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The Influence of Media Advertisements on Forming a Positive Image
of Vocational Colleges : A Focus on New Students at K Vocational
College in the Jeonbuk
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Abstract This study aimed to investigate the extent to which media advertisements conducted by vocational
colleges (such as SNS, banners, university information boards in high schools, terminal advertisements, local
daily newspaper advertisements, and elevator video advertisements) influence the formation of a positive image
of the college among incoming students. To this end, a total of 430 freshmen at K Vocational College in
Jeonbuk were asked about the frequency of their exposure to the college's media advertisements for each type
of media. Additionally, they were asked about the impact these advertisements had on forming a positive image
of the college, and the results were analyzed accordingly. The frequency of exposure to the advertisements was
measured to verify the exposure effect of the advertisements themselves. To determine the impact of the
frequency of exposure to each type of media on the formation of a positive image, correlation analysis and
regression analysis were conducted. The key findings are as follows: First, while there were differences in the
frequently encountered media among different age groups, banners and SNS advertisements were the most
frequently encountered when considering all age groups collectively. Second, regarding the impact of the
frequency of exposure to each type of media on the formation of a positive image of the college, elevator
advertisements had the most significant effect, followed by banner advertisements. The purpose of this study is
to aid in the formulation of the college's promotional strategies, with the expectation that the college will
achieve better results through more efficient advertising.
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Table 2. Percentage of Entering College from Local Areas
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Table 4. Frequency of media exposure across all ages
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