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(Table 1) Volume regulation by broadcast advertisement type
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volume regulation

type terrestrial broadcasting paid broadcasting multimedia broadcasting

advertising time 18% of the total schedule 20% of the total schedule

program Ad time 15% of program 17% of program
program sports events, cultural « art events + 45 minutes or longer program

mid-program Ad cournt o limit gg tnoT fwisn;es (once for less than 60 minutes, add once every
time during intermission within 1 minute each time
program culture « entertainment program

indirect Ad Size less than 1/4 of the screen less than 1/3 of the screen
time 5% of program 7% of program
program sports events, sports reporting * entertainment program

virtual Ad size less than 1/4 of the screen less than 1/3 of the screen
time 5% of program 7% of program
program broadcaster, program announcement

sublile Ad Size less then 1/4 of the screen less then 1/3 of the screen

time within 10 seconds
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(Table 2) Changes in advertising costs by media(Cheil Worldwide's total advertising cost data reorganization)
. 2012 2019 increase or decrease
media costs(bilion Won) share costs(billion Won) share costs(billion Won) ratio
terrestrial 19,307 21% 11,958 10% — 7349 -38%
radio 2358 3% 2319 2% -39 —2%
cable 13873 15% 19477 16% 5604 40%
pbroedcast
IPTV 235 0% 1,239 1% 1,004 427%
satellite, DMB efc 298 0% 1,912 2% 1,614 542%
totel 36,071 38% 36,905 31% 834 2%
newspaper 16,543 18% 13997 12% — 2546 —15%
print magazine 5076 5% 2832 2% — 2244 —44%
fotal 21,619 23% 16,829 14% — 4790 —22%
PC 19,540 21% 17,708 15% - 1832 -9%
digital mobile 2100 2% 32824 27% 30,724 1463%
total 21,640 23% 50,532 42% 28892 134%
others 14524 15% 15,481 13% 957 7%
total 93854 100% 119,747 100% 25,893 28%

46 ZE The Korean Journal of Advertising



[Provider:earticle] Download by IP 125.143.159.160 at Thursday, March 11, 2021 9:33 AM

o] dAIQl A7} Hgleh, 0]A]&(2020b)& ©]
g TAY A9 ORI A4S P
FePolegkal gorskglth, e 20200 ¢
Ad Fa1o] Higol 45%7H] A Ao
Ag=lo] 7hs] A E F HAAA 7L Aol
Zhar o Eahglet, 5o mubd Fae A uhy
& IR BEE AR gud v g
AoR Bol FI AFe] whert s watel
FHo= Aug Foleha rhytt

ojef Z2 wiA| Y Woh= A guEEol HY

>,

F

S, 2AM7), Aicizte 5 Aok Sl
T Al she Al Hole A A
% ]E O]% 3] OTT(Over

N

QA o)zlo] A% BES ﬂ—;ag 59
2] & o2 Molxt gtk Ao 2
FA A AL AR5 Ao]
F9 5 FAAS Baste] wareel 7
Aol WAS BRTHE 712 A 749 =e)
2 2AE oAl 3 @A =g

Suetehs 2o afe] =52 EatAl,
A &3t i*ﬂq chofA] - o Al Ao
SHA o] e W Tl dE #7171 $18 A=
A AAEE wiste A=z Aslska gl

EUE 20184 (Audiovisual Media Services
Directive(A]% 2t mleof Au]2 Z13))E 714
sto] 3FaL Al S dafetdint, FAld S
A7V} 5158 712 30%uit 18]o]4 Sebut
- s} 3e2s Z2go] galAhe 208wt} 1

& SUED o oifet ARt 2ls

G _ﬂowq U R ofzhe] Zpol g%
u} 080 Z7HEL HAR o] AL
asta ‘21‘3}. =2 IR HA Q] 1980

AYEAA A} FHFL AR FAE T

AN

um
2P HN

R
T

by
ol

oo O

—-

A4l Aol s 50 Jomav
= gotny] Y5 JEE SE Aols
bt bel Abeskel FAIE A8 U
o] gith. (Table 3o 2 ute}
Fpel oftel, $2 5 54 22
2o 2B ARG HEch 9o
) A A el A S
o Wk Aths =07} Lok o gk
HeA, AL, ol8)=, 2017 WA, 2012:
Bl o214, 2016).

