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Abstract K-Pop Square Media, located at COEX in Samseong-dong, has gained public attention and mass media focus
by showcasing various three-dimensional videos on a large LED display. The video content on the distinctive large
curved LED display utilizes a form of media facade technique, establishing itself as a new landmark and attraction
within the spatial characteristics of the COEX Plaza. This study aims to examine the characteristics of media facades
used in outdoor advertising in urban spaces, focusing on K-Pop Square Media. The approach for this research involves
three aspects: Firstly, examining the 'spatial characteristics' of urban public spaces by referencing Kevin Lynch's five
elements constituting urban space and William J. Mitchell's exploration of smart spaces and changes in spatial
paradigms. Secondly, analyzing the 'digital nature' of outdoor advertising through an examination of three types of
Digital Out-Of-Home (DOOH) Media. Thirdly, exploring the 'technological advancements and content composition of
media facades' by investigating types of display media (projection, LED screens), the inception of media facades, and
the latest display technology like Anamorphic displays. Through this research, it becomes evident that K-Pop Square
Media exhibits characteristics of publicness, communicativeness, artistry, and placemaking through the spatial
characteristics of smart spaces, the media-specific aspects of Digital Out-Of-Home advertising, and the content
composition of media facades.
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Figure 1. Process of Spatial Revolution and Spatial
Paradigm
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