TV o] MR %=}
GE I AE LRI

=] R
I. ¥ & V. TV Fgol g RE 247

I. Tv BiEe] SEAR R He TV k&e MBS a8 FE
I Tv &&e) FrE almy 2k V. & &%

=

I. A

o Eite EXatEge 55 el HES EWsty fAstE vlopdl” oo
Atk obvel, BRMEHEMCEE KE 4 # (Mass production) b AER% (Mass Consump-
tion) o ifiif sEFel o} 2 - vidle] (Mass MediaYs 53F #40Y &8 w9d3by, Kt
ol et teny BEs shdeln mERE EEAL ddch oladd EEv @ it Mo
Lm AlAsl e 1886 F BESEEHC] AW B A EEUE,Y 1960 FE oSl )
ubol Absl7l Al gated, 19704 el &= B EEBREST i, T, B4R @[,
KRR R WR, B& i S5 B 3slo] E&) #Eo]l 4 FA Hiks] o)

olelleet , i ki e FAS A Astla, (EI1-1)7F 2he HERBZ R A d], 1983
ol & B RIEHEZE 5,653 Aol el GNP 1% gamell (0.97%)  s-bohgl o,
2l A s 53], 2ude BE ERTA BBRETAA by gdHS el gate) wat
ol 9l TV EHEBRYL 2,283 (EHRS) 34 %)y s du?”

1) BE, @HEEEREL, —&H, 1980, p.4.
2) MEEE 84, W, 1984, pp.164~165,
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1 CAM: REFE T8, F—0#, pp. 173~ 1740

& e Sevel TV EAGS BEART BAF BE, TV ESS HES EH
RIS w#mo R Ef R, R Fgol o3 BE SIS Sotel, ST BAel &
A mogls TVEEES f@ekHe o 33 MIEES =33y, TVESY A HEES
SRS sl TV K& ke EAZ 4, 2 B/ AR LR Hite 3t
TV EES AzEe HWELE 93 A8 HEL AAstaz g
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1. TV iEe ZRB8E

Ry meuusme g del Bg FHE D 9e TV 7F EEEEE SA9 A2 19414
NBC ( National Broadcasting corporation) Abshel sl wjd wh&=ql WNBT 7} EEBK R
o g AR, 1946 We] o2 A E(Gillet) SA7 A &og2 AF wEHEE 5 K
Hpre A A Aol =dlP $elvhel el TVESE REMEL HLKZ —TV7) 1956

3) Agnew, C. Mand N. O Brien, Television Advertising, 1958, p.2.
recit., &Io8k, EAFREA, (1%, KA, 1981), pp. 390 ~391L
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PE oS Aol

S22 TVAA 7 Afebs] i, 1969
H B os, KBS—TVE MB

C—TVe Bimat FAlo BEEHES FA5HA =dch 2% TVESE A5 SHPE
b oSFEsr TV A Tobgel (F2- 1) o] KRSk, 1970 FEol ¥ EHH
F 14%e A TVEGTY, 1975 EEo s 41.3% AW Ow, 1983 EE = 34.1
%9 Y=o LA el Aok 535 19804 8 A9 el TV milist 1980F 11 H TB
C7} KBSEZ WieslwiA eisl B TVIKEES HLAERSIL, 19804 12HS SBRAERES
ot Bl 7hel TVHGRS Bfh, =3 19814 5 Adl+ zEch Afssoz sy
ol wiE HiH S bl TVIEHT NEE FHRE tolad Hux

C2=1, TVERERY HB (1970~ 1983 F)

