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<Abstract>

Objectives: The purpose of this study is to analyze contents of beer advertisements in Korea. Research has suggested the influence of
alcohol advertisements on viewer’s drinking behavior, attitude, and expectancies. Korea’s policy on alcohol advertising relies on limited
government regulation and self regulation among alcohol industries. This study is expected to lay a foundation for further discussion on
regulating alcohol advertising in Korea. Methods: A total of 81 beer advertisements broadcasted between 2008 and 2011 were analyzed.
The contents were categorized into themes (22 themes were used), models, and presentation techniques. Results: The themes most
frequently appeared in beer advertisements were quality (66.7%), relaxation (44%), camaraderie (41%), and individuality (39.5%),
respectively. Analysis of models revealed that most advertisements had more than three models (64.2%), and most of them were in their
20s (68%). As much as 82% of advertisements used celebrity models. Analysis on presentation techniques showed that 91.4% displayed
drinking scenes, and 27% displayed gulping down the whole bottle or the glass. Finally, about 10% of ads showed drinking in hazardous
situations such as during water sports. Conclusion: The results of the study reflect the minimal regulation of alcohol advertising in Korea.
The need for joint effort by legislators, researchers, alcohol industries, and advertising agencies is discussed in order to establish healthier

drinking environment.
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<Table 1> Number of beer advertisements by brand name
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Themes

Definitions3)

Reward

Reward yourself because you are worth it. You deserve the best.

Relaxation
you relax.

Drinking after work or play, and change in state with the product. The suggestion that this product will help

Success, Celebration

Success in a competition, at workplace, or special occasions. Personal achievement.

Individuality Be unique. The product is for those with character, not for everybody.
Information Reference to calorie, price, brewing process, or ingredients. Differ from similar products.
Quality Reference to the quality of the product. Use of subjective and complimentary adjectives to explain the product.

Sexual connotations

References suggesting sexual encounter. Discreet, tempting motions. Provocative gesture.

Camaraderie

Partying with people, a get-together. Alcohol as group-bonding or social lubricant.

Friendship

Share with your close friends. Suggesting that you share the product with close friends.

Physical activity

Portrayal of models in sports or strenuous activity. Presence of sports equipment.

Love and romance

Using the word love, or drawing of heart. Symbols of love. Long-term relationship, romance.

Special occasions, Holiday

Birthday, anniversaries, holidays and celebration of events (aside from achievement)

Look cool

Intention to look cool by using the product. Reference to the expression “cool”

Impress others Impress others with

. Serve the best to impress others.

Hedonism

You only live once. Please yourself.

Humor

Cartoons, jokes. Intention to make you laugh.

3) Definitions of each theme is based on Finn & Strickland (1982)
and discussion among three authors.
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<Table 3> Frequency of occurrence of themes in beer

advertisements
(N=81)
Theme N % Intercoder Reliability
Reward 1 1.2 1.00
Relaxation 36 44.4 .81
Success, Celebration 7 8.6 1.00
Individuality 32 39.5 .81
Information 30 37.0 .98
Quality 54 66.7 91
Sexual connotations 11 13.6 93
Camaraderie 33 40.7 1
Friendship 28 34.6 .89
Physical activity 13 16.0 .80
Love and romance 22 272 .90
Special occasions, Holiday 3 37 .90
Look cool 11 13.6 .81
Impress others 15 18.5 1
Hedonism 28 34.6 .65
Humor 4 49 58
2. 3024
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<Table 4> Frequency of occurrence of human-model
variables in beer advertisements

H1
=
o

g,
X
N
ol
fd
=
ofo
o
2
=
=
o
i)
(o
ul

Ir
N
=2
=
O
M
1%
i
:;1
rr
N
=
S
[¢’]
wn

Vv
o
e
kv
Loy
[Nyac)
>

2]

o0
x
i)
O
=
s
o
32
T K
—ﬂ‘_l}i
qr o
2
RBlO1B n® Ry
iy,
ol

o (IF

o
=)
>
rr -
o
%0,
u)
rir
o
o

I
o

~J

S

=

N

)

o

N2

o o
o rH Ell

e 3

tlo _IlZi
b o

AFATHIL4%).

