0] FX|ef
=7tSAEE

ct.
<|

X
(=]

Al

=
S

o
il Ti2dlolE{el E-4oil =

4

A
T

8l

7
(i

AR Z
e |

ks

17t

ANE2EIFOM, 2014FLE 2016E7IX]

O

ﬁ

F

Joll ¥

-

A

84 7}

al

Aol X< ol DXl

o

f GRDP, &H|

o

-7

prd
|

= 2UZ M 2lojolM
2!

<]

o

1

tof HEHO|EE 715

S

OF.

L

2

=

OilM =22

]
)
GRDP,

o

o

bRt

[

3

t

[EHgz 2R

(2019)

=)
PN
=0
o

=1

- KM6H 4
x

Tes)

S
=

A= XA

Journal of OOH Advertising Research, Vol.16, No.4 (2019)
pp.25-45
167 EXE

OOHZT
=

AA| Biet

TAE Q] (Sl FRSADIM HMS
9| {e—XHXH)OIM HS

z=
=)

RN Wy R ST R (=R
2w " . ¢ TR P T
e W B HIw_wwy L
cEdRhEETRI DR
W. ol W of w m of J;mo : m»ﬁ 2 E
o s 1
m_w Ww J_,AAO uAﬂM 1_ﬁl ~ O.T| W Wr; 1ﬂr| ,m_,wu w ‘ul X
, > — 3 T o
10 .W_ =) O# Q ,gn 10r o e ymﬂ_ ﬁﬁ w m_n_u_u
ol mﬁ ﬁ%ﬁ%%ﬁ%ﬂﬂ%,
— a7 . T o .
o S G S T - o
g . e BT qo= B o =5 o
& & R T T
2e 4R E P EETR T g o ]
i} | ~ ~ Y — =
= W ExlpEd Lo Xxz g
o X = T =T o m B 1Ert RS I ]
g r ux_w%z%ﬂxﬂ%ﬁo X
[l Il ) ) ‘N T
K= It o 7ol N B LW
of RO s g Hagdy | EF MR
K & o G B B O =TT B R
= K = P oo = 0o 0w B
el = T % oo u Hog N 7o
o H ] o E oo T B oo ooy
L S o TR off T W o o oo R wm o¥
Y RO
t+ o gr of o P TR R OT OB M
& o < Ebp ek
< 5 - .ol 4 praliiee
1, Ok A B
T O = . e D = o = we o
% ol B v Tzrs P akEx® woOEe
o o of X o) X W, T or T
© 3 off Hr ﬁflwvmo%}_ﬂr#gdr.x
T O o R e] —
g o i N ﬂvr,m&mlﬂmm%,aﬂ_w%
ic K 0 0T ol " — 5 U B
~m. o ow B O REmov %o o, o
Mz K TRy Xogn Xom X "
% B o TuxfcrTizdl
romoe & Oy I T NS
M o Y < o o B o= oy B P o A B
ofr .._A.O RN o £ oy T —~
5 o m g = o e v M ] %D
BEE® o = ﬂEE_EmAT7ﬂMQNW
K = 2 0 1.! o) . b ) oo B Kloxo
< of W = M =T — T |
M B B A L N TRRCUC I T
il —_ 0 I te]
wﬁ 100 Wﬁ % < Aﬁv Wc N ™ 3 n_ﬂ)v o = ﬂuﬂ_ I~
ﬁI mu KO ey . l WT . dA| Ow O#E m OT ,..WE ,ﬂoﬂ_ Ot
o2 o " = e [ H T e Qoo "L U
(o T T KF oo T O O W M oo mTH

o
=

iz

SHE]
i

S wot 4

2|

=

o3

2N 2oy nME | X

ys[k=l

** kyungho3506@naver.com

** erinkim33@hanyang.ac.kr, AKX}



26 Journal of OOH Advertising Research

43l w7te] AAES) Bl N9 ABlel #

5o, A Ao A 2 g st F

2t g dote] HuA el WY 4
B o]

of webd 2 ATl AAIE Ao} folujg ) Sollm Age WE B Age] 5w
iAol =g o 1 A g A 4,

g WY 5 2 5 ASAE ALY
BAS TESte]l USRABI, AWE vHOR  sal gl S MITHAAES, 2012). @
AP EEshaAt gt YA Solg AAEA AselHE Abue

4= Qleh 2017 A wiERE] o A= R
et o, 20169714 FEs] S7kske FAIE
Holal gk oyt whd 5% Wie]o] JGAIE Hol
 ujEeo] 2016l vn|gh SRS Bl

Ao R wiRALe] wiE fnE Fa
A FEo] ARk el Ao w vrepyltt A4
oz 20169 mHARB(HAAH7TED O] v S
7b 12 9659, FaAEl Bl AL &) wiE 4t
w7} oF 9% 1,1529] YOo& UEhton Awwa
S e Holal Slrh gtk 20161
& 109 9 wRte] AA7E 38.5%= MY =
HI-S 28kt 201560 B[4 109
vk A Hlgo] A HopHlen, 109] old~5
of muka} 509 ol FUHE AAEE HlEol HAk
Fol= Zler Helth dodas 8 mx]9
mj&olo] 20164 7]% 1% 4,0909] ¥(43.8%) 0%
7P e, ohEoR e FoA] 9,8159 ¢
(30.6%), A& A9 8,2129] 91(25.6%) & UIEFEL
th AE A9 40%E ABIshs vWiEH vFS
skl ot 2016\ ol & FHow Fasioich
SAAL g o] Wi H]s 20161 191 FA

A QA Bow FAkE Ao et

i

N
r 1

(e

o



27

(H 1) =L CX|E ALOL|X| AR
(9l = 2)
T2 2014 2016 2018 2020 CAGR
si==e] 1.37 1.87 2.31 272 12.1%
ClAZ 0| 1.25 1.70 2.09 2.44 1.9%
SW/AMH|IA 0.15 0.22 0.30 0.39 17.6%
40/28= 0.36 0.45 0.69 0.87 15,9%
A 1.87 2.55 3.31 3.97 13,4%
Sx: D|NRRDSIR015). T/ AOJLIX] M St hFH2Y)

