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A7 AP 71 T AR T el
BAHQ] GaFe 243 AlelA WA HsAe]
Ak, E5k 7450] 4] AL o] 715 A
18 Zehe 4 9, AL A V1S 2
221 9Ok, 2011).

whebA] h50] 7H) AR S71e) o Aok
o 2 4 Qe olef) FHz 7k AU 419
2 gpt 7H) 748He mAfslop akt), 1 ol
745 A o] A8] FA 02 9] o5 Alo] 3 3
212191 Ake) S-S AASIA 1ol whyE el
o] St A o R Bl7IE] thiolc) A8l
el FhE olehs Feke le} g Fagh 7
7S WAL Qleka 2 4= ok, 715 ot Ay
go dEson nEg gulsszsast g 4
o7} it v (Murdock, 1949)-& 7452 A1)
Moz Qs AH P SASHs Hat

7o) Aol et gt o) o)) Ajuts Eatgek
o

.

TS, HE 1S B - - AE
Sol 71U B4 BAE A AR AT
WPFEARA) Al 4 Yeojeka B

otk 19 o= rtEolvt Ak Aol o
o thfRt 7IERRS A HRlthe

HE=tK(Shin, 2007). ¥Hd HH|AERZA(Levi-
straus, 1971)= 7152 ‘22| o8l FAd =11, F

ot I50] gl ofsl ST A= A
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N
om
=
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El
re
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S golo g HAEE ISHATA] 7159
A= AJAskAL ITKShin, 2007).

AFA o s =7Pd 7159 AolE A, gt

& FReF T50 AER HEE 7EA
ARRIHTe = A o] 59 o] TAIE W o A<l
I Artolr, e Aaof|x] 7)ASIAL FHASh=
SASA BRI Feolw, 1 71Eue] mgg
7= e wIE o= ARt Yoo, Kim &
Kim, 1996). tl=] Z1H2|A] FoIARI(Cambridge
Academic Content Dictionary)ol] 2™, ‘71
o Rm A xR 4 awolw) dea
50 MH o m o]folxl ARS|A ek olztal A
OJshaL Stk 2 7H59] ool thsff ‘e
U2} BAL 2R}, FA 5 EABA R o]Foixl
NETAE 7R AHE AEe) A3 oelet
AL gl Qe 2], 2014).

olo} o], 7152 w7tk FARE A olE e
2 Qlek =7 W 7E] TRl wked] SRS
AT S At 4F E9i(a property-holding
unit) S FoiA 715 o AlAIe 85k T2 o
o2 itk 71 7R e AR R s
olul, A%, AL, A& AL] FA4] 520 oA
A 83 9T skl Q= ZloltiGreenhalgh,
1984; Wang, 2013), T3 7152 E7-9] Q14 ¢

AFel=elol A4t Ak FeiAKactor) ole 7t



2 ol A PR A =57E Aol ol
AL - Bl - AH]E A 2ske A% (institutions)
ojm, thefet AT QL - =77t Wik
Al - SA| - A% - B o] AR A 2pofl T A5k
£ Z-87)Al(mechanism)Z & 4= ItHChio,
2006; Jang, 1993; Wang, 2013), =713} ¢
e ot wAlEo] AAA 3F dete s Q14
H 7Fs/de] Sl
Al olp7h Hl= ARIA FAl= AR, A
A 85 195, w2 A T8 Ak 24 npakl
saEe Fol glrk ABEA 2 ARsEe
|=1 AFE] 2] ZAof] thsl} 2242l sjdao] Tk
o] A4 71 Stell ATkaL AlRFITHLee, 2005).
ol 7IEolgh= At A vt wAlEol
7178 Hhe] AlloflA EEFITh= Aotk wbA =
7L A ol A Al=2]Ql s ARk AR
I EEo] 715 WellA] 22281 sf8S mAskaL
ARt =77 A hsfior & F ot Sk, whiE
of =7h= thedRt A9 ARRlA o]qr 22 Aol
A ARRlA o]olE EREh= FolH e &
gsto] 71521 91715 Q14
sletes o] 7R
o1 A A B2 Bl
‘3}7} 2H8-0] o)A H Q12 AFE] A o]rol| thisf
HEofA AT o] 44 siawets A
7]J—XPU]V4°TE 2ok AP AL ARy A«°]
AoJtUezo Norio, 2005), #°o]&d](Paisley,
2001)+= ohE Ao Alda 39 s 96l
ek ko] oo S Y= Alo] 5ol
Qlojgfal Hofstiirt, =A29F ~E | (Rogers

d

)
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& Storey, 1987)7} 71d3}3t 5715 Q-2 ‘T
O AberE tide = U4 IRt W %Xé AIE A

Dot= 225 5‘1#‘474101 A g ol2tal A ofst
et ) Q(han et al,, 2005)+= F2j7H¢l
of thal ‘552 =42 7 AFUACIE 7} 55
o o]o] AL 98l A7t et &AM Ald 2
W, B0 Wl - HA o ® st Al
 ARFyA ol 5 oletar A Jsieict, 0%,
SR LS ARRA =2 =7HA] SHoA QL
o T L ALS|E B4 SO aAbE 2
WOH AFUA I A E 3t =7l
SAZIAY AlBES fI3t AT dY
AR AP a1 AU ARl 7]
5= 7FAaL QIeH(Kim, 2009).

