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2 S AW HiAIX|oll chet S= 2HSat X[ZHEl ukdo| EAX =

I

35 Al FH|qle AFsiRl 7|7k 23]
A1 Ay Aol a2 sk, 7iQle] 17 AE
HSRL BRG] ARSlololE BAlom  ofe] 7}
A AgdE Bgsto] I HARE dEgtos
H 0] FFolA AEE AlgsiAY sl 4
F= = AR Ao Eri(Atkin & Rice, 2013).
kA 352] A0l 9HA At kAl w4
22 Aursla AR s AL Anjele] sl ]
dEallolear o 4= Qlek, Ut s sfjnt
o S, S, FE M, ZofY, el of
Y| dof -5 thefeh A7 JAKE] FAIE 7HA] AL
| 21o] AT, Z1euf Z1of| Bl ofE HAJA]
7h ol Al B IO thgt HehA - FH A
7= Elglo] H535 FHo|,
o] 7HA] 17 F=AIE ez g | Qlof|A
NE 7= A AAR =z 71 g ARgE=
AR 2t WP 0] shuE A it o] A
Follie 17 FHHRleA & BisE A sk a4
2| Q1 garo]| A= S8 Qle}, wbA] 1 4
T HAA] S Argehe o] 24 Y o= ey
A B (Leventhal, 1971), B$-57] o] &(Rogers,
1983) o |u} SHakEl Wb E(Witte, 1992) 5
o] 7=}, olefgh mEFE I At HIA[A] 2]
A 332 HhgollA] 2=t olERt S vl
ﬂijjﬁﬂﬂoﬂ’ﬂ thRt o] 24 =ojot A A A+t
7} A8 AcK Cha, 2006, 2007; Dillard, 1994;
Yzer, Southwell, & Stephenson, 2013), &1}

9 27 HAIXQ) EHe BE WY ohet

AHo|=0f O|X|= F&

L HAAZE o= A= A5 0] Qlitfol wh
2 = Qs Aoloh, oYk HAIAZ} o= F=
Aol AEo] QAo thet 84k 3

7+& A2k a3k d(Perceived effectiveness)’©]
k2l K Dillard & Peck, 2000). ©] X2k &1}
3 B Astel 22 |9l wiAIR| 9] A Axt
| 593+ Agirs=o|H(Dillard, Weber, & Vail,
2007), &3x9F Z2 7 W] AdE wiAfsk=
Ha=(Paek, Hove, Kim, & Jeong, 2011) & &]=
O] e Aol A A5 v ok, E=3 247 7|9
O] HIAAI7} o) = A A YA, T2 40 I

e

QeAE Akt ART BEHTL UG PE
A2 g 55 WAl Qlok(Yzer, Vohs,
Luciana, Cuthbert, & MacDonald, 2011), 218

of| = Bkl =] dAtollAl= of el thek
T7F RS Ao,

2, EHH 0] 55 AU Al | qlo] E
& 717E ¢l RHAE oflite g A= 7] wze] 4
gar2 AEsfstel s WA AP 57
o WHgeka OJEl HIE VL 4 9l S
S AR o R Adshs she Zlo] agAoly,
SHE ko]l BHA| XS Atshe Zlo] Avhs
A ZloJti(Slater, 1996), ©]&5 8A4F AlEslo
o3t o] 22 A& F= HIltH 2 (Stage of
Change Model)& B% G 0|24 233l o]
3t 23 (Transtheoretical model) 2] 3441 @l
oz YF wsh= Ate] Ade] whet R 7R o
AE Aoz ARA dojdriar Argrict
(Prochaska & DiClemente, 1983; Prochaska,
Redding, & Evers, 2008). WA= 7lQ19]
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7 ol dish TAIA e Alestal ek =80
gt o=5 7R 8AES ARSIt FollA
7 2|1 Gl ghelrt A, TRl ol 3
QJojil= W A7F XY= STk Paek, Hilyard,
Freimuth, Barge, & Mindlin, 2010; Prochaska
& DiClemente, 1983; Prochaska, Norcross, &
DiClemente, 1994; Prochaska, Redding, &
Evers, 2008; Prochaska & Velicer, 1997). =+Uj
oz HAdst Zofol -8 H(Cha, 2009;
Sohn, 2005), =84+ Al Aefo] Fa7k =
2ofe] Aol Z8E A2 YItH(Paek & Shin,
2014).