rir o 2
ol r{r

off &

N (RTINS T
fn
]I_Ho

o

u
o
o

4) BD FH WA =0l By

20200 oA A9 et 3
4 PUHES AU Y3 YFORE Ak

W 252021 28 282) 47



[Provider:earticle] Download by IP 125.143.159.160 at Thursday, March 11, 2021 9:33 AM

B A A EAEE A 74 Al
WE BI GRS ZEOY | P 220y
9 YU GestT Y YYA T B2
Fo Ak WESSHE UAEE WA A
2 Agrstert,

o] AJ(20200) & BAIS e EAEE WA

o) qtAlE AFEARe] AeAd T Aol de Alslst
o j2& A=g oA9A she A7 Ao
A3 A gAle] Al 7}11 HA& Al
Ak AA AEA. AL dadE dds] o
AHEopA daAdol ot gHAlE2 I3

soF gtrk= Aolth, A Fadd S 4% W
FART AEH e FaAe] S4ES 1
Aste] A A7 UA
S| duHtoRdith= Aloldt, A wtiA A
S, wiAI g o) ol Hi-g-stod wiA 7+ ¥
B de A e S A= vpdsfor &

14
ox,
X
=
o

AN TSt omgzozow% ER e
Aol BBATE A U B L8}

| Aoz 1,1:414154 SR}
o BrkT A Mgk o501

=
A AtAle Aad BAE ol WEEA

DS AT olx] G4 FAI 19 F
AlS ALl oA oFE FAE A 2L
Aekstsick
HIAR AT BAste] Rl E(2016)2
= (¢}

D
>~
O:

I )
oZ

WBa ujEeo] 1,300 Ho] WL AoE
FABT, LA O AHE, ASA, BAA,
I, B0 AR FaE
SAI9h $20E W =shE A7k 4,500
o] o] 4:0l0] HEHTH: ATATE 7]
= s,

A set Basto] oA E(20200)S
2 wsfol = Baka 7|2 ug A 7
SAEE S P4 TR vgeA

H
o4
A7}

(Table 3) Overseas mid—program advertising regulations(SBS policy team data reorganization)

country mid—program Ad regulation

USA none

JPN NHK;  prohibit advertising

CHN drama; prohibit advertising

EU drama * movie * news; once every 20 minutes. others; once every 30 minutes

public broadcasting, religious * chidren - news: prohibit mid—program Ad. movie: once every 45 minutes, others; once

FRA
every 20 minutes

BBC1, royal events, religious * chidren « documentary * news * current affairs; prohibit mid—program Ad. sports; allowed

GBR only during intermission.

movie; once every 45 minutes. others; once every 20 minutes

public  broadcasting, religious + children;  prohibit

DEU
others; once every 45 minutes.

mid—program Ad. sports * events; allowed only during  intermission.
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TAHBLTE ARG AR BE mAE 9

o] AR gAY =Y WAo] wet Al 5

pacs
N

| mzolok(ell A, B, 2002; A
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(Table 4) Respondents configuration

A 1. TV s 20 CHe ARKISS| QA2 Ofalrfy
Al 2. TV S STRET0| Teh AFRIES| 2142 0f
e 17?

STEA 3 TV S ST A0l TSt ARKIES] 1A

1) 917 CHAF Q) B

(¢}
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-
Sl
2

[t
%

o
ok
N
("]
=
N

o)
©
=
@
®
<
1o

=
W AN AERA 22O Bo ARE

item number

pre—program 39
mid—program or PCM 27
after the program 47

viewing point pre—progranmmic—program or PCM 21 177
pre—program+after the program 8
mid—program or PC\MHafter the program 22
pre—prograrm+mic—program or PCHafter the program 13
mele 76

= femele 101 ke
20s 15
30s 47

o 40s 78 ke
50s 37
Seaul 85

residence Gyeonggco - Incheon % 177
metropolitan city 30
ohters 24
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AHE AAshich HEEAS 20208 195U Q1 58, B
B 95 Fob mrtaz ARE gt |9t

2 U+ MBC AJAA} 34, SBS A|AA} 54

g, JTBC AIZgA} 457, tvN AJ%A}F 44701 %]

ok A4 HEs JA 767, o4 1017, A" Aul= 23] 9=
25200 159, 30t 479, 404 787, 50t olo] a5

