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[Abstract]

The research findings revealed that the most common subjects in public service advertisements were 'mational unity, 'social
safety,' 'economy,’ 'social education,' 'environment,' 'public service, 'family love,' 'youth,' 'elections,’ and 'national health,' in that
order. In terms of expression in public service advertisements, information provision was the most frequently used strategy,
followed by imperatives, psychological motivation, symbolic imagery, argumentation, and repeated claims. The primary objective
of these advertisements was to induce changes in public awareness, followed by behavior modification, information dissemination,
and general announcements. Lastly, regarding advertising message strategies, 'promotion-focused' advertisements were the most
prevalent, followed by 'prevention-focused' advertisements. Analyzing differences across time periods, statistical differences were
found in the themes and expression strategies of public service advertisements, but there were no significant differences in

advertisement objectives and message strategies.
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Table 1. Results of Chi-square analysis on public service

advertisement subject

Corrected N Expected N Residual
Environment 30 42.4 -12.4
Public health 1 42.4 -41.4
Social safety 96 42.4 53.6
Public service 17 42.4 -25.4
Economy 44 42 .4 1.6
National unity 154 42.4 111.6
Social education 38 42.4 —4.4
Family love 16 42.4 -26.4
Youth 15 42.4 -27.4
Elections 13 42.4 -29.4
Total 424 =.000
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E 2. 3D AE Z0FH uxE2Y 2o

Table 2. Cross-analysis results of public service advertisement themes by decades

Public service advertisement subject
Decade . ; ; ; ; . Total
’ Public Social Public National Social Family ’
Environment health safety service Economy unity education love Youth Elections
1980 6 0 36 5 14 55 8 3 4 2 133
(4.5%) (0%) (27.1%) (3.8%) (10.5%) (41.4%) (6.0%) (2.3%) (3.0%) (1.5%) (100%)
1990 11 1 10 3 15 39 4 3 4 7 97
(11.3%) (1.0%) (10.3%) (3.1%) (15.5%) (40.2%) (4.1%) (3.1%) (4.1%) (7.2%) (100%)
2000 7 0 15 8 10 17 5 7 0 1 70
(10.0%) (0%) (21.4%) (11.4%) (14.3%) (24.3%) (7.1%) (10.0%) (0%) (1.4%) (100%)
2010 2 0 21 1 5 35 17 3 6 1 91
(2.2%) (0%) (23.1%) (1.1%) (5.5%) (38.5%) (18.7%) (3.3%) (6.6%) (1.1%) (100%)
2020 4 0 14 0 0 8 4 0 1 2 33
(12.1%) (0%) (42.4%) (0%) (0%) (24.2%) | (12.1%) (0%) (3.0%) (6.1%) | (100%)
Total 30 1 96 17 44 154 16 16 15 13 424
(7.1%) (.2%) (22.6%) (4.0%) (10.4%) (36.3%) (9.0%) (3.8%) (3.6%) (3.1%) (100%)
£=.000

=A% 19(.2%), AF2lSHd 969 (22.6%), 5534 174
(4.0%), A 443(10.4%), =038k 1549(36.3%), AH2]
W 38H(9.0%), 7IEAFS 16H(3.8%), Had 153
(3.5%), 12)a A7 139(3.1%) o= LVEton dd gk

E 3. 394 Fude oelgE EMEn
Table 3. Results of Chi-square analysis on advertising
expression strategy

Corrected N Expected N Residual
Information 196 70.7 125.3
Argumentation 23 70.7 -47.7
Psychological _
motivation 68 70.7 2.7
Repetitive _
claims 21 70.7 49.7
Imperative 73 70.7 2.3
Symbolic _
imagery 43 70.7 27.7
Total 424 =.000

E 4. 3T AthE FD TN DAY 2}

SolAlE AEAT BE Aol FoI5E p < 01014 £
o frelsginh, & 2004 Bolxe] Fol g Aupd
A AolZ 1] 15 ALY A3} B Aol fA5F p