20169 715 S9FiAkY SARE Aer 4 S0l k3 gEE wEA Askels FEHE
3,5259o|u, o] & 4007} 19t 4,136 (32.5%)C.  Ho|il 9l Zo|t}t 20169 R E 22l
2 7 w8 vSS AREt e, 1 RRE 50t AR 4,738 @ qfnE FHAE|9loW, o= A
(26.3%), 30Th(23.5%) <=°o]%ct, 2016\ 7], 3 Al A div] 14.8% =5=o|c},

I oujAEE = 20161 7] MW, A, At 5 ThH CAY Lol 7] AAH)g Sl
e H2F Faro) Jruvl 1% 24440 Qo8 A =] uite] thre] AEo] AxEchs B4

A Al 38.9%5 AMAISFALE. olo] =, Al o] Qi) e galAlE o whEw 2016 29
2 A7, moled 5 o7k FarTE 4,200 FaL Hxil =8 9 Aoy AR ollA] el 3
o (138.1%), H=Y, 3, HAEHvE 5 aF ) AR A Ja-gol dAG] oF 65%5 AJ3E]
Al o] g ATt 3,467 (10.7%) o2 YEr  She= Ao®E yeht

N

A% Solgael Hiel Al vl&wt Hus o
= T I - IR TSBEY
A AR, w3 njde] g dol olg4)
Elaso] Hsat FRA oA, AR,

BRI A sgow gojel, clE Aoju ]

jg
)

7)<0] wbghe. =y s3a Aol H9E shshod
A S AAE SEska j2E 4 5
o 7153 4 Atk

A" FaAge B 71so] Ay 9, A
Hol GtAl et gAY Fom vid HESIGE
AEES Holal glon, g9 BE siE Jlow
&AL ek AAlR ushs miA| 24 FollA

e are] A% 9ol whE

m>~
1o
2,
nx
R
i)
0
a3
i
o
Kl



28 Journal of OOH Advertising Research

(® 2) ZX| x[E CIXEED oiEY

-2 2013 2014 2015 2016 2017(e)
. 3,364 3,458 3,397 4,738 4,818
4 o & = , ; ) ' :
CIXIE 27 FA oiE (100.0) (100.0) (100.0) (100.0) (100.0)
2,375 2,475 2,296 2,380 2,465
=T e
(70.6) (71.6) (67.6) (50.2) (51.2)
989 983 1,101 2,358 2,353
del gn
(29.4) (28.4) (32.4) (49.8) (488)
EXI: == QIYTMIE 2015~2017 SQIFT AUSH T+

dig AR gstel 4kl
Al A7 AR FgE
of TIek AP g 4 e Aol
HAE SeRng EH A o
o At Ao

L ou] 9)i= 9yl H Ao& B},

2. Fwo| AAH &3}

WAL ohE 410 AR W TE sl
2oiREe mAI glom, Al ke Wi 4
9 1 AEolEAe] Ul e Aklom W19
AR ARG e} e WA A el
3 o], 2011), Folur WAL A FEshs Al
Qe AT A4l A Shfel sjuksta 9]
ujiol] 54 Ao} W Akgl 9 Ao At
ARe] AR ATt A8 4 9le Aeolth
o Wi AR that 4RE s
0% FESI ol T FAHL A Aol
AFe oA mr 2gs)

i)
=
N
P
=
B
2
o
ox
T
uj
:>1L

A7, ABRbeA] o G2 A=) 7121E Al

s B A% Beel 99 dthn 7%

Lol o) oy

(Farris & Albion, 1980; Franke & Taylor, 2017).
v AJAFe] sl (Market Power School)= 3331
b AR WEIL AR EolA, BE 71
o]z Qe ¥l o]fo] FarFof A 2w,
o= H% B RUAILE Eelo] Heka
Sl tH(Farris & Albion, 1980), %+ dlul= 7|4
WL AW AE ERelA Bt Lol

A= faboll sz ARkE oAs HolAvk

u] °
ARHOR WE P A Y AN

At mwE dSeks Aom % 4 oo,

(GNP)3} 3L of|tbo] kssiA] oANh A= Wiy
g WAV e Wl vb 9lem, Callahan



(1986) <A] GNP7} il 2| &3}
ek g v e,
Shaver(2005)= 1990dth & 87§=& ko
o Aol 87w 5 67l=ol A9 Far A=
= A} Sloks A
sl ct Yo7l Swerdlow?} Blessios(1993)+« 3%
L AEo] WA HWat Fal A=,

ol 4|, 123l GNP2F

S AFS}A Shaver

10

o ﬂﬂ%m. cione] il

Van der Wurff, Bakker2}
Zﬂ %Eﬂ = /\]ﬂoﬂﬁ oL A

TR
F d} ¢lt}. Changi} Chan—
| GDP= tEEL =7} 44
nskA S7RAIZITRAL
SAFSE WEtol| 4] Kshetri®} Alcantara
ARAEDDSE B Apof 2
2 AANE T 947 7190 Fa

Olmsted(2005)

o QS FaL AE=E #°

(2016)= &f=

XS 2ot SAnMY Jix|of 2ot B G 29

2
o
N
2o
e
lo

efgto] % .
920124 BT B FRAA] Y
A o FAAHGRDP) T, A8l7g(2014)-2
%) FAMI=ek GRDP 7hol QlaiAZ} ole
sjelgt vh gleh, elH Firk AXFA] 3
FFol AlRtAolek= 4= EA A K Ashley,
Granger, & Schmalensee, 1980; Callahan, 1986),
guskue AAshrol Fgsks Hhel ol

Fo
o
_m
0>~
Qﬂ
2
o

y 1T %8
ox
}01,

4

A

oN
I
2

e e

Bzt 7197} Au|AoA] S u)z)aL, o] A
AAAZ AZo|E oJsFS njHckal 228 4= 9)
= Zloltt

O =o15E Fehd, Fa A A 9

Iveson(2012)2 Fut]ole] FAo=2 <, W&
A} e HEA Pale] njrjo]d] gal Qe
A AAFo R ZhAadlal Qi FAARE

of
ol HEA Al HREe S o] oiE A%

& Lol Slske ARE AHEth o= vH
pron satorn Sl AR § £5
e e o, frojyole] SR Qs e
w2 8k Flojgtal oS5l Zlo] UnkAolct
FIAOI A 2-9)a1e] o] 2o T