whebA] B o] B £ 71 A4lolA 919
a7 ZH|Q1 HIAR| 9] Af At Lofof| 7]ofstaL
Ab gt A= 1 Tt wAR S &l qle]
53 Wk A2 aabd ol ek oA HESt
Ao, EAlE WA S A8t &
A RS E7t A Q1 HIAIA] 9G] 2ol
yotaLAt gt AU WA &) A= =] A
= v HEels Agsision,
A 53} F71E Sl 2014300 HHE 38 =
& |l F FarE ARESEITh

2 Ae) A= 9 a7 AR aE A
yohs olEA WAUS 8AF AlEstel gt

AR A2 Algdiths felE FaAt s,

o
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Aoz FAHEKWorld Health Organization,
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4 S AHQ HAIX|of cHE S= #E0 X|I2HE §1kdo] ST FHQ =0 olXl= F&

2010). s} =M=
& FER A RO
HE3 QItiNiederdeppe, Farrelly, Hersey,
& Davis, 2008),

FEueh= 1995E7E utjels o8t 5
Q2 ALY o, THFRt WIAJA] Atk TRl E:
AREBIGITE ClE Eo] 20024 HFO R Horbd
o]Fd9o] HIAE| Y Fale "HHl, SIS U7R
A ZeRdYtf ek AR FA9 HEde
I} 200590k FAY ARARL #HElE (<
Sh I} (o) AlFRE, 2006 o= o] A7
ofe} Al g ke mIRItk= WAAE
= () - (AR Algl=, 200787 8=
Ago® e HEiE duls (el #
Ay - (FE) - A EAIR) (2007), (Ale] =)
AH91(2008) T BT, 2009Fof= thA] =
ARS ol 7] e ATSR (Self 514 L1, Help
HEoAM|R) Al2], 201190 5+ Sfieh=

H7hA B AN B0 (el

i oy
fiio
b
&
rr
EE]“ d
i
&

QAR IR - 2 S, XA 7
= 91 o] f 47, Fejeolel i ko

el o] 9] = WA 5 ksl
A, TP A EAR of A, sk
o FAILH A 278 AR He) St et
2 ZA7} s Elolof 8 Aol

7577k el S olgr 2lAZE(Tobacco

Control Issue Report, 2014) ]|
bl - G- T - Hl=o] S AT AR
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o), 291 ulefo] psele] AVlE mws dRow
7 0] =ES AAHoR BAT ATolAE 9
3 Ao} 2ol 2 25 S ol

Qlo] &IA QS H skt Durkin, Brennan,
& Wakefield, 2012). W|=2] F 4 HaLxofAf
T o]} T2 Avr} B 1E It National Cancer
Institute, 2008).

ofof L-utete] & A ¢l FaL HA] 2014
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34} e,

A& &7 HAIX[of| cHet O|2X nE: = HS
ot X[ZHE 1t
AF AKthreat appeal) 3 WA 2|7} HH-8H= 3

59 upx] 0 A AAA - AP - Al

]
)
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ff
ol
—1
b
E
=
og M
oR
QL
X
=)
i)
>,
~
b
i
d
o

TG e W, 3= Q1) SRl B
SOl £8491 7 AdeiE vEdl] wiolth
(Dillard, 1994). 918 A= 07 H21 #HIAIR]
oA 71 wro] EgEh= A WP syt whet
A A A7 oA =820 T S-S UO

& A&E Itk Pack, 2015), 32 W= A5}

f =
© o184 B9 A2 1960 FHE EEHE 5

N

ko] FEQl HE(Fear-As-Acquired Drive
Model)olt}, o] B2 Fax o] ZHEol wA|
212) S Afolo] o U A} PAF ek Fgkeie,
=, gaEo] S0l Ui 7l vom W s
e sdlol d o glal, S A= FEt
of wjgto] F2E 470) 7} gleks Rolet, 1
U o]F & 0] FEE 7Rt Bl 52
W5 sl etk A7Aa) g o
WS B2 HIEE BRI, o] 5of AjEA| veht

