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A Case Study of Public Contents in Out-Of-Home Advertising:
Focused on Visual Characteristics
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Abstract This study analyzed the creative properties of public service advertisements and public content in
outdoor advertising. The results of a case analysis focusing on outdoor advertisements for fundraising are as
follows. First, government ministries were mainly found as advertisers. Second, most of the advertising messages
were about policy promotion by the government and public institutions, with few public content or public interest
messages. Third, in terms of expression, text took up more weight than visual elements, and illustrations were
the main visual expression element. This proves that the public content of domestic outdoor advertisements
mainly has a strong purpose of conveying direct information.
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