AR A S FRERl FAlE 58 =
7S] =24 A B ofuEt AR o= $EA]
¢l g8 TAIRl 7497 WrHUezo Norio,
2005). 7L o)== 2 A AlAlC] 2= Ao
EfL} o]\, 7, A, AMY 5] TRt Hofol A
=29 F4o] =L 7] fizelti(Kim, Choi
& Joo, 2007). ololl AIAIKRI olar= F-54 < A
slEcke® 2ejuly] slar Qlet, whzol] =AIA%!
EAol sl 55 sl H = AAlekaLAL 5= A
Aro] JERAL QITHKim et al,, 2007), AAF o=
20000E - vl - A Al 7R 555 ARl
= ANstaiAt sk =07t o] FofFtHPerlov &
Masaki, 2003). °l= 582 ARRlZAlol thet =
7} 2] P& Sl 3 o H|ele st

ATkE FA7)ee BHE T Aot

1o o 1>
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olF%, T AAAY B T Qo] mxt

202 A7) i Belusele] byt

ARt U] Zlete]] digh Gakeo] gt AzlAo)
I, ARl A7 BeFolt, et 2ol
Qlof| thgh 7]E0] 52 FF A, v}, v
AA] BAol| thigt AXA Ztell HFEo] Qirt
A AT ThRt ARR] A ZAof| TRk 2 8
2RI 715 0] XA 75l thgh ] A=

A2 o]Fof2|R] gk Aol 53]tk ARl
“EFe] 52 Ed|(unrivalled) "dl= 71529 AR
(Chang & Song, 2011)©]7] o] 7|&of| gt 7}
2|E = 4= 9= A= F A oA B4A o[}
webA] 2 ] H4E Fhre] FofFiH|Qlo]
thHStE = ATARE] W ARG =8 7]E0]
== TR ol izt A4S o 9A sk YA

£ BAsha, B8ka Zjol/t gl vl o] 3
TR TH50) FAPS of @A EaAskE
A vlagat e gk, w3, ghre) gelisel

THE AN BERRE 71 oldlewler HAl
2] 71%9] ojn] Holiz Fotel] Ealsha g,

TOIHHIRIT} A TE
2 g3l oo}

a5 Al Tl

R Far = Aot Messina, 2007). 52174
lolA F2f 7ig e 7| B Ado|tkCho,
2013; Flathman, 1960; Kim, 2010). mZef &
2 Arhaps]ol ARkl G viRl=
e 9—1“]3}‘:‘1 ARR|A ] olofE flsf Al Al

BA1717] $fak B2jo] Qle}, ofdl Ble] ol

R R |

114 sxko @A) 7]
Tr‘/IﬂIOW gl om 3 4 AglolA] ey
ofof ghy, o] AE|A] olfLt g EAlo] o
ol B%0] 4le B7]A7]aL WA o] e 624%
HSE sl A5 ARUAol Ao =A 9] o

2 whepska QIEKKim, 2007), o] F-2)745
BESS
e 7497 mouﬂ wwulou 2379l
s A1) Auke] QAT 5 Bt wsl

o

A 19819 wﬂo}%«%}ﬂm}ﬂ Hgoz 3



SRS Adslal Yt Korea Broadcasting
Advertising Corporation, 2002),
02 1942 HE] A}=S giAo R 2|47
AeEs= ANstaL =rle) oaldgh 5o

2l

e olS e = Sl 7155 skl A9
H =g 2] 3)(AC: Advertising Council)=
S I A HE EEof Qlo] BAR S
H2lem s, ExAloluy A 5o 54 i
9] ofolZ HjABIAL =R1o] o] 93t NS
AAE A-S {4 It Uezo Norio, 2005).
A ml=o] SRS HF Y2 P H
AR A A 1 AAgste] =PA o= AA AL bl
ESHIL QU Mgl ool SRR, vief

&, T7IARL, oflo]= o 5 TRkt FAIE A st
of HH| Q& A 78l YAt Uezo Norio, 2005).
U2 AA 22} A o], PERAHI} G5
9] HHFAR 7R AlRkSA %94 BN
of tf3f wjtjo] 8- mASHEH Ao] Folf|
1 &59] A7} Egler 1974 W5 e EAZ S
2 FoHlE AAsieict dE FolFiEQl
42 AR Huke] o]elS Qlsf 7HQle] <14] 7HA
zho] EZ#o]thKim et al,, 2007), YHE-S 3%
of HZAof whet HRgaL - TR - 3L S
o7 FHEskaL glow A JetAlE Bt V1Y

X FEII0] Bt 719 B3 olu]x) 44

pE4

N

i)
s =
24 1o

o

SHH(Kim et al., 2007).

ol Z%(Lee, 2004)2] o= skt w|=
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Bl ﬁfﬂo}tﬁ o] EpAdo] a2 B4
Q1 Qa7F ke Zlo] FRlE It kg =t
A o] SRl iR A AolHA 2129l
o|m|x|e} BIAES ARGRITE o] EFYHS 5
A T} ko] Zlof thelRt sjAle ks A T
o= el ok AR o] UrEkE 4= Qdtk(Lee,
2004).

Ui FoFHH Rl et A= = FA &
9 AR Zo]ry -2 AhbA] O] Hsle] )
2 aMdS A8kl It (Cho, 2013). 1gjal
AejoflolgH g4 #A4] FRFI YY) AR

312 , 3l ﬂvuﬂlow 72'71$71$4
A= ol ARREH Hte] dasithyu,
2013),

o1& FgeE, ALS|ER oA Folfs
< TR 545 HAskal glens ARAS] o

27} 6 Wasie) wehd B oA



180 Z2UZm IRl ESE ' 71E EAfamily representation)’ off 2+eh =27} 2+ EMEN H|m A2

w|lolx] EHE= 715 EApo] s WEsterh
ololl A7 Aayet TS Bl @
el AR

%

o Aol BESH 7150 AR
sk 1 EAR] i shaere Aol
74 A0 7H s 8 S wekE fst
3l

-

715 B4 E5HH 7IX|
S e ARRl] 8] ZHXE whedska o
Lol7} AL219] 314 7] Hate] @gks w|xick
(Schudson, 1986), =]l &7 H| 1 EA o4
7} Ab2] o) theRt k4] 54 aLesto] kst

= o] F83ith(Jun, 2013).

