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Abstract: The purpose of this study is to determine the characteristics and trend of domestic TV
commercials made for public interest during the COVID-19 pandemic by analyzing their content. This
study examined 129 TV commercials that aired between 2020 and 2022. First, Public Service
Advertising in Advertising Theme was mainly about community spirit/mutual benefit, and in Public
Interest Government Advertising the themes were mostly about health/security, crime prevention, and
environment/energy. Second, in Type of Advertising Appeal, mixed appeal, which is a blend of multiple
types of appeal, was the most used type of appeal. Third, in the Type of Advertising model, both
celebrities and non-celebrities were frequently used. Fourth, in Type of Advertising Expression, all of
the 129 advertisings used images and subtitles. Fifth, in Linguistic Properties of Advertising, all 129
advertisings used declarative sentences, and interrogative sentences were also frequently used. Lastly,
there were 21 institutions in total for public interest government advertising clients, and the Ministry of
Health and Welfare accounted for the most. As a result, the study explored the characteristics and trend
of domestic TV commercials made for public interest during the COVID-19 pandemic and suggested
implication about social role and advertising strategies and actions of public interest advertising.

Keywords: COVID-19, Public Interest Advertising, Public Service Advertising, Public Interest
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[Table 2] Advertising Theme
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oA 25 ;g:ﬁ;‘; 3BT 27
1. A ®@A7FE2l §4 0(0) 2(4.7) 2(1.7) 2(1.7)
2 A R @Z}Lﬂi&g/ﬂ% 2(2.3) 0(0) 2(1.7) 569
@05 H T 2(2.3) 1(2.3) 3(2.6)
QI &= 0(0) 1(2.3) 1(0.9)
3. TEA oA ®ﬁa/§}? °0) 24.7) 2.0 13(10.1)
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OERIH /AT 3(35) 3(7.0) 6(5.2)
OFERS 2274 1(1.2) 1(2.3) 2(1.7)
G4 1(1.2) 0(0) 1(0.9)
4. AN A=A ®AT &3t 2(2.3) 1(2.3) 3(2.6) 15(11.6)
@ANAR A oF 2(2.3) 0(0) 2(1.7)
@AY &F AA 6(6.9) 1(2.3) 7(6.2)
QA5 1(1.2) 0(0) 1(0.9)
@4 20(23.3) 0(0) 20(17.4)
Skl 44.7) 3(7.0) 7(6.1)
— @Téﬁﬁ% 1(1.2) 0(0) 1(0.9) 41618)
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42 ATEA 29 A
AFEA 2= FEL-19 W) Felol A 3ol F HHoRE AL TV Fare] AT
T3S AJurts ol izt Aot wxEA Ay (R ol o AH
Pt FolFIL B oE] TR ATEC HRHow Aed EFY 2T FI(639,
18.8%)S 7Hg wol Ag¥ Aow uehmrh mI, dAHom gAH 273,
10.1%)R0Hs o] &7 429,326) fr3o] Bol Abgd Ao ey

[Table 3] Type of Advertising Appeal

FIAT 7Y 39 AR-4n kA B
Dol A &7 33(38.4) 9(20.9) 42(32.6)
QA &7 8(9.3) 5(11.6) 13(10.1)
@&EFH &7 39(45.3) 24(55.8) 63(48.8)
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®>4 &7 0(0) 2(4.7) 2(1.6)
A 86(100) 43(100) 129(100)
43 ATEA 39 AF
ATEA 3& Z2ub19 Wl el Fo 27 Aoz Agd TV Fue] v
FE2 oHATFE Golr At shi= Aot wAREA A} [F 4]9kso] dnkQl@43d
33.3%) 7 (439, 33.3%)°] |2 A% B97 FdatA AMeEE o R e
Solgh AL ol AR Fu} FoFa Auteld thFa Algre] AL A7
AREY wEFoRH Fad wEL §3% 5 gl JEkFAN AR B33
213 (24.4%), 51343 163(37.2%))°] M &o] =4 ek Des & T AN

[3 4] Fws §3

[Table 4] Type of Advertising Model

Furd 73 39 A5-4n T3 B
LIS 30(34.9) 13(30.2) 43(33.3)
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@ 32(37.2) 11(25.6) 43(33.3)
@FE7t 1(1.2) 2(4.7) 3(2.3)
@MN=H 1(1.2) 1(2.3) 2(1.6)
GLIRSEY 1(1.2) 0(0) 1(0.8)
®71Ek 21(24.4) 16(37.2) 37(28.7)
A 86(100) 43(100) 129(100)