™
Al(attention economy) oA TA]S] F-5A 4
et T8 SRl mEeR Hil
(Davenport & Beck, 2001), tjx|g ultjo] 5 &
ulcjole] AA wHAs] sk ol a7

kI
50
(s



30 Journal of OOH Advertising Research

= FIL SReRA ZAPE Zhs dERA S
7RIt o th(Iveson, 2012), AAE A
AIA q15Re] ERE o]4fo] Ao Al glon
2030Q7}A] o] A= 60%7HA] Z7FE Ao
SEAL QUTHWHO, 2015), ol#fgt ddom <lal
EAEE QlzEel 53t HEe] ANIEe] EAE
y zF afetelal, 9 Aol IWshAl th|s,
are] A ol dAeetes A ok 59 #
fof AHsHA Flrh, el ek HAYE Seal
o nl= WollAwk 2013W #]=0]
oF 89¢] wefof] SHISIlAL, Ao R AH[AE
< TG ATES HAE vHolE &85kt AR
= Aoy ®HiE il QItKCrosett, 2014),
TAZE 7 7ER] ] el Sedale] Aol
LA QN BAE s Aom FAEANE =AU
ofjslo] Lelgare] kel JaFy Aol et '
=2 ZHo] Bd Jlog Helty zAeh 9)(2016)
S gare] Wk Qg Far 484 54 o
7t HAE 7HAAL SlSS AR bF Qleh T
ARFA Gl Sejare] awt Frprp Al Fatof o
Jok= Zlo] ofye} BT £, o7
82 A A 22 w=9] 7]3)(0TS, Oppor—
tunity to See)E 7|it 74 WI® ARESH] Wi

g} 21 (2012) @A,

>

rr

Sogmrt 2o} £A19] HA

2
0,

s

T
)
i)
o
E
r <

A%t a2 S
SHARE oleldt FAS ST 4 Qi v ¥

(Picard, 2001; Shaver & Shaver, 2005). Picard
(002 Ate] AR Hago] 3 A& W

QLA vlElele] FRel ke i AFe] vl
Gl Aol7h YLAE Wl ATE Qs
o e, BARgel 19 gad ) Bitk 5%

A-AVE WhEEskelE AR e R A=l
= ALl vl Lo dare] AFol wid
9~3% PHashs 7o Uekslth wh TvS} e
QoA BAMOR foluid Holrh wiH
UL, 23] =87]ol FaL AEo]
o= yehgth ols wRlolMe &
Ago] oukHoR ANAAY ATt At
W52 AR Lo Sogariile] Aol
A7 Al d

okgk AgolY,

Bhargava®} Donthu(1999)+«= x4 t}2 ulA

gl Harh 2HHeR 2R 1Nt So)gavt

2
o olN
i |
2
=
o

<

Z2pAel v Wl ouEe = 4 glom, X
w9} e Fejo] Ego] Hrka Mgk vl gk
=5 AulE Segao] thate] zuzte] 4ol

G 520, o= JYAel vk oo«



=0

m, d5+714

RIZA| 2

1=
=
Z]
=

R
gt ek

o], 2016), o= el AR AE 4HE

il 5

[e]

AAIA ol vl

9]

=

1

|
kel

.

sfefoll A te A A

[¢)
=

2011),
bAL

EEC T

<

o A%

=

MRk ok el A

ofe}

[e]

]

o

A
=

=

=

s}

Mﬁ#ﬁﬁ%%qﬂﬂzﬂﬂwwmﬁﬂ_@ _ﬁ@%%%g
Tww  rSeruwpu s F ZuzEfg
I ST ol B A B 25 g 3
J7|%71x1,mo_a%ﬁollwﬁﬁmqwﬁa LﬁRWOAQOnA
— O :.l | N k) _zT.: © _ _sz = N » oF P = -
H o B S N e R~ S T i = o
ol B ool £ 9 ® ™ < A 5T = B
g H° o ~ T X b H 31 & i o2 T = o ﬂ],o oW n EO
= of X° To H dlo Mnﬂ = & Mo & Jﬁ (R olL o% Wl ol o
o W o = g g e N ow < o ol = X o F
H — = 38 o 2 ™ o o= I NDOS g BT -
o o T 2o = o o = & mo g i £ X o ™9
PR o R R e W 2 K oo Wy B
o - @H el <r " B0 = <Jo o X o] 5 X < = Hbl MO ) ﬂl . E3
N E N T Ko B o S 8y R TR —
o ~ G T I AT ryg T FETIT L LT XKL
COC R N T i R N O A < I R
T e | I - < Mo 20 O ol ) [ast — T
{F o o M o= ot ., X N° S 7ok oG G - o /W
) i " oA T ol T Mo & xS 0 gtz
L SR - N < e CERNONEE - = RGN N
o BOR LW H TN -3 0 B R % 2 B Lo T
B o = © U9 W %o oF O R s S i
<. Ht [ . =0 o O T B Ko 1 53 _io — = o
N 1°°  Br %° B X o o a ol o B! m o N2
RO SR S I c I - g - (R [ T AR
o k° oy o T LR | = - TR | A - A
Bom o o i AT TR R o XU o e X T o) X oz
~ Wp P BT WY S W EN oW AT moo g o o) o
! ) = ,ﬂ o = oF = < bl = "3 w5 oy ﬁﬂ < Om Wo 3]
= o 0 5 AR LA Sts
s LoMEXxiudpepdedl T e UK
No = = of 2T AR oo T s H =< o H o =
T TS PR TN TR O g -
° o © W = 3 9 ° x T o o P
= N = o ) B OB <ok X L XX e
K e v S B! . A 3 O.__l ~ = © R 0
To oo a5 < < U TR o T le v i X G
X M ;m.om Mo 7T B ) = — o % K ) _Hol oo W oof w&r
= = s . -~ T .ol ~ T
A RN S L R RN
EIRXTH BN p Bl gogwty T 8 x Bx g
N T X i o] © = N do B NPT N T T
< T 0 5 ZT X0 I ~, - X AE 0 Ot‘
~ XN T3 Ko <0 H o o ™ T s R I
NOX L i A = ~ < N = N - o =
~ s X O T WXz ~ o] B .
ki 29 %X B T P §0d o 0
TREEE N T Py Ve By NS okw
L2 p By "Erd e~ frEd 0w
Bodag e dy sxgdag 3 55 44w
DR F Do s FE X 5 R
<o i _ o W of mp ,Lu_m N = o N = ol ol T
ol oo = o T 3 oA T U TN R Y B o o o o) @
L B - = B B R LI

olgfet 7ol

S

.