A vl=o] £3h4] ZHRE A HH v &=
ok 7HA)= kR, dF AR, AlAIEEE o=
U, B, 7H50) 9P, AR, 3, WA 23] A
SR ARG, =7 FRL, Apol &5, AFRIA Q1A 50l
thiEAo]ti(Rokeach, 1973). o= vl=9] A& 4]
o] 7H?_]$9‘]14 x{uﬂa};ﬂ H-/HZ_J 7};(]_1_1-0 ]6(‘)1:
Sl AUSE & o AUtk Yo w314 7= 1)
=9 7R E vtz Ha} i, A, oMY
olgk= Y] 7HA] 714] o] ItKUshikubo, 1986).
ol FUA FRHR|e AHA I EA|7E A
Elo] Sl HolErh

o|¢} thxH o0& HET(Bond, 1987)= 54 1L
o] 7HEES Zidste] s 7R Al
orgich 3=l S WA 7| E 7|ute 2 3 R
Al EFe] A 7R of sk
ukol slto] Bala x| ARk, oy, A

oF &84, A4, =8, &3+ SoltKMooij,

LA 712 7]

1998), Z8He Aeeo] Aol A 2 trehupel,
24019, ARl tst 27, 44 53} welo)
ok}, FH5r0) FhAls n)akuh o] 74Ho] o 4
AFste, Al 8, B AAEE So| gad 7}
A5 FHA0R Aol AQAEIHE ol
71315 ol F 287 2K Moo, 1998). 5
ofo] 71x]0k Aake] 71 Aol Al Ao
7}X1L e aﬂ RS st 1A 74

S 7HI Al W) =

7Nk & 3t Qukst WAIS FEStcks o]} )
THKim, 2004).
ojet o), =7 vt w2k 7] E4=
EdiR2 g Folpuele ot A4S AgEsto]
| NS, L2t Tkt ARelA A
E oA ZhE IS ol Ttk gt At
IRt = 79] o] FofAA] ok A

o L

S

1] o]./r\]_

o{x

oZi

7t5o ek ARl U] 2412 A AL A
Al A wl-9- F-23t 7]Rto] Fr}, QItto|eh= 4
= BjofuA| EH 715 Yoz A o] AlAHE
o}, 71Eolehs THIAIE EaRh Ao AR 4
S1A] ko Q17Ho] EA= 7hSoleh= He] ¢l
A XG0 7 4528} g3} REREIThPark,
2009). o|FA 7IEolehes S5 Alle 7Y G4
olA 7F Fagt ae]ojAt A S sk
At B Yot ARRlE AL o)1l =
£ 7|9tolefar g 4= Sl

fﬂ% SA1%(Statistics Korea, 2010)2] "1+
FUHZTEARE A, & v R Sk 75 E ¥

==



S} Fol5 AW EH AT 3017E 3715 Bl A
s AAZE vs
AaE AT, A7IERIE2 197049 71.5%14
2010 82.3%% S7Igt Wi, AA7IERSS
19709 18.8%°lA 20109 6.2%2 HAsl3ch,
FRet nlEA = FE 715 3Tk FE ]
Al fasial glon, FRant 4 H 715 |
Bjuh R e} mjEahy | Fet FCE) 7] 7152
FHl= S7FIAL Yl FAlolT), ThA] EEkAbE
Fof ApAor A 7150 e o]efo] thgRt
FE|] 7150l S7FskaL Jlth= Aol L2y
73R 7150l thet M3 A ks wT]ojollA] A
£HOR AR oz AR 715l tijh &
e ek Arhatele] Ueus thedRt 3
O] 7152 v AR 7o R HAshs o
£ A U Lee, 2005). wEol| T AIALS]
© ARE 7R, 10 7, 28 7R, A 7R
& TSR 7H5 o] FESh thekRE 7Rl tiet A
3|4 Frhe v Ao AastA He otk
olof Aehe] 7F52 FRT ARSI AT} BlEe] 7}
Zoleh= Aol thekdt wAIRE 91710 B2Fst
A = A,
olF%, Al T ARBlofA] o E= ZhEEA|
jejojo] o7t 91 gt ThbAIQl ol Al
SiARE mAlo] Fgsit), Zisof Wt A=
dA 24 B2 sh, vheldt o] Wl
3l = ARS] 7HE=0lA =9, A E A,
off thel s3] A4S ZaPAJA it
(Kim, 2011). webA SAE 0] = vt A2l

& FAdsoF & ARk vHolE Fol A

S

£

¢

o r
ol
By
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of Sl TREIAPO] diat olsie} ) Tt AL
Ao AJgFsks 710] AP ol chsl 4T
a7k olek. R B8k 74X Aol me Ths
APl o SAo] QleA] HmE S U
7} let

whebA] AT B8 74X Hol7t gl
3, i, Qi Al F7tel wet olEs|e) £
Ao 715 A2 ol P EASL G A

wao g BalstuA g

O|cl|oiet 7k% ol 27|

A0 7152 mHolE F8l WS ol
7SI FA RS TSk Ao)
Aok, SHAIRE 715l thgh ha& ek oldl&:
271 o] 49 7k s#doltkKim, 2000).
njols AEA o8 750 NP4 S
sto] 74 ot & =75 AAYARSHL glom o] 4
ARl 715149 7S Alssto] ARl U
ojt&E7]9] 75 B FAIZ T Giddens,
1998). 53] TVliAl= ARl @S sk A o]
Foz A AIAE Bolstal sk e 3
tHBaudrillard, 1998), wiAARFUA|lolAS] F
o] 2o = w3t A B3 cultivation
effect) ol W=, TVHiA|= A2 9] Thekst FE| 2]
AN S A S Bl daEolar
kA Algsh ¥R 0= HARGHY, oo TV Hj
AE &3 W8-Sl 84k T4 7|t <
e AL AR A Q1 Z3HE AMEAI It 2otk

