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Abstract This paper makes a comparative analysis of themes, appeals, and aims of TV public service
advertisements through 927 advertisements from China and South Korea. The study found that there is an
obvious difference between China and Korea TV public service advertisements : (1) China TV public service
advertisements pay more attention to public morals, while advertisements of South Korea focus on national
fusion ; (2) In the way of appeal, different from China's rational demands, South Korea is based on
emotional appeals : (3) The aim of Chinese public service advertisements is for public but South Korea's
target is for individuals. Thus, although both China and South Korea are Asian countries, their TV public
service advertisements are obvious different. So it is necessary to analyze different situations of the two
countries when China and South Korea focus on the same theme of publicity.

Key words : TV Public service advertisement, advertising topics, advertising appeals, advertising purpose
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Table 2. Comparison of TV Public Advertisements by Topic
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