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Abstracts

A Study of the Experts Perception on the Public Value and Implementation
of Taxi Top Advertising: A Grounded Theory Approach

Shim, Sung—Wook

Professor, Dept. of Advertising & PR, Hanyang University

Kim, Dong—Hoo

Associate Professor, Dept. of Advertising and Public Relations, Chung—Ang University

Kim, Shin—Youp
Adjunct Professor, Dept. of Advertising & PR, Hanyang University

Kim, Woon—Han

Professor, Dept. of Media Communication, Sun Moon University

This study aims to understand the value and role of ‘taxi top advertising’ in perspective of public media and
to collect key themes for implementation, In—depth interviews were conducted with 13 experts including business
fields, local government, and academic experts, and the emerged themes were analyzed according to the ground-—
ed theory. The results are as follows, First, key themes for business are collected such as media(digital media,
ubiquity), business(small and medium—sized businesses), and environment(urban landscape). Second, as a central
phenomenon of taxi top advertising business, positive value items such as the development of the advertising
industry, small business owners and the self—employed appeared, with negative value items such as safety and
operating systems(outdoor lighting), Third, urban environment and safety factors for public interest were men—
tioned as contextual conditions, but safety items were found to be compatible with urban environments, As me-—
diation conditions, public interest and aesthetics of the content, and utilization for small business owners, etc.
were mentioned, Fourth, regarding the business feasibility and activation, small and medium-—sized advertisers
should have a business priority and guidelines for practical execution were presented, Overall, public value of

taxi top advertising was recognized to be related with economic value in the long run,

Key Words: Taxi top advertising, Digital OOH(Out—Of—Home) advertising, Advertising value,

Contents for public interest, Grounded theory, Outdoor lighting
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