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Abstract: Public service advertising campaigns using OOH(Out of Home) have recently shown new
characteristics. Changes and characteristics of public service advertising campaigns using OOH were
analyzed, focusing on the Grand Prix winners of Cannes Lions, the world's best advertising festival,
from 2021 to 2022. The Cannes Lions' entry guide, Problem definition-Solution-Results, was used as an
analysis criterion, and a new campaign development model was recently presented based on the main
elements of advertising marketing, inflow, experience, and technology. Based on this analysis method,
the following research results were summarized. First, practical campaigns to solve various social
problems were characterized. Second, it was commonly found that practical campaigns were possible
by providing solutions optimized for the digital environment by utilizing the appropriate level of digital
technology. Third, during the campaign stage, the reinforcement of inflow and experience elements was
found to be a common characteristic. Accordingly, this study presented a model for the development of
public interest advertising campaigns using OOH in the future and constructed inflow, experience, and
technology elements as key elements. In addition, it is expected that it will be a standard and guide for
future campaign planning and campaign effectiveness by proposing nine major campaign items:
curiosity, spontaneity, accessibility, newness, relevance, usefulness, ease of use, media suitability, and
campaign feasibility based on the deployment model.

Keywords: OOH, Public Service Advertising Campaign, Inflow Factor, Experience Factor, Appropriate
Technology
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[Table 1] SSL Effect of Outdoor Advertising
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[Table 3] Strategic Frame of Public Service Campaign using OOH
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[Table 4] Inflow factor and Experience factor of Public Service Campaign using OOH
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[Fig. 8] A Model for the development of public service advertising campaigns using OOH

a2l [ 519 2ol Al 7HA

NEEE

N

—_

ﬁo

5] OOH

Ay
ar

[

[Table 5] Guideline for Public Service Campaign using OOH

4

I

3
T

[e]

i

437

]
8

A 71eEd7

S|
S}

}

kel

oA 7=t

hud

o

L

17] gol
Ielolsh Agte UAg 714217

<

T on

k)
o

o AHg

i}

Ay

ya
affell A Azt

al

1

A

7
S a1

=l

1

5l

g}

ARSI

Copyright © 2023 KCTRS



An Investigating Study on the Public Service Advertising Campaigns using Out of Home

I AR A
W S o
oo T
™ 1HM.HE

fo] X
i

ol
i
| i
w M o
) R e
B o o
P
B E
oy Wz
T [
ujr wuw 7o
0 ‘mﬁ
o Mo Ho

L

55
¢ o
<H
ar Nfo E

W
o8
BE o
To A mE
NN
i « ﬂw
fo)(nt

oy o
o E
w5
ﬂu . rL
o
o T
of of 3R

Mo oF

| €

Pz

S|
=

i o]

o

ifo]

Ly
-

-

2~
—

o] o}

=

Far Sl

7] Y (Burkini)

3 Atk #7101

ols

=

-

=]

Al
Qe A

QLN

=

SEE
al

A3

}
A

o
pul

=

on

Aetolu} AL AR

A, ok

:|
[e)
-

A
o3
£

A A H 2]

1o

o

il

Hr
o}

ai7
X

)
X
B

HEE 21710

HAE 7)ol

Ho

ot

oj

—_
o

el
o
B
A
o
;OH
T
il

o

ot
ﬁo

o

o

Ao 2gfar

=
=

oo

w7 9]
SEE

j=

aH

AW, ARZE, MEfol e Fa,

7 of] A]

1

1

ST
=

b

5
o

5+

H
3

1.

