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Koreans Like to 
Drink 
• Koreans have historically enjoyed drinking, 

singing, and dancing at the Dongyi, Jecheon 
festival, c. 233-297 CE 
• 동이(東夷), 제천(祭天) 축제 때 음주가무를 즐겼다(國中大會 
連日飮食歌舞) 

• 삼국지(三國志, San kuo chih) 위지(魏志) 동이전(東夷傳), 
진수(陳壽：233~297) 편찬 

• Per-capita annual consumption of alcohol in 
Korea stands at 9.18ℓ, ranked 22nd out of 34 
OECD-member countries.(Hankook Ilbo, April 10, 
2013) 

• Per-capita consumption of distilled spirits in 
Korea (soju, whiskey, etc.) is the highest in the 
world at 6.06ℓ (Beer :  1.99ℓ;  Wine, etc. : 
1.09ℓ)(WHO, 2005) 
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Koreans Like to 
Drink 

Kirin Beer: “Beer isn’t alcohol but 
nutriment” (In the 1920’s) 

 

 Bee Wine, health appeal (In the 
1930’s) 



Koreans Like to 
Drink 

TV commercial in 1960. Jinro “Paradise,” the first 
animation and jingle advertisement in Korea. 

 



Regulations on Broadcast 
Advertising 
Deliberation regulations of broadcast advertising 
•Article 33 (liquor)  
•①  Broadcast advertisements about alcohol that present a detriment 
to social order, public health, and the well-being of youth, or that 
include any one of the following items, should not be advertised 

• 1. Excessive depictions of drinking atmosphere or excessive attempts 
to glamorize drinking behavior 

• 2. Depictions that insinuate that alcohol is a prerequisite or supplement 
for social recognition or success 

• 3. Depictions that imply that moderate drinking is not harmful to health 
• 4. Depictions that imply that drinking can improve physical strength or 

athletic capacity, eliminate anxiety or worry, or aid in the treatment of 
diseases 

• 5. Depictions that pose a safety hazard by including or endorsing 
drinking behavior in situations that require high awareness 

•②  The characters in broadcast advertising for alcohol must be over 
19 years old and should not attempt to represent youth 
•③  Broadcast advertising for alcohol should not utilize a song for 
advertising, or offer any kind of sweepstakes or promotions 

 



• Smartphone penetration 
rate of South Korea : 
67% 

• Highest penetration rate 
in the world 

• Norway (2nd place): 
55%  

• Japan: 39.9% 

• USA: 39.8% 

• Global Average: 14.8% 
 

      (The Kyunghyang Shinmun, June 25, 
2013) 

Influence of Social 
Media 



Online Ad Spending 
Outpaces Other Forms of 
Media 

“Online ad spending is 1st among media, outpacing Newspaper & 
TV in Korea” 

 Reported by Cheil Communications  

 

•< Total advertising expenditure by medium, 2011~2013> 

•The Online advertising spending is 1st  among media, outpacing 
newspaper advertising in 2011, outperforming terrestrial TV 
advertising in 2012  

•Advertising Spending in 2013 : Online(2.08 trillion won), terrestrial 
TV(1.88 trillion won), newspaper(1.58 trillion won), cable TV(1.33 
trillion won) 

•Mobile ad market is outpacing radio ad, 210 billion won in 
2012(increased to 250%), 400 billion won in 2013 

•Mobile ad market of USA in 2013 : Forecast seven hundred and 
nineteen million dollars($719 million) (77% increase over the year 
before)  

 

 ( k ) 



ALCOHOL ADVERTISING 
CASE FOR ONLINE, MOBILE, 

AND SNS 



Monitoring Results of 
Online Ads  

• Law violations for alcoholic beverage advertisements : 1,451/1,845 

• Liquor Company Website :  100% 

• Portal Website :  78.5% 

• Liquor Company Facebook :  75.0% 

• Total Violations Rate :  78.6%  

• Law-breaking standard : Enforcement ordinance of Law for the Promotion 
of Nation’s Health,  the second of  Article 10 standard of advertisement  

• → For that prohibit offering giveaways for sales promotions of alcohol 

 
Internet media type 

February 
2013 

March 
2013 

April 
2013 

May 
2013 

June 
2013 

Total (%) 

Main Portal and  
Media Website 

3/78 776/783 531/562 30/283 - 
1340/1706  

(78.5) 

Liquor Company Website 4/4 6/6 9/9 7/7 1/1 
27/27 
(100.0) 