o
—
<
AN ofn o
[

o Tt
1 o
IS

o
b
Wy o

N o
© 5
xi_l,
oo
2
Bl
b

i
re
i
of
ol
rr
o
=
o
nf
N
rr N
ok
X

i
o
ul\-)
[}
2
t#
o
ol
ki
4 Lo
[\)
3
<
=
o, 2
r e
oo
o =

L)
o
n U
O_O>L', r
%0,
32
g‘ p—
o:a 2
R+ 3o
=2
2 E% e
© e
Y
= rj>i r
fr o
‘D‘l UIO l‘ll’
ot
fol
_El
e i
T >

e AFshe B3kE P g,

<Table 5> Frequency of occurrence of techniques of
presentation used in beer advertisements

(N=81)

Techniques of presentation N %  Intercoder Reliability

(N=81)
Model characteristics N % Intercoder Reliability
Gender
Male 76 938 1.00
Female 64 79.0 0.92

Number of drinking characters

1 8 9.9 0.77
2 16 19.8 0.93
3 and more 52 64.2 0.92

Age of primary model

20s 55 679 0.76
30s 41 50.6 0.80
40s and over 12 14.8 1.00
Celebrity 66 81.5 0.94

Product name 80 988 1.00
Scenes
Drinking beer 74 914 1.00
Finishing the glass or bottle 22 272 0.84
Food pictured 15 309 0.89

Sound effects

Opening the bottle/can 38 469 0.71
Pouring beer into glass 43 531 0.80
Clinking glasses or bottles 18 222 0.86
Gulping sound 37 457 0.95
Place
Club 15 185 0.86
Restaurant 3 3.7 0.74
Bar 17 210 0.85
Home 9 11.1 0.95
Public outdoors (park, etc.) 24  29.6 0.78
Workplace 4 49 0.86

Drinking in hazardous situation 8 9.9 1.00




54 (REIERRSESE $£208 H258

Faol wiAoR ALE FAE BN A9, 33da UES F2 g2u 9o, AgH dFo 5F5 FA
7F 7V ol Fael] vERE, ok 30% AETF ofu A, 9 $A ] AR T olE g A FA N, 1%
A7t Y TS AR 3t AT o= AS FE g8l fv, FE, 248 54 T e FE e
&2 275 BHOE fAske 497 gtk sHARE v v vl TVER3AL A2 3K (Finn & Strickland, 1982)2F
e 384 w70 el vl S8 HWog E3| W Aol 71 A, 5 F(conformity) 5] HE-S FE X
oA ko] doju} FARANA 78S FA o F  ebe Hepd TVFERE A7 (Pinsky & Silva, 1999)2} B
LolE AEAAE Yo 571 EAE7]E JthKangwon S W FARSE EAL HAth HlF Bl A=
Domin Ilbo, 2012.3.10). o2&t F344E WiFCE €& vt A%k TVFFZLee SHAAN E04, 5 TVEF3a
Ae B35S TS 953 aE U9 82 SFE = 38 FH 345 v 23 i golghs
35 Wgste 202 AT & Utk E OE FEE He EAS U F Utk ol FhA FA tig S4E,
e HlEo)7|& AR 470 9] FaolA AGA F, Aol FRBIWIL =70 dE A WIS 2 gt S5
w79 AR FEEUThE Holth dE S0, dst Y WA WHE| 7hsAdE o)Al k= Skog (1999)9
HE she 2FHe W 54 3RS she 9 & FEAH, 250 tE BG4S HEE AFEHA o EZH
T o] JAoth o] A AR W S EE AY T o7 w75 AU AR AR A= FA A
e WAAE A2 APl 227} ATk ANE 2T F o} T ABH ARIA EREE Y

Fae] 28 F oA to R FAg gL S 4 FY AE A, ARH FRE AT BT FRAGEF
of FFolth B AFolME AP 42 575 AAF HHel| FFE T AE FEIS AFStA glo] Favt
OF 7t 2 F Ue BFUI 24, FE=22 F)olA &9 FHF omA ARt gt & 4 Stk
o] SF2 A3 Hh oF 10%0 Zate Fart YFd A oj¢} g, 1AslehE FA YL 53 Bepd 7
oM 75 FAs v AR FAHJEH, of 18 FASITh o8 g FAlw 2EH 2 G4 71 &S
A ATl HHF o7 Y-S A £ T & 3 w2 AET F 9SS FEI, I LA R
T Aok Zh= 34 A A aTe R go] 7)ol F9