7] %

]

=

AA, OOHE &g
A= OOHE

=
T

I
I~

;QL
o)

—_—

—_—

3
=R

o
ay

R

o
o
N

Hup7h 24 =7 wEoltt

= =4

COVID-192}+

)

TR

R

—_
o

gase}

jan

K

fite)

)A
N

Copyright © 2023 KCTRS

References

ot
Advertising Awards, The Korean Journal of Advertising and Public Relations, (2013), Vol.15, No.1, pp.116-154.

o
pul

[1] U. H. Kim, S. W. Shim, H. W. Lee, A Study on Creativity Expressions of the Winners of International & Domestic

71t

438



An Investigating Study on the Public Service Advertising Campaigns using Out of Home

UCI: G704-001035.2013.15.1.006

[2] Lee Do Young, A Study on the Structure and Symbolic Complexity of German Video Public Interest Advertisements,
German literature, (2022), Vol.63, No.2, pp51-70
DOT: http://dx.doi.org/10.31064/kogerm.2022.63.2.51

[3] Shin In Sik, J. Y. Huh, A Comparative Study on the Public Service Advertisement of Korea and China, Korea Design
Forun, (2018), Vol.61, pp119-128.
DOI: http://dx.doi.org/10.21326/ksdt.2018.23.4.010

[4] Yeom Sung Won, A Study on PSA Campain used Outdoor, Journal of OOH Advertising Research, (2011), Vol.8, No.2,
pp-29-60.
UCI: G704-002211.2011.8.2.004

[5] Kang Min Kyung, Kim Bo Yeon, A Study on the Acceptance Effect of Etiquette Public Service Announcement, (2021),
Vol.75, pp.357-368.
Available from: https://www.dbpia.co.kr/Journal/articleDetail ’nodeIld=NODE10719282

[6] Chung Heung Kyun, A Study on Semantics of Smoking Cessation TV Public Service Advertisement, Journal of Cultural
Product & Design, (2018), No.54, pp.77-87.
DOI: http://dx.doi.org/10.18555/kicpd.2018.54.8

[7] Kim Ji Hye, Byoung Hee Kim, Analysis of Differences in Perception of the Importance of Public Interest Subjects in
Public Interest Advertisements, Journal of Advertising and Public Relations Korea, (2021), Vol.23, No.4, pp.387-417.

[8] Kim Woon Han, Choi Hong Lim, Park Han Na, A Content Analysis of Advertising Theme and Appeal Type in Domestic
and Overseas OOH Advertising Related to COVID-19, Journal of OOH Advertising Research, (2022), Vol.19, No.4,
pp.5-28.
https://www.dbpia.co.kr/Journal/articleDetail’nodeId=NODE11165985

[9] Sim Sung Wook, Content Analysis of OOH advertising used by Government, Journal of OOH Advertising Research,
(2015), Vol.12, No.1, pp.49-77.
UCT: G704-002211.2015.12.1.001

[10] Lee Chun Woong, Kim Sung Hoon, Effects of Interactive Media-Based Outdoor Advertising on Brand Recognition,
Journal of Communication Design, (2021), Vol.74, pp.255-268.
DOIL: http://dx.doi.org/10.25111/jcd.2021.74.19

[11] You Hyun Jae, Yang Woong, A Study on the Effectiveness Analysis of OOH Advertisements by Characteristics and
Types, Journal of OOH Advertising Research, (2021), Vol.18, No.2, pp.23-49.
DOIL: http://dx.doi.org/10.22993/j0a.18.2.202105.23

[12] Sin 11 Ki, Son Young Kon, A Study on the Formation of the Sense of Place and Intention to Visit in Free Advertising
Zone, The Korean Journal of Advertising and Public Relations, (2022), Vol.24, No.4, pp.45-80.
DOI: http://dx.doi.org/10.16914/kjapr.2022.24.4.45

[13] Kim Yoo Kyung, Strategic management of public brands, Han Kyung Publish, p.184, (2013)

Copyright © 2023 KCTRS 439


javascript:;
http://doi.org/10.31064/kogerm.2022.63.2.51
http://doi.org/10.21326/ksdt.2018.23.4.010
javascript:;
http://doi.org/10.18555/kicpd.2018.54.8
javascript:;
http://doi.org/10.25111/jcd.2021.74.19
http://doi.org/10.22993/joa.18.2.202105.23

