is best and
lighter than the essential mud. Various added substances give multiple properties to the soil
(M. Anbarasu, N.K. Sathyamoorthy, 2020).

Islamic Metallic Luster: Lusters are metallic surfaces on glazes, commonly used Gold,
Silver, Copper, Platinum, and Tin. (Bircham Gallery Website, 2022 p. Ceramics); could even
be a metal glass nanocomposite thin layer made up of metal copper or silver nanoparticles
embedded during a silica-based glassy matrix—the particles of metal range from two to 50
nm in size. Thus, the complete layer is approximately 100 nm to 1 mm thick. The foremost
striking property of the luster surface is its capability to reflect light entirely metal surface and
appear quite a gold layer. The luster technique was first applied to glass objects in early
Islamic Egypt and later to glazed ceramics, Iraq 9th century AD. (Trinitat Pradell et al., 2008,
p. el23).

The Reduction Firing Process: "reducing the amount of oxygen in a kiln," like that the
flame/fuel searches to more oxygen and will pull said oxygen out clay bodies. reduction in the
treatment of electrons being donated to a metal/element/surface via some set of reactions, then
another component in the same group of responses is oxidized (electrons lost). (Ryan
Coppage, 2020).

Artwork concept: The idea of the sculpture reflects the relationship between humans and
animals in its most beautiful form. This relationship is one of affection and mercy, expressed
through a little girl hugging a young goat and an innocent smile on the little girl's face.

There is a state of acceptance and stillness of the young goat that reflects his reassurance
towards humans; this image is the desired image of the relationship between humankind and
animals. Bright colors are used on the surface of the ceramic sculpture to reflect the sense of
joy stemming from childhood. To express the warmth of the relationship between the two
elements of work, "human and animal,” These bright colors are implemented by metal
reduction technique inside ceramic fire kilns (Islamic metallic luster). Fig. (03)

Artwork Data: Artwork title: "she is friendly,” Material: Earthen Wear Clay, Technique:
Islamic Luster (Redaction Technique), Dimensions: 25*25*15 CM, Production Date: 2021.
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Fig. (*3): The artwork was made by the researcher as a ceramic sculpting artist.

The two researchers used the following sentences scale of statistical importance for measuring
aesthetic pleasure. these sentences are mentioned by J. Blijlevens et al., 2017: (Like to look,
Nice to see, pleasing to see, Attractive, Beautiful) (J. Blijlevens et al., 2017, p. 91) and the two
researchers translated these five sentences into Chinese, Korean and Arabic. (Appendix:
Questionnaire — Section 1 - Indicators of Measuring for Aesthetic Pleasure in the Used
Artwork:)

Second Aspect: The Applied Art & Usability Function Aspect of the Scientific Project:
The Technical Processes: Sculpture Technique: Hand Built, firing degree: 980 c., Colored
Glaze Components: 10 of turquoise stain+ 200 ml of white glaze (To color the child's body), 3
grams of brown stain on 50 grams of transparent glaze (hair coloring), 7 grams of copper
carbonate CuCO3 +150 ml transparent glaze (To color the little goat), Metallic Luster
Components:7grams of bismuth oxide Bi203, 3grams of silver nitrate AgQNO3, 150mg clear
glaze +600 ml water

o Justifications for choosing the ceramic sculpture material in the designed
advertisement model understudy:

1. The selected work is made of ceramic materials and not from other materials capable of
external presentation, such as bronze, iron, and fiberglass, suitable for external displays.

2. The researchers chose the ceramic for ease of treating its surface in the manner of metallic
luster, which can give impressions of joy and pleasure due to the presence of colors.

3. Color inks are difficult to apply to other materials suitable for external shows.

. Implementation Stages:

4. Sprayed the girl's body with a mixture of glaze consisting of 10 grams of turquoise dye
mixed with 200 milliliters of white glaze.

Then color the hair 3 grams with a brown dye on 50 grams of transparent glaze, leaving the
face without any glaze (pottery). Fig. (04).

5. Sprayed the body of the young goat with a glaze consisting of 7 grams of copper carbonate
CuCOa3 added to 150 ml transparent glaze.

After spraying the colored glazes, a diluted glaze water layer with an oxide will reduce
bismuth oxide Bi203 and silver nitrate AgNO3. Fig. (05).
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6. A reduction process inside the oven at 700 degrees by using white sugar as an organic
substance that burns oxygen inside the electric range.

