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Abstract 
Information security has become a great concern nowadays because information 

technology and internet are embedded in the daily routines of organizations and individuals. 
This research is to study the advertisement content of the information security products and 
services published in computer magazines in Taiwan. How the advertisements evolve in the 
past decade associated with information security market is of interest. We adopt the research 
method of content analysis. The research sample that contains 424 information security 
advertisements is drawn from the two most popular computer magazines in Taiwan, PC 
Home and Network Communication. The time frame is from 1994 to 2003 for totally ten 
years. The content analysis covers five categories: time, product information, advertisement 
components, advertisement strategies, and brand images. 

The research findings contain two aspects: the advertising trends for the past ten years, 
and the advertising presentation. For the advertising trends, there are mainly two 
conclusions: (1) the advertisements emphasize more on the product than the service, and (2) 
the strategy transfers from the “functional aspect” to the “feeling aspect.” For the 
advertising presentation, there are also two conclusions: (1) “security” is always the core 
subject, and (2) pictures and photos are frequently shown on the advertisements. There are 
metaphors to imply the threat by the information security incidents. Finally, this is an 
exploratory research that adopts the mass communication research method to study an 
issue of information security that is used to be approached from the aspects of technology 
or management. By the content analysis, this research provides a new research topic. The 
suggestion for the further research is to extend the collection of advertising publication 
forms, such as international magazines or internet, for a broader comparison.  

Key words: Information security advertisement, Advertising, Content analysis 
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TruSecure ICSA
2003

2002 8 10
Trend Micro 2003 10

2003 550 66%
2003

1986 1988
CERT/CC

1

1 94



108

IBM 1984

Parker 1997

Schneider & Therkalsen 
1990

94
( )

( )
( )

( )

( )

( )

( )

( )



 109 

Burgoon 1995

Tarn 2001; Ford et al. 2004 Jhally 1990
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1997 Carrigan & Szmigin 1998 & 1999

1 benefit 2
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2 quality
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9 package or shape
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13 company research
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3 2003

1 2 3 4 5 6
TVBS

% 7.6 7.1 5.2 3.8 2.8 1.9 
7 8 9 10 18

 PC Home PC DIY  
% 1.4 1.3 1.1 1.0 0.5  

2003

4 2003/1~2003/10

PC Home PC Office PC DIY Run PC 
15 13 7 16 44 4 

CERT/CC 5 1994
2000 1995

1994 2003
Kassarjian 1991

5

1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 

2,340 2,412 2,573 2,134 3,734 9,859 21,756 52,658 82,094 137,529

1994-2003 317,089 CERT/CC 2003 12
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1994 1 2003 12 10
424 PC home

1996 2 1994 1996 1 PC home
7

7

\ 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 
PC home 0 0  3 18 29 20 13 14 20 20 137

5 1 18 26 32 33 37 40 46 49 287
5 1 21 44 61 53 50 54 66 69 424

 (Riffe et al. 1998)

Krippendorff 1980; 
Riffe et al. 1998 pilot study

Chandy et al. 2001

Krippendorff 1980; Riffe et al. 1998 0.9
Wimmer & Dominick 2002 0.9

0.9
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10% 43

Wimmer & Dominick 2002 0.9
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2000
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20%
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1996 1998
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1998

8

1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 %

0 0 4 11 16 20 19 12 16 11 109 26
1 1 5 28 35 20 15 12 19 16 152 36
0 0 2  1  5  5 12 26 14 26 91 21

0 0 4 3  3 3 3 5 7 3 31 7 
2 0 2 1  1 1 2 8 1 1 19 4 
0 0 0 0  0 4 0 0 0 2  6 1 
0 0 0 0 10 3 7 5 0 7 32 8 
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93%
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