37O AFA B2E Ae 85T, 471 -

(Table 5) Analysis item

- 2}2]A] 30

S SUED A0 Theh AR} Q1A

g, 7IEF A& 247

A AR 712 Fho o], wAREA

A&k #A7E H B
1]

of gl AJAR ol A A3t

item contents
sex
age
demographics education
residence
viewers
househald income
o average viewing time
viewing
broadcast wetched
point Ads watched

broadcast advertisement

recognition of decrease in terrestrial broadcasting advertisement sales

intention to pay for terrestrial broadcasting

Intention to pay additional fee for paid broadcasting

recognition of watching terrestrial broadcasting for free in return for watching advertiserments

Recognizing the need to finance terrestrial broadcasting

mic—program Ad

mid—program Ad recognition

mid—program Ad experience

Recognize that mid—program Ad is long

mic—program Ad attention

mic—program Ad regulation

Alowed or not

Acceptable conditions

Method when allowed

Reasons for acceptance or not
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oA NAA=L Fd 81%7

94 ARAEL 68%7F AT AATHp(.05),
Jela RS Zl%ﬂ%‘ﬂ&%ﬂ 159 48]

Ty AAGEEe] g i s

FaL vl st FEISAY o|§RE Yof shH AlY
AL < A& YAt gle AR YERTH(pC 001),
=731 67%2] ABAZE A& 2AR7E Qlekal Hekgich

| &3t dek, vk of7loll= Adubdd AIRAY freYS
2 7F 2ol = QU A, AF, AF AY, TV

AR AR mE Aol ¢

ol A o B A A

h =
5k S A0 UelcHo.000, 5 o7} gl Ao ekttt 5 T%0] Al
WA AR - T5%7F 1R A skl 319l A7} Ga2Hs o|l8R2E o Yol s &
o}, Wb oA AR A= 68%7F LEA| A2k OJARZF Githal FakAtH(p{ 001), of7]o = m}
(Table 6) Viewers' perception of TV commercials
recognition of decrease in terrestrial broadcasting advertisement sales
know don’ t know total 0
male 52 24 76
female 82 19 101 00"
total 134 43 177 .000™**
intention to pay for terrestrial broadcasting
will pay wont pay total o)
59 118 177 .000™*
Intention to pay additional fee for paid broadcasting
will pay wont pay total o)
52 125 177 000"
recognition of watching terrestrial broadcasting for free in return for watching advertisements
very likely likely normal unlikely very unlikely total el
20s 3 6 6 15
30s 10 24 6 5 2 47
40s 23 41 11 3 78 o
50s 15 18 3 1 37
total 51 89 26 9 2 177 000"
Recognizing the need to finance terrestrial broadcasting
very likely likely normal unlikely very unlikely total el
mele 27 30 13 5 1 76 y
female 19 50 28 2 101 08
total 46 80 41 7 3 177 000"

#0605, .01, **{001
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(Table 7) Viewers' perception of mid—program Ad
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BA7F 28A =713 gl

a1y ARAEE FHELE
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UAAT 28 A% 2H36%) H ot
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mlm
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3) TV %4 B7HD Aol CHeh ARRt

mid—program Ad recognition

know don’ t know total o)

160 17 177 000"
mid—program Ad experience

Experienced not Experienced total 0

165 12 177 000"
Recognize that mid—program Ad is long

very likely likely normal unlikely very unlikely total el

34 67 49 13 2 165 .000™*
mid—program Ad attention

very likely likely normal unlikely very unlikely total el

21 53 50 37 4 165 000"

*X.05, ¥ 01, **xX 001
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(p.001), AZE
» AFR] A1 (43%)
ojqk L2 0] 7pA)

T2 (43%)0] 713
A AR ARAE

(Table 8) Viewers' perception of the regulation of mid—program Ad for terrestrial broadcasting

EHp<. 05).

