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<Abstract>

Objectives : This study describes the current state of medical advertisement and quality of
advertisement execution according to the different departments based on 2-year case study of actual
medical advertisements which were published in newspapers. Additionally, this paper provides data
which will help in the efficient planning of medical advertisements. Methods : This study was based
on medical advertisements that were in local newspapers, etc. from January 1, 2012 to December 31,
2013. The data were collected from September 20, 2014 to November 2, 2014 (44 days). A total of 4,991
data points were acquired from newspapers supplied by the Busan Public Library directly to the
researcher. Results : According to the major findings of this study, the services of clinics had more
medical advertisements than that of hospitals. Urology was the most advertised service of clinics while
orthopedics and neurosurgery were the most advertised services of hospitals. Conclusions : In the
study, the characteristics for the technical advertising factor was evident according to the type of

examinations. Some types of examinations showed definite differences compared to other examinations.
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<Table 1> General Characteristics by Different Types of Medical Institutions
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[Unit: N (%)]

The type of medical institution
Variable Clinic level Hospital level 7(p)
(n=4,172) (n=819)
Network 2,189(52.5) 205(25.0) 206.507
Presence of network ’
Non—network 1,983(47.5) 614(75.0) (.000)
. Metropolitan area 1,829(43.8) 307(37.4) 11.294
Location
Non—metropolitan area 2,343(56.2) 512(62.6) (.000)
Oriental medicine 889(21.3) 43( 5.3)
Orthopedics-General surgery -Neurosurgery 171( 4.0) 585(71.4)
Plastic surgery-Dermatology 302( 7.2) 2( 0.5) 3097 622
Department .
Urology 2,690(64.4) 23( 2.3) (.000)
Dentistry 83( 2.1) 17( 2.3)
Others 37( 1.0) 149(18.2)

<Table 2> Characteristics of Medical Advertisements per Medical Department

[Unit: N (%)]

The type of medical institution

Variable Clinic level Hospital level 2%(p)
(n=4,172) (n=819)
None 1,129(27.1) 216(26.4)
Professional 1,284(30.8) 411(50.2) 258 441
Ad. model . (
Typical consumer 1,275(35.3) 136(16.6) (.000)
Celebrity 284( 6.8) 56( 6.8)
1st quarter 1,079(25.9) 149(18.2)
Period of press end quarter 1,142(27.4) 194(23.7) 39.855
P 3rd quarter 961(23.0) 218(26.7) (.000)
4th quarter 990(23.7) 257(31.4)
, Metropolitan newspaper 1,405(33.7) 342(41.8) 19.652
Kind of press (.000)
Sports newspaper & Others 2,767(66.3) 477(58.2) :
Overall 1,284(30.8) 650(79.4)
Section of press Business 344( 8.2) 21( 2.6) 1190.435
P Health 94( 2.3) 133(16.2) (.000)
Sports 2,450(58.7) 15( 1.8)
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A9BE 3871(27.9%), BB FEFH= 1
(29.1%), Hlx7]F= 2871(281%), A= 2

-
Rl

(39.2%), 7IEb= 4871(325%)7F | =4 UEhgt
(p<001). FAAFZANH T FUA(76.6%),
Aot AAdHde FYA(829%), B
AR FYA(601%), Hsr)HdeE AEZA
gl 71eK92.8%), AT TUA(69.6%), 7B 2=
xz2 9 7]eN878%)7t H B & AAYH
(p<001). BFAAAHANA L FLH(76.2%),
AR e FHHEE29%), B

o
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87.0%), A= A2WUE33%), 7EHE W
(87.8%)°] T =AI YEFSTHp<.001)<Table 3>.

