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ABSTRACT

Awareness Research on Bus Wrapping Advertisement

Kim, Sung Hoon
(Department of Advertising and Public Relations, Semyung University)

Jin—Sik PARK
(Department of Broadcasting and Visual Art, Joongbu University)

"Wrapping advertising' is an advertising method which delivers message to the public by wrapping up the subject of
advertisement, Wrapping advertising is detachable, Also, by using wrapping advertising, ad—maker can express intended
advertisement image exquisitely.

Among wrapping advertising methods, this study focused on the Bus Wrapping Advertisement, This method usually
displays the advertisement messages by attaching specially producted PVC film, which includes diverse graphic images,
on the bus, Analyzing the bus service route, distance, and time can maximize the effect of bus wrapping advertisement,
In addition, bus wrapping advertisement is cheap and makes city scenery more beautiful, In 1905, bus advertisement
was firstly implemented on Seoul city bus, And then, Daehan Maeil newspaper monopolistically operated the bus
advertisement for its own fundraising, However, bus wrapping advertisement has been applied to general law since
2003, so the advertisement variable area has been expanded by a half, except for the window area, As a result, ad—
makers, who need large size of visual advertisement, prefer to use bus wrapping advertisement,

This study aims to find the activation plan for future bus advertisement by testifying the effect of bus wrapping
advertisement, Furthermore, research respondents will be asked to answer their own perception on the limited variable
area of bus wrapping. Even though most of countries allow to wrap allover the bus area, Korea has not implemented
yet. Therefore, this study result will clarify the future direction of Korean bus wrapping advertisement by offering the

consumers opinion,

Key Words: Outdoor Advertising, Wrapping Advertising, Bus Wrapping Advertising
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