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Abstract: We live amidst a flood of information in the internet and digital revolution era. Due to such
indiscriminate information access, there are many problems in accurately recognizing the information
desired by the user. Moreover, there are many difficulties with finding accurate information and the
articles that individuals want due to indiscriminate advertisements in various online papers such as
SNS and internet newspapers. Negative experiences with these advertisements lead to advertisement
avoidance; if media users avoid advertisements, the media’s existence is threatened. This system
aims to provide high-quality online articles, excluding promotions, by designing a system using a
knowledge-based management system (KBMS) and Deep Learning system to solve the problems of
advertisement. In other words, this system compares advertisement phrases or general keywords
related to a specific company and product promotion with the contents to be searched in the database
system of the knowledge-based management service.

Keywords: advertisement article; disguised advertisement; Deep Learning; KBMS; database

1. Introduction and Research Background

We live amidst a flood of information in the internet and digital revolution era. Due
to such indiscriminate information access, there are many problems in accurately recog-
nizing the information desired by the user. Moreover, there are many difficulties with
finding accurate information and the articles that individuals want due to indiscriminate
advertisements in various online papers such as SNS and internet newspapers.

In the 21st century, media organizations such as newspapers and public broadcasters
overseeing the distribution of knowledge and information have become somewhat difficult
to operate. The reason is that, as cutting-edge personal information-sharing devices such
as the internet, Twitter, and SNS have become popular recently, media organizations can
quickly and accurately inform the public of various information that the public has not been
able to grasp, and a monopoly structure generates profits by performing advertisements
for multiple companies [1].

This was limited to offline advertisements in newspapers and magazines in the past.
Still, these days as the internet and communication are developed, many parts of the
advertisement market change due to the expansion of article advertisements, such as
banner advertisements, and the provision of various types of information online. I think
this change is the biggest reason.

In recent years, there has been an increasing tendency to promote clinics and health
supplements through “medical articles” rather than “medical advertisements”. Because
“medical articles” have a social responsibility to provide “medical information” to readers,
the objectivity and scientific nature of the article content must be guaranteed and exces-
sive exaggeration differing from the facts must be excluded. However, due to the hype
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phenomenon that ignores this aspect, consumers may come across unwanted information,
may misunderstand information, and may spend more time and effort unnecessary to find
the correct information they want. The resulting discomfort may cause animosity towards
the product or clinic. Specifically, there were cases where liquid tea was advertised as
being effective in preventing and treating diseases, such as “tea good for insomnia” and
“treatment of asthma, atopic rhinitis”, and “diet, weight loss”, etc. were advertised in
excess. In overseas direct-purchase products, some advertisements confuse the effects of
raw materials with the impact of food, and some advertisements mistake healthy functional
foods for medicines [1].

Recently, many consumers had a lot of negative perceptions about advertisements
due to such article advertisements. The word “advertisement” itself is considered harmful
in many cases. If the word “advertisement” is included in the subject line of an email, it
is often classified as spam due to the basic algorithm. In the case of internet newspapers,
the negative perception of advertisements is considerable because there are a lot of ads
that interfere with reading articles. The content of advertisements published in this way
also receives a lot of criticism. Negative experiences with promotions caused by this led to
advertisement avoidance [2]. If media users avoid advertisements, the media’s existence
will be threatened, and existing promotions may not be able to attract due to the Deepening
of advertisement avoidance and the traditional media crisis. Therefore, it can be said
that the research into advertisement avoidance by users in internet newspapers may have
practical implications for the media industry [3].

Knowledge and information are essential factors of production beyond labor, capital,
and technology. It is evaluated as a fundamental factor, indicating the difference [4].
Therefore, in the knowledge economy society of the 21st century, the growth of a country
or region depends on how well the foundation for creating knowledge and the system that
can utilize the developed knowledge is established [5].

Although these article-based advertisements are being expanded indiscriminately re-
gardless of whether they are online or offline, this study intends to deal with the content of
online article-based advertisements. There are various difficulties for users in obtaining ac-
curate information due to article advertisements, and we are trying to solve these problems
by using “knowledge-based service” and “Deep Learning”, a field of artificial intelligence,
and possible advertisements; using this, we want to deliver accurate information excluding
related articles to users.

