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3. Out—of—home Media: N2 29|31 #olo FAQ A

D 71& 2333 329 ¢

FlolM ol vheh o] 7] Selga wiAle] Aol Aol Washs ] £
Az el FamAlghe 54 gaeh g1he] delA BlofubA] ate] Msfshe e
S9Fa1 akgle] 555 Wk Hetar Atk Sl 20000 ] ZNERE ol d 55
= Wgstel s =Sl Ao ofslo] Se)ar Akl Anko s SkE A Xaha vk
A2l AmERk A8k gt

Fe] =) S Akl AR, g A S mAlRl MRE, b E2
B, dl2ARL Fag oo OAd AelUX & u5E A28 FEe] vjAlEo] A
I FEHR vk 2y 7129 S e B goRE olfd mAY AES
T FolQhA] KRtk whebd Hup 2@ 0w Sefae] Ad S dvEolel o de
Aol glow o5 g8l F3tell tigh A o] BAH OR nksfofof qht,

EE, duidle] Afude] v ek i 7Hg wrell A Agdshe Alktel S7ksA
S9] B AvAE BAES Hohs HE5AE Adigtshs 7188 AT 7 el 2
FaAol MFA P2 TH2010, OAAA). webr] 71Ee] 9] Faehs B o]
TR Al ek S90e] A WA E 2 AR AdS BleiuA 7MY

HEHAM ] S fAE £Fsh= Out-of-

OAE gaxexst 323 xgxorauw OOH wHefe] tAE 7<&
Digital Out-of-home wtjo] (o], HA[E Abo]u=]) o] ej7} - AlAA = 5
At YA 7w Sl 7150 Sedart 7Hd 254 vl sl et
A A Aol gk 5&74]% %01 A, OOH vt of= Far WA ol 2njabEe] 24 3
ofstaL, WAAE A JIEHE . wjA| =AM Aggstar AT (dF5-, v, A
€4, 2012). 53] AvtEZS ARgo] tiTatE WA ArkEEs} AE Digital OOH
IS T3 AnAe] F5E B S SUAA Ba=ste] dAE 4, A
(word-of-mouth)& &% vHI® &37AA] Feaat sz Aale] ks vt
(Rubin, 2012).
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v 55 Fvtte] AlElE 29 outdoor mediaghsE £olH U= out-of-home
mediagli= §015 QA EAANA Bo] Agsla 9ler, 1 Ao S outdoore] /i
WE dolA xddo s Aojxa 9},

@ 0|2 AT $3(0AAA)Q| 2elZmo| Mo|ot ¢

n)=ro] 2-2]53 3 3 (OAAA, 2013)+= Out-of-home Media (OOH)E "7} Hlol| A
a1 AR E B Rt Al AgshE 25 58] ujA) (All media formats specifically
intended to reach consumers outside the home)" % 249]“5‘}3’_ UTH W= L]l
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AF (transit), ﬂ%‘i’l(alternatlve) Farel & 4714 9] Zhel a2 ekl vk A
Al &34 a1E (traditional Outdoor) @} Bl 21 &9]3%318 (Non-Traditional
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(® 2) OAAA2| 22i31E 7 A

Out of Home Media

Billboards Street Furniture Transit Alternative
- Bulletins - Bicycles and Bicycle |- Airports - Cinema
- Digital Billboards | Racks - Buses - Arena & Stadium Advertising
- Junior Posters - Bus Benches - In-Flight Advertising | - Airborne
- Posters - Bus Shelters - Mobile Billboards - Beach Advertising
- Spectaculars - Convenience Store - Rail System & - Blimps & Custom Inflatables
- Wall Murals Advertising Subways - Cartons & Cups
- Wrapped Posters |- In-Store Advertising |- Taxicabs - Dry Cleaning Bags
- Wrapped Square |- Kiosks: Information |- Truckside - Gas Station Advertising
Posters - Kiosks: Telephone Advertising - Golf Course Advertising
- Newsstands and - Marine Vessels
Newsracks - Parking Garage Advertising
- Pedestrian Panels - Place Based Digital Networks
- Shopping Malls - Place- Based Advertising
- Projection
- Ski Area Advertising
- Trash Receptacles