(9 - ubgl)
s % 4 R f T v
+ — Bt (%
T F oL B &R E () woE B | B OG0

70 12,727 128.5 1,777 1466 14.0

71 15,200 119.5 2,812 158.2 18.5

72 19,018 125.1 4,662 1658 24.5

74 23,100 121.1 6,560 140,17 28.4

74 43,000 186.1 14,835 2261 | 34.5

75 , 65,000 151,2 26,845 180,9 \ 41.3

76 ‘ 93,500 143.8 30,387 113,2 32.5

77 120,300 128.7 40,920 134.7 34,0

78 169,949 141.3 : 54,543 133.3 32.1

79 218,550 128.6 4 63,090 115.7 28,9

80 275,254 123.9 ‘ 82,007 | 130.0 29.8

81 316,329 115.7 \ 95,671 | 16,7 30.2

82 | 432,621 136.8 ‘ 136,843 | 143.0 31.6

83 l 565,314 130.7 192,954 141.0 34.1

1

CEM FELY BB, BERSRFRR, 1984, 7. p 7LD

4) PHE, §lEE, pp.120~129,

5) g, “XRLLS BE-—T vEK AEFFTS Lo, @IRBF L IER, &£ it e
KRZIE (L), 1982, p.2246 o]abd wba] HLKZ-Tv i 8 20 Bl B o 4 &hel=rl, &
SAE Mel BE 10 %, HE 50 %, BEE 30 % ot LFEAL qla o} o Jﬂ.?L, A Lo
& 309% o B&7t —,ruLH g} o},

6) &f®, TVEERZ 2 AN, FURETE, 1984, 715, p.l2l.



2. TV REY B3 BE

1960 £t S2vhet TVEESS HEo oA 2 G, AR, 22 HIRIESH FEs
Ae TVEHS g3l & F As” HRE aXE2 TVEEE As A=A
Sax, TVES/H TVESEZAY BES Adx A Fahx, TVESY fF# AN s
okelx] ot A EEESS dodm, BEHEHE A TAE A dUd BmKEY &Y
ofch =3 HIRIESS BES Zd 2 FEMsks 4 S Bon, EBEY EHME dAgxds £
gol= & @AY CSH, 2 WEE BEMAR] ARd= XEATASG

AR S th@old T0FERE EERMEANA FHEM CF(Commercial Film)e wW+%
ol A =l z, EhEe obty wbE v Aol okdd, FH#le] IR 23 MEBRM L
Ealckl: AL ARy, EEHFY BAM BES Al BERKES wlEkt ¢ & daY
o] B TVE4Y ANAM e #EEHY CM(Commercial Message) 9} M 712t ¥ 4 ¢l
FAREE S A% st dxshs WA @ poRelw, TVESZE HEEAA deiks
REBHel o FHRA 7 Bobs 1 EEE Aokt AR St o S FAW A7IHE =
3, Ko EEwvh god Zlshllod, AMAE HAHoE k] Hos L#EEE, 53
EF BAESES 2w A FraAAd vegd FR#islod, S ¥ REE ¢
2 BREES 1 ¥l HEM BHS A, ¥t BEEHES ANMES elr) A3 &
¥ PRo] wotdd seigich zelZg, ¥ &H7ldx, BFAS 2SS PLEE @
¥ol AYE EEse ¥ PRI AMMY FoUSH &% S 4540 £%¥ PR
S wol ohEH oo, @bl HAR Hag 4 Ested Aln, HAAEHS sk
o] S, giEEME] B Ad Rpeich zeln, BARRD Kot Ao
2 RS A ooty TVEREGIERE)ol, atdry FHH olal Hiisle]l 1973 Foll BUBEEAN
g LB BFE EHol AWF| I, 19764 s TVEG el ERTEEH I A HA
o, 1979 FollAl & TEAMEELES A8 EEEREE o HE o, A AP RN
= oitEREY S0 EE OEES oFe s Refidch

1980 fFfeol Soloh TViHEEE A FRT wkep o] el TV milksh HEEE &
v, BMEHR EEAIS &V, 2 TV K29 Mt ol ®R B HRRE Like
o MBS BES SolshAl =Hel, HEH FwdAdr EE fu@Aasol FAEAE B
e EEES EEY HPUMLe R#ctA dods, EERTIbEE 358 Rishne EEER
hio] =03 AL ko, HRHEH b 4T HA Hdos, =g EEvbel Band B
g 2 Qs fAdl Fcto] opzte AL AAE A HiE RERGMIE BREE Ao
A4 "o