S|
=

o] A2l 7}

2006),

871,



32 Journal of OOH Advertising Research

AT 11,
ATl GRDPe] 34 A<l
3 Aol

ARIN 12 SeFIALY uhE, FAKL,

At A
2 )4 i},

Solgaare ohEol, FAS

L 1905 GRDPY A 9

A R aE Alydos

ol 71918k 4= (i,
. Arens, Schaeferi} Weigold(2009)= A
el Qo] Fary dAeAom gotEEr|,
sk A 7

ol

)
)
D
ot
ot
(e}
Lﬂ4
*x
= T

Uehts Zlom Skl vf QIrhHzi, 2005).
<okl xjeje] A dEl

= A= ]olgileAlel wiet 2] ourp vk
Zt GRDP2} 1919 GRDP2} tl&o] Z|
of AAVFELR I AR lefste] &£4

AT 2. SelHIAY uhEe, A, Al
FsbAes AR FHAY A

w3 Zlole,

V. 979y

1, A4

i A5 2014WRE] 2016WA7HA] F 1670 FS
AAFAEAEE-—AL ADY 22} A (secon—
dary data)E SHsto] Loz okd o
1671, 7+ Wed HS5A7F 487091 HRdAtmE

Tkl ARESEAITH(RE) ). ﬁﬁé‘ﬂé(ba*
lanced panel)& HE 3chd 2z 7F Z AAE

oF ¥HEE= TlojE ¢l R, %&%‘ﬁﬁé(umba—
lanced panc)& 7} AA|Se] dal 2] cFE 7]
2ol Ask 712 o] Qi dolelolc,

TR g s flsl esedaaliE of
A AEshs (GRFAEAD et =7 AEE A

Ashs (e—AWA®E RS 7t7F Bgaioict

THAHOR (SOWIEA AL Sl
AA| ool FAS, SolgaE A §7Hl

A5 370d(2014~2016) - 167] FARA|
Az Este] pRskaL,  (e— AR ol A=
Aase Yehle Z]EO AU E 84 HGross
regional domestic product, GRDP), 1%l GRDP
oF AAddEAE)S 370 (2014~2016) & 16
A AR 2t Sstel Eesel

TR 717F ARS8

v

1) A X2 MSSWA, SO, TN, M
A BFEON, IR, SMTOA|, 2|, RE, BFS
T, BT, Mels, MeldE, ZMEE ZMHE MFSE
TR S B 1670 HAREIEHY



(# 3) B0 28 9 1172 X5
i =y £l xE &
B XeE Zelguited MA| ofEt sior 2
fsje=S==Xe]iniiyy]
St AHE Syt MA| SAK =] EE;ﬂH‘OL
e Mrats g Zyus A si7klads A
GRDP XL &44HGross Regional Domestic Product) gHOF 2
= KOSIS
<] EAMALS H H 2
1915 GRDP K|S SMAS XS Q12 L= 191 17F AjAtoH gHOt ¢ ol
BHEHE X9 {(ZsACGRDPI}24—FEAGRDP 7 +24) - MIEAGRDP 24} X 100 %

) cloket wid s AHE4 (panel regression ana—

=
lysis)& AAIBIYLE 2

Aol M At w2

AEA B Al 7R FEREG FAHeR
A2 o5 #A2AsH(Pooled OLS, POLS)O. &2
A W] JPEZARl EAE FAlSte] AH(w)ol

e RISt 21 St Ses el

o] B1E
fect model, RE)% Ha=0] 7

shel 4P a+u,)o] 2

ota ZAsks ol

Yy = a+ fBr, +ey

Yi
Yit

o71A iz SEAA,

(a+ ui) + Bz, T ey
=a+ Pz, tu;tey

t= A as P agl

(individual effect)& Uet= HH, B+ 7157
W s ARt whek ®iskA] ok s o] T
54, e= AR} sid ZRAl] wet Wsks e
gk @ARkS ofulgict,

e @Aler mHEHE F g X]mg %g
Bk wiEd, SR AP 1919
GRDPo| n|Ai= JFS H58h= o724 mgo
] A FEle (5)Ae2 EFE Al WA
1=1,---,n t=1,---,T 1)
i1=1,-,n t=1,---,T 2)
1=1,---,n t=1,-,T (3)

A SOPYTAR UEO, BAKR, AT



34 Journal of OOH Advertising Research

Wb AAVIE Al 9 7‘5‘%51‘3 3]

A magoln] EAIA] Fef= ( 3*
SHH, 3| HEA Bl ol WHaeE T A

& (Growth) & ARt = W

gato] dioleE wgkeleict,

o

In GRDP;, = o+ fInSale;;, + Byln Emp;, + B3ln Perm;, + e,

(4)
In GRDP;, = a+ fInSale;;, + Byln Emp;, + B3ln Perm;, +u,; + e,
InPerGRDP;, = a+ BInSale;, + Byln Emp;, + Bsln Perm,, + e,

®)
In Per GRDP;, = o+ B1InSale;, + Boln Emp;, + Bsln Perm;, +u,; + e,
Growth;, = a+ B,IlnSale;, + Byln Emp;, + Bsln Perm;, + ey,

(6)
Growth;, = a+ 3;InSale;, + Boln Emp,, + B3ln Perm;, +u; + ey

Z=. GRDP=X|HL SAAL PerGRDP=121E GRDP, Growth=ZAX|N8Z&E, Sale=01=2 Emp=SAtXtgs, Perm=~AIT5{7144

ngol Age HAHowr rF {4, LM(Lag-
rangian multiplier) A1} 340 A% (Haus—
man test)e ARESICE WA s A
(POLS)I} MY BIHFE) WH-e Hlusto] o &
Fol AdAE Aty ffsf ALY BIHFE) K
oA 22k w,7b fFefRtAof wigt 7Rl
Fs ZaAs(POLS) 2t &

v H]—lﬂo] oo Aosi) 2

O

F RS Ak
EAYRE) 1Y T
zcislr] o8] LM 7 SPALCE KRt M o
(FE) ngy} ﬂgﬁﬁ(RE) UEs
H3o] © ATBIAE ufelstr] ¢
¥ 7 42

