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uka 5] thdt el Wsksia %S sHlthe Jest o1 ditH
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Bl AHE FAF02 BAste HdSanE Jslch A HA
oo g E B oAy 25 njwdws 98 LFFR BILE
Fgo e A5aHE FHEE] A 3 X 2 eAEAAT
AE}FY Fxo] wtzd 2 A7 APES <Figure 1> oty FuES FHRY F¥F v FFe wet vrGle
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TE kEH A A9 7€ BAC 9 L B

EXERCISE
PROMOTION
ADVERTISEMENTS

MESSAGE TYPE

SOURCE TYPE

A O R}

BAAE AeH % W50 2584 684 626019

PERSUASIVE EFFECT

RECIPIENTS
- Aob(Attitude toward Obesity)
- Aex(Attitude toward Exercise)
- Tex(Intention to Exercise)

- Source Credibility
- Aad(Attitude toward Advertisements)

<Figure 1> Conceptual framework for this study
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ASEHol HISKIYE 9Bt 2PSST Ymo| Yy MSaN

oigt HE, &5 dig HE, *F dTE 2ARII CHAIRES] QIters 54 3 H|2katd SMof 2+t
AR ZANE 28 A Fo AAEled AlRtd AEE A SEM 45
g AAFTE 65 F 7 THE AT FuE 15 4AEA
W] Adstel EE wiESQITh whebx] B YR B AT e F 62682 AERE AE 51.0%, &
98 FyOonE AEUE FL G FLEVE E S 9l 5 49.0%0191 00 AW EEE= G 50.7%, 18 49.3%
ATk OS2 408 TUL] AE SHAIL F AEA S olit}. thAle He A¥e 1287H2 5% 258w 68
AIZEE 204 AR £QFHJI0EE HA F1ES £ 5 UE WAt o ‘X}%ﬂ He AL 1455+8.06cm, H
AlZHE 2080]30t}, A= 423+824kg, B ALATALBMDE  19.0422.76(8 %
olgA FNEE 207 =EAAAM B8 5HE S 128-33.0)22 Uehtod BMI 250149 FAEFL 5.9%=
e Fust A7 FREE Hx PRow Fu & At RS e gotrr] Y3l AR TV
270 Qlold dutEoz 308 oUE xEAIAA Fae AFAZE 177.152108.69%/Y, AFE o[ &A{HE 109.99+
3t W& Er= A7E EYE §32 JThBraun-LaTour, 93.53%/24 07 vjelygt)
LaTour, Pickrell, & Loftus, 2004). AFEZA oM wwke] of F29] gt 670 $A4E AFE AAE <Table 1>9]
3 HE, 5o dig HE *F9E, 281 Y FaEe) LeRd vlel o] A, X9 FXo| fod Aol7k ¢lgle
U FRY AT 9D Fue td =g 2ASSI o, A AZ AAZAS, TVE BFE AR dEiA
= et zpol7p vhebubA] oksk
Xz 2M
&3 10 MEOf H|2h 2SS HE H
3" A5 SPSS PC 11.02 o] €3t 679 52 7 2=9o| 3§
AHs X testh ANOVAE 53 BAskglom 7zt 7R ARd-
AFFEzALS] 2O paired t-testS o] g-dled 2AEH L, AR ARt kS 93t 2533 B3R kF HAFY didAe] n|
4 #3879 FuEH G e FHETY AolE deotr g gk BlE, % U "HE 2 %5959 WHsie
7] 918 ANOVAS} Scheffe AFE 7 Xé% Arleralon xd <Table 2>l AAH ] Sl
8% Ry FE FALY AISALS DotRy] fH] vlghol]l st B (Aob) APAZRAMA 67t o Aol
o] A4 (2-way ANOVAYS 3 3t3iT. 7b §lol(F=1.632, p=.149) 1 xF A thgAte] witke] hst
' HE7t BAs AR veprh ARFAL AijelA 6zl
o A st Aol Gl AoF Ve O H(F=1.336, p=247), %
<Table 1> Homogeneity test for general characteristics in 6 groups
oT 0S ET ES CT CS Total
Characteristics (n=105) {n=109) (n=102) (n=108) (n=102) (n=100) Xt p
n{%)
Gender  Male 56(53.3) 53(49.1) 56(54.9) 48(44.5) 57(55.8) 47(47.0) 3707 500 760
Female 49(46.7) 55(50.9) 53(45.1) 54(55.5) 45(44.2) 53(53.0) 309(49.3)
Location Seoul 54(51.4) 56(51.3) 51(50.0) 55(50.9) 52(50.9) 51(51.0) 319(51.0) 055 1000
Cheongju  51(48.6) 53(48.7) 51(50.0) 53(49.1) 50(49.1) 49(49.0) 307(49.0)
Mean (+SD) F p
Height(cm) 1459 (9.09)  1453(8.02) 144.7 (7.96) 1454 (7.40) 1458 (7.92) 1459 (7.98) 1455(8.06) 402  .848
Body weight(kg) 43.17(8.11)  42.1(7.96)  41.80(7.96) 41.748.05) 4277(885) 42.11(7.93)  423(824)  .S1I 768
BMl(kg/m?) 192 (260)  19.02.60)  19.1 (2.89) 18.8 (2.68) 190 (277) 190 (290)  19.02.76) 285 921
(Tnil“i’n"}d:’y)wamh TV 1695 (1017) 1783( 98.5) 185.1 (127.0) 166.1 (110.7) 173.7 (1006) 1868 (109.5) 177.1(1086) 611  .691
Z;z:u‘tzr&?ﬁ/day) 1115 ( 90.4) 119.2(112.3) 113.8 ( 90.4) 89.8 (73.27) 1122 ( 90.1) 114.1 ( 99.1) 109.9( 93.5) 1244 287
OT: Ordinary peopletTestimonial OS: Ordinary peopletSlice of life ET: Expert+Testimonial
ES: Expert+Slice of life CT: Celebrity endorsor+Testimonial CS: Celebrity endorsor+Slice of life
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A2 247} AP A zARe] HiRke] i B AeE
A, BE FollA fg zkel7t Gith