<Table 3> Characteristics of Medical Advertisements by Different Types of Medical Departments [Unit: N (%)]

Department
Orthopedics Plastic
; QOriental ‘General surgery:
Variable " surgery oery Urology Dentisty ~ Others 72(p)
medicine Dermato— B - ~
~ ‘Neuro (n=2,707) (n=102) (n=188)
(n=932) logy
surgery (n=306)
(n=756)
None 107(11.5) 151(20.0) 8(2.6) 1,011(37.3) 12(11.8) 56(29.8)

Professional 380(40.8) 481(63.6)
Ad model Typ|ca|
consumer

Celebrity 167(17.9) (
1st quarter 238(25.5) (
Period of  2nd quarter 243(26.1) 193(2
) (
) (

278(29.8) 74( 9.8)

press 3rd quarter 231(24.8
4th quarter 220(23.6

Metropolitan 21/ 766)  449(59.4)

newspaper
Kind of bap
press Sports
newspaper &  218(23.4) 307(40.6)
Others
Overall 710(76.2) 627(82.9)
Section of Business 135(14.5) 16( 2.1)
press Health 19( 2.0) 106(14.0)
Sports 68( 7.3) 7( 1.0)

97(31.7) 645(23.8)  18(17.7) 74(39.4)
1067.855

198(64.7)  936(34.6) 69(67.6)  56(29.8) (.000)

3(1.00  115(43)  3(29) 2( 1.0)
89(29.1)  682(25.2) 34(33.3)  41(21.8)
59(19.3) 762(28.1)  40(39.2)  39(20.7) 60.239
79(25.8)  600(22.2)  12(11.8)  47(25.0) (.000)
79(25.8)  663(24.5)  16(15.7)  61(32.5)

295(96.4) 195( 7.2)  71(69.6) 23(12.2)

2429.946
(.000)

11(3.6) 2,512(92.8) 31(30.4) 165(87.8)

184(60.1)  218( 8.1)  30(29.4)  165(87.8)

84(27.5)  112( 4.1)  13(12.8) 5(2.7) 4002 451

37(12.1) 21(0.8) 34(33.3)  10( 5.3) (.000)
1(0.3) 2,356(87.0)  25(24.5) 8( 4.2)
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<Table 4> Technical Characteristics of Medical Advertisements According to the Medical Department [Unit: N (%)]

Department
Orthopedics:
Oriental General Plastic Denti—
Variable Vedici surgery: surgery: Urology Others 2%2(p)
ledicine . stry _
(=932) Neuro Dermatology ~ (n=2,707) (n=102) (n=188)
surgery (n=306)
(n=756)
Message Rational ~ 910(97.6)  745(98.5)  306(100) 2694(99.5)  22(21.6) 155(82.4) a0 oos
appeal Emotional  22( 2.4) 11( 1.5) 0( 0.0) 13( 0.5)  80(78.4)  33(17.6) (.000)
Massage Posive ~ 458(49.1)  221(29.2)  298(97.4) 2,661(98.3)  69(67.6) 175(93.1) o35 400
framing Negative — 474(50.9)  535(70.8) 8( 2.6) 46(1.7)  33(32.4)  13(6.9) (.000)
Element of 776833)  719(95.1)  199(65.0) 2,697(99.6)  78(76.5)  185(98.4)
contents
Ad. Formative 1000.394
elements oot 5( 0.5) 36( 4.8) 5( 1.6) 0( 0.0) 3(2.9) 2(1.1) (.000)
Complex  151(16.2) 100.1)  102(33.4) 10( 0.4)  21(20.6) 1( 0.5)
. . Head 595(63.9)  535(70.8) (99.0) 2,544(94.0)  99(97.1)  183(97.3) 862 457
ommercial - gogy 142(15.2)  143(18.9) 2(0.7) 37(14)  0(0.0) 0( 0.0) ;
copy (.000)
Complex  195(20.9) 78(10.3) (0.3  126( 4.6) 3(2.9) 5(2.7)
Noise 703(75.4)  623(82.4)  268(87.6) 2,653(98.0)  85(83.3) 138(73.4) 5430
Noise :
Noise—free  229(24.6)  133(17.6)  38(12.4) 54(2.0)  17(16.7)  50(26.6) (.000)
Sidedness of  OneSide  854(70.2)  572(75.7) 3(95.8) 2701(99.8)  24(23.5) 186(98.9) pci 704
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F A5EE e 5Py EA F FIL F A5E w2 5P 7|&ed B F
d FYollA Yudinde A3 HAZA LT At A A ATF(784%)9

e et al[11]7}
1rrular1ty)°]1/} A
Zrete daet o

]

| =4 Jeht o 1835 dE g $A
z o3 i¥°l(p<.000)7} ATk o= A3t
Z Z=9l9o] Exél Adzd 149} 22 17}