« Coloring results after reduction:

Fig. (+4): 10 of turquoise Fig. (+5): 7 grams of copper carbonate
of white glaze CuCO03 +150 ml transparent glaze

We are in the process of mixing fine arts and applied arts with augmented reality technology
to produce an interactive indoor advertisement; in the literature of scientific research, the
keywords for this part can be defined as follows: Jack G. Wiechmann described Advertising
as the following "The Process of calling the public's attention to the availability of goods,
services, or causes” (Wiechmann, Jack G., 1996, p. 4).

e OOH Formats: Outdoor & Indoor Advertising: OOH is an abbreviation for “Out of
Home” Advertising, As mentioned from (OAAA.org: Out of Home Advertising Association
of America).

OAAA .org classified OOH formats fall into four major categories as follows:

1- Billboards: Examples: (Bulletins, Digital Billboards, Posters, Junior Posters, Wall
Murals).

2- Street Furniture: Examples (Bus Shelters, Urban Street Furniture, Digital Street
Furniture)

3- Transit: Examples (Airport, Digital Airport, Buses, Rail/Subway, Digital
Rail/Subway/Transit, Mobile Billboards, Taxis, Digital Taxis/Rideshare, Vehicle Wraps,
Vehicle Wraps)

4- Place-Based: Examples (Arenas/Stadiums, Cinema, Digital Place-based, Interior Exterior
Printed, shopping malls, Digital Shopping Malls). (Out of Home Advertising Association of
America, Inc., 2021)

In General Idea, there are two main kinds of advertisements: Indoor Ads & Outdoor Ads.
Indoor advertisements are all displayed inside a building, and This is commensurate with the
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nature of ceramic sculpture in the style of metallic luster, which requires internal display and
not outdoor display, as mentioned before in the justifications for choosing the execution
material.

« Justifications for choosing the kind of Advertising "Indoor Advertising as the
advertisement model understudy: According to the Indoor Billboard Advertising
Association, 89 percent of respondents “agree" or "strongly agree" that indoor advertising is a
good way to see messages, 3 out of 4 respondents considered changing their behavior after
viewing, and 84 percent remembered seeing specific ads indoors. (The Indoor Billboard
Advertising Association, 2022) Among the previously mentioned statistics is the importance
of indoor advertisements and their impact on the intended audience, and since the research
issue is an issue concerned with changing societal concepts towards animal welfare, choosing
the type of advertisement - indoor advertisement is supposed to be an appropriate choice for
the issue covered by the advertisement.

e PSAs: Public Service Advertisements

PSAs are frequently used to change public perceptions by increasing awareness about specific
concerns or issues. (Damewood, Cassie L., 2022), The general subject of this research is to
educate the public on the topic of animal rights and welfare as following clarifications:
Animal Rights and Welfare Indoor PSA Messages: The researcher, in his capacity as a
creative director of the indoor PSA, extracted the advertisement messages to be broadcast in
this indoor PSA to the community and translated them into three languages: Arabic, Korean,
and Chinese. The researcher extracted messages from information from the (Animal Welfare
Foundation) website on the Internet and other sources. (AWF Website, 2017, p. An-
Introduction-to-Goat-Keeping.pdf) & (Wikipedia website, p. Goats_as_pets, 2022, about:
Nawroth, Christian; Brett, Jemma; McElligott, Alan, 2016, Deamer, Kacey, 2016,
Kimberling, D.V.M., Cleon., 2016). Table (01) displays these advertising messages (11 Main
Messages for 11 different Keyframes) to raise awareness of Animal Rights and Welfare Issues
— In This Indoor PSA has a goat as an example for animals.