2. Related Research on Advertisement Articles

There are several studies related to this study. First, what is an “article advertisement”?
What are these problems? It is necessary to find out. We looked at the contents and cases
of “medical advertisement”, which is often expressed in article-type advertisements. We
proposed this system to solve the problems caused by such “article-type advertisements”.

The knowledge-based management system was included in this system and Deep
Learning technology, a class of artificial intelligence, was mentioned. In other words,
this system is meant to provide high-quality online articles excluding advertisements by
designing a system using knowledge-based management and Deep Learning to solve the
problem of ads.

2.1. Article Type Advertisement

The article-type advertisement refers to an advertisement that presents the message
of a company or product in an article and can be defined as an advertisement that looks
like a news article [3]. Advertisements are produced in the style of news articles and
executed through the advertising space [6]. Ads in the form of reports are more capable of
securing a user’s trust than other advertisements [7]. However, it is known that article-type
advertisements lead to misunderstanding among consumers, infringe on consumers’ right
to choose products, and affect the credibility of internet newspapers themselves [8]. There
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is a high risk of children mistaking article-type advertisements as information, so the need
for correct advertisement markings is argued [9].

In the past, research was conducted to point out the problems of article-type advertise-
ments by comparing them with the ASME guidelines, which are guidelines of the American
Association of Magazine Editors, targeting the Chosun Ilbo, Donga Ilbo, JoongAng Ilbo,
and Hankook Ilbo, which are representative Korean newspapers [10]. Afterward, in follow-
up studies including the four major daily newspapers and local daily newspapers, they
suggested regulations, pointing out the possibility of causing misunderstandings with
consumers in evaluating factors such as labeling, labeling terms, and by-lines [11].

Resembling a newspaper article, having a title, and displaying the article input time
causes the perception that an article advertisement is an article, not an advertisement.
Although it is in the form of an article, the content is an advertisement and, in most cases,
is intended to collect personal information. It is also challenging to link text published in
internet newspapers to other advertisement pages; it can be another problem to present
an advertisement message that is not excessive in advertisement expression and has no
relation at all to the other page [12].

The following (Figure 1) is an example of an article advertisement and briefly shows a
home health-related article advertisement and a newspaper advertisement provided by “In-
dia Mart”. These advertisements are often seen in offline daily newspapers and magazines,
but since these articles are often published together in online media, it can be thought that
newsworthy promotions are expanding indiscriminately both online and offline.

Figure 1. Example of article-based advertising: (a) Home health-related advertisements [13];
(b) Newspaper advertisement-related data provided by “India Mart” [14].

The following describes some of the problems of such article-based advertising and
the difference between article-type advertising and press releases:

(1) Problems with advertising articles [15]:

(1) Advertising is a free commercial expression and has value as content. However,
illegal advertisements disguised as articles cannot be considered typical expressions.

(2) Whether it is legal or illegal, from the perspective of a company it is neces-
sary to consider whether article-type advertisements will help to promote
the company and increase brand awareness. When disguised article-type
advertisements are illegally given exposure and later revealed as disguised
advertisements, the brand image may be damaged.
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(3) Disguised illegal advertising articles not only infringe on the editor’s editorial
rights but can also be an obstacle for companies to develop media relations.

(4) For article-type advertisements, the company pays an advertisement fee. It
publishes the content after discussing the article’s contents with the person
in charge of the advertising or business department, not the press reporter.
Therefore, normal media relations with the editorial staff will not be formed.
Reporters generally do not send press releases to request reports and are more
likely to distrust companies that unwittingly published advertisements.

(5) Journalists are professionals whose mission is to report newsworthy events
promptly. If you ask a reporter to write an advertisement article, they will ex-
perience psychological stress because they must make an article by pretending
it is new news, even if it has no news value or timeliness.