NRAEE 5

iy

& ST Aol ofet AR 214

O

AER B AMe(54%) 3 FS TGYE(58%)0] 7P BT 001). 53] o
s HI=Al AF AIARES 302
Wokd v Arjze=
SEAQL 7|8 Al AFE AIARES 45 vlek
BATHC05). 471 - <
< 3ol AT EAHE I
T AR WSl i ARE o2

allowing mid—program Ad for terrestrial broadcasting

very likely likely normal unlikely very unlikely fotal el
~1h 3 1 4
-5 hrs 14 56 36 28 6 140 .030*
5 hrs ~ 2 9 13 8 1 33
total 19 66 49 36 7 177 000%™
when investing advertising revenue on program quality
very likely likely normal unlikely very unlikely total 0
37 79 46 1 4 177 .000™**
when limiting the number and time
very likely likely normal unlikely very unlikely total el
29 80 45 18 5 177 .000™**
when considering the viewing flow
very likely likely normal unlikely very unlikely fotal el
24 85 42 22 4 177 000%™
when including mid—program Ad time in the total ad time
very likely likely normal unlikely very unlikely total P
Seoul 10 31 21 3 65
metropalitan city 7 14 4 3 2 30 ag*
Gyeonggi * Incheon 7 25 19 6 1 58
ohters 1 9 6 7 1 24
total 25 79 50 19 4 177 .000™**
when restricting the program
very likely likely normal unlikely very unlikely fotal el
mele 18 28 19 10 1 76 01t
female 7 51 29 9 5 101
total 25 79 48 19 6 177 000%™
allowed time
Freely alowed 30 secs 1 min 90 secs total P
23 6 3B 7 163 000%™
ads to be reduced instead of mid—program Ad
none pre after plock indirect subtile  Time signal virtual total 0
17 30 9 41 37 12 7 10 163 .000™**
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programs genre to be excluded from allowing

none child current/reports  culture/docu drama entertainment fotal el
33 83 62 4 27 18 264 mulliple response
programs length to be excluded from allowing
none less than 30 mins  less than 45 mins  less than 60 mins total e}
Seoul 6 33 12 10 61
metropalitan city 5 12 4 7 28 "
Gyeongg * Incheon 14 14 " 14 53 033
ohters 2 7 9 3 21
total 27 66 36 34 163 .000™**
broadcaster to be excluded from allowing
none public private al total Jol
male 24 3 9 5 76 "
fernele 26 64 2 101 030
totel 50 102 11 14 177 000%™

*X.05, **X.01, 001
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AL WOLTH(p( 05). A& AFAE IF

57%: %7} 35%: 12X o¥th 8%, o - A A
AFA = 28T 63%:57 33%: 12X otk
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7 % AHAE 37 Yol 7t it ABAES fE9G0] H8E 503

E i NIAS, = 5

TV A AlZbo] A2 AR5 a2ds FA Q] *Oﬂ %ﬁﬁ}ﬁ}ﬂ AZeles Jez
o) Fg A FFe AT el Al ERATHpC00D). A, A9, 75 A, TV AA
o] WATHPC.05). Fat TV A% AIZE 1AIZE 1) AZE, A RSOl BAIRL0] 48%2) AP AE0]
TRl A AFE 100%, 1AIZE o)/ 3AIZE w]REel aFA e o2 e,

AR AE 45%, 3AIZE o4 5AIZE wRkel Al T2y APAE S A el SEALE
A= 39%, SAIZE o] TAIZE mIgkel A A= A A2 A g ik 227 Ho)
32%, TAZE o)/ AlFAE 43%7F 1R Thal Aok Alolgtal AZsial AATH(pC 001). 5
Tl AT 3] W AR 53%7F 1A Haint. Kb

SHd AR [uSolle $H3LE o MRS 34%e 1A FRUAN 43%=

115 < o] AR FET Ao e

bt S QI A<, 05).
o

J2tet= A= U th(p< 001), 53 TV Al A7ES A0 & B TV AR AIZE
SAR 258 a8 A ARAL B o] e ARAASE S0 0E FAE A
CHpC.05)., A& AFA= I9Y 66%:57F 2 Aol graxsto] Z=IH Fo| AstEra
(Table 9) Reasons for acceptance or not

