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An Exploratory Study on the Advertising Display and Regulation
Method of Native Advertising
- Focus on Expert research by production practitioners -
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Abstract This study attempted to examine the problems of the expression and format of native advertisements
appearing on various platforms and to prepare a plan to regulate them. To this end, in-depth interviews were
conducted to those in charge of advertising practice and examined. First, as a problem with the expression and
format of native advertisements, it was considered that the congestion and deception of indiscriminate native
advertisements appearing on various platforms could bring negative perceptions to consumers. For the second
user's interaction, it was considered that customized advertising expressions through targeting by platform should
be produced. Third, regarding the regulation of native advertisements, it was suggested that regulatory measures
for consumer protection should be prepared and that market autonomy should be left to it. A strategic operation
plan for native advertising according to various platforms should be prepared.
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An Exploratory Study on the Advertising Display and Regulation Method of Native Advertising
— Focus on Expert research by production practitioners —
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