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Schumann, 1983; Petty & Cacioppo, 1984).
F3 Huo] BE AFEE 250 B
AEAA FOAL AeA] Ee FaEd AAl
8 HuE Aok} f8e] EAE 24
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& Agalel Bl EHF 4R TAE)
TPReAe os 2gaist ol 30
d Ao FuEo FEYLo that HaAH
A8 A3k Aol A Resnikd} Stern(1977)
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J UE-S MAAZ Fert ltke AL A
Aatal JrhEE B9, E945, 1995; A9,

1998; Abernethy & Franke, 1996; Resnik & Stern,
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ofge] weh Bmal ATHE AFRA 3 B AL FEE Bt drk GSo] 2000d

Sol gL @8 AEA SPEE H el SelAuA EA - JaEd Agem F

59 = gobgda 2 4 9ok oo} AnE EA So| gRagons
FI YA SRl 53 o0dn] £ Agelt ARUI BRE guse] Pl
Wl IMFAZIE AXEA 2ol FIAFe]l A wol AHgEIYm 1% FAHYE vw
davn fEdel vl da, avAs sl PusEEA B SRl A

[¢) o 1=
of AU} 22 M= wAZleE AHet  FEAE $4E Hluaste 2ol ol

L. 7FA/7FA] Price/Value): AFE7HA = 7EA]l tigh A5 o) “10008HAe] EAEZ} 2008 =7, “Hd
2] 2% (1057 1,493,000~ 1,390,0009”
2. FAQuality): BRAEH APHEE AFe 54
o) «2o] ol FNHZx v Faby Y4
3. 71%(Performance): Z|E2] 7]5olv thg AFET 43 d5
o) “BpEgt A FFO Hapd T, WFAAE AMES] I dHE|olRRE] 4AHE B
< & FYrh”
4, A% - U -8-E(Components/Contents): A| &2 FAAEo|Y H& olo|d &
o) “SlERF= 4%A Y, A TR, «dANE oF e 292 Vit ZR|EEX
HEo] FAROoE WHO 19 AAHF Z100mg

[eR]

o o

o
5. A Availabiiy:. 9A|, oA, YA AFE TAL F ALk
dl) “olU el 7k v vhEelA Wb S gt 2R 080-005-4000"

6. EH A FSpecial offers): D717+ B 717 ol9o AlFTEE WA Au]~
o) “AL AZE AY: 10249 + HE EJE10%2H0O L19~10931Y 7HA)
7. Y(Taste): Y] LHIZAHERTH vt ¢S AT SA7F AAEH A=
o) “B7|YFFo] FH 5ol ol FLH R AHG vt o] =AHUT, “d'eo] EolA
oko} o] gt}
8. % HNutrition): A|F2] FLF7tell gk A4 Aavt o Xﬂﬁﬁr—J Hl At g
o)) “Ef4e] DHATHY, Zvk-glzdlal, HAEE F48ks AR, IagedEd, Agd, d§
9l =7 ol
9. 7979 tPackaging or Shapey: AFS] TR - Fele] vhar 0
o) “10034d E77, “FE1054 \5(/3,120 x D654 x H2,240”
10. X ZXGuarantees/ Warranties): | Zn] 3 HZ= . BHAF . Av]A S0 o3l &
o) “100% SEEA", “sL7t= 7Hd Al 10%% o=y ek
11, E g (Safety): BRAIES Bl Al QP ddd W&ot A
o) “gAA, AR, st FXAE AHEsHA] BFUTE, “FDARAME 2P
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=Y ZAKIndependent Research): SHE A7) #e] z2AA 3}

d) “Fo Al et A waEw 2k vheelo), i, et B dEteol
AFUTE, “AEd PAE ATa: 7] T AEFAA vle]H 2~ AAE 89.15%.”
A}A}ZAKCompany Research): 73 ALE Bl wdl7] $lgh AAFZAL AR

o) “FaAFR] 7158 % BHlal00gd A

A ZE ofo]tloi(New idea): F A Fo]l MEF NS 7L 7k 29 ool AXHA=7R
o) “AAHZ tAE HgAle] Alzg”, “AAHZ, FEE2~ dEH7]$3 HR-oHE 5944 7|s
o] 7] WEYYt”