Liquor Company 
Facebook 

11/15 14/24 16/20 27/33 16/20 
84/112 
(75.0) 

Total 18/97 796/813 556/591 64/323 17/21 
1,451/1,845 

(78.6) 



Monitoring Results of 
Online Ads  

• The Characteristics and the Type Classification of alcoholic 
beverage advertisements on Facebook 

Characteristic Brand Name Media  Event/Ad Type Event/Ad Outline 

Short-term  
Event 

Imperial Facebook 
commenting event 
(one-day event) 

make comments and 'like' an
d  

'share' to enter prize lottery 

Cheoumchoru
m 

Facebook 
commenting event 

(three-days event) 
make comments to enter  

prize lottery 

Sharing and 
Tagging Event  

Joeunday Facebook 
TV commercial sharing e

vent 
(sharing) 

'like’ and 'share' the newest T
V  

commercial on Youtube to en
ter 

prize lottery 

Max Facebook 
tagging and commenting 

event 
make comments and tag 

someone to enter prize lottery 

Photo Event  
(Photo taken with  
Liquor products) 

Cheoumchoru
m 

Facebook 
Photo Ad 

(Photo taken with  
liquor products)  

upload photos with cans  
or bottles on Facebook 

Dry Finish d Facebook 



Monitoring Results of 
Online Ads  

• The Characteristics and the Type Classification of alcoholic 
beverage advertisements on Facebook 

Characteristic Brand Name Media  Event/Ad Type Event/Ad Outline 

Commenting Event 

Joeunday Facebook 

Commenting Event 
make comments and 'like' an

d  
'share' to enter prize lottery Daebak Makge

olli 

Liquor 
Company 
Website 

Encouraging 
Alcohol 

Consumption and 
Presenting False 

Information 

Joeunday Facebook 

Encouraging alcohol con
sumption 

Increase consumer desire to 
drink alcohol by associating S

oju  
with delicious food in pictures 

Cass Facebook 

Increase consumer desire to 
drink alcohol by associating b

eer 
with delicious food in pictures 

Scotchblue Facebook 

Present the false 
information 

that consuming liquor 
promotes good health 

Implies that drinking a “Hot To
ddy” 

(mixed drink) before sleep ca
n  
  ld 



1. Short-term Event 

• Pernod Ricard Korea :  One-
day event on Facebook 

• Brand Name :  Imperial 

• Event/Ad Title :  Attendance 
Check Event 

• Event/Ad Type :  Commenting 
Event 

• Event/Ad Outline :  Make 
comments and 'like' and 
'share' to enter prize lottery 

• Event/Ad Period :  May 5th, 
2013 

 

 



1. Short-term Event 

• Lotte Liquor :  Three-day event 
on Facebook 

• Brand Name :  
Choeoumchorum 

• Event/Ad Title :  Are you ready 
for summer vacation? 

• Event/Ad Type :  Commenting 
Event 

• Event/Ad Outline :  Make 
comments to enter prize lottery 

• Event/Ad Period :  June 11th, 
2013 – June 13th, 2013 

 

 



2. Sharing and Tagging 
Event 

• Muhak on Facebook 

• Brand Name :  Joeun Day 

• Event/Ad Title :  Please share 
our two new TV commercials 
on Facebook 

• Event/Ad Type :  TV 
Commercial Sharing Event 

• Event/Ad Outline :  ‘Like’ and 
‘Share’ our new Joeun DAY TV 
commercial on Youtube to 
enter the prize lottery 

 

 



2. Sharing and Tagging 
Event 

• HITE JINRO on Facebook 

• Brand Name :  Max 

• Event/Ad Title :  We like the 
combination of Chicken and 
Beer 

• Event/Ad Type :  Tagging and 
commenting event 

• Event/Ad Outline :  Comment 
and tag someone to enter the 
prize lottery 

 

 



3. Photo Event 

• Lotte Chilsung Liquor on 
Facebook 

• Brand Name :  Cheoumchorum 

• Event/Ad Title :  Photo ad for 
the victory of the Giants 
(baseball team) 

• Event/Ad Type :  Photo 
advertisement 

 

 



3. Photo Event 

• HITE JINRO on Facebook 

• Brand Name :  Dry Finish D 

• Event/Ad Title :  Chimac 
(Giveaway chicken and beer 
for free) Event 

• Event/Ad Type :  Photo Event 

• Event/Ad Outline :  Upload 
photos with HITE JINRO 
products onto Facebook to 
enter the prize lottery 

 

 