®
]
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Kl
oo

2l(OMA) Q| Zeldm Folot He|

2] 93] (OMA, 2013)% Out-of-home Lol thake] "5 Hiell UAlE:
£ vt 24 OOH vt]ols An|abEe] A4S 517

2938 s w) 5 EAFHOOH communicates with people when theyre out

-

N
A

of their home. OOH is in their local neighborhood, it's where they work,
shop, socialize and travel) &ta A3}

33 2933 HIME 40 wet Al 7FA] 99 (roadside, transport,
retail/lifestyle/other) &2 OOHE T3kl vt Z7Hroadside) o= 3H2, W2/
E A, 7|93, ds2 gA] mukgd W E = (Billboards, Bus/tram shelters,
Kiosks, Bus/tram exteriors, Phone booths, Taxis, Free standing panels,
Mobile billboards) 5°] &3l o™, u-&(transport) FiL FHoll= &3, A&,
H~/E old o] (Airport externals, Rail platform & concourse, Bus

interchange, Bus/tram interiors, Airport externals, Airport internals) 5°]
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Qom g Y/ol ZAEY /1 9 (retail/lifestyle/other) 2] G oM g AlE],
£3E, E7HShopping Centres, Malls, Universities, Office Tower Foyers)
oA YEhE S aES AAsaL ol

I S9ga g3l Aolv 54 ¥R At &, SRR 4HE o 9lEtH
A Rt BE A5S OOH mYolz QAo mx A’ AfuAle]d 4 s
OOH #i5 A E i v, oy Ao} HFAlAs tdd nvol=9 o|F 4=
3l S0 WRE et v dAAE Rreta ol BoE Helt

@ 7HLtcte] Out of Home OAIE &&l(Out of Home Marketing Association
of Canada)?| S2l&1 Fo|e} He

7lyete] Out of Home "HAI® #3](OMAC, 2012)+ d2e 1 Holrl out-of-
home "|tjoe] S A AW Fa(indoor advertising) @t ¢ Far(outdoor
advertising), 21213l tF 3% F 1 (public transit advertising) & &8t 2
W Zii(indoor advertising) & Adelv 8=, T2, 3%, B (restaurants,
bars and nightclubs, health clubs, college and university campuses, malls
and other retail spaces, office parking and elevators, airports and medical
waiting rooms) 53 o] 714 ¥l A (out-of-home) Ttz v F Aol 43t
T A= wAZ Aeostlar, 29 Far(outdoor advertising) = W A7F 7H Hrell A
dote wiAl = 29, S A= wolA Fate u(drne, 2EZE HYA F)E v
s}, T3 Uj5 L Fal(public transit advertising) 9] 4% dlTuE FHS o] &
A AT 4 e BnE B 5 A

Akete] Out-of-Home Mt o] o] & 22 & o, =l A AREH AL =
ehe g e AA19) 9% el o] MelE vk EBeA 5k S99 vl A

= Wdelghs AV Y b

4. 28

Sl6lA] AL Hlhe) o], 9)=ke] out-of-home lT}ole] Helst wg) v]e] S
3L vhAehe B o] dEsk 9], AF we] gariAls ojue) A dojA, 2
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Abstract
From Outdoor Advertising To Out-of-Home
Advertising
Kim, Min Jung

(Assistant Professor, Kookmin University, School of Communication)
Lee, Mina

(Assistant Professor, Kookmin University, School of Communication)

With the development of digital media and various advertising platforms,
there has been growing interest in outdoor advertising. Korean outdoor
advertising industry has grown rapidly in terms of size. However, the
definition of outdoor advertising does not reflect the reality of the industry.
This study examines various definitions of outdoor advertising used in
Korea and suggests a revised definition appropriate for the changing
industry. This study will provide valuable implications for continuous

progress of outdoor advertisement industry.

Key Words : Definition of Outdoor Advertising, Limitation in Definition of Outdoor Advertising,
Need for Re-defining Outdoor Advertising
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