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APPENDIX A: THE INTERVIEW GUIDE FOR IN-DEPTH INTERVIEWS 
WITH OOH ADVERTISING MEDIA SPECIALISTS 
 
Request permission to record the conversation.  
 
Informed consent will be confirmed. 
 
OPENING QUESTIONS  
 
Greetings and informal conversation. 
 

BACKGROUND AND PURPOSE OF THIS STUDY. 
 

Advertisers and general media strategists often depend on the advice of specialists 

like you with regard to decisions which OOH advertising media should make; how 

often; which geographic areas or specific locations; and how these media should be 

integrated into their overall marketing communication strategy.  However, very little 

has been published in the literature on how OOH advertising media planning across 

platforms should actually be done in South Africa.  
 

So, the purpose is to interview, to understand how you plan and integrate different 

OOH advertising media platforms - and specifically outdoor advertising, transit 

advertising media, street and retail furniture advertising, and ambient and digital 

OOH communication channels.  
 

CONTEXTUALISATION AND INTRODUCTION  
 

1. Please explain to me what role this company plays in the OOH advertising media 

industry? 
(Probe for examples) 
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THE RELATION BETWEEN THE OOH ADVERTISING MEDIA CAMPAIGN, THE 
OVERALL IMC AND AN ADVERTISING PLAN 
 

2. What information is communicated in a typical OOH advertising media brief? How 

do you use this information when planning an OOH advertising media campaign 

as part of an overall campaign?  
(Probe for how the information in the brief is used in planning as part of an overall 

IMC plan.)  
 

3. Do you think that OOH advertising is equally effective in achieving different types 

of communication or marketing objectives in the overall plan?  
(Give examples, such as creating awareness vs creating positive attitudes vs. 

behavioural change, Probe for motivation and examples.)  
 
4. Do you typically plan OOH advertising, as a support, or as a leading medium in 

an overall campaign/plan?  
(Probe for examples, reasons, and suggestions.)   

 

5. What role do you play in the creative strategy for an OOH advertising media 

campaign? Can you offer some practical advice on how to develop an effective 

creative for OOH advertising media that ties in with the larger campaign? 
(Probe for examples and relations with other role players involved.)  

 

PLANNING OF OOH ADVERTISING MEDIA  
 

6. How are the objectives for an OOH advertising media campaign determined? 

How do these objectives influence your planning decisions?   
(Probe for reasons why, the parties involved and the influences. Examples) 

 
7. Can you please explain the major strategies that you use when planning OOH 

advertising media campaigns?   
(Probe for examples. When would each type of strategy be used?) 
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8. Can you please explain to me the characteristics and qualities of the following 

major OOH advertising media platforms?  How do you choose and apply these 

platforms in a media campaign?  
(Explain the different platforms before commencing) 

• Outdoor advertising media 

• Street and retail furniture advertising media 

• Transit advertising media   

• Digital OOH advertising media  

• Ambient OOH advertising media 

(Probe for type of target market exposure, cost effectiveness, impact, major 

limitations and listen for other criteria. Any other critical issues? Major types 

within this category in South Africa? Does planning for the different OOH media 

options differ? If yes, how? If not, why not?) 
 

EVALUATION AND RESEARCH OF OOH ADVERTISING MEDIA   
 

9. How do you evaluate or compare the OOH audience delivered by different OOH 

advertising media vehicles included in a campaign? In other words: For example, 

how do you compare billboard A with billboard B, to decide which one would be 

the best for a campaign? 
(Probe for advertising media audience delivery specific criteria used, the 

comparison across platforms and the use of software planning tools) 
 

10. How is the effectiveness of OOH advertising media campaigns measured? What 

is your role in this process? 
(Probe for research, methods or techniques used)  
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APPENDIX B: INFORMED CONSENT FORM 
 

FACULTY OF ECONOMIC AND MANAGEMENT SCIENCES DEPARTMENT OF 
MARKETING AND COMMUNICATION 

 

Title of the study:  
A framework for the planning and integration of out-of-home advertising media 
in South Africa  
 

Research conducted by: Thérèse du Plooy 

Cell: 082 826 2737 

 

Dear Participant, 

 

You are invited to participate in an academic research study conducted by Thérèse 

du Plooy, a doctoral student from the Department of Marketing at the University of 

Pretoria. 

 

The purpose of the study is to explore how specialists in OOH advertising media in 

South Africa plan and integrate different OOH advertising media platforms. So, the 

purpose of the interview is to understand how you plan and integrate different OOH 

advertising media platforms, specifically outdoor advertising, transit-advertising 

media, street and retail furniture advertising and ambient and digital out-of-home 

communication channels. 
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Please note the following:  

• This study involves an in-depth interview. 

• Your participation in this study is very important to us. You may, however, 

choose not to participate; and you may also stop participating at any time, 

without any negative consequences.  

• Please answer the questions as completely and honestly as possible. This 

should take approximately 2 hours of your time.  

• The results of the study will be used for academic purposes, and will be treated 

with the necessary confidentiality.  

• The study will adhere to the ethical guidelines of the University of Pretoria 

regarding confidentiality of information. 

• We will provide you with a summary of our findings on request. 

• Please contact my promoter, Dr Lené Ehlers ((012) 

4204035/lene.ehlers@up.ac.za) if you have any questions or comments 

regarding the study. 

• By continuing with the interview, you will show that you agree that you have read 

and understood the information provided above.   

• Also that you give your consent to participate in the study on a voluntary basis. 

• The research process was a collective, informed by practitioners and academic 

researchers in media and IMC. 
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APPENDIX C: OCCURRENCE OF THEMES PER PARTICIPANT 
WITHIN THE THEORETICAL CONSTRUCTS 

 P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 

THEORETICAL CONSTRUCT 1: THE ALIGNMENT OF THE OOH ADVERTISING MEDIA CAMPAIGN THE OVERALL IMC 

AND ADVERTISING PLAN 
Theme 1.1:  Role and 

function of OOH 

specialists in the planning 

of OOH advertising  
û û û û û û û û û û 

Theme 1.2: The role and 

specific purpose of OOH 

advertising in an overall 

IMC plan 
û û û û û û û û û û 

Theme 1.3:  The influence 

of the message strategy 

on OOH advertising media 

planning 
  

û û û û û û û û 

THEORETICAL CONSTRUCT 2: THE PLANNING OF OOH ADVERTISING MEDIA 

Theme 2.1: Defining the 

OOH audience based on 

the target market  
û û û û û û û û û û 

Theme 2.2: Media 

objectives and OOH 

strategies 
û û û û û û û û û û 

Theme 2.3: Evaluation 

and selection of the OOH 

advertising media mix 
û û û û û û û û û û 

Theme 2.4: Budget and 

timing û û û û û û û 
 

û û 

THEORETICAL CONSTRUCT 3: EVALUATION AND RESEARCH OF OOH ADVERTISING MEDIA 

Theme 3.1: Outdoor 

advertising media 

audience measurement 
û û û û û û 

  
û û 

Theme 3.2:  The role of 

research and insight in the 

planning and evaluation of 

OOH advertising media 
û û û û 

 
û 

 
û û û 
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