Graphic Design Steps for designing The Indoor PSA:

The researcher has designed a graphic that consists of three components:

e Ceramic statue photos consisting of a girl and a baby goat.

e Graphic background designed by the researcher to express the natural environment.

e Advertising messages (11 Main Messages for 11 different Keyframes) are referred to
in Table (01) to educate Ad recipients about animal rights and welfare.
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Table (01): Arabic, Chinese & Korean Indoor PSA Messages (11 Main Messages).
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Chinese Indoor PSA
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Third Aspect: The Technological Aspect of the Scientific Project

Before starting to review the technology part of the application under study, three terms
commonly used in this field will be defined: "VR", "MR," & "AR" To shed more light on the
difference between these three technologies.

e VR: it is an abbreviation for virtual reality. It is entirely immersive, fooling your senses
into believing you are in a different place or world than the real one. You will enter a
computer-generated world of graphics and sounds using a head-mounted display (HMD) or
headset. (Intel, 2022).

e MR: considered an abbreviation for Mixed Reality, interacts with and modifies physical
and virtual products and situations utilizing next-generation sensing and imaging technology
in MR, which combines the real world with digital aspects. You can view and immerse
yourself without ever removing your headset while engaging with a virtual environment with
your own hands in the real world. It allows you to have one foot (or hand) in the actual world
and the other in an imaginary world, breaking down basic concepts like real and imaginary
and providing an experience that could revolutionize the way you play and work today. (Intel,
2022).

e AR, considered an abbreviation for Augmented Reality, is a technology that overlays
digital information on real-world objects. One of the most well-known instances is Pokémon
GO*. The real world remains essential, but augmented reality enriches it with digital
elements, stacking new layers of perception and complementing your reality or environment.
(Intel, 2022). Designers can utilize augmented reality to add computer-generated input to parts
of a user's physical world. Designers provide real-time relation to changes in the user's
environment, such as movement, for digital content ranging includes music, video, graphics,
GPS overlays, and more. (The Interaction Design Foundation, 2022, p. augmented reality).
So, the research falls within the framework of using the latest technology (augmented reality),
In applying the above-mentioned scientific definitions, the idea of scientific research depends
on applying an indoor ad using ceramic sculpture and augmented reality technology;
previously, as a ceramic sculpture artist, the researcher clarified the concept of artwork as a
ceramic sculpture.

Augmented Reality Implementation Steps for designing The Indoor PSA:

1. Designing Animation Screens (11 Main Key Frames for the 11 different awareness
messages for the 11 main scenes in the indoor PSA) Fig. (06) some of the main keyframes,
then Making The animation file for the main scenes. (Extension File: .mp4).

2. Using “Zapworks Application” through (https://zap.works/) (Trial Version) and Download
the ZapCode for this ZapWorks Project (Our Indoor PSA) Fig. (07 A).

3. Make a Photo of the Ceramic Statue as Fig. (08 A) as a trigger.

4. Scanning the AR Project ZapCode Fig. (07 B) through the Zapper Mobile App.

5. Then, Point your mobile camera lens at the statue as Fig. (08 B) through the Zapper Mobile

App.
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6. Automatically, the augmented reality video will be played without playing the icon as soon

as the mobile lens is pointed at the statue through the Zapper Mobile App and you can watch
the video Fig. 09 (A & B).
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Fig. (07): A: the ZapCode for this ZapWorks Project (Our Indoor PSA), B: scanning it through the
Zapper Mobile App.
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Your tracking image

This image acts as a point of reference for positioning your objects in the augmented world.
Point Zappar at your zapcodle and then at this tracking image to see your scenes in action,

Change tracking image Remove tracking image Continue using ZapWorks

(B)
(A)
Fig. (08): A: the trigger Photo for this ZapWorks Project (Our Indoor PSA), B: inside the “Zapworks
Application” through (https://zap.works/) (Trial Version).

(A) (B)
Fig. (09): A: The augmented reality video will be played without playing icon, B: you can replay the
Indoor PSA again when you press the “Play Icon” Inside the Zapper Mobile App.

The researchers designed a questionnaire to survey and measure the attractiveness of using
Ceramic Sculpture with AR in Indoor PSA to demonstrate the concept scientifically.

The Creativity, impressions of the recipient, and the extent of acceptance of the experience in
artistic, academic, and market circles in the three different communities: (the Egyptians,
Koreans, and Chinese Communities — As shown in the questionnaire on the Appendix page).