1
wge s,

>4 i o

A (Hausman test)< 7



V. 423

1. LAY &S AR,
Al518)7174=2F GRDP2] ¥

thE (& 4)+= GRDPE F4HWsa sl &
& FA2ASH(POLS), MARINFE) Y, &R
THERE) W] FAEIE 2 AR Aol

2 Ay e A H(POLS), ALY HIKFE),
2 AIHRE) 2] AT siAshlof] erAl,
Al 7 s AR Blaste] o Wgo] ZpA
AHAA S Aeehaal wyo] Ao s
AR A AAskde WA ks ks
(POLS)¥} WA FIHFE) Wgol ot el
sh= 7 A Avke slfdriAle] ol
N HINFE) o] v Heet HEdl
SHATH A5, 29)=590,00, p=0.0000), L u}
2 5 HaASH((POLS)H SHEAIHRE) Ko
gt B e deshe LM A7 Ak s

oN

k2 O

O
o

d=

&

al

o fle

&nlo;@

S oly

>

|

g

(E 4) A 0iEl, SARXe, As{7iz44=7 GROPO| O|X|= &

o] EAS gt SHEAIYNRE) MEo] u gt

o
o
1o
2
>
D
R

oA

FAA

flo r{r O\N ox mlo

GRDP

A Aow vepieh wheby 2ol

0.
b= GRDP 7ol fojuleh 5794 a2
Ao gkt g, Sty FlE

o frolulat WS vlAA) polvh. web

CHchibar’(01)=28,01, p=0.0000).

1
upzjeto g A GYNFE) 23yt SFEavHRE) &2
S

RS UEhs skt 71 Ak
B)

EARo R ZFzF Sou|st AZ el o

B=0.0671)%} Al518]7}A%=(B=

4

A AP 1-12 R e

Sk
S

2EMos POLS FE RE
SEEH B t B t B z
ESlIliE=sll 0.1104 0.88 —0.0148 —1.15 —0.0105 —0.68
ESZNONES 0.3418 2.46* 0.0671 5.76*** 0,0692 4,91%**
A7 AL 0,2781 3.36** 0,0222 2.00% 0,0266 1.99*
A 11,4191 10.46™** 17.5104 85,00%** 17.4003 60,32%**
SEMgEs 48 48 48
F—value 21.84%** 13,03*** -
Wald Chi—squared - - 30, 17%*%*
R—squared 0.56982 0.5578 0.5717
Hausman test - 16,02**

a p<1, *p< 05 *p< 01, **p< 001

wmgo] o] HAjola el
A|ABFSIC), (chi*(3)=16.02, p=0. 0011)~
At 71ZAo| wel GRDPY| JeFS
8] 7] 54 gﬂ% ﬂ’gﬁﬂ‘(FE)



36 Journal of OOH Advertising Research

2 291X &N FARSE,
NiFsa%et 1919 GRDPY] 2

(E 5y 1915 GRDPS F&len d4sto]
5 HAASHUPOLS), LY AINFE) w3, o8
FINRE) wo] HAATE b7k AAE Aok,
5 HA4ALHUPOLY), AHAINFE), FER
IHRE) wge] RAANE sdeir)e] oA, Al
4 mEe A uasie] ofd wao] 7 A

2 wslad mgo] A A4S WA
oo AT WA @5 Hads
(POLS)¥ 1 ATIHFE) Wgo] tfgh sS4
ol P AR Avks sl

ARG

FoH ol o]
ot nARIFE) wgol ¥ A3kt mEAS A4

SFHCHA5, 29)=248.04, p=0.0000), L tha-O
2 s HaAsH(POLS) ¥ 2 AVHRE) Ko

6}‘— LM HA /ﬂJ,]_‘— JHH/H;Q

et ehae 1%

npxjuto 2 A FIHFE) LEY FEEIHRE) X

o uAE w915 R Ans saa
AAG7E 0.1% 04, Solgars Asi71a
27} 5% Sezol K] BAHO 27t fojujet A

Q1 L v Ao ety wetd] 29l

TG BAAB=0,05T8)%} ASTSIZASE =
0.0197)9] F7H= 1915 GRDP 7ol frojulst
FAA YRS F= Ao peED oh, 9
Haaky FujEoke 1919 GRDPe] fojulat o
e ulX A okt webd AR 1-2b RE
Aol

(® 5) S miEM, SAIXNe, Asi7id4=71 121 GROPO]| 0|Xl= S

2EMos POLS FE RE
SEEH B t B t B z
S0oiEl —0.1248 —1.74° —0.0120 —-1.06 -0.0135 —1.21
EI\oNES 0.0939 118 0.0580 5.66%** 0.0578 5.66%**
A7tz 0.0385 0.81 0.0203 2.08* 0.0197 2.04*
A 3.7493 6.00%** 2.8984 15,98%** 2.9240 15,05%**
M= 48 48 48
F-value 1.32 12,76%** -
Wald Chi—squared - - 38,15%**
R-squared 0.0823 0.0024 0.0029
Hausman test - 117

a p<1, *p< 05 *p< 01, **p< 001



3. 29Ty uﬂ%o_q, oA}x}_,_ of el BFgdS Aok skt A4 Avk=
SEAINRE) o] sfddolE] FEA oA 249
1AL AABFATHchi’(3)=0.73, p=0.8654).

mygol Aot HSAIe] wEt AAGGE

FFE A= 8159 IR duiE gER

IHRE) 2y FHOR AHEY  LolFiiry F

o Wl FARRLSE o Falm AlFE| 714

BAVSEE Foulgt FEFE vAA =

ol
o bttt weby i7bA 2t 7)7kE gl

GE 6)2 AATES SEHeRE HAsto] o
5 HAASH(POLS), IHAIHFE) 1y, 2HER
YHRE) O] FAAE 242t AAIRE Aol

s HaARSH(POLS), ALAAIKFE), =5
YHRE) W&o EAANE siAstrlo] oFAl, Al 7t
A e AR BlaLsto] ofil mEjo] ZpR; A A
A5 wekelaal mygo] A HAS WA=

»o

Sl AAskeh WA 3 HAxsHPoLY) Tt
2R EIHEE) 2ol g SRS dzels F
A4 Auks dopale] olade g nAE

THFE) WEgo] © At s AAskITE
(F(15, 29)=5.70, p=0.0000). L T}&og o=
A5 (POLS) ¥} 2EATKRE) o] it g
= Asohs LM 7 A= sdziA e 54
= 13k SREAIHRE) Ego] v g mY ¢l
< A A8 cHchibar®(01)=17.65, p=0.0000). ©}
Ao g P avHFE) Rt SREAYHRE) ©E