7} a3 Fiolt) =3 A g FAR e AL 0
AT e FAE vE] B2 RlFS AA A= &94A

V. =9| W 9)ze) FuFAe Mad = FL Holgth o]
ztol= ) A3 HAFE(Back et al., 2008; Chae, 2008; Kim

2 A7 FREL AR Bash] A% 7I2AE g Cha, 2008; Lee, 2002; Lee & Cha, 2010)0] A A3k Hl9} 7+
o Agt olE T wFHE dash AW MM F o) 2y FEF 0] HHEHES Po] BeE T Ui E4
Ao wU $94 BFFVE HA e Bl FA, g Hol= Aoz HuEd.

o e 29, Fuel A Aesa gl AW Sl e TvEFRIe Yehte gaRde) 4L
sl W&E4E AT wWebA Eodlde A7 2 Jis oy BF o ne-L Bolw 9, o3 W
& 7Mes S $9 AT et SAS B o) we 2L WIY)L YU} WA vplE Soleke WA
SHAL S FHBI AAAA B2 AR AAL HAA g ddely Yok £FYAE she F 2 FE 37

ot ohpow Pod ProwAe §58 RAST AL, ¥

=
9o 34 AT 203000, Fnrde] Exo] 3

AA, U FY8 WFEe] e 58S Ay,
Feluete] TvelFFae dFo e F344 F4E T2 ) 288t A0y 296 Qs 1S a3 ), o
desta, olgk I a7 FRdFEe] e AEH AEA g3 Avs 3 FEAN EAL dlYsls Ao B
= AT ARARGE AR, 0060 5)F AMNSE £ ognk A Alo] 2AR] ALY YA 2005
WS F AT =T WY Je A B AN g 2010d704 FUje] A, 98w 8280 Aund W
AR §AHA, Aeld, g os 1%s dspIg=



%A THKorea Centers for Discase

Control and Prevention, 2010). o] FR/2] F AH|Fo] YA,

283 @e Fol 430 Arks e ojnlsla, F5%

19 E4o] olef3t T SFAels T gtk A

F23% 5 Qirk 531, 44 359 Aol 1AEH A3

Yool ojs) 22 202 B % A, 30 ws) 4
%‘—_ o A

& Aol Qo] ¢} o4

9] ztol7} frofmlsttte A2 A7 A=l (Christie-Mizell

& Peralta, 2009), o|= o3 &FE &
3,

Z o|FoAL S & 7 3
ZAol Fa7} 7losta okl E < Utk
F3 Furdel Az 2ol 30t L F& oF
9] o] GA Y LI AHIEA S HHYT FoE
Hold), o]d & 3 & 2ol #3d AL v 3
J_oﬂ M= 318 4= UTh(Finn & Strickland, 1982). 58 A
& B AN FUY FRFaY 2l Fojls Ao lo]HA]
10ﬂ19‘r 2009 ME=7) =3 B WE B3 e of

o]& 7H(©1%7I(MAX #1L), HJW(HITE 3%1L), 2PM(CASS
F1) 5)7F A, ol FRBVE B e A
< 3 B o AH SFAToE EREE Hadd
7k

o
26.7%°13L, FREE(EVNEE BAFE Favt 97,
v 57333 (Finn & Strickland, 1982)<} H] 23}

KN
AE B 914%, FREF EA 98.8%R = F

W 2

>
fd
2 orlo o o oX W mo 2 ¥ rFf = 2 rff 4N 2o o

+THAE AR AR ATk WFORE o] Fof

5 ¢ F ot dYud gFgae) S &
W3 B, Wl tid B, S v Aol S
P Xt Chung (2006)9] A2 3= W37}t F7%4
Bt} 539l i AHS o go] BEARIAL e
S HFE Ao RE £ 4 e, oA 2 Favt

of do r

rE. _ll.] oot N

E E]"I‘—L /~ ]oﬂ =2 —‘%Lr]oﬂ
&= 2o ola|d 4 Ytk ol SFAH Y A=
SFAANANE YepIEY, £7]8 OAY, £ e

e AF &4t &8, S78%00A He RS vt
Ae 28 5ol s BAEL = &
ojololl = FHYHAN = I, T3 AAHL I