) EH®FL pp.lei~127,
8) kB&HL pp.127~131,



1980 kol Holoh A3 TVEGE EER @A By CMol BEMCIH, itg 3t
) #@o 2 & olv|A 91 5, BiHR, A LERelet & 5 ge® S8l Zel TV Hgel olsh &
fiit, At A EEE Selvbar glon, EEel oln|A] slolfelx & Bdo] oot Agast BM, K
]|, (Lo, WS 5o Wil (F2-2>9 ol TVEES £fE ofFA A3k =3 29
Bdol Ao g ahelqhol BiRel FIENE Tl AASH Mo & gl =R, Wael 42,
ARG R BES S TV vlad 5 48 A5 AN 5 A HYlod, 59
febtiel 7 ol = iEdy, BEAR e FEoted 24 slodshash &S s Mo S48
b el wtet chobebal =g, mRAHS = Eo] 37 Bobe MiE AE RS o8 346
skt EEHAF selstod, A&5H AvdAold EES T94 st FEE AT &
H'0 9 0 AEH WHA o IR R HRERHE S A k& Aol r’«}% Zedof 4
B Agel g BHE sl sk okt

L

CE2—2> 198313 of I TVRER BHA (=9 - "D
A + F 3 3oy T 4 ¥l T v T4 o Tv°lﬂl/‘%zzal
7] EX 2 1,992,442 0.4 495,890 0.3 24.9
AE . 2oy 95,779,314 20,4 70,958, 654 36.8 74.1
° at Z 71,897,963 15.3 | 37,625,934 19.5 52.3
b 2 E e A A 44,815,685 9.5 | 27,534,466 I 14.3 61.4
£ i 17,642,943 3.8 563,424 | 0.3 3.2
o & H & 24,969,661 5.3 14,195,599 | 7.4 56.9
ol ub 4 @ 1,473,369 0.9 268,205 0.1 6.0
A ow o) 2 10,977,516 2.3 3,139,353 1.6 28.6
7] « 2 =} 7| 7 29,447,067 6.3 | 10,099,186 5.2 34,3
£ % 7 7 5,916,123 1.3 1,148,073 0.6 19,4
7 A & E ) 28,815,494 6.1 14,317,150 7.4 49.7
sk o8k 3ol A & 4,986,535 1.1 0 2,969,554 | 1.5 59.6
A A .o A 17,128,787 3.6 ‘ 1,532,050 0.8 8.9
o % 29,178,947 6.2 | 2,238,260 1.2 7.7
=y R 8,774,585 1.9 2,265,274 1.2 25.8
Aou oA . o i 41,066,305 8.7 1,416,278 0.7 3.4
A .osba 14,485,410 3.1 1,196,311 0.6 8.3
e & = & | 10,791,408 2.3 94,547 0.1 9.0
7 e} 6,891,557 1,5 895,304 | 0.5 13.0
iz Al | 470,031,611 l 1000 192,953,512 1 100.0
it Hatamle) g e, £9, bMme Faeish 7Rk ] Adx] G3.

R P08, 1984, 3, p.12)

9y ;-#®%7C, pp.131~135.

1) 19814 @BRBREE LML 52 Hel Qlf RREE T ol-Esle] slrde] 53, 82iol 17
7, 83udol 163, 84Ho| 198 25 754 4 fﬁ#jf— Az skl 3, 1983 W RE L - HIRI
BekizbAl &4 st ok