44 ATEA 49 AT

Al 4= ZEU-19 WU oA Fo] Fo B 0w A& TV FaLe]
e ojugrtE dotr izt s Zo|Urh. tes it A [3E 5]9hE0]
ol FF FHaolMi= olux] FA(129, 100%)2F AEFI(1299, 100%)S  ©] &3}
xdE oz Yyeiwrh Soldk He Fold AF Faol AHe §E(webtoon)©]
7 (cartoon) P21 ofymo]d FAVIH I olR[ A Elo] E(typo)E HEshe F A9
A 2371 & ARES Faso] AJANE FolFae] A= oyl

2
o

[Sul=s

£ 2 e

i

O

[Table 5] Type of Advertising Expression
ol ¥ = (%)

BFuEd 79 59 AN-4n 394 |
@elv)A] FaL 86(100) 43(100) 129(100)
@Ag 86(100) 43(100) 129(100)
@ellro] A 7(8.1) 0(0) 7(5.4)
@RA 1= 23(26.7) 15(34.9) 38(29.5)
A 86(66.7) 43(33.3) 129(100)

5 FEu-19 Wl AselA Fel F T
&AL oWIrtE doln i = AUtk tUesEEA Ay [# 6]
Farel A ¥ AE(129, 100%)°0] AFEE AL AA o™, ofFi (883, 68.2%)]
ASR Yepgieh B3 ol AN i) 9 AERN274, 31.4%) 9]
ool A9l (149, 32.6%)2] AlgH U=

of Wy > it Mz 2
19 (M oo o X 2 &
ofd M R MTof
=]
uls $
K
rlo

[Table 6] Linguistic Properties of Advertising
] RIS (%)

Fae AojF £4 39 A5-4n T3 B
DA 86(100) 43(100) 129(100)
Qo] 58(67.4) 30(69.8) 88(68.2)
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30(34.9)
8(9.3)
7(8.1)
3(35)
2(2.3)
1(1.2
223
223

11(12.8)
1(1.2)
1(1.2)
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5
A

=
Frlu ] 7

o7
KBS

A

Copyright © 2023 KCTRS




G

=
A

3

ks

A]

5kl

F2-19 s

F9l

e 20209 19HE 20229 12€ 74

ey

=

AFEAo g FE1-197}

Content Analysis of Domestic TV Commercials Made for Public Interest During COVID-19

) ,#O
|
o
!
T
g
C

B
—_
file)

)A
4r
"

Y

19

A

3} g,

IERREE

[e)

H 3] & H(15.1%),

t}

1

H, 7|IZPEEE 202006 37

171/ (40.9%),

T AR} =9

] 21%) AR BE FA] JGA

A

2

ZFA]

=

=

o] AAL 70%

o191t} o]
FAZ AHoR tha A veksoik

=
=

3

Ay
1l

1=
-

1=}
T

/ol A (13.9%)

§l_

20213 49, 202213 43

Ho

NI

%
R

e
£
il

Mo
)

SEEE

Al

I el
4 9]

x(ji_lylo

]2l

A

H

=]

3

B3 (863 )0l H]

5
A == 107, 78719

Mo

=
T

H =
T

Hb eEollon 12749 of

bk
adl

]

g =0 A3

73

O

Z 20702 A

oy
g

-
ad!

_71_
R\
or
Mo

o T R
2r2
ZTE.E
LE
HQT_MM‘WJ
T4 T
By
;OE
mﬂ%%
oEnmaLl
X
%qﬂorz
juy oR
B oy
o W o
253
10
ﬂ#%
g X
A
‘%OMO
ol
w
lowu%
%
E?M]
.o:w
0]
Wﬂ%
X
‘N_IWE&.
J "
B!
m 3 o
o o R’
of R !
o R

. Ho

ﬂMo

Mo

H

o

ol Al A%

=

j -

Aol AuA

(o3

A

]

gl

=

Jl 48.8%)3 o=

A

il

o] Ahg(

=<

js13

(i

ok

¢
o

e
o

—_
o

el
=

o]

AR Efetel ASTonN suAel

ﬂ_

oF

t}

> T
k!