5
& AHo] 4gs TFHT YEH, & MSE FEE
5, SHEE9 e §FAY, 2E2 PN §F 5
ST AA Y SFAIIE BASHE FI7} ek
£4¢ noln Yt &, Fh FRBLY W§A 4L
HeG FRAE T 3RS Agelutt 7R
347 oA ANSHE TS T g A0 A
@ % o
ol &FALIN T T oln|A R FAs)
vy, BEPES B AT 5 A, FRAES B
g o] 278 23 P10 EHE Holw Yk £ ¢
ol BHATHE S0 FRPL FAGDG e g9l
HojFE 02 FRYA JTAL AatAAY) A
ke 4BE FTSE 124} B 5 USS HAD
3

&3E Ao A gel= ExEe= FRFLY] Ao tiBabor
et al,, 2010; Chun et al., 2009; Kim, 2003). W2}A £ Lo
AMe SAA B4 ol 2 T, WEEA 2H4E E
2 FRFY FAAD BgS g AAdS v 2ol
stazk gheh A4, HIFE I 5E F7Y oA E 4l
= T v Farel gig %11]7} %30}3} B AT A=
3

z4 7},1‘%_9}

A AR A2

;0

%N
B
o
=
rir
B
R
ﬁN_‘
l
gh
2
T
ox 30 i I
8 o m

b
N
N

l-«O

(o3
-
=2
9‘£
=
o s

o o‘:o
QL
bl
I _11N
ofr
X
i)
X
-
oz
o
=2
N

ol
e
)
i)
o
c
i
2
e
4
o
rr
o
o2
ot
N

R ® g
H oE
i ol

& £ W b

rlo > e

=

%ErQLm ot
E:‘Jé i)
loiﬁ 2
O ) ==

o = o
m‘r‘miv

WS W
PR iy
e R
l"-?Léjg o%
2iazs
rﬁmmﬁﬁ
é—qnfgrlr%’r}mm

KU

Hota
[ o 3o qrogp 8 o
RN o 2 oy > Ko

ot O}AlJ fui
FIF

e
fo
X
o
v
e,
=0
o
2
fiu)
r
o
o
o



56 REHBEIRRSESE £208 H258

ARA o] $EHs) st RS AT Ao
4 % —a—Molu} 0]% exal7} Baehs Uslo] da
KR

Ho| FA(ERE AH)d o= A

o o

A& 91%14 Jo]d 8§ ]o]7]
Q 0le] 9L} uj
A A oA gt ol = %%%ﬂoﬂ SRt W
2000(Z-8 201 2 Koyt A3t 10t

= OPOIE 7 defRlo] A
HBo|t} ¢43E F7 gdo)
S I FaE NoEo g 1A
A 2 73] 3Tk Stubblefield
WA o] whe} AL Es}ke}
ﬂ Bl Yol it 7= 2
o] Hth. webA HEsta 5
Fao]| Aade FESHA Ha, &
S & 754 S =olA Al FTHHester & Miller, 1995).
% FHFel Tk Rdld A

rlo
i
rr,
o
re -
ot
o,
[
=

[ox
32

(
T

X
flo =
T
=

I

k)
o
N
S
rLL|J

ox Borr B
o L
=2
X
of2
o
LA
30,
rir
oﬁ

=

B
ri
o
frtl
N

ol
S

-

=
[\

Bloox
rlr

&
©

1ng 004).

o =

P4y
1
o

tlo
ind
ol
P
rr
B %

1

N
=

—\N o, OI:O m
ﬂOL

=4

AC)

1o

(o]

VT o rlo

oot rlr & rlo

T é_(l:t 09(-.;'4, Oﬁ
o o oXx

" 3

% e

ek i"L

2

3
c 2%
4 o
rok
rr
Kt
N
ey
f‘ﬂ
QL
o

=

oo

rl

o> =

ol brt

s o
offl
B
rL
:;l,
[Rs
i
i,

o oE
2
=
x
fo
_ﬁ
F“#
=
2
lo

2
12
o
v
A
rg,
[
N
N,
ojN
2
g
>
o2
T
Ry
=
N

[\]
ot
o
o
R
~
AN

2} v QIE EE

rl

X oo off
© 1 lo ot B f

o
-

o du ret rfr rot

=2

=
::", .
H

>~

ol

ol

!