1) EEtHE, SREAREEAM, 1984, 7, p 890 ojdbA 5ot WKL FHER G 44 bg |
Goll gk 33 s3a0) s1zbgol, Teude] 79, T8idel] 2.89%¢) Litslrlzlel Bludel 230, 8316l
21.9%% F5ekal o, 1984 ubs) (1~63) 2 sH4 33 lagol 261 %] shabar vk
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gog TV K& e RES £ =, o Bt oo Mo SRS ERY + U=
G A EE M2 FlHol a4 Fx 9w eIz (DM S A A A=y
e 29 5o EE B0 o wshst ddEs e sk, (R2-30 AR AR TVAE B0FA
ol = $eiuele] WE sbAe| Mol B Ao Mol TVEES FEG Mol U AL

a

b

2 Hlth

(F2-3> UATV HRAF RE

I

]
PE & 1980 | 1981 | 1982 1983 | 1984 1985 1986 | 1987 | 1988 1989 1990

= B B(%) 1.1 14,7 | 21.3 i 40,0 | 52,0 | 63,5 | 73.6| 83.0 | 90.1 | 96,2 | 101.3

(EE BREESBRGHR, B TVl VTR hRPERRE, 1983, 9. p.32)

M. TVEEE WHE e 25F

1. TVELS #HE

Aol S5 apabol e Az pEEsty gle TVHEHEE' @EERe WiEelA Foksha, o
oyl AN S Fulshm ol W Fol, BER, BULEel olef, gl wiskd T FK
HE A Yeb® 2e B, Tvel o3 EHe TV 7hxa e 343 #HEs BAE
Bl Al A o) e AL Ea, ke ARl Ao, Bl ddel WY Sotel WMitHE
L ogEehy, BAF Sk dAlE do) BH A oluy ohe Adshos FEE X gl
o zelBE, oleld TVEES FIERS M40 FEES et Bael theEd rEshe

12) KL%, 1984, 6. pp.16~ 18,

13) 22% 2 Y %), Tv &A%, SAZ3 5%, plo] sk 1083 342 A 2ee
TVSaly] B4zl 7,436,100 tho)od, 25 e TV7E 2,378,000 of 2 viebsdel

14) EHE, p.lo 2labn] 2uldhy oo el 38 #F TvaAd A7k 227k 27 Yol, of x4
S 5~6A7k7kR] Ak, 2 Hwe]l AZzAll g 4w AE SFHEFT TV AYAZL
o 247 A5 vepubeh

15) @ME FERER (& —@H, 19824), p.20L

16) E#HE, p.202. Holling word, H. L& 218 Basl EEHE G Ay A4y st €5 &
Aof| X oo WEFFTV} Fn MEA b Y 7] Ao viepuiel
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14g ek & of - T E FA ¥+ o
ke TBE 7 72 86
‘3EH®Y @ER 10 20 65
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Hosbd Saprolete s, EBFHRC A4 A7le] 2EMOE EEY 4 ot A A9
B, oA EEEREREC FES AA el WETAS ofs As 2o BUFM BB
e 7 oA gee AT Sfels 9 woln wES B M-S Zatelel dRES
ShE KOl B, ZEos) B3 BEE olE Wi oesd Zgode AYi ol
Ak AHEN MR BE el AlE BEHchE A B o 2o, TVESSL Hiol A
OB RGN B 2 ol ADOGEHE) BN olA oa 2 R} dolz7
sh, LRI KRREHE] B ohebd, fEH 2 KT AD #EtH EETe] A Zo)
ofls AuAAE shset,!® TVESE GFT & s #HH7) S48 gEsery 3
o AF T okl ot AREHEEGD 432 taA 5 e 3R TVEES] A
ojgt g+ & k™

aeid, 2ad TV EER) e 948 oA Hel wel, z3n o @EY HES
FUgE wf o, Felel (Clutter) fE7F 748t o Sslx gloh zexm, TV @§se o7 W
wER O HEA 7R AlEslel glof, EEAAEAY Ao olMY ofHe EO BEHBHY
A it o) ol A el AR fuo] BHEA,® HBEY T &HC 4% A
T es, TVEES v BEG 22 oado) Aok o3 Rtk AR
Y AT B, A TARES M Edel 3 BBEEY RKEOEe MBS Ads leh®

!