=
e

[o o
o

o fo
Tru
o2t
jg
il
l'fU
é_‘.:
L
H‘
r
o]}h
N



The Korean Journal of Health Service Management Vol.10 No.4 (December 2016)

o}l
2
2

J2 WA Zgolrel HlEo] 974%F2
Kim[15]2] F&3 o] A &

THANY et A sE 257

off M ox T Lo
:?1:,'

o2

o

bt

o

o

i}
2
o

G

rr

™ rr
KN
£ o
mg ‘:’Oll ru{o
NG

o %
3R o
- ool

=
4 o e [0 ¥
=L
ok
o
fu
>
o a2

o
1>
lo
frtt

= rg
Kl
=5 g
o =
o&, i
o o
oxl
(s o
poy o
= e
o o n
= >
. o
E 3
TR
ox,
(o
fru
Mz

= du
_\'ﬂ,r_ili

o

=,

H o
(6
2

ot L & orr

0 o

8o
> e o
N
o

°
rr
ol

A,

A2 WA
ol old= 7]EH€}7] Hoe o3 e
=/EEEs ARt FE oA SoR olf
o =74 7hs4ol 7] Wl AARE.
Fuaxe] B4R BE IRFHERAA LA

el 3ol A it AL 8

[ex

o =L

2
8% 3, A O8e fEE 30
aaeke A3 ANV 17 BHE
IS Wl 2 ARITAN A b
g ol UnEel F1E PH RuFEAEL B
2 2 ol o FuE 98 ADA O o8
24T B wEoln, 24 Folx o
LA B SSokE RE3 a9 BER o
SHET 9717 AR AHlgel BAL B 3
£ sst 9] AsAE 08 Ak B

FEAEY FUF B/ Sh3) WSOH ORI,
NI PAR- R

A AW AAeA ] S0 F RIS
& AFH608%) 7 HA &I Hlgo] A yEhd
S F2A B WFdE g8 FAHCE {3t Aol
(p<000)7F AATH thi-E9 JEAFAX= T2
2R 2Fa7%E AHPer Hl XFe vEA
A HNEAE ¢ 2 HEE AT @A

1A
_p
2
>
4»
pass
S

O
g‘
rlr
v
i
2
=l
_’VJ_
o
:i
rlr

HIAIA e Az B Toleke SRc|Ae] Fa

o) Zag Auidital siglon, ol FauFs
& 2Hte FREHE Fol7] YT Weks 1Y
ol $taL % sfurt mAle] 2ol Etv
A FEE olgshe WRolE L YERIT. St
202 Yoo[19E MAE o8Py EHATE A

), 954%°] AFidEol A del=
2379 FAd BEAA AL H

~
>
Y
fo rr

oz o v A48T, oadae) 34 5
o BT} ARG ATARE PS5 AL ROl
o F AFHIE BTN B ATE 92F
B WA F 7P 9Pl 2 ARGuE A7)
yoz sel F AEABY EHS 2AS FF
J871% Fu5Pl Qo FNY + Y ARE
cked oot Qo $F AREE opd



Characteristics of Medical Advertisement according to the Various Departments at Medical Institutions

V. 2& Azspgo] wg) A 54 Aol EAH. ©
Z1ed gisad 549 Aolg MEHOR &
20079 9E2H AA o]F 9B BREL A&A A7t FPHoE EAS W F AEHE
0% B8R Zao Be vE@S )21 9k of mE WA yzs F o Adshl ot
Jdady Fie ARHNOT ozs|H S o T AL, FuAHd HAY AL Al 9l
Fe w7 R A FHAAE oy 3 DANY F oA ARE S 00
23t 2% vide] WAl B2 aPu 3 F ADNE 3RTTA Eo 27lare
A Tl & aaSo] oA HE Z/haA T A8 FY A, B A7 AFHE Fuggd B
AAE NEFTE EF oaFy Fo] 4 o o Agsta 5829 TS AW ¢ 9de A
gejo] At o] B AT 287k A4 Sym  OF EEH
SEVEDIESEL EEREEE SRR
Nk gariBeld FLPeR BET 5 REFERENCES
e AnE AFHA AT B A7)
£ Qorstd oo 2t 1. HK. Byun, BD. Hwang, J.W. Park(2016), The
AR, Foed MAd 9loji gUdFdAE o Effect of Advertising Message Framing and
el WAFgAE g8xs F Furdz A Appeal Preferences by Advertising Planners at
&= H|Fo] =& Ao g ekt Medical Institutes on Medical Advertising, The
4, F AEF}Zo) wE Furd XA Korean Journal of Health Service Management,
, ARl e 2RA, Vol 10(2)2>-34