T 4 A
—_ — —_—
e} ‘_nwwe o
GREN
o =
- = w e
" T
o
70 o) o X0
or X go o
Ho i =) Ho
T 5
2324
g E:. o
I 780
I S~a
mﬁ W
Fo ol o
oy T o o
%0 0 B
B WO
= o
o Ho
2hwt
— o ).
e
T
ow W -
T ~o
B 2
X o
A
0 io
o T -
TR o m_m
®" o
fuy = o
ol N s
wr el ﬂr
- o %

ol

1
s

3

[e)
Copyright © 2023 KCTRS

S o] of

554



Content Analysis of Domestic TV Commercials Made for Public Interest During COVID-19

o S e o TR T g A NHEHST TR NPT T FE T H R U
PhETEE ATl T BHEHOCHPOTTHRET FRPE RRHAITET WETEB W
MoF H oF e m W L W o N X ]y (e A -~ A U
T, P R Thmw P xP o EiO il N
ol ol N I XgM By o= R SR - o T e T
R R S ) P asw all ~ T - ol gy B % s
OLB B 7@&&0@%% oﬁeﬂl ,Muxﬂllz;aa/E HLUTﬂ A ‘l_immrtAo‘mmWLCJIm_,ondu
zTEiE_éanu'ﬁu_%ﬂkﬁwr.%%%oi%_aﬂ%ﬁr e 1%%? R TR
S A e o mT R T MR b T P B S, W
T 0 %mr e O B o o o o Jl_ozli ra M - = Moo m s, BT D Sy
EMOHHLiﬂeﬂu%muﬁoﬂomwi ﬂWﬁ_zTﬂﬁdﬂ% ﬂwﬂm// _ooiqn,%dﬁrwm%%eajﬂﬁﬂ%&oma
o oV O F — ~ ) J o= ) o FHL oH W o B . e
mwvmﬂoﬁMon7H_@1ﬁ}%lwmmﬁ%%%m S CREETY LR p
BT 0 o 00 ﬂozow o Mo ofy o i M]M = o T o= ) mﬂﬁﬁ ol W o
_zwc,ﬂl_:rvﬂdﬂ Tﬁo I#A %‘U!‘UM _L or QWO L‘m :.L mﬁ o H_Alij 50 T o ﬂ.ﬂ_llﬂ_!n_ ,DH_ ;oT,_nxmo T o
0 a5 — 0 \ 4 onnl — — ©
iﬁa%m“mbfQQW%%?%%MM]%ﬂ%M% g, EMTE% ¥ o = OB T
= _ ho ¥ mo o o o owm % D oo BT oy gy X Y
PRl TR E TRy gl b SUERHTEL P w o ]
Bremw WA oy W FRgw TRy Bogswgl B oxlhss
T mﬂurﬂ%ﬂi%uf%af%iﬂrm AT L B o
¥ W e S DR e g o ap T > K e LﬂLo_sz
Y Gy xﬂo@ﬂvmﬂmaao_z maﬁo»dﬂub X Mo o) oF = B F mﬂmwlﬂml%,_ﬂplxzn_
T oA T .,%OI‘uv,._.o 0 ﬁ.q %o ey - e K H‘ur‘__..pr_l j— .ﬂmm‘ol g
ﬁwmof%an1W%%M%%%ﬂﬁﬁ%?a%MB IR %%wﬁﬁ&ﬂw@mﬁowgﬁ%ﬂ.
b ~ o) I3 3 — —_
uvUrmﬂdr.XTﬁozoEmﬂ%Mﬁaﬂoﬁﬂoutzwfﬂwﬂmmmﬁﬂ?_@% zﬂﬂr.zﬂ mﬁWWMWMﬁWWAT%%ﬂMM
= —~ OF T ° r o 20 o) o) o T ol . - B ol o _ =
Mﬁ%&ﬂ%%ﬂwam?%mm_t@%&o_nﬁ@%%wdﬂm@ Mﬂ&ﬁ@zﬂ%ﬂ@WﬂWJ
S T TH o © — @I T o N o . T 0% N S ONC
%ﬂ%#g%@%ﬂ@%%%@@%mﬁwﬂﬂ%ﬁmv%w9%%%%m ﬁ%ﬂﬁg%ﬂ
~ —_— ) f a 03 ) —_ Iy )
1%mﬁ%@mﬂu%ﬂh§mﬁﬂ@ﬂ%ﬁ%wﬁwiaﬁﬂm xﬂ%%ﬂw&%%?%ﬂzﬁ%%ﬂw
© T o = & o BT Ar ok C oy N Mo o] T oo MTO%J@ATE%%%_H_,AT T P A
=N o OE . 1 C,_ o) :i — ‘Ul X oE _~ ﬂ N dﬂ_
tdﬂ <0 iy X N ol W DX s ool oy T o ~ © o M
Eﬂ%z}am%ﬂ%%%u%ﬂo%ﬂ.poﬂm e o %ﬂ#ﬂ%9&ﬂﬂ%% ¥
I~ = £3 ) o o] X N ~ KT —~ oo AL
— P N © BR %o e AN om - MO R = ok T B %0 50
R kS N S R TS R S i R S
BB W 22 ! R —~y Al ~ N o — ™ o S %O o g 9P R
TR M o R g P s A . o m - & —
- 7 I B B v o X M 0
mﬁ&%_n_onﬂo_ zwcxﬁ%ﬁ%%%@%ﬂuﬁwﬂﬁi%ﬂwwmﬂgﬁoﬂﬁﬂﬂ,ﬂge%iﬁﬁ
Wi PrRERTT X T o B o ANTR T m R o E
of T 2, = . 0 . BT X3 gy . W _ o R Ly Mo gy 1 N = Sy
T T T RBERDT D KT M DM o B mo R TR TROTXT T TR PR
xR o T E oo T op TXW oW g of o K HoRETHNE HTEHBIGTET AT D INUWATE R
rurge @M T XFEAT O WHATRPBERER  INFP FFTRXFES MR TR Y