5ol dE BEAex)= ARIZANIA Grgte] fofsh A

o)7} YOI(F=558, p=732) AAHA A thaxte] eEo thet

Bl=7t Ak Aoz vebdTh ARERZAAE 67l A

o]7} 9l Ao® ERGINF=517, p=764), & THE AMA

b
* 1

0

FHRAY FHRS

$EEA HLY £ wet ASEI] Aol7h YEAE
obx] S8 AR 433 YLED FEEE BN 2

= <Table 3>3 72t}

3 EEAE HTE dn, RE TN #I@ Folsh vt o Hug AHYE
VA okt SE55R F1e] JRY MIEE FuEH F¥ol w
5 Ah(lex)t APHZAMAA 677l frelg Aol7t 23 A3, 71 FnE Gl wet /A o7t Ade
ERUA] FoKF=.993, p=421) WA 25 du7t 4% A ZAOZ e O T (F=8.444, p=.000), Scheffe ALFAH S £4
0% Uehdth AFEZAIAE 627kl §-9F zfolrl Qe 3 A3 oTFol 08, ET, CT, CS° HIBH FoetA @ A
O UERFOUNF=2.005, p=.076), 2 THE A ARE o F YEth <Table 4>0 AAlE o] dEAEA Aol 2
ZARE wRd Ao BE FolA ARHRAF B AR o] AR AFTA HRY §39 ?&OL BIHF=26.33,
ZAIA % 9% A7t s FUHEE BTt p=.001)2} %iﬁfﬁ 39 F29 AINF=5.06, p=.025)7} Y+
<Table 2>. Egtony, 5 QRI7ke] JeAE HIKF=6.32, p=001) S|
fro)gk ﬁgi EFstTh
<Table 2> Comparison of pre-test and post-test in 6 groups (N=626)
oT 0s ET ES CcT CS =
Variables (n=105) {n=109) (n=102) (n=108) (n=102) (n=100) P
Mean(+ SD)
Acb  pretest 3795 (610) 3640 (672)  37.53 (655) 3705 (708) 3712 (616) 3553 (637) | ., 149
postiest 3658 (630) 3764 (539) 3801 (762) 3770 (580) 3660 (639) 3627 (590) Lo
t(p) A31(.667) 287(.774) 703(.484) 956(.341) 3770707y 1327(.185) : :
Aex  pretest 56.83 (7.94) 5720 (860  55.67 (9.74)  56.67 (8.96)  56.66 (7.68)  55.61 (8.80) s 7
posttest 56.17 (10.06) 5698 (7.78)  57.31 (8.85)  56.73 (7.31) 5744 (8.48) 5593 (8.71) S 764
t(p) JI7(475)  1.028(307)  1.895(.061) .184(.854) A20(.675) A434(.665) ' :
lex  pretest 1131 3.64) 1121 (322) 12.10 (348) 1182 3.22)  11.54 (3.50)  11.59 (3.30) 03 431
posttest 1286 (381) 1320 (3.67) 1392 (368) 1402 3.17) 1294 (335) 1369 B4 o
t(p) 3.125(.002)%  3.917(.000)*  3.791(000)*  3.745(000)*  2.412(018)*  3.761(.000)* :
OT: Ordinary people+Testimonial 0OS: Ordinary people+Slice of life ET: Expert+Testimonial
ES: Expert+Slice of life CT: Celebrity endorsor+Testimonial CS: Celebrity endorsor+Slice of life
Aob: Attitude toward obesity Aex: Attitude toward exercise [ex: Intention to exercise
* p <05
<Table 3> Persuasive effect according to source type and message type (N=626)
Type of Source credibility Aad Aob Aex fex
Advertisement Meant SD
oT 48.91+17.13%¢ 11.80£5.05° 36.58+6.30 56.17£10.06 12.86+3.81
oS 56.98+10.88° 13.23+£3.79 37.64£5.39 56.98+ 7.78 13.20£3.67
ET 58.75+14.06° 12.93+4.00 38.01+£7.62 5731+ 8.85 13.92+3.68
ES 55.63+15.33 12.24+3.84 37.70+5.80 56.73+ 7.31 14.02+£3.17
CT 60.81+14.53¢ 14.00+3.79° 36.60+6.39 57.44+ 8.48 12.94+3.35
CS 55.83+14.24° 12.49+3.35 36.27+5.90 55.93+ 8.71 13.69+3.64
F(p) 8.444(.000)* 3.965(.002)* 1.336(.247) S517(.764) 2.005(.076)

