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How the Attitudes of the Operation of Outdoor Advertising for Fundraising
Differs Depending on the Perception of Restricted Development Zones

Hyeon—Ju Jeong
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Young—Kon Sohn
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Woon—Han Kim
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This study aimed to determine whether the perception of outdoor advertising for fundraising(OAF) in restricted
development zones varies depending on the perception of natural environment conservation, The results of a
survey of 1,150 people nationwide are as follows, First, awareness of restricted development zones appears to
have an impact on the evaluation of the value of OAF in restricted development zones, awareness of the neg—
ative consequences of installing outdoor advertising for fundraising in the region, and the possibility of instal—
ling OAF in the region, However, it had no significant effect on the need for installation, Second, the level of
interest in designating and operating restricted development zones had a significant impact on the evaluation of
the value of OAF and the perception of negative consequences from installing outdoor advertising for fund-—
raising in the region, and the possibility of installing OAF in the region, showed a tendency to evaluate more
positively, Third, the perception of the reduction and adjustment of development restricted areas was found to

have an overall effect on attitudes toward the installation of OAF in the region,

Key words: Outdoor Advertising for Fundraising(OAF), Restricted Development Zones
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Perception of Environmental Conservation, Outdoor Advertising Value
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