JOCEE S REERHET-,

2= 59)Far FA Aol ek Ao 7} A 1
2-12 APl Zpol7k le=A] AuEal ok
ATEA 1ol ek 415 918l T FholAly A4S %1
gPom, AFA 2-1 thet BAE flal wAbEAS W
gct. x 3 TduE FrolAly HEFAF 4R 1969
(46.2%), =5 239(5.4%), &4 F715] 68H(16%), W
B34 218G%), B8 738(17.2%), Z18)a A4 A A4
43A(10.1%) 22 Yegeon, X xjol= F945E p <
Olol|A TAH o= foJsiqlnt. sl & 404 Hofx]=o]

o]Far Al FEMEF 2folE BY] 9%k w4 A

e

2l
N

N

Table 4. Analysis results of advertisement expression strategy by decades

Public service advertisement expression strategy
Decades - Total
f - Psychological - ) ) .
Information Argumentation v Repetitive claims Imperative Symbolic imagery
1980 48 18 14 8 25 20 133
(36.1%) (13.5%) (10.5%) (6.0%) (18.8%) (15%) (100%)
1990 38 3 19 3 26 8 97
(39.2%) (3.1%) (19.6%) (3.1%) (26.8%) (8.2%) (100%)
2000 32 1 15 2 8 12 70
(45.7%) (1.4%) (21.4%) (2.9%) (11.4%) (17.1%) (100%)
2010 57 1 17 4 9 3 91
(62.6%) (1.1%) (18.7%) (4.4%) (9.9%) (3.3%) (100%)
2020 21 0 3 4 5 0 33
(63.6%) (.0%) (9.1%) (12.1%) (15.2%) (.0%) (100%)
Total 196 23 68 21 73 43 424
(46.2%) (5.4%) (16.0%) (5.0%) (17.2%) (10.1%) (100%)
=.000
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Table 7. Results of Chi-square analysis on advertising
message strategy
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Corrected N Expected N Residual
Promotion- 285 1413 143.7
focused ) )
Prevention— _
fooused 109 141.3 32.3
ETC 30 141.3 -111.3
Total 424 =.000

A 2123 ATEA 4-18 Ao uﬂ 1 4 2ol o)} 3
A A B gty ATHEA 490 Uik 24 98] ddE E 8. 2T ooy HA[X| Mef mAKEA ZHT}
B Flol Al BAL Haglon] AGEA 3-10 thdl 24 Table 8. Analysis results of advertisement message
& 93 WA AP 5 FURE Tl 4T strategy by decades
Public service advertisement
Decad message strategy S
H 5. S0 UM o= 2MAD ecade Promotion— | Prevention— ETC ota
Table 5. Results of Chi-square analysis on advertising focused focused :
objectives 1980 85 38 10 133
Corrected N | Expected N Residual (63.9%) (28.6%) (7.5%) (100%)
General 1990 | (2559 | (o6 | (5.5%) | (100%
enera _ 75.3% 19.6% 5.2% 100%
announcement 20 106.0 86.0
Information 2000 52 14 4 70
[o) o) [o) {o)
rovieion 41 106.0 ~65.0 (74.3%) (20.0%) (5.7%) (100%)
57 24 10 91
A‘g’ﬁ;f]giss 232 106.0 126.0 2010 (62.6%) | (26.4%) | (11.0%) (100%)
Behavi 18 14 1 33
encouragement 131 106.0 25.0 2020 (54.5%) | (42.4%) (3.0%) (7.8%)
285 109 30 424
Total 424 p=.000 Total | (s72%) | (25.7%) | (7.1%) | (100%)
p=.129
E 6. 3D oldfd SN mAtEA Zo}
Table 6. Analysis results of advertisement objective by decades
Public service advertisement objective
Decade Total
General announcement | Information provision Awareness change Behavior encouragement
1980 3 17 73 40 133
(2.3%) (12.8%) (54.9%) (30.1%) (100%)
1990 5 5 61 26 97
(5.2%) (5.2%) (62.9%) (26.8%) (100%)
2000 6 3 33 28 70
(8.6%) (4.3%) (47.1%) (40%) (100%)
2010 5 11 48 27 91
(5.5%) (12.1%) (52.7%) (29.7%) (100%)
2020 1 5 17 10 33
(3.0%) (15.2%) (51.5%) (30.3%) (100%)
Total 20 41 232 131 424
(4.7%) (9.7%) (54.7%) (30.9%) (100%)
0=.198

