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ABSTRACTS

Exploratory research for healthy growth Korean
Out of Home media industry™

Kim, Sung Hoon

Professor, Department of Advertising & PR, Semyung University

As one of the oldest existing media, Out of Home media has been developed, from ancient papyrus to neon sign and
digital media, Because people today tend to spend more time outside than at home, Out of Home media affects the
quality of their life, From the moment when people go out of home, they can find out the way to the destination from
sign boards, Also, it is so closely related to people’s lives that people get tons of information when they use transpor—
tation or even when they shop. Furthermore, outdoor advertising makes living environment more pleasant providing
sceneries, In South Korea, Out of Home comes to be part of urban landscape even though there were some problems
of disorder and uniformity of signs, And, thanks to the development of new media and its measurement of effect, it
leaded to growth of the industry, However, despite of these progressions, institutional support is inadequate for es—
tablishment of legal system and its development, This research would reinterpret “Statutes of administering and pro—
moting Outdoor Advertisement” which takes charge of managing the Out of Home media in South Korea as extending
the legal concept from living advertisement to commerce advertisement and from Outdoor media to Out of Home Me—
dia.

Furthermore, even though Korea Out of Home Advertising center has achieved many positive results, there are still
shortcomings. Through this research, the center could turn over into the institution which helps secure the finances
and make good use of them for robust growth of the industry, In conclusion, rearrangement of legal system and range
could be a foundation of industrial growth and review of the role of Korea Out of Home Advertising center would be

the main task in this research,

Key words : Out—of—-Home Media, Sign board, Digital signage, Health growth, Koreal Out of Hom Advertising

Center,
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