(B 6) S0t miEH, SAA, AAsi7idert BHEEE0 Olkls S8

[SeSInL=] POLS FE RE
=g B t B t B z
ESifE=ell —0.4165 -0.97 —0.2000 -0.52 —0,2202 —0.68
ESZNONES 0,2289 0.48 —0.0067 -0.02 0,041 0,13
AMAET AL 0.2197 0.78 0.0483 0.14 0.1170 0.45
A 3.6952 0.99 4.6880 0.76 3.8579 0.92
RSk =S 48 48 48
F—value 0.59 0.17 -
Wald Chi—squared - — 0.95
R—squared 0,0388 0.0215 0.0336
Hausman test - 0.73




38 Journal of OOH Advertising Research

V. 28 4 39

2 YA 7 aERf 3 o
W Heph e vl Segale] A4
oF 7pA|of High ¥
old whof <

rE
e
ojr

o)
fﬂ
ik
ot

SOTARIS ) o4 #Ale] iAol okl AF
of o QAEl/] AR, AR %
olgaEe 1 Aoe] Bakna aseh Agsl]
o] PeniE o e wHAoR FEy
S AR BAste] 7113t Ao st o)
o}, olg% Sola ghest AL Belol o4
& dojA] ket xeidAle] 22 g )
A a4E QAAEI Q7] AoAAl Hutel] A

o, TR, SelIE Al
, GRDP, 1%1} GRDP, 7
22 sk, e ey
TANE] Q] 2014W~2016 W% & 167 Broixpx|hA]
W S oRNEA, FAFAZLY XYL 2

25 BEd2 sjddeleE 55kl dlde]FEs

2 AAstect B3] B el theket wald
4 e Bof spdulolee] Siel HAT mY
2 Fste] B AAstgon, 2} nyd]
BAAT ke AEslel Al 7H AR E

(GRDP, 1219} GRDP, A8l dadF= mlAl
£ e ol Abglel 2olg s,
2477 Qokslwl, GRDPS} 1919 GRDPO
Ao FAH R FofulsA dde T S
B AR FE 291 FAARel Sof
B PSSR Uehd uhE, Selgaal
mEee e AGGAAE] FejuRt 99
R R e R B o ML i o B |
oA FelFIAY] ARt SeldalE e
MG AAAAA T GRS VAL Fa %)
Bt aolo elelEgicy ol i A
wap po] ks /1E AT
(Shaver & Shaver, 2005; Swerdlow & Blessios,
1993)9h AR EI X, FEARY] A7} GRDP
eF QIRIAZE Qe A8 (2014) 9] 4tk 1L
e o] B} ko
X

o)

=]
1A%

Mo

o B

o A~

A BIE v)H AHOR o SHER, B Ao
A AR w17k el o] g
of FAHOR o5k etek B 4 9k
olelgh A ATHE A oA Aol AH AHIA
Q1 gl Bt 1Bk Al o ¢l
Aglo] Shel SolgnAS PPk o 2 o
UlE 7be], Stk 4o AAIe) S oA
oo A BAE QFFoRA AoA
Tt el Sl AE Al Fa
3 ARSI F, £ e Bzl
A Uehgze] Selgaaky BARAel 49l
B AR QPR RS P
YA TS WA FR RQo|nE, A
Ak Aol Solgiargle) s shotski



ok 22k webe g Wast olck

A SelIAY FARGTE Ao A A o
uAE odakeo] SholEl w2 AL 2
1945l /19 BES sl £ AdaEe W
Sa, gEQlele] shuet ofefgt Qleel 4k
F94E A Aol Ayt Seltete] Sopy
Tkl o] 1Qlolut A ARiAe] g

TEARO] ot Y= 40~50tH

Lol Ty Sy A}

ol A g Wgte] ALSHA dl-sshA v Al
28 Qo] FAEY] of#e A x4l Q=
Ao sfAed 4= ek o viAle] vls) A
of WojAl= Akl 54X Seldal AR
Aetell Fada mIReh S8 SAREE A1
ARl 2l e dF= vE = el gjlE
T g Qe SePdal AR ‘ﬂﬂo] i LHE

ALAY, Lo yarEol AlgtEvids
o ux= Qolo=m
ot} e 1980dT] AAE WHitol 7]
o AR GFA o7 Kk A9 digo s B
A7goleh(RHEA], 2014). dAE Alf
o HBVM ek &
FoAA = o]

Al A5

_>~‘
N
oM.
)
>
S|
2
o

wr
Wi
N
~N
o
e
2
|o
b =
_2

a7t EAH 7}749} EP~
of WA= AAA shiads aeske], o

2ol
AAE S4B SIE A L A SEat o

K|HEH Zystet Sgnityd Jix|of et By

39

1=
e
4

2
1o

o
1=
ic)
ot
oX
=2
H
2
44
2
-0,
)
i)

d
-

ol
ol
k=)
ko
0
o
pael
s
o
i
pall
T
)
}_JL
ofr
R
fr o«
P
oo e
1
&
ox

A

pl

-

A d
$=(2019) 9] 04%“1] waw e A el
w2 AAA TRk 2021714
TS oF 302 4,608% 9, FUHA-
Sha ke oF 21% 7,753 @, IE/ERIYS A
ot oF 48,0340] ol He Zlom FAEC

S Farskdo] A7 ofyel X159 thde]
AIFOIA, S dalEAl= 719 AR
o7t = 71eh Ajeje) AAA AAl A

mobe] ATS SASHed] 2T BgE 4 ek
3

Argieloleli T elel Balo] ulet Ay A
W SRS BE A B u vAg B2

74]" 2017 7 %/}57:]] Z9]
spusu, A1) W Sl Hlolel
3 owﬂ At el v

==

3 ke oA AT
A A Ol 374] E’L?L%EP 1ol weRRt 3
golg el SepgalsA b dA-EEAE ESl
dlole 7HE Selgaiite] Bl A 9AA ZdekE

A A A T 2QlEuE, B
B SolgIE ARSI BYRSE A4



S
o
npgoR 2Ao] of

4
E

9]

_I

Fis

=

=3

=

713kl AR =

}
glolE

=)
=
L

H

i}

7o) ela}
A=

OlE]7} RElA, B qlgo A
A o
o=

7t

;
It

Journal of OOH Advertising Research

117 9]