(Gerbner, Gross, Signorielli & Morgan, 1980),

=TV AR A, Q1% 7h, ek, olxi



A 59 Bofoll A 4=8}2] H7Hestimates), Q14
(perceptions), El&=(attitudes)oll FS ] zict,
ol AR HolA 358 wehte F4,
oS ok T4 =) Bl vy
o1 Aolet, oA H w|tojol| A =Esh= slolu-
A2 El(hyper-reality) & 24> A= &
AlZo] glo] AAAE0] ARA FAlo| H|al 58
= ol mdls EOH M-S Ak AIs
Al == A
ALBlE ol thsf QA= oldl &=l A4t
AE3I= 2 E£F Q] AR Idolg}
T AUtk &, oltlE=T]= AR EAYE A
h= G E AlAle] whgol ofyz) vy Fof
o]aL AFAQl -85 Kol A o= AHAY
ke 54l ARE AFo|ti(Koh, 20005
Louis Althusser, 1995), ©]2} -2 JAbof|A] 13
A= AR (hegemony) 2= TolE AM-Sh=
o], slAR U= olel==7]7F A=A Al 3t
0] TAlof) SJsiA] T 4= 2 ofm|gict, AkS
A U et ol BadolA AU E
Bt il jht}, 11 o= oldl &= 7|7} 919 A
of oJaff FH == A 14]o]7] wito|tt, o=
3} 8401 BHollA olHlEEIIE At
Ao F(Hal)-2 ol S FAIStsIIT) 1
= TV WA O] At 8- 7|38 & o
A NESSIL TVE S°t AFruAleld < st
L1O] “ofm| o] ALS|A 5 0 7 o]sfjsfiof ghrhal =
AICHKim, 2006; Moores, 1990).
oI5 TSI, T S B IS AL

olule] ApEld FEomA Alo] 71Eo] Xt

01

i)

I

o XHA(I)JA

=l
ik

i

Rl

(o}

rr

oAb 71 ofe|&EY|E A4 K02 A
RS AF, ofdl HAUZS Ba) s

71 olulERrl= sl Fae 7HAIA gF
(Kim, 20006). °|¥l 7} olul&z7|= AT 7
a4 ‘3}\‘3} st o 71 oldl &= 7)ol &
T e AAA 7SS S7] Yol &3,
2ol A7 712 thefsl Qolo & ols) &
7] izoleh, ARA, AAA, w2k &
R1E o] ARl 7 olel==7]
S % R i MRS P RS 5 O]
Eof|A e w|t]oli= A|&A 0= o] A8
= FSHL §lom 1= Q18] 7 ol
Z27|9F A 715 7] Yele Sokska Qlok
o] § w|t]oli= AFE]A] 7RA| Q1 A A 7R o
T uRIYy, 270 dAA VRS ol &R
7] @75 flsiAl= rldofollA keEEe= 7 o]
o277l it B7ket A% 82 Ql wAE
AFol| A1 9] -l ?] A=k FfjAdo] H s
o] U9 o] 2A v Sl 7IEoltlER]
of] thgt AlF-A 1 A= A HH, 3R13)(Hahm,
2002)+= 9<~(Nelson, 1997)9] A& £&sto]
745 Alstol] disl wstslct. dAchAlzlof Wz
= 7IEA1E ) sl AR, AsAk] 7HEo = A oF
e 2928 Httolek= Al &4, A 7

o

i)
I m;'L'

f

i

2
off ok
>

A=)

o,
oot

_(H

(
i}

]

ofl
2
N

)
&
£

(]

1=}
Zl

I

o i w

53

-

N

I
:
il

1:1

= A% 7150 Alsk A, 7K AU B
50| 870} 40] ] E AVE B9 Aol

= AlSh YA, 7153} AFSl o] B g e 0B A o] &
3 E 9oz wAksITE AAY(Kim, 20060)>
71E2(Giddens, 1998) 2] H&-2- 7|Hto & 817j

O] Fart Z=sal e VI ojHlE RIS VIS



oA o g FAlsto] Jhg BRsklet, AA, 71
o] Al3]9} FejH JoozA oetHo]al 23R
&} o7 ekl 7159 4
A ke 7S] mgolut A g AR ol 4]
7150l wig- eItk sk A5A A
E= 34 AAES L] ojdl&R27]olet &, 7}
% L] AgtolA] JE AT
0| Y2 Har|= AP 7HY QbellA] o
of offf, ., ofm U & A] 9] RS sfjot Bl
Ao R pAFRe R T4 SFo|Rr JEE
FRINZ = Ale] 24 oldl&27](AEFA, 4
FoHE 7k ofe}, A, 7Rs0] shtel AgAA &
FARA 7152 P TS T2

sffof o] ARF]oflA Shte] Tt o®
o8 Ggsl= Zloft, olof AT %Zﬂ A
A EAE 2HA7 = AGHIKFARD) 71 ol
ER7|7F Qiet UA, dAle] 715l ¥iskE An
gt 71£9] 715 o|dl &R 7|9}t iy = 7159
ol HrgE 21 onjgit), Mdlel= 7152 @
Aik= ApdEle] njghAo| AL 52 7k Y
ol FHo] Agto] v = IPFA 7150 FF&
= AANEH - 2P 7H5(EE 1) ol
227t}

H Ao A= A Y(Kim, 2006) 2] 715 o]
Z2719 3ol wet SRl TS
oJH 7}Zoldl&R7|E FHH=A] HAste] A4
2 715ato] Apo S vl aAstala} skqiet,