Procedures: Psychometric Properties of the Questionnaire

o The Validity of the Questionnaire:

We applied on an exploratory sample of 50 specialists (N = 50), Calculating validity using
EFA: (exploratory factor analysis), Principal Component Method & the Varimax Rotation
Method, some factor analysis tests such as the KMO test (Kaiser-Meyer-Olkin); As well as
the Bartlett test, the results of those tests: KMO = 0.661, Bartlett's Test = 405.449, df = 105,
Sig = 0.000. The value of Bartlett's test is a statistically significant value at the level of
significance (0.01), meaning there is a strong correlation between variables.
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The Initial Eigenvalues & The Rotation Sums of Squared Loadings appear that There are
three Initial Eigenvalues whose value is more significant than one. Fig. (10) the graph of the
three Initial Eigenvalues value of the three factors resulting from the factorial analysis of the
Questionnaire, and Table (02) shows the saturation of the questionnaire expressions on three
factors before and after the rotation.

Eigenvalue

Scree Plot

w
[

8 ]
[

Component Number

Fig. (10) shows the graph of the three Initial Eigenvalues values for the three factors. They result from the
factorial analysis of the Questionnaire.

Table (02): Saturation of the questionnaire expressions before and after rotation on the three
resolution factors

Component Matrix

Rotated Component

ltem Extraction Matrix Extraction
NO Questionnaire Sentence The The The Ui Ui Ui
first | second | third first | second | third
factor | factor | factor | factor | factor | factor
1 This is a beautiful statue. EARR YAy
2 This is an attractive statue. AR Voo
3 This statue is pleasing to see. | +,°Y) VYA
4 This statue is nice to see. 08V YY.
5 I like to look at this statue. 0T | ., VaY
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Do you think that augmented
reality will increase the
attention span in
Public Service indoor
advertising?

GAY

GANY

Do you think the use of
augmented reality will arouse
the interest of
Public Service indoor
advertising recipients?

Ve

L,vay

It is a good idea to use

augmented reality in

Public Service indoor
advertising?

',-‘Y"

A

Do you think augmented
reality in Public Service indoor
advertising will
deliver the advertising
message clearly to serve
society well?

LEYY

~,D~Y

10

Do you think augmented
reality technology in Public
Service indoor advertising will
deliver the advertising
message creatively to serve
society well?

GV

10

11

Do you think that the use of
augmented reality with
Ceramic Sculpture
will it increase the attention
span in Public Service Indoor
Advertising?

+,AYA

I A

12

Do you think the use of
augmented reality with
Ceramic Sculpture will
arouse the interest of Public
Service Indoor Advertising
recipients?

LY

LAYy

13

Do you think the use of
augmented reality with
Ceramic Sculpture in
Public Service Indoor

GEVA

~,°~Y’
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Advertising is a new idea?

It is a good idea to use
augmented reality with
14 Ceramic AT < AAT
Sculpture in Public Service
Indoor Advertising?

Do you think the idea of using
ceramic sculpture with
augmented reality in Public
Service Indoor Advertising
represents originality and
modernity?

15 «,Vaa ,AvE

Table (02): shows the factor analysis revealed three factors ranging between (0.502: 0.934); Which
indicates the validity of the Questionnaire.

e The Reliability of the Questionnaire:

In several ways: Cronbach's Alpha a for the Questionnaire as all was (0.741), And the Split
Half values: Pearson's Correlation Coefficient was (0.675), Spearman-Brown Coefficient was
(0.806), indicate that the Questionnaire has an appropriate degree of Reliability, can be
trusted, and is valid for application.

e The Internal Consistency of the Questionnaire:
Table (03): The correlation coefficients by the Items

The First Axis The Second Axis The Third Axis
Correlation Correlation . ..
Item . . Item .. Item | Correlation coefficient
coefficient coefficient
1 *% 40 A 6 *%, Y10 11 *%k, 9.V
2 *% . VYY 7 *% . VAW 12 *%, VeV
3 *%,, VYT 8 ATRAR 13 *% ., O LA
4 *% . VYV 9 *%, 094 14 *%k, ATY
5 *%, Y4y 10 *% . TAO 15 *%, 9.7

" Significant at the level (+,+))

Table (03) shows the correlation coefficients between the items of the Questionnaire, and the
total score for each dimension separately ranged between (0.548) and (0.906). All of them are
statistically significant at the level (0.01).