B A

=

40
AR 7AIA

Al
=

R e T
X B W >
M#ﬂ%%%
r e X 8
x BT DL
TE pHT
M7umﬂylﬁuf
B BT T oo -
N o I
o T M OB LT
I
R ol
o~ & ek o
dl.o___iau.d'%
gt R L
o ®otx ® %AM'
EENGI N =
,Ll_,o]Ll aﬂ
TERL oL E
N W E X W
o o o ©
Y N O W RRO

VS
)

EELEEEE

bz

S
U

v]O

S
Ay}



ASEN 2esiet SAnMY Jix|of 2ot AR ST 41

N
)

00, FEAYE A dsh AgAel Yo

=X]974% 6(4), 101-120,

71015, BT A FEAA: R

ﬂzﬂ”‘é Lz BzeielA 2603), 733,

A, HWA009). HEAO] BA 3

BRERIo] 242, 21(2), 13-34.
Aol X e B

s, 31X, 4=71(2012), xAk]e] Aol A< A|
of UlA& G BA] YL 2603), 173-206,

o

RS, o]F%(2018). AXTIRPES] AAA AT w4
é/——}ﬁoio;}gl Eﬁl&[}é’: F;_IZEL?_/;’ 578—596.
o]

HGE, A9R@o1)), AR Sedarioe] Azt
A o garE AARlE S
B2, ZFnjrjofs) 14(2), T1-78,

SoPgaAle, FaAY 23t o3 7)),
X IS 20122), 90—100,

FrE2H2010). FaL 4O FaFoll whE AAAEAA A
AlEjste] ThA: 1997~2008W ARIEAE HIFOR,
oft ejele] <) AnuRFE, 11(3), 505—529.

2H71(2006), A&Al ARRIZEH] 9 AAIZREEF ] 94
5 Aol FEHAQITRA AE A= By v

Y 7S 2AoR XLER]99L A2), 131-147.

QTH(2002). A Ey) A2 w ST S

54, A7), o5, 3 (2016). L2 tXE W

= ufA|O) = mdoll oigh A At

HEHH 18(4), 284—322,

T, U8, Au2(2008), AMAAREARE o] 83 W
AMAO] SREAA dga BA. G A o]
4. 9(1), 134-158,

172, 25-5(2003), 3 X/GFA 7)ol a4,
sl A At KAl 12,

A= P

1YL

[e]

&

o

olEs], AWdE, et eAd@o1), =W AR R
Halol| w2 Pl Akge] pxsle| oigt At o=
BRI FHEHE 13(4), 190—225,

Aal7g(2014), FRAIGT FRAFo] EAEAAZ] vX]=
ool WBE AlSBA HEQISHE 56, 277291,
2343 olslE, s

o, A, AW, 1492016), ¢
A8 Apolu|e] WA daFe 24 wmel Aol chak

Jl)l‘ oR

QA7 AT wj AR S84 A 9 A )

5o ZAOR Bl 27(5), 2151,

AFD, AAe012), Selwa Aele] BASE $ <
L B EE Sk, 14(3), 33-65.

A-8-41(2018). 2o/ 7 AJF &/3ky) gE Zak SF A HEA
E| Media Insight. URL: https://www, ad.co.kr/mo
bile/journal/column/info, mjsp?ukey=515965

HEA], 9-4(2019), S B2 9]S] ARG Y HAERES

L OB O] FAF T {2018

A EA ®HaLA], 5-60.

0]712K2019). A=At AAdEe] BAo
gk sfaita Fofeia] ) 44(2), 173188,

(01, ) ST AT Sfet ARG eHIA
Blo] o8t OOHZ-75}974% 11(1), 31-61,

S QYA (2015). 2014 £-9)857 (F9EH)
a2 o AIE(2016), 2015 2-8)8-i (19157

-2 TAIEN(2017), 2016 28331 (195

IR, o), EAHE(2014), AeAl AR A9EA
2 shgad 24 A9 AR AR A(IRIO S T4
OB 75 193), 2746,

C. W, J.,

Advertising and aggregate consumption:

48(5),

Ashley, R., Granger, & Schmalensee, R,
(1980).
An analysis of causality, Fconometrica,
1149-1167,

W. F., Schaefer, D. H., & Weigold, M. (2009).
Essentials of contemporary advertising (2th ed.).
New York, NY: McGraw—Hill,

Bhargava, M., & Donthu, N (1999), Sales response to

Arens,

outdoor advertising. Journal of Advertising Re—

search, 394), T—18.

Callahan, F. X (1986). Advertising and economic
development, /International Journal of Adverti—
sing, 5(3), 215224,

Chang, B, H.,, & Chan—Olmsted, S. M. (2005).

constancy of advertising spending. A cross—na-—

Relative
tional examination of advertising expenditures

and their determinants, Gazette, 67(4), 339—357.
Crosett, K (2014), Rapid growth rate predicted for di—

gital out—of—home media, Audience Scan, 14 Mar—



42 Journal of OOH Advertising Research

ch 14, Available online at: http://www, audiences
can,com/rapid—growth—rate—predicted—digital—ho
me—media/# U-TQf1Z0xjY

Davenport, T, H,, & Beck, J. C.(2001), The attention
economy. Understanding the new currency of
business, Harvard Business Press,

Ewing, M. T., & Jones, J. P.(2000). Agency beliefs in
the power of advertising, /International Journal
of Advertising, 193), 335—348,

Farris, P, W., & Albion, M, S, (1980). The impact of
advertising on the price of consumer products,
Journal of Marketing, 44(summer), 17—35.

Franke, G, R., & Taylor, C. R.(2017), Public percep—
tions of billboards: A meta—analysis, Journal of
Advertising, 46(3), 395—410,

Frechtling, D, C., & Horvath, E. (1999). Estimating the
multiplier effects of tourism expenditures on a
local economy through a regional input—output
model, Journal of Travel Research, 37(4), 324-—
332.

Iveson, K (2012). Branded cities: outdoor advertising,
urban governance, and the outdoor media land—
scape. Antipode, 44(1), 151-174,

Jones, J, P.(1985). Is total advertising going up or
down? International Journal of Advertising, 4(1)
47-64,

Kshetri, N,, & Alcantara, L. (2016)., Drivers of cross—

s

national variation in advertising spending: A
longitudinal analysis of the effects of freedom
and foreign direct investment, Australasian Mar—
keting Journal, 24(1), 38—45,

Picard, R, G.(2001), Effects of recessions on advertis—
ing expenditures: An exploratory study of eco—
nomic downturns in nine developed nations, 7he
Journal of Media Economics, 14(1), 1-14.