OJ

. ‘I'IT OHO

SAUHH Q! EATIER HIA|IX] =Z0]Y

EH A (creative strategy)= 2HJstalA} dh=
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S S A 7R ol ARSSHRIAL 7
Qo oldA E8HA 8lu]dgFo] ot ml=i
AEAE 7S ARRE Aoz WA THKIm,
1999).
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Hwang, 2007). 584 7§Q1A Ao whe} o
of gt JIXHE7} =282 ALS]H o]} &
2te 7HRIA o]rRE &AL AA|SHH 57|
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Qle] QlA]of| gt xfolE BA5H7] $l8l ¢
7AE(Park & Kyung, 2002)+= 52431 A2}
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7elo| o)/ ERRIR|GF— Fo) S Falo] wEokd &

i

olgal aATE T 594 Zelojy
= P44 Zlo|yol B YAE Hole Zlow
57|19 £A40f| Qlof A appeal)
= aHRA| HAAE Tasto] g4l QI
= 2 Hes s dolEial & 4 alt](Zhang,
Jun & Cheon, 2013). 3t 8404 P&
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Lot Zhang et al., 2013).

FUES 5718 5
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2K Doh & Hwang, 2008), Z2lo] 582 74
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(family representation)®l] &g =718 2ol&
EATEIAL 98] o=, v, Yt SR 4k
317} sie o]of] -84 (content analysis)= 4
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HH 7157982 s B8 (Park, 2010) B
A3} s El<>(Russell & Patterson, 2004)2]
TollA AlESet ti71s, W, 2871, B
NS, thesl ks, tRIS7EE, 549752 7+
= HAECR ARSIl fl= Fare] B
thest 7S stefsh=d] HIdlold a4 e
SHA| 7S = jlo] HelFo 2 IS 715
T3 ol theh 24 FE2 S35 o] 9 H(Song
& Lee, 2007) 2] Aol A 71191, 291, 391, 4
21, 5%, 691 o9 52 Agstlen, 715t
A FRAS E49(Son, 201497 Y

Table 1 Analysis Unit and Analysis Item of Content Analysis

Al - bl - o] - EIS(Sung, Park, Lee &
Hwang, 1991)¢] ¢ltell A g ofet =2 2|83}
o SAUA, oldeAd, 7IErE RSt
g, Belpisiole] He MRS LA 919l A

oH(Simon, 1971) 9] &4 f5 F 3751

ARk AN, 5, A28 1], whe,
G, A A 6710 BAGES Mgk
o, BAIA) Seflo] (A A A A ) o
AR 2R ARl et B RTS

_ﬁ_

A AF(Park & Kyung, 2002)9] 4]
ol A Rt 52 AREste] EAEI

Analysis Unit

Analysis [tem

Country

(Republic of) Korea / USA / Japan

Family Structure

Extended family / Nuclear family / Grandparent-headed family / Single parent family
/ Multi-cultural family (Multiracial family) / Same-sex parent family

Number of Family Members

One / Two / Three / Four / Five / Six or more

Family Gender Relationship

Same Gender(Father-Son or Mother-Daughter)/ Opposite
Gender(Father-Daughter or Mother-Son)/ Etc(No children)

Children Gender Relationship

Same Gender Relationship(Sons or Daughters) / Opposite Gender
Relationship(Sons and Daughters) / Etc(Single child)

Strategic Expression

Information / Argument / Psychological Motivation / Repeated Claims / The
Imperative / Symbolic Associations

Message Framing

Positive / Negative / Composite

Message Appeals Rational Appeals / Emotional Appeals
Topic Relationship / Nature / Economy / Welfare / Health /
P Crime / Etc.
Model Type Celebrity / Expert / Non-celebrity

Family Ideology

Traditional Family(Three generation family)/

Gender Issue(Gender Identity, Stereotypical Family)/
Class(Class Bias : Middle Class)/

The Glorification of Reality, Tumidly Equal Family

Broadcasting Year

1980~1990/ 1991~2000/2001~2010/2011~2015




FA= $7117F oo Song & Ahn, 2006)
o] Tl el ofdol/ A4, =2l o4, 7}
A, ol ZARY/SAY N, ASHE/ Al 2
JAARE A5, oA/ EAPECF, AR/ AE,
WAz SRl EE, wEAA/TEEY, &
78/, At/ HE/ASRA] 9 B/ 9, 7d7oP/
Aol 9l 55|, =7 RIAY AR/ A a5, o=
, SEAA/ AR, ARRIPE/= 7R, = 7T
A, A B 5o 5 5 A uAlelA, A4,
A, BA, A7, "=, 712 Aetdsteich
T ey} T =H(Friedman &
Friedman, 1979)9] gt dl Al 744 §-82 2
&3t 7999 - At dukele 24 fEes
ARSI, 71 oHl&= 1o tijt A=
AdB(Kim, 2000) 2] 715 oldl=27] 4 =5
A gsto] A4 7IS/4GAIH AA7S), T
A HAE, AReHe 71, Ae(AaaE:
4H), AAn|ek - IA 71 (5T o=
Eelolnh, vpRreR el A s
1980~1990%, 1991~20004, 2001~2010,
2011~20154, A== BASIc) B oI+t
£ 9 24t 2ARES Aelsh t
(Table 1) 1} Z},

oY T o>
ﬂ-I

)

flo

EREL

jis

r
g
rl

EI
d

Mo o

Eid o{N

_E_A_'II_IQI_ | III-I-l x10|

A AL ol A Q17 ol 715 Befe ok
SAISL Qlek, T1ejut S meaolq ARE e
16% ATpAol= 715 Feflo] dijal] of 5] 7=
3} s7}E0] Ro] 15 o] REAOR Wi

5 7PY, 24 71, ok /1Y, st Y B2

Journal of Public Relations, Vol.20, No.1, Feb, 2016 187

A3k ek, o] AL AL8] WEle} chEs) ALs)e
Hol= G| B4 uhdst 1mejo] agte
2 S8 % QITKPark, 2010), ufebA] X it
A golpiselolA tiekslZ) WakElaL ol 7
Zejo] ojgt whde] AEE BAfsln) 715