A (Energy): A ES] olUA] Ak

o)) “YAEET) 4.6, v8 SOHCAR, 4,601cc, AXAERE7], 7.6km/l | 25FH8T 3,000cc 2T}

21 A (Achievement): $-=3F S A& o]} A4 A

of) “sel 2 vho] @ 12, 2004 HESE U] o] E FA, “}) THSAAl Hx = AS 7
4 A5 g5

A& W (Instruction): A F2] ZHHE ARG oL E‘rokf?_ AR

o) “abFo g Aol vlEAl g, “1-28& FF Aol B8, IHAIAE A2AE F e
i AdASE A B8etA] mhA e

S Quantity): A|FC] &FE HoF= A, NF, Y 5

o) “270mm, 12| 71%, 1320g", “67}A FRE WE £Hd FAHE 17087

AB] 2xService): F-71AQ1 AH]2suh AR ATH| 2

o) “xu]x A 9723 @ nATE FH glo] 1007, © ASAIEI(H)1588-83337, “244]
L AFET Aulz

719 olwA] BE A (Company Image or reputation): AlF-& A dulsts 719 olnA v
B3 34 751

o) “since 1972, M2, “sod WFe| Felo} 71EAF Aol HgE

N

jaiv

N

ALEA 3} Resule of using): A|E AlE-Fo Ueh}= A3}
b “EHH ARG W SR, ke ek kel Fdel ah FY viela 53 A
ALgA} 9FE/Z A T (User’s satisfaction/dedication/loyalty): A% Alg2}e] WFEEL} AT %

) & 2% BT, 2 S0l AEE B B % BE AT HOFW P

2] (Convenience in use): A|&E T, H], AL, HE Sl oA FolA

d) “2l A5 9] QA otk Bk £ & 9dn ko] el Ptk “&BE B
£5TER RIF 0|83  sdgeh

A8z} o] B A] (Characteristics or Image of users): A& AFEAISS] 73

o) “wHATFlols Ao|AAEF TE FUAGA-15A) AFE BElsgA Hauo =43} dEH
g At

ALl E H H(Website information): “Zohdl & ZHo|WIE: www. Retem. co. ki, “AF www.

Magislene.com& HHE31A] 27
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AHEE = T AlEACl WstR Qld) Ba FH
Fol Bold AL = & UThEDS, 2009

ol A AN AF Au]x9
THoR FaoA olg #HAY A= i
FEEs HAsd webd AEA sFH=
ZH|2E B HHEo| Bold HE A
othdlE S, ALeA} olux], & dUA|,
AFEH AALOlE AR 55 o]g]dl Aol
71E ATl AHES HE EF AARE O
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E ° @At A olE &S] HsiMe
Ao} 2o Ar Azte] FFS Wt A=
& AE 43S xFelE FgH BHNELS 0]
dsle Zlo] d8sitt

2 AT = A4 FdES Fausta
TAE 7t A}

GMER FAE AE ERAAE e
M| Resnik¥} Stern(1977)2] 147] @A E0]
S o7 F7HARQl FE AL ES
23 = gle 1Y @A sl FIEAT
(E 1 #FD). 371 IME FolA] vl
DE Harmon $(1983)9] ATolA, sAHCIY
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(Ang & Lim, 2006; McQuarrie & Mick, 1999).
Nedred o Bnel FAFIe 2
A A B3 AR AR Bel A
28 4 ok 9A A Bl A
AFES 32 ol AR $AH &
B3R Ao] goln He) A2}

=
A< 243 A5 BRI
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=
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e dlo