Shaver, M., A,, & Shaver, D (2005, June). Changes in
the levels of advertising expenditures during re—
cessionary periods: A study of advertising per—
formance in eight countries, Paper presented at
the Asian—American Academy of Advertising,
Hong Kong.

Swerdlow, R, A., & Blessios, V. 1.(1993). A model for

predicting advertising expenditures: An inter—in-—
dustry comparison, International Journal of Ad—
vertising, 122), 143153,

Taylor, C. R., & Franke, G. R.(2003). Business per—
ceptions of the role of billboards in the US
economy, Journal of Advertising Research, 432),
150—161,

Van der Wurff, R., Bakker, P., & Picard, R, G.(2008),
Economic growth and advertising expenditures in
different media in different countries, Journal of
Media Economics, 21(1), 28—52.

World Health Organization(2015), Urban population

growth, Available online at: http://www,who,int/

gho/urban_health/situation trends/urban populati

on_growth text/en/



1=}
ns

22 T 1) 167) BOIRAITAE ST MY FE U KISAMKIE HE(2014E~2016)
(Bi9l wot o 21, %
S o= | soiee | same | 4T GROP | 19I5 GROP | ZHMEE
RFIEA si71zie
2014 1272.922 8709 35,715 328,660,905 32.95 24
MHEEHA| 2015 1,341,846 20,669 44,883 344,426,006 3465 34
2016 821,215 13,5673 58,689 359,439,923 36.48 2.4
2014 181,578 1,240 45,317 73,673,589 21.34 3.3
ERTE 2015 285,666 3,084 54,909 78,238,069 2066 29
2016 481,631 2,682 64,340 81,263,509 23.57 1.5
2014 144,385 607 13,318 46,523,673 18.80 3.3
CH A 2015 200,430 2,151 12,808 48,868,979 19,80 26
2016 85,987 1,431 6,513 149757726 20.18 -03
2014 23,636 366 240,631 69,500,613 2428 3.6
QIFZIIA| 2015 48,078 910 37.796 75,674,836 26.25 28
2016 53.843 1.469 64.819 80,859,230 27,82 36
2014 40,995 941 5,352 31,294,674 20.80 3.2
puEST N 2015 121,143 2,475 32,456 32,516,321 2159 1.7
2016 108,342 1,831 16,607 33,921,753 22.56 0.8
2014 85,275 600 2,027 32,798,844 2112 3.1
CHEZSAA| 2015 17,538 143 52,188 34,061,848 22.08 1.7
2016 64,256 1232 8553 35.044.729 23.42 33
2014 10,614 198 21,456 67,018,137 5822 2.0
SAEAA| 2015 39,866 1,161 23,840 69,673,899 59.87 0.3
2016 187,480 633 8,700 72,197,266 61,78 0.3
2014 512,977 3846 198,468 329,558,989 26.83 5.4
471z 2015 631,353 11,420 131,064 352,856,905 28.40 3.6
2016 697,027 8,848 255,094 373,329,042 29.60 51
2014 192,598 714 27,387 37,170,302 24.61 2.9
PAsE L= 2015 99,407 1,379 38,715 39,565,560 26.09 3.3
2016 143549 1709 52 584 41738165 27.46 28
2014 40,905 515 24,938 49,790,670 31.42 48
=BT 2015 68,146 1,060 17,228 52,655,723 32.99 45
2016 36,518 1,236 56,395 56,660,887 35.35 6.4
2014 62,799 759 33.042 105,002,395 47.44 5.1
e 2015 9,935 280 42,152 111,265,147 4873 38
2016 62,941 1,204 31,663 117,074,893 49,84 40




44

Journal of OOH Advertising Research

alch we | smew | awwe | O GROP | He GRor | eRieEE
2014 122,654 785 88,386 44,242 680 2418 2.9
et e 2015 85,952 1,399 54,118 45,641,149 24.87 0.1
2016 125,084 937 103,713 46,894,601 2558 0.6
2014 110,304 774 31,665 62,456,718 34,86 0.8
Mete e 2015 75,530 1,394 25,520 65,454,234 36.43 42
2016 52,401 1720 49,081 68,576,688 3810 26
2014 141,461 1181 100,116 92,697,180 3471 23
ANEE 2015 64,000 1,696 98,435 94,987,663 35.47 1.5
2016 107,017 1,978 99,196 99,350,979 36.99 25
2014 59,946 530 37.197 101,028,435 30.55 10
AME 2015 88,879 1873 52,080 103,995,403 3123 0.4
2016 148,510 2,269 36,362 107,961,643 32.26 0.2
2014 50,817 185 11,268 14,086,861 24.15 53
X‘L—T—iitaﬁ 2015 26,996 605 14,086 15,366,057 25.64 53
2016 20,766 642 39,415 16,986,143 27.46 7.3




ABSTRACT

An Exploratory Study on the Value of OOH Advertising Industry and the
Vitalization of Regional Economy

Kyung Ho Hwang

Kyungnam University

Kyung Ae Kim

Hanyang University

The purpose of this study is to investigate the effect of OOH advertising industry on regional economies,
Since not many studies have been done on this topic yet, we reviewed various theories and previous research,
Proper research methods and research design also have been established to collect panel data needed for
analysis, The data used in the study are the gross sales of OOH advertising industry, number of employees,
number of newly authorized OOH ads from <(OOH Statistics) which is provided by Korea Out of Home
Advertising Center, Also, the annual data such as gross regional domestic product(GRDP), GRDP per capita,
economic growth rate from {e—regional indicators) which is provided by Korean Statistical Information Service
are used, The panel data were established by collecting data from 2014 to 2016 which were categorized by 16
metropolitan cities and provinces, In addition, the model suitable for the characteristics of panel data was esti—
mated and analyzed through various model test methods, Finally, the results empirically reveal that OOH in—
dustry—related factors could influence the key regional economic indicators(GRDP, GRDP per capita, economic

growth rate) and show the economic value and policy implications of OOH advertising industry,

Key Words: OOH advertising industry, regional economic vitalization, OOH advertising statistics, regional

economic indicators, panel regression analysis
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