Scheffe results: Statically different among same alphabetical letters
OT: Ordinary people+Testimonial
ES: Expert+Slice of life

Aad: Attitude toward advertisement
*p <05

Aob: Attitude toward obesity

822

0OS: Ordinary peoplet+Slice of life
CT: Celebrity endorsor+Testimonial

ET: Expert+Testimonial
CS: Celebrity endorsor+Slice of life

Aex: Attitude toward exercise Iex: Intention to exercise
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<Table 4> Influence of source and message type on persuasive effect

Source credibility Aad Aob Aex fex
F
Main factor effect Source type (A) 26.33* 7.42% 6.29% 0.18 1.34
Message type(B) 5.06* 9.48* 0.46 0.69 1.65
Interaction effect AxB 6.32% 8.03* 0.46 3.09* 0.93
Aad: Attitude toward advertisement Aob: Attitude toward obesity Aex: Attitude toward exercise Iex: Intention to exercise

* p <05
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The Persuasive Effects according to Types of Exercise Promotion
Advertisements for Obesity Prevention
in Elementary School Students

An, Gyeong Ju" - Choe, Myoung-Ae? - Kim, Byoung Hee®

1) Full-time instructor, Department of Nursing, Catholic University of Daegu
2) Professor, College of Nursing, Seoul National University
3) Assistant Professor, Department of Advertising & Public Relations, Seowon University

Purpose: This study was to identify the persuasive effects of exercise promotion advertisements for obesity
prevention according to the source types(ordinary people, experts, celebrity endorsers) and advertising message
types(slices of life, testimonials). Method: Gender, height, body weight, BMI, attitude toward obesity(Aob) and
exercise(Aex), and intention to exercise(lex) were collected from 626 elementary school students in a pretest. After
2 months, six advertisements type attached to a questionnaire were provided for 20 minutes and then Aob, Aex,
Iex, source credibility and attitude toward advertisements(Aad) were collected in posttest. Result: 1) In posttest the
lex of 6 the groups increased significantly compared with that of the pretest, 2) Source credibility of the
Ordinary+Testimonial group was lower than the Celebrity+Testimonial, Celebrity+Slice of life, Ordinary+Slice of
life, and Expert+Testimonial groups. Aad of the Celebrity+Testimonial group was higher than the Ordinary+
Testimonial group. 3) The Main effect and interaction effect of source types and advertising message types were
significant in source credibility and Aad. Conclusion: Persuasive effects of exercise promotion advertisements in
elementary school students was found to be the most effective in Celebrity+Testimonial. This study suggests that
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selection of health education advertisements according to demographic characteristics is important to promote

persuasive effects.

Key words : Exercise, Advertisements, Persuasive communication
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