]

rr

=

]

fl ot
=
lo
of
o2t d
L)
o
=
B W
_O|L
3
e o
N rlo rlr
il )

rT‘
lo
2 do &

o
ok
)

1

o
=]
=
=]
—_

of B
ot >
a=)

and Liquor Industry Association, 2010)-> 7§/\L4 Oﬂ
A= FR3ad tsl £ o gt A2 s
o), A2z 18 A2de A, AA, 7 AL Hi]
28 A4d 9] Hlg, HE ] A3 A BAL 33 A
F5 BABIAY tidE 5oz A A+
Atk AT o]l A&t VIEE FFHF

A= Wee 9L AL, HadEo]
o] Rdlg FAstL Qitke 7184
= Aoen) mebA At e
FrHolor &

rlr H
zo Mo
(e

23]
e

(o
dob
o rL

O
lﬂ it
N
N

m

>
>

}

MM o o By oat Lo

o
Y
o =
N,

1

¢
ook
2

r2

A, AgtAle] Z3E 7 o 3avt o)
F4L 1P| obgd Ao 9T & 3
W&o A Agho] o] Fojxjof gt
AR, TS G, BAL T sk= vgo] Ao
of gt} & Aol Uehd FRELY| 8 54 T shue
F7F LBAEAA SFYAE BARSHE B LE o]l
= Aotk o= FRFaet AH AeqtAl e FE W&
o2 BARIAY A= B E AR
TS B AACIA O 524
Ate S g | B W 55

AA W-gol Aol Zekwojof .

N

oot
rr
g I
e of

Al

—1> SN

e
2
ot
2
fuf ru
ot |
—u

rox
4
ol
=
=
2
ol
2
lo
4
ol
K
&

. e
-
e
ko
o
2L ot
2
>

offl
of
ox
=)
N
ot
k1
i
rot
ot
o)
o
N
=
o ok
r U
o
AC)
¥ O orfe

R
N
AN

oo O R af

o g1

32 of

tlo rlr = =
o

ol
>=1:|“
o
Lo
tlo
fo
o
N
P
>
il
>
ol
2
N,
2
o
2!
o 2 N

oA oj7} glek, olo] FF AT ol
WO 2 4R FIFEAE] Bao] o9
23 ol2)§ N e-50] YA, A} 250 YL v
A% AZok 311, o) F wiEow ETAR

ol FAHY A0 g % glofol

£l
)

N

e
olo
ol
ok
rir
N

oo
-t

2 Lo

1

o

2o &

v
Fé‘ﬂ
:4_
o
mlo
o
J
g%
H
N
=
ol
oy
¢
2
ol
fol
K
Al
™
ot

o 4

X0 b

o rl
hinz2
o
it}
¥
S
N
s

[ged

U
x

oAz H

>
o
o
i
o
Y
)
oo
=2
N
rE
i o
N
i
ind
ey
=2
H
ot
rd
L ol
do > rlo
%

=
2
o
K
i
rr
[
s
=2
2
o
fd
s
N
ofN
=2
=
ot
N
3
ofd
K

2 d7e TVuHxﬂoﬂ P AFFu FAste], 2

A wjA Y} DA FFe Fu EANS AA

HA= AFR xﬂdo}oq el Fag 1aA) £

A= ATAL 711 Yt ), BT ABE o
2 24 Tk l QoA 2

UERs=T, o=

o] &4k} Ao zuzs—}y

-lN
2 6
o
&
N
i
=
1z FIF ()

2
=
oz



&
ol
x

9 R PP R AR
Sk A, & ATE ARAY 27
{13}l Finn & Strickland (1982)2] A7& 7]
g, ol& -‘424 "J“—L_ =48 Hhdst= IH%% A

1—4
£
oo
fr
Py
‘2
1
frtt

< ¥

Atkin, C. K., & Block, M. (1981). Content and effects of alcohol
advertising. Report no. PB-82-123142. Washington, DC: Bureau
of Tobacco, Alcohol, and Firearms.