Table (04): The correlation coefficients by the axes

. . Correlation
Axes of the Questionnaire Coefficient
The First Axis: Indicators of Measuring for Aesthetic Pleasure in the %, A0T
Used Artwork
The Second Axis: Indicators of Measuring impressions about using FEGEAY
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augmented reality in Public Service Indoor Advertising
The Third Axis: Indicators of Measuring impressions on using
Augmented Reality together with Ceramic *%k4,000
Sculpture in Public Service Indoor Advertising
() Significant at the level (+,+))
Table (04) shows the correlation coefficients total score of the Questionnaire total score for
each of its axes ranged between (0.483) and (0.856), all of which are statistically significant at
the level (0.01). It is clear from the previous two tables (02) & (03) that the Questionnaire has
internal consistency.

Discussion & Results:

e Statistical Data Processing

Applied on a sample of 74 specialists (N=74), the researchers used the 5-Likert scale, the
statistical package SPSS Ver.22, through frequencies, percentages, and relative weights from
the point of view of the study sample to reach descriptive data, and classified the estimates of
the study sample into five levels: Very High Level: (From 4.21 to 5.00), High Level: (From
3.41 to 4.20), Medium Level: (From 2.61 to 3.40), Low Level: (From1.81 to 2.60), Very Low
Level: (1.00 to 1.80).

e The First Axis: Indicators of Measuring for Aesthetic Pleasure in the Used Artwork
Table (05): Frequencies, percentages, averages, and standard deviations for the sample
opinions about the first axis of the study, N =74

Frequency Responses
Order
N Standard S
. Mean . of Availabilit
0 | Percentage St_rongly Disagree | Neutral | Agree Strongly Deviation | . y
Disagree Agree items
Freq. 4 17 26 16 11 .
oA Y0
% 5.4 23.0 Yo,) Yy, V¢,4 ° 5 Medium
Freq. 1 11 23 32 v .
2 ¥, t0 404 2 High
% 14 149 311 | 432 75 '9
Freq. 1 18 24 24 v ]
Y,Y¢ Aavy
3 % 14 243 R4 | 324 7,0 4 Medium
Freg. 1 10 23 33 7 .
4 Y, eV +,Ado 1 High
% 14 135 311 | 446 7,0 g
Freq. 3 9 33 20 9 .
¥,¥ +,AVA Medium
> % 41 122 446 | 270 LY 3 ediu
Axis as a whole Y,vy ¥,V Medium

Table (05) The relative weight of the first axis reached (3.33) — (medium level), which
confirms the availability of these items to a medium degree, and the viewpoint of the study
sample tends to the neutral trend about the availability of these indicators. The relative
weights of the items in this axis ranged from (3.18) to (3.47). It contains (5) items, The
researcher attributes this result to the fact that beauty is a uniquely personal experience that
differs from one person to the next and from society to society.
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e The Second Axis: Indicators of Measuring impressions about using augmented reality
in Public Service Indoor Advertising

Table (06): Frequencies, percentages, averages, and standard deviations for the sample
opinions about the second axis of the study, N = 74

F R
requency esponses Standard | ©Fder -
No Strongly . Strongly | Mean - of Availability
Percentage | . Disagree | Neutral | Agree Deviation | .
Disagree Agree items
Freq. 2 7 18 36 11 .
6 AT 450 5 High
% 27 95 243 | 486 | 149 '9
Freq. 1 4 17 42 10 .
¥,V VACA
! % 14 54 230 | 568 | 135 2 High
Freq. 1 4 18 35 16 .
8 Y,AY AN 1 High
% 14 54 243 | 473 | 216 '9
Freq. 1 7 17 37 12 .
YLV LAy 4 High
o % 14 95 230 | 500 | 162 '9
Freq. 1 7 14 40 12 .
¥,Ve VAQY
10 % 14 95 189 | 541 | 162 3 High
Axis as a whole Y,vy Y,vayv High

Table (06) The relative weight of the second axis reached (3.73) — (High level), which
confirms the availability of these items to a high degree, and the viewpoint of the study
sample tends to the positive direction about the availability of these indicators. The relative
weights of the items in this axis ranged from (3.64) to (3.82). It contains (5) items; The
researcher attributes this result to the fact that using augmented reality will increase the
attention span in Public Service indoor advertising. It arouses the interest of Public Service
indoor advertising recipients.

It is a good idea to use AR in Public Service indoor advertising. And augmented reality in
Public Service indoor advertising will deliver the advertising message clearly to serve society
well.