O - Zﬂ -

2. TV K& Hat HeEEs 23k

Bz a3k shvbe] EEH HIEA L FAlol KM HlEold A, 2 2ot s gt
Ky BEES ol ol wWHHE a7l mhEkny BEC R YE Hcohdt oS whir gl
T oREtET Adva el

Bodiel nb@fy BEe (E3-106AM Xe N2 BEETY AN bd SEADE opy
eh, 20 ko) iy el ddE T, BATHO T2 i@ sbHs} o]z e}y
of G A 5109, dpany BE ETIAE 250 oleoluvjol v KFES HETolA A}

“J

17) & *, §iHE", p.277,

18) L%,

19) BEMEEE, MEE L (Mg, W, 1984), p.412,

20) JuthE, RI®REI p.227.

21> John C. Menill, Ralph L. Lowenstein, *Media, Messages and Men,' ol =3l by, Si{# 4 3
ol S3F (Mg, ZHab), 1982, pp. 80 ~81,

22) EME, FTRE, p.a13,

23) & %, AB&H. op.278 ~ 279,

24) ZmE, o) #feel S W, MAK L F124E, 1980, p.19,

25) Gene. Reichept, Advertising, Alexander Hamilton Institute, 1972, pp.14~15.

26) David A. Aaker & John C. Myers, Advertising Management, New Jersey, Englewood Cliffs,
Prentice- Hall Inc., 1975, pp.535-553, 3%,
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oo £ u|tle] (el AR R | o 3ftel (Bt %
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CER VAT R, TR L BNE - REBIEORBOFHT—), 1975, p.dlo

Moz Add F& el Arke Mol

e, el N AEH WIS EED fifle W, olv FE K& SF-FH-
ERES 5o A gEol wgteldal Bl A EA Qol, Rt 92
of shasz, HEEMM FHS FOEM, BRESY WL 25T, KEh W

] &oha,

iR Lol 2]

0 Q3 maehel AEES RN 2 A odst REREAES Ze e

Raly IEAEE - HEBMoIR, T2 AR B AFIoE EFo HE

25
WAl

Adolth® 22z, FEE AR T8

uky gloh P 7B o] £ (Galbraith) 3=

slehe
e

Haiste, WHEERARI
wess BERE ARBSE
}

2lo]3] (C.A.Reich) & E&S A wt5g #fptsteActt 288 e
pEST gotm FYstdon,® EEE AHS M &2 AL <zl 7
49 /B (subthreshoed) & FIfst22 ARe 1782 HHsiche JHREY
7ol e} 3V

o] Y WRES MEESIA A2 & RES

Lo

RHAAZF 2N, 25 B

223 O

Wi Hod o TE HBRESY ZTHE FT5H A FRmEAA R KEE A
AN A Fx, w3 Bl EF LEIF HESY pxFM BRES =203 28 ozl
21) AR, A1DE, p.644. BAAIA 1983 79 ol B0l AASRE ol A7bERA FE°l KBS -

LTVE olfitesd goht Eide ol fel RS Sl Azl % Beh Ao 27|
s Aueael AFH Dol o8 keol Ad AN AL ohix F WA ATA LA

Aol ARALOl ok,
28) R\, pp.636 ~ 639,
29) S.J. Levy, G.Zaltman, Marketing, Society, and Conflict, The prentice-Hall, Inc., Enelewood
Cliffs, New Jersey, 1975, p.104,
30) Sydney, W. Head, Broadcasting In America (2nd ed), Boston: Houghton Miffin, 1972, pp.521-525.
31) EHEEE. FIE T, p.538.
32) @A, p.6sl.
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2R ¥ A Eo g FHEE o A58 AT F224, £HE -BE - FALE
sti, BIRKHE KoM & W= EM e #BKE shHel BREKEHBREA 7ok gl
= Aoleh® olgdt S KEM HRe BERESIA HRSHHES AT T, FREH
BE RE 2 XA F3, 53 mFEEBY FHIZado 34, REME el EER
THE SHToEM REY BEES TIAA Fob® 28n, KEE NEEY BES Jd3¥
d Fol, SEBAS A oz, e mEgs @ESE A2 AAANPEZA WK PHS
Fd AA Fobe Ao ®