Atkin, C. K., Hocking, J., & Block, M. (1984). Teenage drinking: Does
advertising make a difference? Journal of Communication,
34(2), 157-167.

Atkin, C. K., Neuendorf, K., & McDermott, S. (1983). The role of
alcohol advertising in excessive and hazardous drinking. Journal
of Drug Education, 13(4), 313-325.

Austin, E. W., & Hust, S. J. T. (2005). Targeting adolescents? The
content and frequency of alcoholic nonalcoholic beverage ads
in magazine and video formats November 1999-April 2000.
Journal of Health Communication: International Perspectives,

10(8), 769-785.

Babor, T., Caetano, R., Casswell, S., Edwards, G., Giesbrecht, N.,
Graham. K., Grube, J., . . . Rossow, L. (2010). Alcohol: No
ordinary commodity. New York, NY: Oxford University Press.

Back, S. G., Bong, M. S., & Park, J. A. (2008). Erotic representation
and its meaning in the Korean internet advertisements: A
semiotic approach on the ‘Mild-Soju’ advertisements. The
Korean Journal of Advertising and Public Relations, 10(3),
122-162.

Beccaria, F. (2001). Italian alcohol advertising: a qualitative content
analysis, Contemporary Drug Problems, 28(Fall), 391-414.

Chae, B. R. (2008). The influence of physical attractiveness on
advertising effect (Unpublished master’s thesis). Hong-lk
University, Korea.

Christie-Mizell, C. A., & Peralta, R. L. (2009). The gender gap in
alcohol consumption during late adolescence and young adult
roles. Journal of Health & Social Behavior, 50, 410-426.

Cho, S. G., & Kim, H. S. (2009). Alcohol advertising self-regulation
study. Seoul, Korea: Korea Alcohol Research Center.

Chun, S. S., Percoheles, G., & Kim, J. R. (2008). The influence of

mass media entertainment on drinking., Jouwrnal of Korean
Alcohol Science, 9(2), 1-12.

Chun, S. S., Son, E. L., Yoo, J. H.,, Welch, M., Reid, E., Yoon, S. M.,

. Percoheles, G. (2009). Strategies for the National Alcohol

Control  Policy. Seoul, Korea: Korea Health Promotion
Foundation.

Chung, K. H. (2006). A study of the influences of drinking scenes in
television beer advertising on the consumer. The Korean
Journal of Advertising and Public Relations, 8(1), 187-218.

Ellickson, P. L., Collins, R. L., Hambarsoomians, K., & McCafftey,
D. F. (2005). Does alcohol advertising promote adolescent
drinking? Results from a longitudinal assessment. Addiction,
100, 235-246.

Finn, T. A., & Strickland D. E. (1982). A content analysis of beverage
alcohol advertising: II. Television advertising. Journal of
Studies on Alcohol, 43(9). 964-989.

Fleming, K., Thorson, E., & Atkin, C. K. (2004). Alcohol advertising
exposure and perceptions: Links with alcohol expectancies and
intentions to drink or drinking in underage youth and young
adults. Journal of Health Communication, 9, 3-29.

Gordon, R., Hastings, G., & Moodie, C. (2010). Alcohol marketing and
young people’s drinking: What the evidence base suggests for
policy? Journal of Public Affairs, 10, 88-101.

Grube, J. W., & Waiters, E. (2005). Alcohol in the media: Content and
effects on drinking beliefs and behaviors among youth.
Adolescent Medicine Clinic, 16, 327-343.

Grube, J. W., & Wallack, L. (1994). Television beer advertising and
drinking knowledge, beliefs, and intentions among schoolchildren.
American Journal of Public Health, 84, 254-259.

Hester, R, K., & Miller, W. R. (1995). Handbook of alcoholism
treatment approaches : Effective alternatives. Boston, MA: Allyn
and Bacon.