AR technology in Public Service indoor advertising will provide the advertising message
creatively to help the community well.

e The Third Axis: Indicators of Measuring impressions on using Augmented Reality
together with Ceramic Sculpture in Public Service Indoor Advertising

Table (07): Frequencies, percentages, averages, and standard deviations for the sample
opinions about the third axis of the study, N =74

Frequency Responses Standard Order -
No Strongly . Strongly | Mean . of Availability
Percentage . Disagree | Neutral | Agree Deviation | .
Disagree Agree items
Freg. 1 5 16 44 8 .
11 v, VY ALY 2 High
% 14 6.8 216 | 595 | 108 g
12 Freq. 0 6 16 44 8 ¥y oy 1 High
% 0.0 8.1 21.6 59.5 10.8
13 Freq. 1 6 24 34 9 r.on . AG4 5 High
% 1.4 8.1 324 45.9 12.2
Freq. 1 5 17 45 6 .
14 ¥,UA L YYA 3 High
% 1.4 6.8 23.0 60.8 8.1 9
Freq. 1 7 20 37 9 .
15 ¥, <AV 4 High
% 14 95 270 | 500 | 122 g
Axis as a whole Y.av Y,rev High
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Table (07) The relative weight of the third axis reached (3.67) — (High level), which confirms
the availability of these items to a high degree, and the viewpoint of the study sample tends to
the positive direction about the availability of these indicators. The relative weights of the
items in this axis ranged from (3.59) to (3.73). It contains (5) items, The researcher attributes
this result to the fact that AR with Ceramic Sculpture will increase the attention span in Public
Service Indoor Advertising.

And arouse the interest of Public Service Indoor Advertising recipients, and that maybe is a
new & good idea & represents originality and modernity.

e The axes of the questionnaire:
Table (08): Axes, weighted averages, and Std. Deviations, N = 74

Weighted Std. Order of | Availab
No Axes .. . -
Average Deviation AXis ility
1 The First Axis Y,vY ¥,4V) ¥ Medium
2 The Second Axis Y,vy Y,vayv ) Hight
3 The Third Axis ¥,V ¥,Yyov Y High
The Weighted aver_age of the Y.oA A3V High
overall the Questionnaire

Table (08) The relative weight of the Questionnaire was (3.58) (High level); it confirms the
existence of a tendency in the viewpoint of the study sample note. And the responses of the
sample members were high; It falls within the scale category (3.41 to 4.20).

The second axis comes first level Questionnaire as a whole; With an average of (3.73), in the
fourth category of the average (3.41 to 4.20). Then third axis second place with an average of
(3.67), in the fourth category of the average (3.41 to 4.20).

Then the first axis refers to the aesthetic pleasure in the artwork, comes in third place at the
level of the Questionnaire; It came with an average of (3.33), which is one of the indicators of
the third category of the average (2.61 to 3.40), which confirms the availability of a medium
degree in the displayed advertisement.

e Gender variable:
Table (09): "t" Valur for the male and female groups

Group N Mean Std. df t Sig. (2-tailed)
Deviation

Male 37 oy,¢4 4,9V 72 o8 , AYA

Female 37 oY,A) A,avo

Table (09) Using a t-test for two groups of males and females, there is no statistically
significant difference between the two groups at the level (0.05).
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e Nationality variable:
Table (10): Means and Std. Deviations of the three nationalities

Group N Mean Std. Deviation
Egyptians | 25 oV, VY V,49A
Chinses 23 oY,V AVIY
Koreans 26 ©+,0A AR

Table (10) There is a difference between the three groups' averages (Egyptian, Chinese,
Korean), so was used the one-way ANOVA to determine the (F) values.

Table (11): One-Way ANOVA for Nationality groups

Source Sum of Squares df | Mean Square F Sig
Between Groups TAL,T.4 2 YeEa Yo
Within Groups oY, You 71 VY,Yey £,1¢7 Y
Total oAA+, A 73

Table (11) that the value of (F) was (4.646), which is a statistically significant value at the
level (0.05), which indicates that there are differences between the mean scores of each of the
three groups (Egyptian, Chinese, Korean).

