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Abstract

An Exploratory Study of Out of Home Advertising Effects in China:
a Comparison between Korean and Chinese Consumers

Shuang Gong
(Graduate Student, School of Communication, Kookmin University)

Han jun Ko, Ph.D.
(Professor, School of Communication, Kookmin University)

The purpose of this study is to examine exterior bus advertising effects in China, For this objective,
this study measured Chinese consumers’ media exposure rates for last 24 hours. This study also
examined Chinese consumers reactions to the major advertising media, In addition, this study made
a comparison between Chinese and Korean consumers in terms of media exposure rates, The result
showed that exterior bus advertising was the fifth highest frequency advertising medium in China,
However, there were little differences in consumers reactions to the major advertising media, The
comparison between Korea and China showed that exterior bus advertising was a quite effective
advertising medium for increasing consumers  brand awareness thanks to its high advertising exposure
rates, On the other hand, the exposure rates of exterior bus advertising by time are different between
the two countries, For instance, there were relatively higher differences in the exposure rate by time in
China comparing with those in Korea,

Keywords: Bus exterior advertising, OOH advertising, Media Exposure Rate
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