S 1S, NS, B, 2801, o
B3171%, TRl V1S, B4 /1% 58 24 845

O 2 ARSI H7E 34 ool S8sh=
71 SJujsi, S7RE2- 2] 71, & REe) X}
Y9 5782 ARt R 7152 oY 52
ohA] F 1% ARl og PAHE T1ES qu@
EP EE7IES BE Qlo] 25 88 2o B4}
SR FE 7S oueit, ohEst s
< % 1 =717F 270 el 715 3 de A Ast
08 55] . qgo] o=l ¢t ol
of it EAIEL AT} o34, YT
Kol Azsto] TAH 715 XAt 71 W 7t
= 39 = 2% ol 31, 47, 5%, 678 ©]
o BRIt 29l ofshz #HaL Fs|elofA]
A S 27N S et i, opwet o}
oks, ofmiel g
)3H= A 2Rt 7154
A, oVdBA, 78R RS 54
2 oo} obg B2 uiel wo] STk 790l
1, o1/ opwel wo] LEe AL} ¢julel of5o] 5
Rz 739, TRt <lel SshE W O]
FAJo] obd H9-olet 12lo] SABH= 7ok Ah
& 7Foll= 71ete] st <
A BAVeIA S BAY] A, S8k

A7} ok} obs E2 E gl Aol ol

[‘ll‘

F

rEI

5, A4

H A

=
O"l—l‘

d

|

oE. 119
ol —v‘
x ia
ox,

_I

HI
o

7t S

A

(¢}



188 ZAUMMQUOIM EHE ‘7= EAKfamily representation) of] 2K6t =27} ZF EMEX H|w HH

2

TANL oS3} mo| ool T ST 02 Faigich oA A AZAo]w keHgl
APk 7R AL ST G Aol RES BEI] 2842 o)) EaHe &

4

67HA10) BEAHE AR, T N B e oulsha, gAE A oA B 4
of, WA, Waly, AHA QAR st 8] PO A BL Ape] s &
o R AR PR AFSHe A oulshe, e ouji
=50 of® ol that Bt LA AAISt] A FAle] that B TA(THoIZke] v/l
ok AHeolth Aejd BNels WA w3 3%, Ael(jeln s/ B o), AAAA
28R40 WE ST WA OIS FESHE A Y REEA), BAEAAE/ DD, AREY
SRS Wi WEEAS FR HAAS UEY AR AR, MACARA), Ve 74
o= Atk A Juigt Faue Favkd S
f7h ok WEEA] Sfof Bthe 3t o] 2 A= wmE 3 RHQL, AL ANl BERFO
Aefolc), mhAato® AR Qe AEA AW Eusiglth AR REREe 0 Hgshe o
olu} =5 o] obd APRolLt AE B ol Aol Thal HEA St A4S HESIL o)
oqa ERARo| g, I e S i) §3e) RS e,
WA Teolye A, RAH, EHHOR 7 AmE 2w St o] Ay)} sk HiA]
etk golsiole] FAA s Zele] A2 pl GANE Hopld Hold ¢Ho® ol
e FAT AL DA 9o 481l W 3 AulelA] Fe) Ueldl ol Wk vkl
AAE AEste] Qi Hehe A 2 Wik BAGPE G0 AR} mo] obd Z1A/
o2 Bol, "HilS oW BAF WAF AL Ho|Tm Auelnt fAbgo] e mels ofujgick
SF7h A WA ol el st g 7% olglg®7 ) U] K] fR 0w BRE

HAIA] ZElo]e =8A7t HAIXE AR ), AEH TS0 2 Mg AA IS T

ot A E B 2YE s Ae T AR dVES YEhY, 2F5UT S3st
Shz Zlolet dlE 50, "HHlE Hed Heel 2 LRI, AR o8 o] Bz A9t ool s

5 AFUT 7R A HAA] ZElolef s ok = WA, AITEA| 7SR, FE ofu|A]
e, 2 Atollile oA mARIeE A wA o] Aotz A Aol Adsid 7Ede T
AE Rt Sl ZHolde ekt A Rtk ofr{Uy= = FollA 7ML & BfaL obHA]
Z o]y e o= "HHlE FoH S WAVE = AAEE She B Ve, o4 94
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FUE GYBES OB WEEAE St 2
G dAlstgich e FuPTee AFsi
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Table 2 Focus Group Interview Participants Profile
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N
A

2 7P R 107114 721e] A7gsto] EA151A 7t
%, I 7] A= =5 Sk T 7F 4l
T 242 A7k uto|(Scott’s Pi formula, 1955) 2]
A ARSIl & ] FH Tt AR
Scott’s Pi9] Z7dwRie] what 24 A1Z]A4=¢1 .70
= 3ot el Bt 7602 HEE o] A=
TeE o' UEhth W8 Y] SAEA7]

Ho 2= AHEA(Chi-square)& AAISHIT

EHA 15 °lE{E(Focus Group Interview)

2 Aol M Fojpslele] 1% EA Eewie
o
=2

B} mAA E IR

re

(Kim, 2006)9] A7-23E =53t olofl TV
Farol| A AR 7HSRGol tisl EAd H k=

=]
oldol, Aol s, 25T HErE 4

Participants
A B D E F G
Gender Female Female Female Female Female Female Female
Age 29 26 22 22 27 24 28
Experience exposed to | more than | more than | more than | more than | more than | more than | more than
public service campaigns 10years 10years 10years 10years 10years 10years 10years