ziv, S R SRlel AR 4D EEL HREEN] olvel EMMo x,
BbE PRSI AF2E HEEHEe BRS 4Fsta, 44 dAF B4 AH gk
Eol A2 IH® ol FMAMC)AY LilrFe ERUAY FEPpEMACE EEo B
& EBST SHAA T sz, FEEXLT i RBREE JHAH Lo vao] gl

—RWCE A7 H 2 e EEA A LlbolAY mtEHEay #HAMYH, TVEES w3 &K
B Wk vide® EEdel LEM A3 FAlet K& Mo Hik & SRty
g, MEEs] |tk 28, AR B HREES Ube KL BFAE 4, S34 4
B 2oy, BEH R FERA A sty de A HEEES ¥¥ Jus KEMAS
Biicgbok A, 53 oldololAl U Ag nAde A BAR HBHZ Jd dd= A
ol et

TVE & et ite#sy Ao dlsl S.W.Head (1975d) & oldl &S 6827 B
VHISE A LR, tgh, KB MBEE 53z gldx gk it % Eduard
stupening (1982 %) ol 243 TVEES T2 ofddolo] HEE it&ftel clxs HEI %
Roll 348 WM E, TVEEZ T AFEY 437 BERTY A4 #FExore et
o X7, fT8H Xor, ARE) KRiL, REXTOE F2ey, 23 A 2E FEY 4dS-F

A %y BWNEE HEA BEXRTo2E dAId Ko, 48 KO, REEMEN Ao E
ok e

33) LENE, AIBAL, pp.161~ 166,

34) Pawid A. Aaker & John G. Myers, op. cit., pp.552~ 553,

35) Iring White, *The Function of Advertising in our Culture”. Journal of Marketing, 23, July,
1959, p.10,

36) Paul W, Farris & Mark S. Albin, “ The Impact of Advertising on the price of consumer product.”
Journal of Marketing, Vol.44, Summer 1980, p.210] 2]8h3 Eskin(1975.3), Wittink (1977 13)
o] ALl = KE7l BBER 450 23S Fir Ao @ 1leyksr Comanor and Wilson
(1974 TD. Lambin( 197613 ), Prased and Ring(1976 1), Schultz and Vanhonacker (1978:3) ¢]
ool A= BEM] a7 WS ®mK-T A= do2 el

37) &, WIRE, p.50,

38) J. L. Servan, The power to Inform, New York, Mc Graw-Hill Co., 1974, p. b2,

39) Sydney. W, Head, op. cit, pp.521 ~525,

40) Eduard. Stupening, * Detrimental Effects of Television Advertising un Consumer Socialization”,
Jounal of Business Research 10, 1982, pp.75 ~ 84,
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Bockelmann (19794) 9] #geel osted TVESS BHR BHc HBRE okl f22d
wEEN HEY SAY FEstn e BER PsY AT JRftste 432 F32 oz
Z73hg =], Eduard stupening (1982 ) & #%%7F MR ol R REE
B SRE} B Bl AAY £ gAY, A el A AH 2 F Aok, BR
3 KERE, 1TEhAtolol AU AE FAAA HED Acolzkn shilth

