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ABSTRACT

An Exploratory Study on the Successful Launch of Roadside Digital Bill—
boards in Korea: Focusing on In—depth Interviews and case study™

Lim, Jong—Kook
Master, The Graduate School of Mass Communication, Chung—Ang University
Doh, Sun—dJae

Assistant Professor, Da Vinci College of General Education, Chung—Ang University

This study examines the foundation and environment for successful launch and settlement of roadside digital bill—
board in Korea in the future, With the development of digital technology around the world, digitization is spreading
rapidly in the field of outdoor advertising, Recently, the launch of roadside digital billboards is under consideration in
Korea, However, discussions about the need and availability of roadside digital billboards are still in its infancy, In
this study, we conducted an in—depth interview with experts in the field of outdoor advertising to understand overall
launch of roadside digital billboard in Korea and overseas case studies. As a result, most of the participants in the
interview were in favor of launching roadside digital billboard and predicted that it would create media value through
digital conversion, In addition, it was considered that the roadside digital billboard media could be successfully
launched to the audience when they form a consumer awareness that it is a ‘useful public communication medium on
the road’. Through these research results, we tried to derive the successful introduction of roadside digital billboard
and guidelines applicable to roadside digital billboard, This study not only provides practical implications for efficient
management of roadside digital billboard media, but also hopes that the launch of roadside digital billboard media in

Korea will be actively utilized in corporate brand campaigns in the future,

Keywords: Roadside Digital Billboard, Digital Signage, Outdoor Advertising, OOH, Traditional Billboard
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