Table 3 Topic of Public Service Campaign Family Representation

Topic Korea(%) USA(%) Japan(%)
Relationship 25 (33.8%) 8(16.0%) 26 (81.3%)
Nature 7 (9.5%) 8(16.0%) 2 (6.3%)
Economy 15 (20.3%) 9(18.0%) 0 (0%)
Welfare 14 (18.9%) 19 (38.0%) 2 (6.3%)
Health 1(1.4%) 3(6.0%) 2 (6.3%)
Crime 4 (5.4%) 3(6.0%) 0 (0%)
Etc. 8 (10.8%) 0 (0%) 0 (0%)
Total 74 (100.0%) 50 (100.0%) 32 (100.0%)

x*(12) = 53.35, p=.000

FAYR B2 o 2 AR 712 =905}

A}, whEba] 2 Aol A= w2040 o4, w204
ols} o/ 7HS At om AR o ZE=10d
ol FoFHH Rl =& AFo U= AU e
SR Bt AL T Qe FR= 201519 99 9
A 1AIZF 308 H= A= et ARy g
S Rlel ks AES A7IAZI7] S8l 1
AREolA| 2005 EHE 2015E St U]t E &

1980WH-E] 2015 6 E7HA] Sh=, b=, Yol

5
A& AABI e F 15630
Ak, e 5 )
(33.8%), 7AA(20.3%), F*(18.9) T ==
H%7} E=okeh vl=s E4](38.0%), 2AI(18%),
TA(16.%) 2] <=0 & Rlwrt ko droe
TAI(81.3%) 7F 7P =31 AFA(6.3%) , EA1(6.3%)
5 AR RIS UEpin), o] 22 RIE 2=
SAH SR Fou|SHA AFEATHX = 53.35, df
=12, p=.000). °1& AJ5}H (Table 3) 2+ 2},
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Table 4 Family Structure of Public Service Campaign Family Representation
Family Structure Korea(%) USA(%) Japan(%)
Extended family 6 (8.1%) 6 (12.0%) 2 (6.3%)
Nuclear family 65 (87.8%) 38 (76.0%) 28 (87.5%)
Grandparent-headed family 2 (2.7%) 0 (0%) 1(3.1%)
Single parent family 0 (0%) 0 (0%) 1(3.1%)
Multiracial family 1(1.4%) 6 (12.0%) 0 (0%)
Same-sex parent family 0 (0%) 0 (0%) 0 (0%)
Total 74 (100.0%) 50 (100.0%) 32 (100.0%)
XX(10) = 17.919, p=.056
Table 5 Number of Family Member of Public Service Campaign Family Representation
Number of Family Members Korea(%) USA(%) Japan(%)
Two 14 (18.9%) 27 (54.0%) 16 (50.0%)
Three 31 (41.9%) 10 (20.0%) 13 (40.6%)
Four 20 (27.0%) 10 (20.0%) 2 (6.3%)
Five 4(5.4%) 3(6.0%) 1(3.1%)
Six or more 5(6.8%) 0(0%) 0 (0%)
Total 74 (100.0%) 50 (100.0%) 32 (100.0%)
X2(10) = 41.886, p=.000
Skek. oleig Aake Al Ft T oM ol 715006 T 39 7HE(40.60%) 2O T4
£ @0 s 2 TRl 7150] 93 ek 1S TAY ol e Al T B

EhA) B3R Alolet 8 4 QIEHC = 17.919, df

AR o= fojulgt

ARl 7} FERATHX® = 41.880,

=10, p=.050). |5 2|5} (Table 4) ¢} 2t}

A, 3=, vl dE SRR 7SR
71573 ol Higt s B, dhe 391 7t
S8 BH(41.9%)°] 7P =9 I e e =
491 7H5(27.0%) = 34 shlnh, wl=e 291 ofst
71554, 0%)& 7P Wol vehdlen, dae-29]

F

df =10, p=.000). o= g=13} vl=f, O‘EOHH
739 5 dehdi=dl Afel7t Q)
getet, ol 2|8k (Table 5) %@E}.
AR, 71E50AV S A lal 7
At A JETA S S EA skt 1 Aat 7
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Table 6 Family Gender Relationship of Public Service Campaign Family Representation

Family Gender Relationship

Korea(%)

USA(%)

Japan(%)

Same Gender
(Father-Son or Mother-Daughter)

6(8.1%)

4 (28.0%)

2(37.5%)

Opposite Gender
(Father-Daughter or Mother-Son)

62 (83.8%)

28 (56.0%)

19 (59.4%)

Etc(No children)

6(8.1%)

8(16.0%)

1(3.1%)

Total

74 (100.0%)

50 (100.0%)

32 (100.0%)

X2(4) = 19.047, p=.001

Table 7 Children Gender Relationship of Public Service Campaign Family Representation

Children Gender Relationship Korea(%) USA(%) Japan(%)

Same Gender Relationship 4 (5.4%) 4(8.0%) 1(3.1%)
(Sons or Daughters)

Opposite Gender Relationship 30 (40.5%) 3(26.0%) 3(9.4%)

(Sons and Daughters)

Etc(Single child)

40 (54.1%)

33 (66.0%)

28 (87.5%)

Total

74 (100.0%)

50 (100.0%)

32 (100.0%)

X(4) = 12.376, p= .015
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KR 40.5%, |l 26.0%, & 9.4%). A+
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)5 (Table 6) 7} Zth,
A 7154 EAP T BlEe] b dE A
A5 BASHT, Ais HH, Ah/dEuA g
A= 1919 Apd7L sk 97 7R weke
(FHE 54,1%, P13 66.0%, D& 87.5%), Ahd
7278 ool TRt 79 A 1t EA Y2 o]