Table (12): Scheffe test between Nationality Groups

Mean Groups Egyptian Chinese | Korean
oV, VY Egyptian —

oY,V Chinese o, Y —_—

0.+,0A Korean *V,) ¢ Y, Y -

() Significant at the level (+,+©°)

By searching for the position of the differences between the three groups (Egyptian, Chinese,
Korean), the researchers used the "Scheffe" test for dimensional comparisons in Table (12),
So there's a measurably noteworthy distinction at the level (0.05) between Egyptian and
Korean nationality in favor of the Egyptian.

Also, there is no statistically significant difference at the level (0.05) between Egyptian and
Chinese nationality on the Questionnaire.

e Educational/Professional Level:
Table (13): Means and Std. Deviations of the three educational/professional level Groups

Group N Mean Std. Deviation
Student 27 00,V V,AVY
Professional 19 °4,TA YY,¥VA
Academic Staff 28 oY,TA V,AYY

Table (13) shows the averages of the three groups were very close on the Questionnaire.
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Table (14): One-Way ANOVA for Educational/Professional Level groups

Sum of .
Source df Mean Square F Sig
Squares
Between Groups YAV, YY 2 YEe,00)
Within Groups 00d49,A¢Y 71 YA,AYY V,YAY AR
Total OAAL, AT 73

The researchers used one-way ANOV in Table (14) to confirm that. The value of (F) was
(1.782), which is not a statistically significant value at the level (0.05), showing that there are
no differences between the mean scores of each of the three groups (student, professional,
faculty member).

Results:

1. Refused H1: Because the aesthetic pleasure statically measurements indicated the
availability of its items in a range of medium degree, which confirms the viewpoint of the
study sample tends to the neutral trend about the availability of these indicators. The
researcher attributes this result to the fact that beauty is a uniquely personal experience that
contrasts from one individual to another and from society to society.

2. Accepted H2: There is a tendency to employ AR technology and ceramic sculpture to
design indoor advertisements. And develop them to serve public advertisements.

3. Refused H3: There was no statistically significant difference between the men & women
at the level (0.05) between the men & women.

4. Refused H4: Because There are differences between the mean scores of each of the three
groups (Egyptian, Chinese, Korean), There is a statistically significant difference at the level
(0.05) between Egyptian and Korean nationality in favor of the Egyptians, no statistically
significant difference at the level (0.05) between Egyptian and Chinese. (Maybe Need More
Investigation in the future research work).

5. Refused H5: There are no differences between the mean scores of each of the three groups
(student, professional, faculty member).

6. Formation A Model: Formation of the Model of the usability of Ceramic Sculpture and
augmented reality in designing an Indoor PSA in different Communities (Egypt, China,
Korea) Through the research results mentioned above, the researchers could form a final
tested model for the study. as appeared figure Fig. (11) “The Model of the usability of ceramic
sculpture and augmented reality in designing an Indoor PSA in different Nations (Egypt,
China, & Korea) through research results.”

Recommendations:

1- The link between fine and applied arts and augmented reality technology to produce and
invent new forms of creativity that are compatible with the current era, and which is
characterized by the uses of mobile applications.
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2- Calling for the development of the curricula of the colleges of fine and applied arts in
Egypt to include the technological dimension and the augmented reality technology and
linking it to the academic curricula.

3- Holding seminars and educational courses on the role of augmented reality and its
capabilities and linking it to the field of arts in general, to raise awareness among
professionals and amateurs.

4- Conducting more joint research between different fields of studies “interdisciplinary
research” to come up with new studies that enjoy innovation and modernity, especially in the
field of fine and applied arts and information technologies.

Future Work:

The researchers believe that we need more research to be conducted in this direction to link
the fine arts, including ceramic sculpture, with advertising and augmented reality. To perform
more experiments on multiple samples in different countries by exploring the main
characteristics of these markets to market this kind of creativity.
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The Third Axis

Seeing the
Ceramic
Sculpture Artwork

Indoor Advertising The Aesthetic
to Serve PSA Pleasure
The Second The First
AXxis AXIs
3.67

Accepting the idea of using

VR & Ceramic Sculpture in Indoor PSAs

Gender

« Ihe Demographic Variables
AN gop

Educational / Professional Level

Male - Female Student - Professional - Faculty Member

Nationality / Society

Fig. (11): “The Model of the usability of Ceramic Sculpture and Augmented Reality in designing an Indoor

PSA in differen

t Nations (Egypt, China, Korea) through research results” — According to the sample
opinions. By Researchers.
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Appendix: Questionnaire

1- Indicators of Measuring for Aesthetic Pleasure in the Used Artwork:
EEATNZAmPERIER

A8 E o= ZE2] 0|H 2485 F85= X &=:

English
Sentences

1- This is a beautiful statue

2- This is an attractive statue

3- This statue is pleasing to see

4- This statue is nice to see

5- | like to look at this statue (the five sentences extracted fromJ.
Blijlevens, et al, 2017).

