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Abstracts

An Exploratory Study of Rational Management of Outdoor Advertising
for Maintenance: Depth—interviews with OOH Experts

Woon Han Kim

Ph.D. Professor, School of Media Communication, Sun Moon University

Jin Pyo Park

Ph.D. Professor, Dept. of Railroad Management Information, Dongyang University

This study aimed to find ways to manage regulations on outdoor advertising for maintenance(OAM) and devel—
op a balanced outdoor advertising industry, As a result of in—depth interviews with outdoor advertising experts,
a ‘limited training’ plan for OAM was suggested. Detailed results are as follows, First, general awareness of the
public role and media value of Fund-raising Outdoor Advertising(FOA), industry experts appeared to be dissat—
isfied with the operating methods, Second, some experts agreed with the illegality of OAM, while some ex—
pressed dissatisfaction with such views, Third, public institution experts viewed a negative impact of OAM on
FOA, while advertisers and advertising agency operators disagreed to such negative impact, Fourth, local gov—
ernments are responsible for the operation and management of OAM, Fifth, as an issue and plan for managing
outdoor advertising subject to maintenance, a number of opinions were collected regarding the partial allowing
of ‘media business rights for OAM, Lastly, discussions between various entities are suggested to be necessary

for the rational management of FOA and OAM,

Key words: Fund-raising Outdoor Advertising(FOA), Outdoor Advertising for Maintenance(OAM), Media Value,
Out—Of-Home Media Industry, Paradoxes of Regulation
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