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( )

1958 12 500(1974)

S/K International 1965 20 100(1973)

1967 46  1,300(1974)  

1969 36 453(1973) , 

1969 12  80(1973)

(Culver) 1970  12(1974)

( ) 1970. 7

1970 30 80(1973)

Pacific Media 1973 12 12(1974)

1973. 1. 17 62  900(1974 )

1974. 2. 23 49  1,500(1974) MBC 6

1977. 4. 15  

1979. 5.1

1980. 2. 10

1980. 4. 14
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A b s t r a c t

A Study of Oral History on the Korean 
Advertising Agencies’ Formation Process 

Kim, Byoung Hee
Ph.D., Associate Professor, Dept. of Advertising and PR, Seowon University

Yoon, Tae-Il
Ph.D., Associate Professor, School of Communication, Hallym University

The current study aims to analyze historical experiences of senior advertising 

professionals in the development of modern advertising agencies in Korea through 

oral history method. The results indicate that the drive force to build the advertising 

planning division in the Hapdong News Agency, the first modern advertising agency, 

was to overcome the problems of deficit operation, and that Manbosa sets up the 

agency compensation system. In addition, the current study reveals noticeable 

findings regarding the so-called Troika Era of Advertising Agencies. The advertising 

planning division of Hapdong News Agency prepared the road for the authentic 

advertising agency by setting independent accounting systems, Cheil Communication 

derived greate benefits from existing minor agencies as well as Samsung Group, and 

Yonhap was first started as a media buying company for MBC and later developed into 

a total advertising agency. These results are expected to shed lights on the behind 

history in the era of modern advertising agencies’ formation process.

K E Y  W O R D S Oral history Formation of Korean advertising agency Korean 

advertising history


