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Exploratory Discussion on Outdoor Video AD Effects
: Focusing on Exposure Environment of Administration’s ADs

Seungyeol, Song+,

ABSTRACT

Ju Yeong Kwak”,

++

Jung Kyu Kim

Advertising is a communication that aims to persuade you through communication. Local governments
are enforcing a lot of budget for outdoor advertisements and exposing advertisements to various media.
However, in the case of outdoor advertisements, advertisements are executed without considering the
specificity of the exposure environment, so it is inferior to the budget input. Therefore, this study aims
to help local advertisement agents, producers, and related parties by classifying components by combining
video analysis methodology and video ad analysis methodology for effective message delivery and
immersion in local outdoor advertising. As a discussion to provide an efficient production methodology
for outdoor advertising video production in the future, it is an extension of exploratory research through

content analysis.

Key words: Advertising Effectiveness, Advertisements of Local Government, Local Government,
Soundless Exposure of Advertisements, Exposure Environment.
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Table 2, Outdoor Advertising Exposure Environment Classification

Media Type Ad type Exposure environment
Billboard Field advertisement, Rooftop, Wall panel
Traffic Urban Railway History / Underground map, Bus, Taxi, Shelter,
Outdoor airport & aircraft, Railway history / vehicle, General vehicle
advertising Entertainment Sports / Leisure, Theater, shopping mall
ete Service station, Life network, Street(Public facilities
advertisement & Military facility cover sign)
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Fig. 1. Billooard (Wall Panel AD).

Fig. 3. Entertainment (Shopping Mall & Underground Shopping AD).
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(Wall panel) (Airport) (shopping mall)
Angle Drone Shot, Full Shot, Waist Shot, Close-up
Camera Image Transition Frequency Moderate
Movement (Handheld) Little
Size Large(over 2/3 screen), Middle(1/2 screen),
Subtitles Position (Trichotomy 1:1:1) Top, Center, Bottom
Frequency Moderate
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