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Table 1 Differences in Drama Advertising and Vignette Advertising

Drama Advertising

Vignette Advertising

Characters

present

present

Presence of problematic situation

presence of one or a few problematic
situations

presence of a variety of problematic
situations

Development of a story

unfolding the story with passage of time

representing one theme in various
situations with repetitions

Relationships with characters

Relationships defined through
conversations among characters

relationships among characteres shown
unclearly

Causality of events

causality of events shown with the
passage of time

due to parallel arrangement of events,
causality shown unclearly
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Table 2 Coding Categories for Public Advertisements with Storytelling Technique

Categories

Expression style 1. Vignette advertising

2. Drama advertising

3. Other

Message construction | 1. Fact based 2. Parodies

3. Creative composition

4. Other

Themes

o Uk WN =

. other

. Natural Environment(environment conservation, energy saving, recycling etc.)

. Social Community(traffic safety, work safety, labopr issues, drugs, etc.)

. Etiquette(public order, internet etiquette, language etiquette etc.)

. Family/Youth(family conversation, family planning, domestic violence, school violence, etc.)
. Economy (national brand, national sentiment, national economy, unification etc.)

—_

. Introducing issues/problems
Roles of characters 9 P

2. Solving issues/problems.
3. Playing barriers to recommended behaviors 4. Beneficiaries of problem solving

5. Other

Frame 1. Positive 2. Negative
Introduction of issues introducing issue situations introducing issue situations
1. arrangement of situation 1. arrangement of situation
. 2. emphasis of situation 2. emphasis of situation
Mid-Process P . o P . o
Plot 3. escalation of situation 3. escalation of situation
Process 4. solution process
1. recommending target behavior 1. positive solution
) 2. achieving goals 2. negative conclusion
Conclusion ) : )
3. solving problem 3. solution pending
4. closing of situation

1. First person narrator
Storytellers

2. Third person omniscient narrator

3. Indirect storytelling through characters 4. Combined(line+narration)
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introducing an issue situation introducing an issue situation

escalating situation repeating situation

o positive solution of problem
achieving goals

<positive frame> <negative frame>

Figure 1 Examples of Negative and Positive Frames
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Table 3 Coder Reliabilities

Category of advertising types

Category of expression style

Category of message construction

0.97 1.0 1.0
Coder Category of themes(messages) Category of roles of characters Category of frames
Reliabilities 0.97 0.86 0.98
Plot of positive frames Plot of negative frames Storytellers

0.95 0.94 0.98
LIS24{e| M2 2EEY] 7S 87t Fodarle] G a4
SYe YNER A ey 2] Gl olF  ofat B9 A9, BAREEE Areldyel B
ojgom, sgof tjgk Al SHS 9lajA AP = EE(C]

5
517] 91511 Holsti 9] Al2| A1 5412 285130
THHong et al., 2011), HA] Alg|E FBAS -3
517] fIslA] cflH] Aol 4] ey ST 2T oA
AA| 1759 9] F3L 55U 5-2EAL(KOBACO)

Atk 7o) HAHE A, 3 o, 74 i,
Sl ofal, B3t malq), B3 Ay, 5
Aol chal 412 3910] A AT AT} AR
= 71740,9, 0,92, 0,930 ey, ol 7}
2o|9KKassarjian, 1977)°] B3 4 Alg|®
0.855 2h= Aoz FEsHA YePgth(Park
& Chung, 2006; Kassatjian, 1977).

A 48919 FAE tFor AEPER 7

3]

2 ol g3t HuE A¥sly] 9ok Hu HEE

2N
D= NN,

(N=311] 7to] AT 759 =,
Ni=A WA =767 298 42 5
No=5 ¥ sd7} Ige G2 5)



Table 4 Expression Style and Construction of Message
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Style category N %

Vignette advertising 93 53.1

Expression Style Drama advertising 82 46.9
Total 175 100.0

Facts based 32 18.3

Parodies 12 6.9

Constuction of Message

Creative stories 131 74.9
Total 175 100.0
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Table 5 Themes of Storytelling Advertisements during 2003~2013

Natural Environment Social Community Etiquette Family/Youth Economy
' . famil national
energy saving tobacco-drug | 19| public order l y‘ I 27
conversation sentiment
env. conservation election 12 | good language family planning national policy | 8
. . . national
recycling neighbor 10 youth issues atona 6
economy
inf i
fire safety traffic safety 7 gas safety nrormation 2
privacy
reduction of . . P
. Lt health-diseases | 7 school violence unification 1
disposable products
. . . . ) domestic .
climate information multi-culturalism | 6 ) agriculture 1
violence
work safety 5 other
Story-telling
advertising temperance 4
disabilities 3
saving 3
equal 3
opportunity
labor 2
corruption 2
sense of 5
community
smart phone 1
addiction
suicide 1
Total
number of 17(9.6%) 88(49.4%) 6(3.4%) 22(12.4%) 45(25.3%)
airing(178)