(2) Differences between article-type advertisements and press releases [15]:

(1) It is far more advantageous to distribute press releases than to advertise when
there are newsworthy events or news.

(2) In developed countries such as the US and the UK, it is legally mandatory for
listed companies to distribute press releases through online services to bridge
the information gap between institutional investors and the public.

(3) If you write a press release and distribute it to reporters, the media will report
it without paying advertising fees. Distribution of press releases is the most
powerful means of publicity without cost.

(4) For press releases, the author is a company, institution, or organization, and the
author’s affiliation, name, and contact information are attached at the bottom
of the press release. A press release is entirely different from an article-type ad-
vertisement packaged as an article by paying an advertisement fee. It discloses
that it is the author by revealing the source, author, and contact information.

2.2. Medical Advertisement [1]

The fact that a “medical advertisement” is an advertisement is stipulated that there
is a limit to having an objective appeal to readers, and there is also a limit to receiving
legal sanctions for content description. Therefore, in recent years, there has been an
increasing tendency to promote hospitals and clinics through “medical articles” rather than
“medical advertisements”.

Since “medical articles” have a social responsibility to provide “medical information”
to readers, the objectivity and scientific nature of the article content must be guaranteed,
and excessive exaggeration differing from the facts must be excluded. In other words,
“advertisement” is an economic activity that receives an appropriate advertising fee from
media organizations because it specifies that it is a commercial means to promote product
sales, whereas “articles” are the public duty of the media organization to deliver accurate
information to readers. However, if the intention of a “medical article” itself is “promotion
of a specific hospital and clinic” rather than “delivery of medical information” it should be
called an “advertisement article” rather than a “medical article”, as it can be said that it is a
joint product of a medical institution.

In fact, “advertisement articles” by media organizations are not necessarily limited
to “medical articles”. Representative examples include articles about universities and
institutes related to the education market and preparing for entrance exams. Nevertheless,
the reason that ”advertisement articles” related to medical care should be treated distinctly
from other fields is that the knowledge and information delivered through the articles
can have a profound effect on the public’s health care as well as preferences for specific
procedures, specific medical personnel, and specific medical institutions. Because it affects
nutrition, if “medical articles” containing unverified and distorted knowledge and infor-
mation are reported, it can cause financial damage in addition to impacting health and
life for the public, and shake the foundation of the medical system, including the medical
delivery system.
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The following (Figure 2) is an example of an article-style full-page advertisement in
Korea, briefly showing an advertisement for an oriental medicine hospital in a famous
Korean magazine and a full-page ad for real estate in a prominent Korean newspaper.
These advertisements can often be seen in offline daily newspapers and magazines. Still,
since these articles are often published together in online media, it can be thought that
newsworthy advertisements are expanding indiscriminately both online and offline.

Figure 2. Cases of article-style full-page advertisements in Korea: (a) Full-page advertisement for
articles related to oriental medicine hospitals in a famous magazine in Korea [16]; (b) Full-page
advertisement for real-estate-related articles in famous Korean daily newspapers [17].

3. Knowledge-Based Management Systems (KBMS) and Deep Learning
3.1. Knowledge-Based Management Systems (KBMS) [18]

In modern society, which is a knowledge-based society, the importance of knowledge is
increasing day by day. Amid these changes, many companies have introduced knowledge
management systems to efficiently manage and utilize knowledge resources within their
organizations to strengthen their core competencies and secure competitive advantages.
However, in the initial knowledge management system, there are systemic problems, such
as not correctly providing appropriate knowledge to corporate members, and organizational
issues, such as corporate members not actively participating in the system.