75

http://www.dcs.or.kr



1980t =Sk, Aps|ebd’, 1ejar ‘A7 71
A5 ARgE FAG e, 1990t ‘Fskey. AAl,
g B, 20009d= SRS, ARk’ 1ea A
A, 2010 = RISk, ARSIRbA, Z1ejal Abs]a
Ao 2 2020 = ARSIRb, ‘HlskRy 1 al (3
o= Uepith 19809 T3 BlETE AA, 1990Lﬂ
o] 2olga =47 A}, 20009 W) Felgar AA
olglom, 1ea 201095 AA7HA| FolFas &9

a1 Ads71el Aol %%E} FolF s 7 Add s
gal & e FAES 7L al
AT 54S A AMV# HAI A &
A s 2.ar ek

H AFolME Folda xddES AH, =35, AEA
715, WEW, 22 A
o} Al Aw) ol Hdlol Yol ArAlTo] 1969
46.2%= 714 woker, BEe] 73R 17.2%, A4
714017} 68O R 16%, 44 Ado] 43H = 10.1%,
=50l 23 OR 54%, 18] WHEFAo] 21M O R 5%E
AA Gk Tl BN FRE Bl WA A5 R0 R AL
vk A ¢ 7 °‘°ft1 Z|7te] 143 YEHstE
T3] 9 I A AlEA 7150 32 el &
T Alg=

?_
‘%} 1]
lH—%—-r*}‘q 73
o=4 e &
g WA olE 01%01
o]7] wiiell Fare] HH
o] 74 F a3 Fis 2k

M

1

P

:(x)L_I,
4o to og "
ot 2 o o M
H4>ﬁ
30,
K

o
5
K
1
a

U, B, 9
[e]

R m

:10 of
oot tZ |
ofl

R
rlr

S
ok
©

OHT

ro
O

T WA HERs B AelMs PR, oI
A A ZEkE R Toldae AEA EA1E A7
afaL, Aol T b2l ke Alarskr] sl 14e] Wt
E sl 2o A7 ARBE wtes O dxdida B 4
A eldare AsryAleld vitelE vz Ak Aol
el Fole] &7, Aol 914, A - AES Fekal 1
AEE A F93 s =edor|H= AR Fa
AFAle ol el el 2 2] 2, 2005). whebA, golHaL
mAA] e =2 ofd Y9E PS w o]5o] FolA= A
Fot d (Q14)e] msho] itk AS & 5 Qi

Hie BARE g gal FAleh wAA] e axkEA A

g HH 2 FAES A2 o] A8 vk A}
3lobd’ FA12] A9 F 96H 71 oWz Fo] 58 R
60.4%, FxHo] 3602 37.5%, 183 7|} 2o

2 2.1%% AN AHoR, FoFa FAd we ¥

o gL miAA] M= depilvhs A & 5 vk

http://dx.doi.org/10.9728/dcs.2024.25.1.69

76

17 o] AR o} wa] 5
=4 AEA ool e tiEe] 14 B
| A=A olslsh= Aol Fasim, ofw f
o} A7} EaAIAel jet A7k Fasieh 3

tel oI, 13, eelots

Sol wlAA] g VA GRS Astol, tiFe] A7
AP el oA kA S 1 ook stel 93ie
velo} s g o B u), 4 vltle] 2 7]eh EgFelAlel
Folgao] i thEel Holsh JEAEE AT Ax
Gaste, Fart ofgr] FH 3 =olse, o] Hoi}
Fa ool of® JF MIAEAE olstakz A AA B

[1] H. Cho and Y. Kim, “The Analysis of TV Public Service
Advertisements,”
24, No. 3, pp. 55-78, 2013.

[2] T. Yoon, B. Kim, and J. Lee, “A Policy Study on the
Government Advertising System,” Journal of Public

Vol. 11, No. 2, pp. 232-267, 2007.
https://doi.org/10.15814/jpr.2007.11.2.232

[3] B. Kim, Public Service Announcement (PSA): A Guide to
Excellence, Communication Books, 2016.

[4] M. Choi, “A Study on the Current State of Public Service
Advertisements in Korea: Focusing on the Execution Status

The Korean Journal of Advertising, Vol.

Relations,

and Analyzing Relevant Research,” Press and Information,
Vol. 12, pp. 27-57, 2006.

[5] Y. Kim, C. Choi, and E. Joo, “A Comparative Analysis of
the Public Service Advertising Thematic Issues and Creative
Strategies: Focusing on Korea, USA, Japan TV Public
Service Advertising,” The Korean Journal of Advertising,
Vol. 18, No. 4, pp. 7-30, 2007.