Principle of equity—permit
very likely likely normel unlikely very unlikely total el
mele 15 29 16 14 2 76
033"
femele 7 40 36 13 6 101
total 22 69 51 27 8 177 .000™*
Activetion of the broadcasting advertising market—permit
very likely likely normel unlikely very unlikely total 0
paid 1 30 28 17 3 89 «
broadcast - 045
Terrestrial 16 33 33 6 83
Seoul 9 28 23 65
metropaitan cit 5 14 10 1 58
residence o - Y 049"
Gyeonggi * Incheon 12 16 18 10 2 30
ohters 1 5 10 7 1 24
total total 63 61 23 3 177 .000**
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Selection and violence when allowed

very likely likely normel unlikely very unlikely total el
~1h 3 1 4
1-3 hrs 8 24 15 16 2 65
35 hrs 6 31 17 18 3 75 046"
5-7 hrs 1 9 2 19
7 hrs ~ 1 5 3 14
total 19 67 47 39 5 177 .000™**
If allowed, weaken publicity
very likely likely normal unlikely very unlikely total el
20 64 51 33 4 177 .000™**
If allowed, pay broadcasting is affected
very likely likely normal unlikely very unlikely total el
~1h 3 1 4
1-3 hrs 5 24 18 16 2 65
35 frs 9 20 25 18 3 75 015"
5-7 hrs 1 5 11 2 19
7 hrs ~ 2 3 3 2 14
total 20 54 57 39 7 177 .000™*
Viewer sovereignty—prohibition
very likely likely normal unlikely very unlikely total el
Seoul 14 29 14 7 1 65
metropalitan city 4 25 19 7 3 58 "
Gyeonggi * Incheon 8 6 9 6 1 30 00
ohters 1 6 10 6 1 24
total 27 66 52 26 6 177 .000™*
Balanced development—prohibition
very likely likely normel unlikely very unlikely total el
21 63 54 33 1 177 .000™**
When prohibited, program quality deteriorates
very likely likely normel unlikely very unlikely total el
male 14 26 19 12 5 76
sex 042"
ferrele 7 27 43 19 5 101
~ 1 hr 3 1 4
1-3 hrs 8 24 20 12 1 65
xtching 35 hrs 9 25 20 14 7 75 0071**
5-7 hrs 2 13 4 19
7 hrs ~ 1 8 1 2 14
totel 21 53 62 31 10 177 .000™*
*0{05, .01, **p{001
A2k Ardol WATHpC 05). Hat TV A% o A AE 10%, TAIZE o4l Al A= 21%
AZE IAIZE wREQl AR 75%, 1A1ZE o4 7h 1T kgl

|
SAIZE OIRERD ARl 49%, 3AIZE o) 54

ojukel A|AFE 45%, 5A1ZF o4 TAIZE o)
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Viewers’ Perception of Interim
Advertisements: Focused on Real Time
Survey

eHyun Suk Chun, Ph.D.

Associate Professor, Dept, of Advertising and PR, Semyung University

What do viewers, who are the end consumers of advertising, think about advertising

regulation? In order to find out this, a real-time viewer survey was conducted.
As a result of the survey, viewers were well aware that pay TV is advancing along with the
era of multimedia and multi-channel, but terrestrial broadcasting is suffering from a decrease
in advertising sales. They agreed that terrestrial broadcasting should secure financial resources
so that it can play a social role. But they didn't want to pay for the broadcast. Instead, they
thought they were paying the price by seeing advertisements. More than 90% of them have
seen an interim advertisement, and over 60% of them said that the interim advertisement
feels long. Still, they ware paying attention to the interim advertisement. Almost everyone
knew about the interim advertisement itself, but half knew about the fact that interim
advertisements were allowed only for paid broadcasting in Korea and prohibited for terrestrial
broadcasting. When asked if interim advertisements should be allowed for terrestrial
broadcasting, they replied that it should be allowed. Acceptable conditions include investing
advertising revenue in improving the quality of broadcast programs, limiting the number
of times and times, displaying advertisements at natural transitions without disturbing the
viewing flow, including advertising time in the total amount of advertisements, limiting
programs. The reasons for the acceptance were the principle of equity and the activation
of the broadcast advertising market. If allowed, concerns were in the order of violent
programs, weakening of publicity, and negative impact on pay-TV. The reasons that should
not be allowed were viewer sovereignty and balanced development. If not allowed, the
concern was that the quality of the program was degraded due to the reduction in production
resources.

Keywords: Advertising, Interim Advertisements, Viewer, Real Time, Survey, Terrestrial Broadcasting
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