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[Abstract]

This study collects 112 webtoon advertisements by Google extended search to reveal the narratives of webtoon in persuasive
communication context. The results of content analysis are as follows. First, product categories are found relatively more in
number such as content and game, cosmetics, public service announcement than other products. Second, the number of webtoon
advertisements has increased these seven years; rather drastic increase is found in 2013. Third, as for the origin, brand webtoon
is the largest number of all types. Fourth, there is a significant difference between public interest products and commercial
products in absurdity advertising number. Commercial products use a variety of genres such as romance, drama, everyday life,

including absurdity, while public interest products focus mainly on everyday life.
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Table 1. Character and Appeal types in Advertising
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Fig. 1. Absurd ad, so-called 'crazy ad' contains illogical
and disordered expressive characteristics. captured
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