[6] H. Seo,

Activation and International Collaboration

“Exploring Public Campaigns for Regional

in Public
Campaign Initiatives,” Advertising Information, Vol. 242,
pp- 45-46, 2002.

[7]1 M. Sung and M. Han, “Exploring the Storytelling Technique
in TV Public Advertisements: From 2003 to 2013,” Journal
of Public Relations, Vol. 19, No. 2, pp. 51-73, 2015.
https://doi.org/10.15814/jpr.2015.19.2.51

[8] E. Park, Y. Heo, and H. Yoo, “The Influences of the
Brand-Cause Relevance and Participation Type

Cause-Related Advertisement Effects,” Korean Journal of

on

Broadcasting and Telecommunication Studies, Vol. 19, No.
1, pp. 286-325, 2005.
[9] S. Im and Y. Yang, “The Effects of Sponsor Type and



1981 FE 2023A7HX| T E KOBACO TV 3&1 L2 S Sa T4 &

Ongruence in Sponsorship on Public Service Advertising
Attitude and Sponsor Credibility,” The Korean Journal of
Advertising, Vol. 17, No. 3, pp. 65-81, 2006.

[10] H. Cho, “The Impact of Cause-Related Advertising
Messages on Consumer Decision-Making Process: A
Focus on the Mediating Role of Brand Familiarity and
Prosocial Features,” Advertising Research, No. 49, pp.
231-249, 2000.

[11] S. Lee, “The Current Status and Improvement Plan of the
Public Service Advertising Campaign Focused on the
Media Execution in Korea,” Journal of Communication
Sciences, Vol. 2, No. 1, pp. 152-189, 2002.

[12] G. Lee and C. Park, “A Comparative Study on the
Reasonableness of Conveying Messages of the Public

Announcement: Korean, U.S., and Japanese Public
Announcement Processes Considered,” Journal of
Communication Sciences, Vol. 4, No. 2, pp. 139-176,
2004.

[13] N. Ueno, 2005, Public Service Announcement Research,
KOBACO Press.

[14] J. L. Simon, The Management of Advertising. Englewood
Cliffs, NJ: Prentice-Hall, 1971.

[15] H. J. Lee, C.-H. Cho, B. H. Kim, Y. Sohn, and Y. Kim,
“Content Analysis of Government Advertising - Focusing
on Classification System and Differences Related to
Advertisers and Advertising Purposes,” Advertising
Research, No. 113, pp. 5-44, 2017. https://doi.org/10.1691
4/ar.2017.113.5

[16] E. T. Higgins, L. C. Idson, A. L. Freitas, S. Spiegel, and D.
C. Molden, “Transfer of Value from Fit,” Journal f
Personality and Social Psychology, Vol. 84, No. 6,
1140-1153, 2003. https://doi.org/10.1037/0022-3514.84.6.1
140

[17] H. Jung, “A Study on the Signification of TV Public
Service Advertising Featuring Social Order,” Archives of
Design Research, Vol. 23, No. 4, pp. 367-378, 2010.

77

A3 (Nam Hyun Um)
19094 © v1% NAE Tl oot
AFUAH Aab

| AR Al A)
2005 : w]= ElAbA o ~¥ sk

(3 3LhAL- 31

piA

20001 ~2005: AL 7] ¥
20113 ~2015d: University of Wisconsin at Whitewater
0159 ~8 A Foljetm B Fu e Fas

Aok s FaL glE el A, fiHEreld, LGBT il

=% (Dong Hoo Kim)

2011 - 7= EAbL @ 2] o sl
(M AF=24a18})

2014 @ vl = EARA @ 2] okl
(pA}-33 313}

2014 ~20181:

Zu4
20199 ~2021: <3ttt R
2021 ~d Al FYHSn FuF R R
¥ ok - New Media, 2H]AF A, BAE ARYA A=

http://www.dcs.or.kr



	1981년부터 2023년까지 집행된 KOBACO TV 공익광고 내용분석을 통한 주제 및 표현 변화 연구
	요약
	Abstract
	Ⅰ. 서론
	Ⅱ. 공익광고 관련 이론적 고찰
	Ⅲ. 연구문제 및 연구방법
	Ⅳ.  분석결과
	Ⅴ. 결론 및 논의
	참고문헌