Al

9]
(McQuarrie & Mick, 1992, 1996, 1999, 2003
Morgan & Reichert, 1999; Phillips, 1997; Tom &
Eves, 1999). d|& & Phillips$} McQuarrie
(2002)7} 195478 1999A74A] Times#| ol A

dpmt

AY FE 81689 FAH 2ELE BT
A3 dEelol MFde) SAHY EAS
Mz A FRAN EAdE Pl

7kt Ao Hla} A 747 40 on|E 71
A FA diehs dolA ofn| 17 (anchoring)
W AAg Zlew Ueiyth HZdd F8
A5E(2005)9] ATF-olA = 19931 F-E] 2003

| F3E &R Fae] A 12 P
A Ao vFdy 7hge] onjuy
AE AHES FaEe HlE&o] 1993 5.5%,
199813l 4%, 2003\ 1.8%%2 7+AT Zoz
LFERSETY

s JE A A AHAM A ATE
2 7hule} v|FEe] Hd o] AE I,
Faof AFel die HE, o o= T A&
A BE Ao FEFe vRitke A HY
31 THAng & Lim, 2006; Houston, Childers,
& Heckler, 1987; Lord & Putrevu, 1998). Edell®}
Staelin(1983) A-g2h, 7HE, AlA] AlEFS
goz 719 Ee HFdnt Hoe JuE
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el 71

QTSN E Faol TAY
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HEE Bkt Wl%m_oﬂ Ueht
749e] BAGES AR AR AAREE
A4 g2l ey wFAa} gle] @)
2} ov] 1% Fil(framed ad)9}
H] 14 FI(unframed ad)@ EF3+ T
of dvingFus ol A F3 5 AFE
<=2 Al(product display), ¥HE-2] 1] 317 (redundancy

fanchoring), 1“(association), 1K causation) -3
soz o WnABnE % A $9 3
H| =gk Xﬂ Alvisual only)d F1¢} H|FLI}
7} 7 @eo] ¢lE(no relation) T SO =
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HE =d
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A7 28
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S 20t AR T T AL
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7] Aelw o} A%S ¢ 4 sle AE
oz AAANE, AT, AFA 5ol old] &3
9. ARAE 7o EE S Aol A
7] oF 9} Ag Fole & & Yk AE
o% Agw, HEE A9, A8 5o o7
Aged. sitos AgAE AHE dolu
A FolE AFol Aulze] FAEL W]
oJele AFS Wain mgBA AE, AL
F, o8 AUl So] dyld] &,
A} AES oldleln RS Hlehe
Y Agele Are Avlae guAd o

3 AE 3o uwgl g =cthDarby & Karni,
1973; Nelson, 1970, 1974). ZH|2H= dukz o
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ojuf Aol #I HEE It AdA|<
A5 AEY FAETE AR A HY
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4 F °‘D} uhetAd,
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3= Aol | THAY Ho|thNelson, 1970,
1974; Wright & Lynch, 1995; o|H#3} F<
2007914 A <1-8)

é

-

7

jahot

=

Ol
10

o HL fz ot
)

