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ABSTRACT

Content Analysis Study on Ad appeals and Creatives presented in the latest
China's outdoor advertisement,

Seo, Young Taek
( KOBACO, Korea Broadcast Advertising Corp, Doctoral student, Graduate School of Hanyang University )

This study analyzes the major characteristics, Ad appeals and creative startegies in the latest China's outdoor
advertisement, The results are as follows,

Despite rapid development of digital technologies among the China's outdoor advertisement, the established types of
media are being used rather than the new ones such as digital signage and as for the locations of placements, mostly
outdoor ad are placed around in and out of commercial buildings and subway areas. As seeing product types, home
appliances and eletronics overwhelm any other type of product. In Ad appeals, the emotional appeals and soft—sell are
more popular than the rational appeals and hard—sell,

Besides, among Taylor(1999)'s ad message startegies, 'emotional segment’ and 'self segment' are most frequently used,
as a result of analyzing texts and visuals of advertisement, visuals are more placed than texts,

Key words : rational appeals, emotional appeals, hard—sell, soft—sell, ad creative strategies, design strategies
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