AEEA A FA(OFE-oRE, ) o) A
o 7Py wigkeh Al EaA el that B
AR folulshA FEH ALK = 12.376,
df =4, p=.015). °|& s (Table 7) 2}
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ehe AnkE =53 4 gt
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Table 8 Strategic Expression of Public Service Campaign Family Representation
Strategic Expression Korea(%) USA(%) Japan(%)
Information 3(4.1%) 3(6.0%) 1(3.1%)
Argument 2(2.7%) 0 (0%) 0 (0%)
Psychological Motivation 64 (86.5%) 40 (80.0%) 29 (90.6%)
Repeated Claims 5 (6.8%) 1(2.0%) 0(0%)
The Imperative Mood 0 (0%) 1(2.0%) 0 (0%)
Symbolic Associations 0 (0%) 5(10.0%) 2 (6.3%)
Total 74 (100.0%) 50 (100.0%) 32 (100.0%)
xX(10) = 15.270, p=.123
ek, 012, L= SAmRle EHE 71F B FA/AE/EAA), wAA el dE/ A4
of EEZEE Xj0| ), B RHHYARY QN 0 2 TH5
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(771d3) o] 24e I8l HAA Zo1 (e

I:-IIO—.] il.ol

p=.036). °I&

o g, ml=, ] FofAEQl 7ol

A ofufgt ol7t GRS g S B 14
ajct
3, AR sefol ol Al 2, o), A

Al =7t B 3 E MRS TSRl 7 g
o] ARSI e B2 =, ey ohEA T
Ao AR SR dAA 2 Ak%?it%% A
olE = 4 k. A =7PE WiAIA B2 FA1A L
2 folujet Zo]7k UATHX = 10.260, df = 4,
Ael3hA (Table 9y o 2T,
A, AIAA s Al =7t B o]
ATFHTRE 7P A A2 g Ul—o] HASIAL &
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LER B, sk Ael7E )19
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Table 9 Message Framing of Public Service Campaign Family Representation

Message Framing Korea(%) USA(%) Japan(%)
Positive 50 (67.6%) 30 (60.0%) 18 (56.3%)
Negative 9(12.2%) 15 (30.0%) 11 (34.4%)

Composite 15 (20.3%) 5(10.0%) 3(9.4%)
Total 74 (100.0%) 50 (100.0%) 32 (100.0%)

X’(4) = 10.260, p= .036

Table 10 Message Appeals of Public Service Campaign Family Representation

Message Appeals Korea(%) USA(%) Japan(%)
Rational Appeals 11 (14.9%) 5(10.0%) 0 (0%)
Emotional Appeals 63 (85.1%) 45 (90.0%) 32 (100.0%)
Total 74 (100.0%) 50 (100.0%) 32 (100.0%)

X2(2) = 5.368, p=.068

Table 11 Model Type of Public Service Campaign Family Representation

Model Type Korea(%) USA(%) Japan(%)
Celebrity 9(12.2%) 6(12.0%) 5(15.6%)
Expert 0(0%) 0 (0%) 0 (0%)
Non-celebrity 65 (87.8%) 44 (88.0%) 27 (84.4%)
Total 74 (100.0%) 50 (100.0%) 32 (100.0%)

XA(2) = .284, p= 868

% (Table 10) 7} 2t 2hA] (714 3)-& B o @ 2|78 Aofeks

AIE =5 5 Sl

SEEERE ES R R

2 vl o
) 57k Aukel mRke 7b o] ARt

onf FapFo® FAsHA el s st ei=, Ol=, Y= SUHH2l BHE 7H=

o] BAoAxE HA|A] Aaqte} v R FA1A o| 7k= o[HIZ27| X{0|
o gt goluldtzol7} UUTHE = 284, df =2, (A7 4) & Sh=t) ul=

p=.808). °|€ EIeh (Table 11) ¥ &}, @ #dH 753400 oW 71= ojdl&=7]E
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Table 12 Family Ideology of Public Service Campaign Family Representation
Family Ideology Korea(%) USA(%) Japan(%)
Traditional Family (Three generation family) 0(0%) 7 (14.0%) 3(9.4%)
Gender Issue (Gender Identity, Stereotypical Family) 26 (35.1%) 3(6.0%) 2 (6.3%)
Class(Class Bias : Middle Class) 48 (64.9%) 29 (58.0%) 26 (81.3%)
The Glorification of Reality, Tumidly Equal Family 0 (0%) 11(22.0%) 1(3.1%)
Total 74 (100.0%) 50 (100.0%) 32 (100.0%)
X’(6) = 47.673, p=.000
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With radical social changes, it is certain that modern families are at crisis with a variety of
family issues in its formation. For instance, by being consistently exposed on mass media, an
average contemporary family televised in Korean public campaigns has been formalized as
‘the family’, that is, the typical Korean family. As a result, any family formation, or types, which
is different from ‘the family’ is mistakenly categorized as a non-average family. Thus, the goal
of the research is to analyze the way Korean public campaigns portray types of family, which
is the basis of social members. The research also studies American and Japanese public
campaigns in the same way for comparison. In addition to that, the research analyzes how ‘the
family’ exposed on Korean public campaigns affects TV viewers’ recognition in relation to the
types of Korean family. Therefore, the research shall explore the strategic and value-centered
measures on enhancing the advisable effect of Korean public campaigns. In the research,
method of Content Analysis and the Focus Group Interview is used. Based on the result of the
analysis and the interview, the research suggests that three countries-Korea, the USA, and
Japan-have not represented a variety of family formation, or types in their public campaigns
in a balanced way. On the category of Family Ideology, the countries have aired biased types
of middle-class family in their public campaigns, but differences between them are shown in
the category of the Secondary Representation. The research shall explain on the differences
later in this paper. Lastly, the research has found that family types on current public



campaigns seem to be unfamiliar to the public, such that the effect of the campaigns can be
hardly measured. In conclusion, the research insists that Korean public campaigns consider
to deploy emotion codes into their contents for Korean TV viewers, and the campaigns should
be balanced in representing the formation of a family, or the types of family by handling the

levels of the representation in a strategic way.

KEYWORDS Public Service Campaign, Family Representation, Family Ideology,
Content Analysis, Focus Group Interview
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