[¢]
—

& W 5 3

il
oy o x4y

[
o o o
A ig, o, K
o
e w

2
- 1o
o
ol->~

i)
1

Poif o Hov T o o (M i
m

8o

5
e
o

oY i

L)
o
=
=
o

=)
M pd ox

Y

AH|7IR) 0] BE AT Y
AFe a7 2ok A6 wet 4

874 A3 AYH A9 T fYoR BR
% 4 9 TKlaurent & Kapferer, 1985; Mittal, 1989;

Park & Moon, 2003). =42 AFEANAE &
w4 elxt Aol AxFoln AgAH
o] ZzEAo 1980 d ) o] F2 A
MM =71 P HHAA SHo] F
7] A]Z}38}H A (Chandon, Wansink, & Laurent,
2000; Hirschman & Holbrook, 1982) A& 7}
29} #HEA 7IXE £ 8 E(Babin, Darden,
& Griffin, 1994), A|¥2 Z=Z X (Chandon -5,
2000), T4 TE(Carroll & Ahuvia, 20063} Z
& Aol vehie ded anA 953
gee dgehe A4z A8sel gt
/\E]%ZH(Utilitarian product)= AB[A7F 2 A
S AgFoan A5A0a A BA
2 dase 0 fe At 484 &
e 2H A, Qx| How, 2]
Ae AES AN wo] BAL 23] 82
o FolE slgQln old vl LA
o BAL AF =reA Qolje ¥,
q8A, HoXy e 7]_;1]7]_ /J_Q.;d /\H]g]_
SHE FAE AUtk olol whell 2 2l (Hedonic
produc)= S =AolY el AT F=
o mel A7k AR EE AEeR ALY &
M ol@ BAS 919 Aol ohle AH A
@ 27 4% An, #2199
71315 A gthHirshman & Holbrook, 1982).
o]z} Avl= H|EFA, AYPA 7h3 A o|H,
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AZE eurk ola olg A7) Bde =T
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an)A i} Ao ﬁwolu} Sl et
o A% avlAe %Al T ArAQ &4
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Brke guidels, A@Aeln, 424 4

Hip Ao o 23E ugEth o|Ro] 4w
7HA ol WE AFFES F1E B3 ATH
© AR glolA AEAY JFE mR
T & F kel & F95, 200790 A
A8
ATLZH|

914 oM Aol YEAE 17l A
NEAPED BARAE P w9 F )2
2 S et e ATEAS ARt

ATFEA L FEuRt B3R derd
BEFI HHRFYL ourp

ATFEA 2. vt FAEae derd
BHEGI JERAES FREF A w2} of
w3k 2pol 7} 9he7pe

ATFEA 3. vt BRI derd
HEFT JEHFES AFFE wet oju gt
Aol 7t 7k

PN
=]

=

2 AFoA ARgE EE-S 20040 w3t
oAl 79 A A ER-SE Y. AR E

§% - 0[BT / EX BT OAIKIS] B

2R A TR N8

A 2709 A
7he] 0%**%1(%“
Aol FAES YR, 3Dl =58
oM =W A Soke Fa 1
o]t} (HRC Media Index, 2005). EFl that 7
/g (seasonality) ] FEF= 7hHe g g Fol7]
A 2 Hx) HE 39 569 3,99 3,
4 2ol 1A o]

Astaion 54 Fuw Tolx
nEE AT F 669749
Aol AREE T

= a4 A 7t
Lol AAJE 2571
A9 AR o
7h SH A 7 A Sol7b] A At
AZAVE & A7) 257 15 ZolA A1¢]
HAY AR F7HE JEYEo] HHER] &
Ut FuFAFH L oy 9 %5(2007)
o] A AAE BFEH 719 AAFE
o W}E‘r s 2

B AqelA] A" B
Zlolth. WA FHEFPL &
o] GAME FolA
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A Study on the Analysis of the Amount and Type

of Information in Korean Magazine Advertisements:

Extension and Application of the Classification Framework

Young Sook Moon Byung-Kwan Lee
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Hanyang University Kwangwoon University

This study presents an analysis of information content in Korean magazine advertisements in 2004. This
study proposes an extended framework which consists of 25 information cues including 14 cues of Resnik
and Stern's(1977) classification. The results show that number of information cues in magazine ads
examined is 3.86 on average and 97.5% of the ads contain more than one ad. It is also found that more
than half of the ads contain three to five information cues. The type of information featured most is
website information followed by availability, petformance, and components/contents. It is observed that the
amount and type of information featured in the ads differ significantly depending on visual-copy
relationships and product types in terms of information processing and consumption value. This study
provides an updated data of the amount and type of information in Korean magazine ads. Implications of

the findings are discussed in relation to the need for further research on developing an extended

framework and assessing informativeness of magazine ads.

Key words : magazine ads, extended framework, the amount and type of information, visual-copy relationship, product

type
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