Table 6 Roles of Characters in Storytelling Advertisements

Roles of Characters N %
Introducing issues/problems 175 42.6
Playing barriers to recommended behaviors 77 18.7
Solving issues/problems 84 20.4
Beneficiaries of problem solving 75 18.2
Total 411 100.0%




Table 7 Positive/Negative Frames by Topics3)
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Positive Negative Total
106(60.6%) 69(39.4%) 175
Natural Environment 11 4 15
Social Community 52 36 88
Etiquette 1 5 6
Family/Youth 1 1M 22
Economy 31 13 44
Table 8 Plot of Positive Frames
N % N %
arrasr;tgijea:r;(i:t of 12 113 recomr;:}?:\jir;gr target 74 69.8
emphasis of situation 61 57.5 achieving goals 15 14.2
Mid-Process escalation of situation 4 3.8 Conclusion solving problem 12 11.3
problem solving 29 27.4 closing of situation 5 4.7
Total 106 100.0 Total 106 100.0
B AT} o)/ EA AAATF1758](42.600) 2 7 /R Zado] fju]dt 2o} s Ao 2 e}
A o] vepton, 1 Fl& ol 2A| AR U AT 2 4(4)=8.775, p=0.67), FA
8431(20.4%), =&Y 5 FAH o) 7t 778] Hg Apdehd, AlssAl, 7P/ A4, BAIAL
(18.7%), olar/wAl a8 a2k 7521(18.2%) <= 3] Fofgarode Aid o= 54 Za 9ol &

B

4 0] 8 G el B
Ao ebisk 218 334 AR 7o
o] 52 ol g3to] Al £ A, FAER

ooz L}EM Hh, Bguuol A 1y o

Qo] ¥ g O vieiiet, o] FEIE
A71A) GO A El BH ANE %S A
ofehe Lol B B WLl A0 B 4 ik

3) (Table 6> 2] ¢ 2003~2013 2] 7]7F B¢ TVE &3
i Aea|dle) 3317t & 1781 Q). (Table 5) 2} (Table

8 0] 7%, 331 2R d s Fart F /i Qe S5
Fol wet A do] | HA AR JL A= F
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Table 9 Plot of Negative Frames

N % N %
arrangement of situation 11 15.9 positive solution 40 58.0
emphasis of situation 38 55.1 negative conclusion 16 232
Mid-Process Conclusion
escalation of situation 20 29.0 solution pending 13 18.8
Total 69 100.0 Total 69 100.0

Table 10 Storytellers of Storytelling Advertisements

N %
First person narrator 31 17.7
Third person omniscient narrator 49 28.0
Indirect storytelling through characters 73 41.7
Combined(line+narration) 22 12.6
Total 175 100.0

203(27.4%), “FBtEol 123)(11.3%), =L L AR 21 S S 082 BAE AAISES
2(53H)7H42)(3.8%) = Ueldth, Fae vpx|ay o, SF Aol M = AR (i) 71 383
Fl Aol A=, =ads A7 7431(69.8%) (55.1%)% 7P Wal, ARa(E5H7t 203
2 7P o] YePtaL, =394 153)(14.2%), (29.0%), wHAEte R Aol 113](15.9%)
A2 128](11.3%), 5= 534. 7%= Yt 0% et duiis 3784 sido] 40
ERtth SHEROlA AR 7 e Ao 3](58.0%) & 7P W2 Alog Ugton, 24

2 s d0] 163](23.2%), ZAIMsH4 133](18.8%)
o). w02 Uepth 54 ZyQlefxe 1 MR

o

¢
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The current study content analyzed 489 public advertisements that employed storytelling
technique during the period of 2003-2013. Based on the type of advertising, 178 ads were
categorized as ads with storytelling technique. The current study examined components of
storytelling technique in public advertisements from 2003 to 2013, vignette advertisement was
more frequently used than drama. Creative storytelling was the most used as a content type.
Indirect narrator was the most frequent used to present the public issue in question. Positively
framed ads were more than negatively framed ones. In positively framed ads, benefactors,
solvers of problems were frequent actors while in negatively framed ads, actors who interfere
with desirable behaviors, problem solvers were more frequent. Regardless of the direction of
frames, repetition of problematic situations was the most frequently shown in proceeding a
plot.
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