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A Study on soju advertisement poster image
-Male Consumers in their 20s and 30s-
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Abstract

This study is a study of the problems with images shown in soju advertisements. In particular, when
looking at the poster of advertisements for soju among alcoholic beverages, most of them are female
models to target male consumers. The purpose of this study is to examine the case analysis of the female
image shown in the soju advertisement posters and to identify problems in images through surveys of male
consumers, the main consumers of soju, and to explore effective soju advertising directions. As a result of
the analysis, it identified ‘uniformity of advertisement image type’ and ‘The female image is unified” which
are the problems of soju advertisement image. And 48 percent of male consumers think negative about this
situation. In addition, by using excessive pop stars, the relationship between the model and the product is
less, which leads to a problem of low advertising reliability. This study can be helpful for the ethical and
moral correct development of advertising targeting male consumers as well as mainstream advertising.
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[Table 1] Ranked domestic market share by soju brand in 2018 [4]
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[Table 2] Examples of *

Model Expressions’ and ‘Product Expressions’ poster
OEdRASY BRI HEEESY E2HFA

Snx X |i4L

Q&0 4 0|2

225 B HE B3 BHY
[ 319 S 23 BET NEC| 28 BMY 1 00X RYO| o0/ 4ES
AZAN 20| SHOIYCE Lol IO oY RS HMO|Lp A¥Hig =Eoin A%E

111



A Study on soju advertisement poster image -Male Consumers in their 20s and 30s-

== EoELL

[# 3] ‘22 HE 2 2ol 8 TEIEIY ZAE AR
[Table 3] Examples of ‘Model and Pro

dxop| Hites

duct Representation’ and ‘Other Representation’ posters

=
TTT

SIA7E &)

EERE

7|EtEE A

HI=0IA
ORAZHIEI?

I.A.
=vie=

BROLL B DISEE MY

3.1 2Mrf4

[E 110t 20| 2018 FF7 MUY AFBUCY Z51F U YRE 7IT2E 0|E FUZE
0| fresh), ROHFFHSME), Ti*(%% gop, a5FEls &), WI[A2ZML02ehE FH2
2 201492 2018ENK| A2 s 2 AFEWES| X|HENE EMSIQUCL 57 EUES T I
O[X[0flA YEEE XHYLE B3 & 1247 B0E +TBIUCH, Y2 S0|E T2 - &
Ol fresh(307l, 24.2%), RUFH - MSHMBEUSM, 12.1%), £ - £2 0|37, 29.8%), =F
SSEUE EH@07H, 32.3%), WI|AZFTL| - 028l27H, 1.6%)0|CH,
3.2 2MEn

HHCHEZ O[0X| R CfSt 242 Chaah 2ot

MotMoz BH HOIE fresh’?| FURIS CHASHA LIEFRICE G2 EEZH EHHSH,

L| Al

£y 295

HEHAG, 10%)2 HESH



HAYGBM, 10%) > 7IEKI7H, 3.3%)°] =22 LIEFGICY,

[H 4] 2014-2018'd EHEH AFZ1D BoI0|0fX| R &M Zut

Journal of Digital Art Engineering & Multimedia
Vol.6, No.2, December (2019)

[Table 4] Analysis of Main Image Types of Soju Advertisements by Brand 2014-2018

LF, k= IT ol iz
dE | sdcy | opusy | wyeusy | oo ab CHHEAE e an
EO|E fresh 4 0 1 1 0 0 6
NEXMH 3 0 1 0 0 0 4
2014 | £2 4|0 4 0 0 0 0 0 4
U= E 4 0 0 3 0 0 7
02 0 0 0 0 0 0 0
&O|Z fresh 7 0 0 0 0 0 7
e 0 0 0 0 0 0 0
2015 | 2 H[o| 5 0 0 1 0 0 7
U= E 7 0 0 2 2 0 11
02 0 0 0 0 1 0 1
EO|E fresh 3 0 0 0 1 0 4
NEXMH 4 0 0 0 0 0 4
2016 | 2 H[o| 12 0 0 0 0 0 12
U= E 5 0 0 0 0 0 5
02 0 0 0 0 0 0 0
EO|E fresh 0 0 0 2 6 1 9
e 2 0 0 0 0 0 2
2017 | && H[o| 9 0 0 1 0 0 10
U= E 5 0 0 1 1 0 7
02 0 0 0 0 0 0 0
EO|E fresh 1 0 2 0 1 0 4
e 5 0 0 0 0 0 5
2018 | 2 H[o| 5 0 0 0 0 0 5
U= E 8 0 0 0 2 0 10
02 0 0 0 1 0 0 1
-~ Bl 93 0 4 12 14 1 124
HIE(%) 75% 0% 3.2% 9.7% 11.3% 0.8% | 100%
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