To solve this problem, the knowledge management system has been continuously
developed thanks to the development of web technology and information technology. The
first-generation knowledge management system is an independent system that focuses on
accumulating knowledge. The second-generation knowledge management system is an
integrated system constructed and distributed according to this purpose. In addition, the
third-generation knowledge management system is a system that increases the utilization
of knowledge by linking the dispersed understanding with the work process. Finally,
the fourth-generation knowledge management system introduces the technology used
in the Web 2.0 environment to allow users to voluntarily engage in knowledge-creation
activities. It is a system that supports the fourth generation of the knowledge management
system. It creates more accurate and creative knowledge by integrating the knowledge
or experiences of various people by embracing the concept of collective intelligence as a
means of creating knowledge through collaboration. However, even the fourth-generation
knowledge management system did not completely solve the organizational problem. In
other words, since there is still a lack of factors to encourage the participation of company
members, only a small number of members participate in the knowledge management
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system to produce and share knowledge. There are limits; additionally, there is a structural
problem that certain members must directly search for appropriate knowledge [19].

In modern society, companies must constantly strengthen their core competencies
to respond to the ever-changing demands of the market and customers and to gain a
sustainable competitive advantage. To this end, it is necessary to produce differentiated
products from competitors by utilizing knowledge that is recognized as a fundamental
success factor and a source of excellent competitiveness for a company. As a result, it became
essential to share the knowledge possessed by members of the organization and manage
it so that it can be utilized in various forms, that is, knowledge management. Specifically,
knowledge management refers to improving organizational performance and productivity
by bringing knowledge, including databases, documents, policies, procedures, and the
experiences of employees, which were not previously included in systematic management,
to the leadership. For this purpose, it means a series of activities used to systematically
find and collect know-how and information assets relevant to an organization’s actions and
organize, share, and evaluate them. This knowledge management has developed into a
knowledge management system with the development of information and communication
technology, and the knowledge management system is being actively applied from the
perspective of knowledge in corporate management [20].

A knowledge management system is an information technology system that supports
an integrated knowledge management process to maximize the value of knowledge re-
sources within an organization. A practical knowledge management system organically
combines internal knowledge and external knowledge and its effectiveness is maximized
when the knowledge required for the environment outside the organization and the knowl-
edge inside the organization are matched. Integration within the organization includes not
only individual expertise and organizational knowledge but also organic integration with
existing information systems. This includes integration with suppliers, strategic partners,
suppliers, or customers [21].

However, despite the advantages of such a knowledge management system, there are
several problems regarding operation and design. For example, the link between knowl-
edge activity and performance management is insufficient, so it may be biased toward
formal system operation for evaluation. Knowledge reproduction and new knowledge cre-
ation activities may be weak due to a flawed compensation system within the organization.
In addition, many companies are only performing warehouse-style knowledge manage-
ment focused on accumulating knowledge because knowledge production capabilities are
weak due to a lack of support for knowledge activities within the organization, and the
connection between work processes and learning is not established correctly. Lastly, the
operation of a knowledge management system centered on tacit knowledge, which is chal-
lenging to express externally because it is composed of individual subjective experiences,
can put an excessive burden on the members of the organization [18].

Through the knowledge work process for decision-making, the resultant structured
knowledge is continuously accumulated and related to each other to form a knowledge
base. In the knowledge work process, storage, search, navigation, modification, sharing,
copying, deletion, merging, and separation of knowledge stored in the knowledge base
must be performed. For this purpose, a knowledge base management system is required.

In addition, the knowledge base management system provides an interface for the
client that provides the knowledge service as shown in Figure 3. The essential functions of
the knowledge base management system are as follows [5]:

(1) Function to store knowledge instance according to meta-knowledge;
(2) Change function to enable addition, deletion of knowledge, and change of structure

and attributes;
(3) Knowledge search function to search sub-knowledge at the required level of meta-knowledge;
(4) For meta-knowledge management, the knowledge base management system has a

meta-knowledge definition function that can define, delete, and change meta-knowledge;
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(5) Version control function of knowledge used to deal with the same expertise in terms
of hierarchy and content;

(6) Function to extract meta-knowledge by finding similarities in multiple accumu-
lated knowledge;

(7) Ability to force existing knowledge to follow the rules of new meta-knowledge
(8) Meta-knowledge management functions, such as a function to check for violations of

meta-knowledge definitions.

Figure 3. Overview of Knowledge Base Management System (KBMS) [5].