ARy e AAA oW EFe 78 FET ¥nt obdel BE TEEEET 427
= AAA e A9 23 shud, AHEY T2 HEY BB TRE FH EE AT
o g ME @R o2 AxE urebgth w=y TV ESE SRXTTAA B o
o Wk, BT BTN WHS Adold, WRES WHEE B8R FEFL ¥
Zo|, FELHRE Brand loyalty) & HRetd E#IR 43S 714 & ¢ ok =3
ol Ao AdE ABMeln AR Aol EEBS Mdc o FOo2A4, B A #AA
ol AYS viMED, & B W3 fk o] Ftaolzi w2 R <Y deld s
oot WO B3 HEY AoE 44T £ Yk ?® 2z, TVESE HEY AEE KE
Aol wha FulWAolxm, BEel dH dAsA e ke FAE d2IH, REH
AE QLSS HRESS HEN RES F3 FAY TR ag #ER FEske 4o
B FHafavhs #H9e 5 4 Aok =g TVES o HEREn Pl AT &
Sl A, 1960 L Fubole) FE3) xrE W ojlojeh TV EES RS 1970 FRel &
oo} g EMbEe] HE SF St @st =HAoh. Ward.s & Wackman. D. B
(1973w) & o) hat ool 59 i EE BRS WREYU=, Ward, Scott (1974 1)
o ojelolo) imEE EE{tol T H,® Rossiter. John. R (1977Wd) 9 TVES Nt
ojelo] EEESL Al2xe 24 Hgeel Barcus. F.E. and Walkin. R (197739 TV E#%
of Zaade] S oA AAS 53 BwEYS A2E AFT HE goket A[A4 #
%2 Burton,S.G., Calonice & Mcseveny, D.R (19791d), Medick, E.A (1979 ) 9] ofglo]
S0 #EFolv E&S o¥e] 3 B, Rossiter. J.R. & Robertson, T.S (19804) ©F

o]

Bao] td o]dolEo EE 2L w3 A%, Glen Riecken & A. Coskun samli (1981d)9
TVESE oa olado| 59 mE MES HR® 1 U s, BRAAE TVEEH oj&o]of

41) Bockelmann, Frank, Werbung Vor und mit Kindern, Verbrancher Rundschan (Februany 1979),
pp.9~11, Recit, Eduard Stupening, op. cit., p.77.

42) Ibid., pp.79~80,

43) Ibid., pp.B1~83.

44) ojg]o] TV X4 (Action for Childrer’s Television) o] & =elg el oAz, 231 w&eo
2. F.C.C (Federal Communications Commission) 2} F.T. C (Federal Trade Commission) o] 2]l
A7 A zA5 A ek

45) Ward, Scott, * Consumer Socialization of Children”, Journal of Consumer Resesearch, 1974,
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Summary

A Study on Problems of TV advertising and effective Operation

Kim Hyung Gil

Recently advertisement came to include not only a means of marketing for the
continuance and development of enterprise, but both the function of national economy
maintaining mass production and social function of protecting consumers. So far the
advertising industry in Korea has grown rapidly with the economic development and
even in 1983 the total outlay for advertisement amounted to 565.3 billion won
equivalent to 1.0 per cent of the GNP, and an outlay for only TV advertisement
amounted to 228.5 billion won.

In this paper, we intended first with literature to examine the developing
process and characteristics of Korean TV ads, one of the advertising media which
have the greatest influence on consumers, and to show an effective device for the
operation of the enterprise’s advertising media and a device for improvement on the
problems of TV ads in terms of the positive analysis of the consumers’ attitude
toward the TV ads.

It is true that TV ads can provide consumers with necessary information, make
the mass sales possible, reduce the price of goods and perform the right functions
of amusement and education. It is also true that the TV ads are criticised since
they can foster consumption and luxury, particularly produce an evil influence on
children and deceive consumers with their falsehood and exaggeration. Much the
same 1s true of the positive analysis in practical Research of the consumers in
Cheju. That is, it showed the affirmative responses to the TV ads in that they
provide information and amusement. But it showed the negative responses such as
the number of frequency of the TV ads, the falsehood and exaggeration, overuses
of the foreign language, and the stimuli of impulse purchasing.

[t is suggested that the TV ads get out of the evil level in the socio-economic
point of view and instead they should be consumer-oriented and matured in quality
by enhancing the communicating effect, reducing waste and providing correct information.
It is also suggested that there should be the spread of self- imposed control, the
upbringing of ad-agents and experts on ads, and the governmental support for ad-
policy.
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