[o o

AR, B8-S, vl 2ol e
R L E I LE P EE R
Bo 2o A5He AR F2 s ojaslen
Y 0% 3449 Bu4AL R gk Aew
vebsit. '

. YS. Hong(2012), A Study on the Attitudes

toward Hospital Advertising and  their
Relationships ~ with ~ the Brand  Attitudes,
Graduate School, Hongik University, pp.1-301.
SJ. Lee(2009), A Study on the Recognition and
Improvement of the Regulatory Quality of
Medical  Advertisement, Graduate  School,
Kyunghee University, pp.1-84.

MW. Lee(2014), Analysis of Effectiveness by
Change in Medical Law Regulating Medical
Advertisements in the Subway, Graduate School,
Seoul National University, pp.1-35.

S.AA. Won(2003), A Study on Medical
Advertising according to the Different Types of
Media, Graduate School, Yonsei University,
pp.1-102.

YS. Woo(2012), A Study on the Attitudes
toward Hospital ~ Advertising and  their



The Korean Journal of Health Service Management Vol.10 No.4 (December 2016)

Relationships with Brand Attitudes, Graduate
School, Hongik University, pp.1-308.

7. SL Jang(2012), A Study of Effects of Online
Medical Advertising on Attitudes of Hospitals,
Graduate School, Kyunghee University, pp.1-74.

8. B.Y. Park(2007), A Study on the Effect of Sports
Star Advertisement Model on Model Attributes,
Graduate School, Sogang University, pp.1-88.

9. HJ. Lee(2009), A Study on Advertising Effects
by Advertising Model Types and Appeal Types
in Hospital Advertising, Graduate School,
Hongik University, pp.1-82.

10. G.H. Wi(2013), A Study on Advertising Effect
According to Message Appeal and Model Type
of Molding Advertisement, Graduate School,
Konkuk University, pp.1-73.

11. JH. Lee, MH. Kim(2001), Measuring the Effects
of Comparative Advertising, Management and
Economy Review, Vol.20(1);81-94.

12. BK. Cha(1990), The Mediating Role of Attitude
toward Advertisement on Ad Effect, Journal of
communication research, Vol.27(2);36-38.

13. D. Maheswaran, J. Meyers-Levy(1990), The
Influence of Message Framing and Issue
Involvement, Journal of Marketing Research,
Vol.27(3),361-367.

14. AY. Lee, J.L. Aaker(2004), Bringing the Frame
Into Focus: The Influence of Regulatory Fit on
Processing Fluency and Persuasion, Journal of
Personality and Social
Vol.86(2);205-218.

15. Y.E. Kim(2009), The Attributes of The Medical
Centers and the Impact of Message Frames in

Medical Advertisement, Graduate School, Pusan

Psychology,

National University, pp.1-82.

16. T.S. Kim(2009), Study on the Influence of the
Type of the Medical Treatment on the Attitudes
towards the Ads, Graduate School, Hongik

University, pp.1-74.

17. JG. Oh, YS. Kim(2003), A Study on the
Teaching-Learning Methodology for the Reading
TV-Ads, Institute,
Vol.51(2);225-245.

18. S Heo(2010), Impacts of Advertorial of

Newspapers on Consumers’ Purchase Behavior,

Secondary ~ Education

Graduate School, Hongik University, pp.1-99.

19. S.Y. Yoo(2004), A Study by the Medical Media
Analysis, The Journal of Namseoul University,
Vol.10(1);397-428.