3.2. Deep Learning

Deep Learning is a technology used to cluster or classify objects or data. Computers, for
example, cannot tell the difference between a dog and a cat using only pictures; however,
people can tell them apart very quickly. For this purpose, a method called “Machine
Learning” was devised. This is a technology that inputs a lot of data into a computer and
classifies similar ones. When a picture like the stored dog picture is input, the computer
classifies it as a dog picture.

Many machine learning algorithms have already appeared on how to classify data.
Representative examples include “decision tree”, “bayesian network”, “support vector
machine (SVM)”, and “artificial neural network”. Among these, Deep Learning is the
descendant of artificial neural networks. Deep Learning is a machine learning method
proposed to overcome the limitations of artificial neural networks. The beginning of Deep
Learning is rooted in the history of artificial neural networks. In 1943, Warren McCulloch,
an associate professor of psychiatry at the University of Illinois, USA, and Jerry Letbin and
Walter Pitts, who were medical students at the time, published a paper titled “The Logical
Calculation of Concepts Inherent in Neural Activity”. In this paper, they modeled the neural
network as a network in which “binary switching” elements are intricately connected. This
is the first paper to conceptualize an artificial neural network. Deep Learning was first
proposed in the 1980s, 40 years after the birth of artificial neural networks. It is from the
appearance of a book called <PDP>, which summarizes the research on neural networks
by psychologists and computer-related scholars at the University of California. It was in
2004 that Deep Learning fired a signal of revival. When Professor Jeffrey Hinton proposed
a new Deep Learning-based learning algorithm called RBM, it began to attract attention.
An algorithm called dropout appeared soon after, which made it possible to solve chronic
overfitting [21].
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It is an advanced form of machine learning that learns and predicts itself without
inputting data to be understood by humans. These models evolved from artificial neural
networks citing human neural networks. Deep Learning utilizes one of the machine
learning techniques, Feature Learning. Deep Learning is a Deep Neural Network (DNN)
developed from artificial neural networks. It is called hierarchical feature learning because
it is a model in which several neurons transmit signals to successive neurons [22].

The core of Deep Learning is prediction through classification. By discovering patterns
in numerous sets of data, the computer divides the data just as humans distinguish objects.
There are two ways to classify this, these are “supervised learning” and “unsupervised
learning”. Existing machine learning algorithms are primarily based on supervised learning.
Supervised learning is a method of teaching information to a computer first. For example,
give a picture and say, “this picture is a cat”. Based on the pre-learned results, the computer
classifies the cat pictures. Unsupervised learning does not have this learning process.
Without the learning process of “this picture is a cat”, the computer learns “this picture is a
cat” by itself. It is an advanced technology compared to supervised learning and requires
high computing power. Google has developed a Deep Learning technology that identifies
cat videos among videos registered on YouTube through an unsupervised learning method.
Google is also introducing Deep Learning technology to create artificial intelligence systems
for robots, including voice recognition and translation. Facebook, a leading social media
company, applies Deep Learning to news feeds and image recognition [21].

Let us look at an example related to Deep Learning as a method of judging animals, as
shown in Figure 4. In the case of machine learning, a person extracts the characteristics of a
dog and a machine learns the extracted characteristics to determine whether it is a cat or a
dog. On the other hand, in Deep Learning, all processes of feature extraction and education
are performed by machines [22].

Figure 4. Difference between machine learning and Deep Learning [22].

Deep Learning is one of the latest artificial intelligence fields in machine learning
classification. A model that is Deeper and more complex than machine learning and can
learn from a dataset including input and output values [23]. As of 2020, it stands out in
text recognition, speech recognition, image classification, and recommendation systems.
Both research on performance improvement of Deep Learning models and applied research
for real-life applications are being actively conducted. In traditional machine learning,
because the model structure is simple input values must be manually simplified through
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pre-processing to obtain relevant results. Which is superior to machine learning in terms of
consistency and performance [24].