Chinese
Sentences

1- X2 — D EMRIBEE

2- X2— 1P BRSIDRBE
3- KBRS EE

4- XM REERENEER

5- RENMEXTHEZ

Korean
Sentences

A2 OS2 S - LILE

o
3- 27| S & 7| 20| FEOHK|= O] 3¢

4- 0| &2 2710 Lt

5 Lb= O] Z2HAHS B A FORSHCL

2- Indicators of Measuring impressions about using augmented reality in Public
Service Indoor Advertising:

HEEAKBRSEA SPERERIMSEMENIZAVIE

S MU 2 HU 300M SZ S ALE0| thet Y S8 X &=:

English
Sentences

6- Do you think that augmented reality will increase the attention span
in

Public Service indoor advertising?

7- Do you think the use of augmented reality will arouse the interest of
Public Service indoor advertising recipients?

8- Do you think it is a good idea to use augmented reality in
Public Service indoor advertising?

9- Do you think augmented reality in Public Service indoor advertising
will deliver the advertising message clearly to serve society well?

10- Do you think augmented reality technology in Public Service indoor
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advertising will deliver the advertising message creatively
to serve society well?

Chinese 6- TN NIRRT SR M A R IRS EN - SHEE A ?

Sentences
7- WA SIMFE ARG RA LRI ERN FHEKEAEBID
?
8- AN FERERISIBAZR T IFEEB LRI EAN & ?
O- IANARNHERIEAT ShpigEIl IRBFRMEXEERLU
HiF R ARSS0S ?
10- WAAAHBRSEAI SHERINLE ARG ME T
HERUREIFM A RRSE ?
Korean 6- 420 SYAUFLNM F=FEE =€ AO|Zn
Sentences

o
10- 3AUUZ DO SLHA 7|£0| HD HAXIE YKo

HEBIO Ab=|of & SAte A0|2tn W2ot=71?

3- Indicators of Measuring impressions on using Augmented Reality together with
Ceramic Sculpture in Public Service Indoor Advertising:

BENLEERERBEAXRSEN SPERAMRNEESET :

S MH|A AU 200 M2t =2tat eH 52 4 Ao ofst Y 5%
X =:
English 11- Do you think that the use of augmented reality with Ceramic
Sentences Sculpture will increase the attention span in Public Service Indoor

Advertising?

12- Do you think the use of augmented reality with Ceramic Sculpture
will arouse the interest of Public Service Indoor Advertising recipients?
13- Do you think the use of augmented reality with Ceramic Sculpture
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in Public Service Indoor Advertising is a new idea?

14- Do you think it is a good idea to use augmented reality with Ceramic
Sculpture in Public Service Indoor Advertising?

15- Do you think the idea of using ceramic sculpture with augmented
reality in Public Service Indoor Advertising represents originality
and modernity?

Chinese 11- RN IRee TSt S E M s AL A KRS EA &
Sentences
XEEE?
12- WA RISL 5 AEM B A SFERASSIEAXRIZEARAI
EEZEIGRID?
13- WARNELAERIZZERN SHEHABZEMEBIERIILE— 1
;%089
14- AR ELAERIZEN EREHEBZEMEERINTENFE
25?2

15- WANELHIRSEA S E ARSI EM BB AN
RIR ORI IENS?

SKorean 11- SXIXZtD &4 SZSAS =2sn Zol AL T0|A
entences

X227} SOLRICHD H2BHET}
12 SREZD W STHMS B IYMYTI
SHRSO| TS B 4 UCHD WAL
13- EXEZI S 5

M2 0to|C|0f 2k 44245l L 7f2

14- SAMUYBDOIN SREZT 3 SYHUS BBBH= 2O
£2 oto|C|of 2k 4 24sHA L 7f?

=]
yiuo| HgE xR0l SEAI}

citld= oot A 245t=71?
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