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[Abstract]

There is a need for and positive aspects of article-based advertising, but as exaggerated and disguised
information is delivered due to some indiscriminate 'article-based advertisements', readers have difficulty
distinguishing between general articles and article-based advertisements, leading to a lot of misinterpretation
and confusion of information. is doing Since readers will continue to acquire new information and apply
this information at the right time and place to bring a lot of value, it is judged to be even more important
to distinguish between accurate general articles and article-like advertisements. Therefore, as differentiated
information between general articles and article-like advertisements is needed, as part of this, for readers
who have difficulty identifying accurate information due to such indiscriminate article-like advertisements in
Internet newspapers, this paper introduces IT and Al technologies. We attempted to present a method that
can be solved in terms of a system that incorporates, and this method was designed to extract articleable
advertisements using a knowledge-based natural language processing method that finds and refines

advertising keywords and deep learning technology.
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I. Introduction
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II. Related research

1. Newsworthy advertisement
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Table 1. Characteristics of article-based advertising [5]

Classification

Feature Content

common
characteristics

- Describe the pros and cons, reputation,
consumer interviews, etc. of a specific
product in a format as if covered by a
reporter.

- Create headlines like newspaper articles
with titles such as ‘Acquisition Boom’ or
‘Emergency Diagnosis’ or use words such
as ‘coverage’ or ‘editor’ in the
advertisement content.

unique
features

- Use section names that indicate the
overall nature of the articles featured on
the top page

- Use the writer's name and email address
displayed at the end of the article

magazine
advertisement

- A symbolic magazine logo is displayed at
the end of the advertisement.

- Write ‘text (or summary) OOO, photo
OO, progress AA’, etc. at the beginning.

- Use the format of a several-page special
article containing several advertisements.

- When multiple article-based
advertisements form a full-page
advertisement

advertisement

A i . . . .
d serving | _ When one article-like advertisement is
format . .
published as a full-page advertisement
- Partial advertisement where article and
advertisement are mixed on one page
- The top part is an article advertisement,
and the bottom part is a general
Full-page P 9

advertisement.
- Post related article advertisements below
the actual article.
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2. Deep learning
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III. The problem with article-based
advertising

1. Recognizing the problem of article-based

advertising
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2. Analysis of article-type advertisements and
online article-type advertisements in print media
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Table 2. Characteristics of differences between
article-type advertisements in print media and online

article-type advertisements[22]

Division

Print media article type
advertisement

Online article
advertisement

space
constra
ints

There are limitations on
ground space. Printing
costs increase as
publication increases.

Can be posted as per
server capacity. There
are almost no additional
costs associated with
posting.

Publica
tion
burden

You can see at a glance
the proportion of news
articles and article-type
advertisements. If it
exceeds a certain
percentage compared to
news articles, it
becomes burdensome.

The structure makes it
difficult to determine
the proportion of online
article-type
advertisements. No
need to consider the
proportion of news
articles

Check
posting
history

Third parties can easily
check publication
history through printed
materials

It is difficult to check
publication history
because the editing
results are not fixed and
change in real time.

Posting
format

A structure where the
titte and body are
exposed together. The
distinction between
news articles and
exposure space is
relatively clear.

You must click on the
exposed title to view the
text. It is difficult to
distinguish between
general news articles
and titles as they are
listed in the same space.

adverti
sing
clues

The font is different
from the article or a sign
such as ‘Full PR’
appears at the top.
Unlike regular articles,
there are still signs or
clues that it is an
advertisement.

All clues about
advertising have been
removed. Since it uses
the same format as
digital news, it uses the
press company logo,
transmission time,
scraping function, etc. It
is also indicated as 000
reporter, 000 guest
reporter, etc.

Exposu
re
opport
unity

Only exposed on offline
platforms owned by
media companies such
as newspapers and
magazines.
Only a temporary
exposure effect
depending on the
publication  cycle  of
offline media

It is transmitted from
online platforms owned
by media companies to
external platforms such
as portals and is
exposed everywhere.
Automatically archived
and continuously
exposed through search
function

3. The ripple effect of article-based advertising
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Table 3. Effects of article advertising

Classifi

. Effect
cation

- For advertisers, it is an important source
of income in a rapidly declining advertising
market.

- News-style advertising innovations are of
great help in remembering and persuading
consumers.

- Compared to general advertising, immersion
is better.

- Intention to purchase products exposed to
article-based advertisements increases
more than to general advertisements.

- You may be confused between general
articles and advertising articles.

- Newspapers have less trust in the media.

negative | - It is difficult to obtain accurate information
side about consumers.

- There are some problems with ethics.

- Exaggerated advertising can affect the
property, life, and health of consumers.

Positive
side

IV. Extraction of article-worthy
advertisements using deep learning
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3. Primary extraction through natural
language processing
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