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25k
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Abstracts

A Content Analysis of Advertising Theme and Appeal Type in Domestic and
Overseas OOH Advertising Related to COVID—19

Kim, Woon—Han
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This study aims to discover how out—of—home advertising (OOH advertising) covers the COVID-19 issue during
a pandemic, For this purpose, we conducted a content analysis of OOH advertisements related to the COVID-19
topic, The sample includes domestic and foreign advertisements collected from TVCF and Ads of the World, The
major findings are as follows, First, we found more institutions and governments than corporations in Korea
regarding OOH advertising clients, However, there were more corporate—led OOH advertisements in foreign
countries, Second, in terms of advertising theme, psychological coping was used more often in Korea, while
physical coping was found more in foreign advertisements, Third, positive appeals outnumbered negative appeals
in both domestic and foreign advertisements, Fourth, the illustration technique, compared to pictures, was used
more often in both domestic and foreign advertisements, Fifth, collective frame messages were used more often
in Korea, whereas individual frame messages were found more frequently in foreign advertisements, Practical

implications and the role of OOH advertising during a pandemic are discussed.

Key words: OOH Advertising, Public Service Announcement(PSA), Creative Approach, Group—Oriented Message,

Picture/Illustration
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