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ABSTRACT

Issues and Key Directions of DOOH Advertisement Regulation based on the
Internet Advertising Regulatory System

Hong, Moonki

Professor, Dept. of Media & Advertising, Hansei University

This study examined the proportion of the digital video advertisement in Korean advertising market, and dis—
cussed the concept/type/characteristics of digital video advertisement to analyze the regulatory relationships be—
tween digital video advertisement and DOOH (Digital Out—of—Home) advertisements, Based on the legal defi—
nition and characteristics of digital video advertisement, the researcher studied the applicability of the regu—
latory characteristics in digital video advertisement to DOOH advertisements, In particular, the legal back—
grounds influencing DOOH concepts were researched for the desirable direction of advertising regulation for

DOOH advertising with various perspectives,

Key Words: DOOH, digital video advertisement, internet advertising regulation, digital signage
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