Hastings, G., Anderson, S., Cooke, E., & Gordon, R. (2005). Alcohol
marketing and young peoples’ drinking: A review of the
research. Journal of Public Health Policy, 26, 296-311.

Jeon, C. H., & Kim, J. E. (1996). Television beverage advertising and
drinking knowledge and intentions among schoolchildren.
Korean Journal of Youth Studies, 3(1), 1-20.

Jernigan, D. H. & O’Hara, J. (2004). Alcohol advertising and promotion,
background papers. In National Research Council Institute of
Medicine (Eds.), Reducing Underage Drinking: A collective
responsibility (pp. 597-624). Washington, DC: The National
Academies Press.

Jones, S. C., & Donovan, R. J. (2002). Self-regulation of alcohol
advertising: Is it working for Australia? Journal of Public
Affairs, 2(3), 153-165.

Jones, S. C., & Magee, C. A. (2011). Exposure to alcohol advertising
and alcohol consumption among Australian adolescents. Alcohol
and Alcoholism, 46(5), 630-637.



58 (REMEIRSGESE $£208 H258

Jeong, H. G. (2010). Gender differences in relationship between
exposure to alcohol advertising and drinking behavior among
high school students. (Unpublished master’s thesis). Inje Institute
of Advanced Studies, Korea.

Kim, Y. J. (2012, March 10). Need for better travel culture. Promotion
targeting Gyung-Chun Express travelers. Kangwon Domin Ilbo.
Retrieved from http://www.kado.net/news/articleView.html?idxno
=504541

Kim, G. K. (2003). A review of socioeconomic measures to control
alcohol consumption and alcohol-related problems. Journal of
Korean Alcohol Science, 4(1), 5-23.

Kim, G. K., Chang, C. G., Kim, J. M., Lee, S. M., & Jeong, H. K.
(2008). 4 study of drinking promoting alcohol advertisement
and environment. Seoul, Korea: Korea Public Health Association.

Kim, S. H.,, & Cha, T. H. (2008). A study on sex appeal advertising
expressed in print media. Journal of Korean Society of
Communication Design, 15, 35-46.

Korea Centers for Disease Control and Prevention. (2010). The Fifth
Korea National Health and Nutrition Examination Survey
(KNHANES V-1). Seoul, Korea: Author.

Korea Public Health Association (KPHA). (2011). 2010 alcohol beverage
monitoring report. Seoul, Korea: Author.

Korean Alcohol and Liquor Industry Association (KALIA). (2010).
Working together to reduce alcohol related harm. Seoul, Korea:
Author.

Krippendorff, K. (1980). Content analysis: An introduction to its
methodology. Beverly Hills, CA: Sage.

Krippendorff, K. (2011). Computing Krippendorff's alpha-reliability.
Retrieved from http:/repository.upenn.edu/asc_papers/43

Lee, B. I. (2002). Research on nudity expressions in sexually appealing
advertisements: Focused in liquor & cosmetic printing
advertisements (Unpublished master’s thesis). Hong-lk Univertsity,
Korea.

Lee, E. Y., & Kim, H. H. (2009). Fonction discursive et changement
d’image de femme dans la publicit¢ coréenne des produits
alcooliques. French Culture and Art Studies, 27, 1-30.

Lee, J. K., Chung, S. K., & Kim, J. O. (2011). An analysis of Korean
alcohol advertising expenditure. Journal of Korean Alcohol
Science, 12(2), 73-91.

Lee, M. H.,, & Cha, T. H. (2010). A study on appearing in liquor ad
case of sex appeal: Focused on advertising self-regulation, and
sensation issues. Journal of Korean Society of Communication
Design, 29, 153-166.

Linn, S. (2004). Consuming Kids. New York, NY: The New Press.

Mazis, M. B. (1995). Conducting research on nontraditional media in
the marketing of alcoholic beverages. In S. E. Martin (Ed.),
The Effects of Mass Media on the Use and Abuse of Alcohol
(pp- 239-244). NIAAA Research Monograph No. 28, NIH
Publication No. 95-3743, Bethesda, MD: National Institute on

Alcohol Abuse and Alcoholism.

