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A legal approach and interpretation of article typed advertisements
of online sport media as exaggerated advertisements
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Abstract The purpose of this research, paying attention on the exaggerated advertisements on online sport
media, was to investigate the illegality of the article typed advertisement of online sport media. The results of
this research were as follows; First, the article typed advertisements are the assets of the media company as
other articles or advertisements. Second, the persons of capacity to act are defined with sport online media,
advertiser and customers. Third, the exaggerated advertisements of the sport online media and advertiser are
regulated by Korean legal system. Fourth, when victims occurred, the rights of claim for damages could be
activated based on the article 750 of the Korean Civil Law. Fifth, the liability for damages may be imposed
by Korean Civil Law to the sport online media restrictively.

Key Words : Online Media, Article typed advertisements, False advertisements, Exaggerated Advertisement, Legal

Approach

Received 31 March 2016, Revised 29 April 2016 © The Society of Digital Policy & Management. All rights

Accepted 20 May 2016, Published 28 May 2016 reserved. This is an open-access article distributed under the

Corresponding Author: Ho-Young Hwhag terms of the Creative Commons Attribution Non-Commercial

(Kong National University) License (http://creativecommons.org/licenses/by-nc/3.0), which

Email: hyhwang @kongju.ac.kr permits unrestricted non-commercial use, distribution, and
reproduction in any medium, provided the original work is

ISSN: 1738-1916 properly cited.

Journal of Digital Convergence | 391



SRl 7IA G s19] B - aPegaes o] WEA At e

1. A&

1.1 A5¢] 284

St ddiabglol A A& A= shuke] A 7
Aotk AEANE 24 A ES Fvlsts AS 7Nk
2 et £8ES Bl A Utk EE A9
TotE wEstal A& A AL e WA
A&, AEgol AT thddt ARE ATt A
oJtH1]. A& wiAe] ALE A AEg FE A} =2 A
Eo] ARE 538 H=d), o] FolA AZ uf|o]
gk A=7F gk

Fael AR A= s BAS FAsta g
o} AR WA= Faol Al 2lElE B Fa anE, 7
e g ARANA ek FanlE Al A
EAbe} Fake] B9 Y] Fae A& IR
B35 QEFE T WA At A& wiAlE FRe] AlF
e Faol A Fojstar, Fae A2ZuA ] Al
gt ARE ATt oY Fal= AR wjA o AL A
Aeks Fsta drH2l

OlE|Yl 7]<ro] M o 9 alol AR A (Fo] Al
w)o] w43 FAEATHIL. o]= ARALA F 714 4
AL Fasielnh exell Ao Aig Frel 2
A Ao e] mAolt) o] F 2l AFE AH =
o =& 2t v]g-2 Fael W= AR wjH ko] #A
g ds Fag) ek v uies B8 4% oS
FEohe AAEY g 289l 7|AR= §lT 7|Ake] &
g8 B8 3] & &8, 1 23] 57 FaFEAA
ojdstE T8 Frte] Y| wiolth et HES
2 olgjgt A&y Fao] FANA Fi 2 A&
sgatel] sk AAA ofFo] Alsirhal A AHstSATH4lL =
W el A 3~4709) dAEe] Tkl glo
o, E AZWAE B3 Fart F9) T g E
A= A4 foHb]. A AR FolFze FaE
AjA el 91xel otk 2008 FHABZL TG ZAL
2 QlH = 628%% Fa7t 2|8t

Zoltt. wEbA Bl thE A s FHely] s
JAHA

A AF Aol 1A TAAE 5 AT A
F9 el gl PEE A7 e Aot

Q% B FA SolA AT Al $u 9

o vz 1A Bmolt7] A Bt L1 o

; A

(&
u
ro
=2
X
|
4
>
>
. olo
i
fd
%2,
i
N
>~
2>
ofl
e
]
rir
it
2L

21} 3431 A E8
2 ol Al 714k 28
2o N FgHE
5o} gl BA) AFH9 F7h @

RS AFH BTE AL

KRR

ot 1 2
RO :
rr o
:‘Oo?Ll'UlO
= 8
>‘_\|LrﬁHH‘H
% wx 3o
>~o.>:._{o
>,

S s
— M
Ko

fo rlo
)
O,

P

29
)
4z
2
o, o
£ 2
o X
fr X
2
J =
Nom
2 o
X
o +
o >
o2
ol

24 GRS NEs A 149
@k B4, 391 Pare] S0 mE A
o #9191 3 Fase] 7 AFEE
& A AH At A S T2

ofe Mo Haro] ABH T Utk o|& W EAE
L
|=}

~
o ooff R oob

L

o) 4l

of

i
(2 ooy to wu ta
o
>,

_0|L
)

rlo
e w
¢
T

& #Tgt B4 QR AS} 714l sl At
a8 Q43 Ak A, AAH Ane] e
FAS] Az el Yad el FAROR 44T 5
9 eetel ZIAHES AYH BT ATH AAE
& T gl QT ol Lol AFAle] 2848
2e)7] A% FHom ofggorA 1 Yzl k.

<Table 1> Cases of Editorial Advertisements

No Contents Real ads
1 The reasons why you are not No.l for Lottery... Sports
Lottery
2 Why is 50,000 won in her panty? Stock
3 Eat ‘This’ for Diabetes!!! Medicine
4 We will pay off your credit debts!! Loan
5 ‘How much you can make with a meeting with a Stock
20th married man
6 A 50s woman, she earned 4 million with this.... Estates
7 A college girl, she was got by CCTV for this... Estates
3 Used car? Get it with 48 monthly installment  Used
without any interests Car
9 820% earning? How could it possible... Stock
10 Unconstrained loan for ordinaries... Loan
11 A sex scene of young actress with this... Medicine
12 “Nanumi”, low rates loan for you... Loan

13 How did I make the governemt pay off my debts..  Loan
EUEe 99 B0 18 A9eae,
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