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Abstracts

A Study on the Selection Factors of Outdoor Advertising Media by Advertising

Practitioners in Korea

LIM, JUNG IL
Ph.D. Dankook University

LEE, IN SUNG
Ph.D. Dankook University

KIM, NA KYOUNG

Adjunct Professor of Kookmin University

In recent years, the proportion of traditional media in corporate advertising is decreasing, while advertising
costs for outdoor media and digital media are increasing, In particular, in the case of outdoor advertising, the
scale of outdoor advertising is gradually expanding due to the digitalization and deregulation of analog outdoor
advertising materials such as the revision of Act On The Management of Outdoor Advertisements, Etc and
Promotion of Outdoor Advertisement Industry and the increase in DOOH, As such, although the scale of the
outdoor advertising industry is increasing, it lags far behind that of digital media in terms of speed, and this is
due to the relatively unsystematic and much of the rule of thumb in terms of the industrial ecosystem, Against
this background, this study was conducted to identify the expectations that advertisers who execute advertising
budgets and advertising practitioners of advertising agencies who make outdoor advertising proposals have for
outdoor media, and based on this, to present improvements that can be more realistic and reflected in practice,
In this process, this study attempted a scientific analysis of the decision—making factors for outdoor advertising
media by introducing the AHP analysis method, which has been actively used in other media, but has been rela—
tively insignificant in outdoor advertising media, It is hoped that the results of this study will be helpful in the

objective and scientific evaluation of outdoor advertising media in the future,

Key Words: Act On The Management of Outdoor Advertisements, Etc and Promotion of Outdoor Advertisement

Industry, DOOH, AHP Analysis, the decision—making factors for outdoor advertising media

*
ual

ZETA: 20203 078 129 / AAI: 2021 07& 12920214 07E 26Y / AIXf &Y. 2021F 08& 17¢



	국내 광고실무자들의 옥외광고 매체 선정요인 연구
	Ⅰ. 서론
	Ⅱ. 선행연구 검토
	Ⅲ. 연구방법
	Ⅳ. 연구결과
	Ⅴ. 결과 요약 및 결론
	참고문헌
	Abstracts


