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ABSTRACT

Network Structure Analysis of Korean Broadcasters Homepage using
Internet Hyperlink

. Focusing on a Comparative Analysis of the Hyperlinked Website Types on
Broadcasters Homepage *

Kyungho Hwang

Researcher, Media, Culture and Contents Research Center, Sungkyunkwan University

Sanghee Kweon

Professor, Dept. of Journalism and Mass Communication, Sungkyunkwan University

This study attempted to describe the hyperlink structure of Korean broadcasters by using Webometrics approach,
Specifically, the hyperlink structure of three terrestrial broadcasters (KBS, MBC, SBS) and four comprehensive
channel broadcasters (JTBC, TV Chosun, Channel A, MBN) homepage was examined from the point of view of the
Webometrics and network analysis methodology. In addition, this study investigated the types of Web sites hyperlinked
to terrestrial and comprehensive channel broadcasters as well as clarified the difference of the feature of Web site
between both broadcasters, 968 of hyperlink node data were collected at the first time and 3,107 of hyperlink node
data were collected at the second time, respectively., As a result of hyperlink network analysis, there was a significant
difference in the types of Website hyperlinked to terrestrial and comprehensive channel broadcasters, In the case of
terrestrial broadcasters, three types of Website, ‘Portal/Search engine’, ‘News/Information’ and ‘Individual’, were most
commonly found in first and second time, Contrastively, two types of Website, ‘Business’ and ‘Entertainment’, were
most commonly found in the case of comprehensive channel broadcasters in first and second time, It was also obtained

in the correspondence analysis,

Keywords: Webometrics, hyperlink network analysis, Internet interconnection network,

broadcaster identity, broadcaster homepage
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