Park, M. S. (1999). A comparative study of advertising creative
strategy and appeals in Korean and Japanese alcohol drink
advertisements. (Unpublished master’s thesis). Hong-Ik University,
Korea.

Park, M. S. (2004). 4 study on dysfunctional aspect of alcoholic
drinks AD-Structure analysis of Korean and Japanese cases
(Unpublished doctoral dissertation). Hong-Ik University, Korea.

Pasch, K. E., Komro, K. A., Perry, C. L., Hearst M. O., & Farbakhsh.
K. (2007). Outdoor alcohol advertising near schools What does
it advertise and how is it related to intentions and use of
alcohol among young adolescents? Journal of Studies on
Alcohol and Drugs, 68, 587-596.

Pinsky, 1., & Silva, M. T. A. (1999). A frequency and content analysis
of alcohol advertising on Brazilian television. Journal of Studies
on Alcohol, 60, 394-399.

Riffe, D., Lacy, S., & Fico, F. G. (1998). Analyzing Media Messages.
Hillsdale, NJ: Lawrence Erlbaum Associates, Inc.

Skog, O. J. (1999). Implication of the distribution theory for drinking
and alcoholism. In D. Piteeman and H. White (Eds.), Society,
Culture, and Drinking Patterns Reexamined (pp. 576-597). New
Brunswick, NJ: Rutgers Center of Alcohol Studies.

Snyder, L. B., Millici, F. F., Slater, M., Sun, H., & Strizhakova, Y.
(2006). Effects of alcohol advertising exposure on drinking
among youth. Archives of Pediatrics & Adolescent Medicine,
160, 18-24.

Stacy, A. W., Wogg, J. B., Unger, J. B,, & Dent, C. W. (2004).
Exposure to televised alcohol ads and subsequent adolescent
alcohol use. American Journal of Health Behavior, 28(6),
498-509.

Strickland, D. E., Finn, T. A., & Lambert, M. D. (1982). A content
analysis of beverage alcohol advertising: 1. Magazine advertising.
Journal of Studies on Alcohol, 43(7), 655-682.

Stubblefield, B. C., & Singh, N. (2004). Studying influences of
underage drinking in the United States: A content analytic study
of alcohol advertisements in popular magazines. Journal of
Academic Business Economics, 4, 77-81.

Tak, J. Y. (2002). A study on the effects of television alcoholic
beverage advertising on consumers’ social behaviors: Focusing
on priming effects. The Korean Journal of Advertising, 13(1),
153-181.

Voas, R. B., & Fell, J. C. (2010). Preventing alcohol-related problems
through health policy research. Alcohol Research & Health,
33, 18-28.

World Health Organization Department of Mental Health and Substance
Abuse. (2004). Global status report: alcohol policy. Geneva,
Switzerland: World Health Organization (WHO).




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /KOR <FEFFd5a5c0c1b41c0020c778c1c40020d488c9c8c7440020c5bbae300020c704d5740020ace0d574c0c1b3c4c7580020c774bbf8c9c0b97c0020c0acc6a9d558c5ec00200050004400460020bb38c11cb97c0020b9ccb4e4b824ba740020c7740020c124c815c7440020c0acc6a9d558c2edc2dcc624002e0020c7740020c124c815c7440020c0acc6a9d558c5ec0020b9ccb4e000200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /CHS <FEFF4f7f75288fd94e9b8bbe7f6e521b5efa76840020005000440046002065876863ff0c5c065305542b66f49ad8768456fe50cf52068fa87387ff0c4ee563d09ad8625353708d2891cf30028be5002000500044004600206587686353ef4ee54f7f752800200020004100630072006f00620061007400204e0e002000520065006100640065007200200035002e00300020548c66f49ad87248672c62535f003002>
    /CHT <FEFF4f7f752890194e9b8a2d5b9a5efa7acb76840020005000440046002065874ef65305542b8f039ad876845f7150cf89e367905ea6ff0c4fbf65bc63d066075217537054c18cea3002005000440046002065874ef653ef4ee54f7f75280020004100630072006f0062006100740020548c002000520065006100640065007200200035002e0030002053ca66f465b07248672c4f86958b555f3002>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