4. Refined Information Service Design Using Knowledge Base and Deep Learning

If you look at internet articles provided by portal sites such as Google and Naver
recently, you can see a lot of article advertisements explaining the functions of specific com-
panies or products rather than giving public expertise or reporting. Due to such reckless
advertising, there are many difficulties when an individual wants to find accurate informa-
tion and articles. Negative experiences with these advertisements lead to advertisement
avoidance, and if media users avoid advertisements, the media’s existence is threatened.

Therefore, in this system, a knowledge-based system and a natural language process-
ing (NLP) machine learning technique can be used to classify these article advertisements.
First, we try to classify specific words with advertisement characteristics in articles through
the knowledge-based system and classify them as article advertisements.

First, in the knowledge-based management system, we use “if . . . then . . . ”; this
is a procedure to check whether a specific word is included in an article in a format. It
filters out certain words and is classified in a tree format, and the result can be reliably
trusted. However, there may be articles that secretly advertise without using specific words,
and such processing can be classified using Deep Learning techniques, including natural
language processing.

The following (Figure 5) shows the overall configuration for extracting advertisement
articles. First, newspapers and advertising agencies post articles and advertisements in
various forms. The reality is that among this content, there are many article advertisements
hidden in a clever way that users do not understand well. The contents are provided by the
user’s refined articles by this system. This method is performed by using Deep Learning,
including a knowledge-based management system (KBMS) and a natural language pro-
cessor. These elegant contents are updated and serviced in a differentiated database, and
these contents are continuously evaluated. The estimated contents are also learned and
modified by Deep Learning, a system that provides more accurate information to users.

Figure 5. The overall composition of advertisement article extraction.

The following (Figure 6) shows the configuration of specific word extraction and
purification steps in the first stage of the knowledge-based management system, refining by
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keywords such as full-page advertisement, full-page PR, PR special, planned advertisement,
planned special, and product information. In the second stage, refinement is performed by
giving more detailed keywords such as company name, product name, product description,
function description, and medical column. With the information refined in the second step,
the third round of refining is done by using the Deep Learning method.

Figure 6. Structure diagram of specific advertising word extraction and purification steps.

The processing method of Deep Learning involves creating more natural and high-
quality content with context and situation information added. This Deep Learning method
recognizes advertisement-related keywords and contexts before and after to improve
recognition accuracy. As these steps increase accuracy, this method can obtain customized
online articles after sufficient learning about ad-inducing keywords.

4.1. Knowledge-Based System for Specific Word Extraction

The first step to providing refined articles is to make a knowledge-based management
system. This is the step where we extract and refine exact primary keywords that have the
same meaning as advertising words, and the reliability can be guaranteed.

4.2. Natural Language Processing Deep Learning Techniques

Natural language processing is one of the main fields of artificial intelligence that
studies and implements human language phenomena to be described using machines, such
as computers. Natural language processing is closely related to linguistics, which studies
language itself, and language cognitive science, which explores the internal mechanisms
of language phenomena, since the subject of study is language. It is a representative field
that uses many mathematical and statistical tools for implementation, especially machine
learning tools. Various applications such as information retrieval, QA system, automatic
document classification, newspaper article clustering, and interactive agent are being
developed. Morphological analysis in natural language processing means analyzing a
specific target word into “morpheme”, the smallest unit of meaning. (A morpheme can be
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a word itself but is generally a smaller unit than a word). It is often used in information
search engines to extract Korean index words [25].

Figure 7 shows the overall configuration of a Deep Learning and knowledge-based
customized information service and essential information purification by keywords and
“Deep”. This is a structure that provides high-quality content to users after advanced
information extraction by “learning”. This information is stored in the “database” and
continuously modified, and the final knowledge information is displayed by using the
“knowledge inference engine” and “knowledge search engine”. The overall refining step is
performed primarily by KBMS, secondarily by Deep Learning techniques including natural
language processing, and providing highly refined content is performed in the third step,
which is the content shown to users. This is the step where we provide the learned and
corrected information gathered by Deep Learning through continuous search and inference
steps and in the last four steps, this is performed in the “refined knowledge content viewing”
step in Section 4.3, which is a structure in which the user continuously modifies and updates
the information provided by the knowledge search and recommendation engine, and this
is also done by Deep Learning.