4. Commenting Event 

• Muhak on Facebook 

• Brand Name :  Joeun Day 

• Event/Ad Title :  Find the 
Hidden Joeunday Soju Bottle 
Event 

• Event/Ad Type :  Commenting 
Event 

• Event/Ad Outline :  Comment 
with the answer, ‘Like,’ and 
‘Share’ to enter the prize 
lottery 

 

 



4. Commenting Event 

• KOOKSOONDANG on 
Facebook 

• Brand Name :  Daebak 
Makgeolli 

• Event/Ad Type :  Commenting 
Event 

• Event/Ad Outline :  Comment 
with the answer, ‘Like,’ and 
‘Share’ to enter the prize 
lottery 

 

 



• Muhak on Facebook 

• Brand Name :  Joeun Day 

• Event/Ad Outline :  Increase 
consumer desire to drink 
alcohol by associating Soju 
with delicious food in pictures 

• Event/Ad Period: March 2013 

 

5. Encouraging Alcohol 
Consumption 



• Oriental Brewery Co. ltd on 
Facebook 

• Brand Name :  Cass 

• Event/Ad Outline :  Increase 
consumer desire to drink 
alcohol by associating Soju 
with delicious food in pictures 

• Event/Ad Period: May 2013 

 

5. Encouraging Alcohol 
Consumption 



• Lotte Liquor on Facebook 

• Brand Name :  Scotch Blue 

• Event/Ad Outline :  Implies that 
drinking a “Hot Toddy" (mixed 
drink) before sleep can prevent 
a cold 

• Event/Ad Period: March 28th, 
2013 

 

5. Presenting False 
Information 



The National Health Promotion 
Act Enforcement decree of the National Health Promotion Law 
•Article 10 (Range of advertising content)  
•In accordance with the provisions of Article 7, the Minister 
of Health and Welfare can order changes to advertising 
content or the prohibition of advertising. 
•Standards of Advertising (Article 10, Paragraph 2 related) 
•In the case of alcohol advertising by Liquor Tax Law, 
advertisements including any one of the following items, 
should not be advertised 

• 1. Excessive depictions that glamorize drinking behavior 
• 2. Depictions that imply that drinking can improve physical 

strength or athletic capacity, eliminate anxiety or worry, or 
aid in the treatment of diseases 

• 3. Depictions that imply that drinking can improve mental 
health issues 

… 
• 7. Broadcast advertising for alcohol should not utilize a song 

for advertising, or offer any kind of sweepstakes or 
promotions 

 



• “Like the First Time” Jingle (Model: Jo In-Sung, Go Jun-Hee) 

• Lyrics: Shake and shake, forget everything, Things will be better 

• Expresses that drinking eliminates anxiety and worry, or helps in the 
treatment of diseases 

• Advertised on the Internet and thus evaded law regulations 



• “Cass Beer” Video 

• Implies that drinking can improve physical strength or athletic 
capacity, eliminate anxiety or worry, or aid in the treatment of 
diseases 

• Uses youth role models and athletes to convey message 

• Insinuates that alcohol is a prerequisite or supplement for social 
recognition or success 



Suggestions for the 
Future 

• Strengthen monitoring and encourage more 
thorough regulation 

• Strictly apply regulation rules 

• Short-term event campaigns on Mobile and SNS 
increase the difficulty of corrective action 

• Apply more strict penalties for violations 

• Based on the results of violation monitoring efforts, 
implement regulatory action by administrative 
agencies 

 



Suggestions for the 
Future • The expansion of ad types and media are the 
focus of regulation 
• The increasing number of social media venues 

(Mobile, SNS, etc.) have begun to act as new 
forms of advertising, and the pace at which they 
are creating content makes the regulation and 
evaluation of such media nearly impossible 

• The current law is ill-suited to this era of 
convergence for broadcasting and 
telecommunications 

• The industry is essentially deregulated due to the 
slow response of regulatory actions 

• Therefore, the law must be revised to include IPTV, 
Internet, mobile, SNS, "Broadcasting, 
communications, video, etc.," and "advertising, 
etc." 

 



Suggestions for the 
Future 

• Moving toward the OECD top 10 for Regulatory 
Policy 

• Drinking regulatory policy of Korea :  15th out of 30 
OECD member nations 

• Calculated by a set of Integrated Indicators, 
including factors like social environment, price, 
private market production, distribution, etc.  

• We’ll pool our collective wisdom to adopt and 
implement drinking regulatory policy from the 
OECD top 10 



THANK YOU FOR 
YOUR ATTENTION! 
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