555

Copyright © 2023 KCTRS



Content Analysis of Domestic TV Commercials Made for Public Interest During COVID-19

References

[17 https://www.ad.co.kr/journal/column/show.do?ukey=556276, Oct 8 (2022)

[2] G. Jiménez-Marin, R. Elias Zambrano, A. Galiano-Coronil, R. Ravina-Ripoll, Food and Beverage Advertising Aimed
at Spanish Children Issued Through Mobile Devices: A Study from a Social Marketing and Happiness Management
Perspective, International Journal of Environmental Research and Public Health, (2020), Vol.17, No.14, pp.5056.
DOL: http://dx.doi.org/10.3390/ijerph17145056

[3]J.Y. Baik, A Study on Corporate Television Commercial as a medium of Corporate Crisis and Crisis Communication
Strategy: Focused on Content Analysis and Empirical Research, Hongik University, Doctoral Thesis Dissertation, pp.1-
198, (2019)

UCI: 1804:11064-000000023950

[4]J. H. Kim, & S. J. Shin, The Effect of Message Framing and Perceived Consequences on Environmental Behavior, The
Korean Journal of Consumer and Advertising Psychology, (2004), Vol.5, No.2, pp.65-86.
UCI: G704-00101 7.2004.5.2.001

[57] https://www.kobaco.co.kr/site/main/content/what_public_ad, Oct 8 (2022)

[6] E. S. Joo, A Cross-cultural Analysis of the Creative Factor of the Public Service Advertising, Hankook University of
Foreign Studies, Master Thesis, pp.1-124, (2005)

[7T1N. S. Lee, A Study on the Recipients' Consciousness of the Public Campaign: Centering on the Public Advertisement,
Chungang University, Master Thesis, pp.1-68, (2005)

[8] Y. W. Kim, Risk Society and Risk Communication: Reflexivity on Risk and the Need of Communication,
Communication Theories, (2006), Vol.2, No.2, pp.192-232.
UCI: G704-SER000009172.2006.2.2.004

[9] S. H. Lee, Comparative Study of the TV Public Service Advertising Between Roh Moo-hyun Administration and Lee
Myung-bak Administration: Focusing on Topic of Message, Creative Strategy, Appeal Type, Kyonggi University,
Master Thesis, pp.1-74, (2017)

[10] G. 1. Song, & J. A. Ahn, A Study on Creative Analysis of Public Interest Advertising in government and Public Service
Advertising as Social Marketing, Advertising Research, (2006), No.70, pp.147-174.
UCT: G704-000222.2006..70.008

[11] https://www.tvct.co.kr, Oct 8 (2022)
[12] https://www.kobaco.co.kr, Oct 8 (2022)
[13]J. H. Kim, Understanding and Using Persuasive Communication, Communication Books, pp.195-225, (2022)

[14] J. Y. Baik, D. S. Youm, A Content Analysis of B-Class Emotional Advertising Trend: Focused on TV commercials
from 2015 to 2020, Journal of the Korea Convergence Society, (2022), Vol.13, No.1, pp.179-188.
DOI: https://doi.org/10.15207/JKCS.2022.13.01.179

[15] J. Cohen, Weighted Kappa: Nominal Scale Agreement Provision for Scaled Disagreement or Partial Credit,
Psychological Bulletin, (1968), Vol.70, No.4, pp.213-220.
DOI: https://doi.org/10.1037/h0026256

556 Copyright © 2023 KCTRS