Figure 7. The overall configuration of customized information service based on Deep Learning
and knowledge.

4.3. Refined Knowledge Content Viewing

The final stage of content is to read the refined knowledge content, which consists
of a circulation structure in which knowledge content is read and evaluated through a
knowledge recommendation engine or knowledge search engine. When correction is
necessary, the knowledge content is revised. In other words, essential keywords of the
advertisement related to the article type entered the knowledge-based management system
are inputted into the interest area tag list. After that, to view advanced knowledge content
as shown in Figure 8, knowledge content is read and evaluated through a knowledge
recommendation engine or knowledge search engine. If correction is necessary, it is
composed of a circulation structure. In other words, more natural and accurate information
is created through context flow and situation recognition by Deep Learning. If necessary, it
is possible to secure more refined content by performing the “knowledge evaluation mode”
to perform Deep understanding once again through the revision stage of re-reading.
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Figure 8. 3 Refined knowledge content extraction Process.

5. Discussion

Although the issue of this article-based advertising is a global problem, this study
mainly addresses the situation in Korea. In Korea, when advertisements that could become
newsworthy occur indiscriminately, the article and part of the advertisement are unclear,
so readers need to clearly distinguish them. The purpose of this is to allow readers to
categorize because advertisements are meaningless for subscribers who want to get only
pure articles.

The contents obtained through this study are the same as the conclusion, but the
remaining tasks and research needs are considered as follows:

1. In future studies, it is necessary to implement the contents designed in this study;
2. It is necessary to determine what the scope of the article-based advertisement is;
3. It is necessary to compare and analyze the scope of article advertisements regulated

in each country.

6. Conclusions

When you look at internet articles provided by many portal sites such as Google
and Naver, you can see many article advertisements that explain the functions of specific
companies or products rather than public expertise or reports. Due to this, there are many
difficulties when an individual wants to find the exact information and articles. Such
adverse experiences with advertisements lead to advertisement avoidance, and if media
users avoid advertisements, the media’s existence is threatened.

To solve this problem, this system was researched to acquire desired information,
excluding advertisement articles when reading online. The basic function of this system is to
store and search advertisement phrases or general keywords related to a specific company
and product promotions in the database system of the knowledge-based management
service in the first step to obtain more accurate information. This method involves accessing
a database in which advertisement-related keywords are stored by KBMS, comparing it
with the content to be searched, and retrieving the desired information after performing
extraction and purification processes. When you want high-quality content with more
accuracy than the content that is refined and provided in KBMS, you have a three-step
extraction and purification process that applies Deep Learning technology. These methods
are “situation recognition” and “natural language processing” steps that are more natural
and increase recognition accuracy by recognizing the contexts of ad-related keywords
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and contexts before and after. Finally, it may be used as a method to obtain customized
online articles.

This system compares advertisement phrases or general keywords related to specific
companies and product promotions with the content to be searched for in the database
system of the knowledge-based management service. It retrieves the desired information
after extracting and refining unnecessary definitions. In addition, as a method for obtaining
more accurate information, it is designed to have an extraction and purification process
to get the desired information through the final step, where Deep Learning technology is
applied. That is, the final stage of these contents is to go through the advanced knowledge
content reading, which consists of a circular structure in which the knowledge content is
read and evaluated by a knowledge recommendation engine or a knowledge search engine,
and when correction is necessary the knowledge content is revised. The basic and essential
keywords of the advertisement related to the article type which enters the knowledge-based
management system are inputted into the field of the interest tag list. After that, more
natural and accurate information is created through context flow and situation recognition
by Deep Learning. If necessary, it is possible to secure more refined content by performing
the “knowledge evaluation mode” to perform Deep understanding once again through the
revision stage of re-reading.

The final purpose of this study conducted in this way is that it can be utilized in
online platforms and search sites. As a result, additional optional functions are given to
differentiated users so that the accuracy of information excluding advertising articles is
improved and quality articles can be obtained.
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