=
olEA BE2 A = Aol FA AE
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ok dloll ¥ 238 Btk olE &0 @l
ek (Leventhal, 1971) 2] W3y 23(Parallel
Process Model)= AFFE0] Y1841 HAIA]e]l
o] FEE FATCZHATL o2} T f1FES 1
517] 913t A=k 7idste] 18S Ak 18
= AR Ce2H S HIsHA Hrkal At
(Witte, 1992). ©le}fFARBHA 2424Rogers, 1983)
9] Ho%Z7] o|&PMT: Protection Motivation
Theory)-2 AFEE2 <3| FE2RE Hlojuy|
A7t obel, TS Eul 9 B e
BHE 2825 HE5Y] Sl 35S Halkith
I ArgRit), B Yot 91 a7 HIAA= 919
A2} FoH S =0l F Al Marsg sl Tk
W 52 FAIH = AAste] 27| Bs s =0
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6 =9 AW HAX|oll Ciet S= BrSTt X|[2tel 2 ukdo] EAXI =

ol =l XMEJ ) Az 4= 9l
L5 WA E whEoloF gt
P ey WS oliet fIgd A
3L 2t WA R of] T ARRHES
30| NFSA, F2E2EA, T Al 7HA 2
ER 4= Qlotar ArgRlt, o] FojlAl, AlghEol 9
He L7)ar HaL g T12ieh 1S wlohe |
a2 o] H] XHO] HINESS ol = Slth=
SAIBE] flsh HIAAI7E A
Foh= AHEA <] 4
SollRt HIA[A| 7} o=t NS 7P oA Hrk 9
E]9} AE(Witte & Allen, 2000)-& 2534, &
o, QHgh AL AHQl Soll AR A A
HAIRE A-FEE98H 2] =S wet HA1gE Al
S WY mEofA] &3 & L9F/aL
a5t HIAA G g 71 gt aaprh Uelst

32

(Cismaru, 2014; Goei et al,, 2010; Lee & Kim,
2012; Cho, 2015; Cha, 2006, 2007). & &

ofo]= A FAI= ey el ded+E
283t 252 (Cha, 2006)2 25 9] o &H)gk}
= e, A9/ AR AR a7

oW ThE DR/ s, L9/ AT,

AL

AHo|=0f O|X|= F&

ANF/ a3 wAIA] Tt &) ato|7} ¢l
o= Wtk 9 oAy AR §F 249(Cho,
2015) 9 AP AFolM = AE 27t =25 A
T+ ZrofkEo] Yol sl F84 Q1 Hi=E Kol
= S, wAIR] o] tet AR 3w =520
et o8It 71 92(Lee & Kim, 2012)> A
Q1 Wefoll A =8-A2] ekt WA A
P/t o] 8A2 HAA] B} 7Y
%94501] "2 FaFe A A AT,
2T HAA] &3 2jol= Iglen, A|a
Al %‘7* T TS H=o B E o] o=

A B Sl 120 wiERRAgE o
(Lee et al,, 2013) 9] AollA= 532 =0 57F
s 8RS A7 HE - PFYE - E
22 7t A F7hE= AR Uit et
A 2 At B2 B F A R A x| o] &
T2A FALEe] HHR] PAE 7HRE st

oE
r
o

FHI=0f FE(+)2l A



AN 7] anE A 919 AsidtolA
= 2 A Esdolu 84 4% 5 e W
e A sl Qi TRy HiAIA] 919 &
ol thal &3 WAl o} HjA|X| o] A5
= W ashs Ate SEE v, 9

AR 9] 7ol = FAte|u A5 o] oA
@ T AR 7F 8
Ap= 5}04% S 07 FIE WS =77 skl

o= Qs WAl ] autde A|Z5HA
sflof WA &) &7} U 4= Jlohal ek
SRS QIti(Dillard & Peck, 2000), ¢7]of|A4]
a3 o] 22 7ligo] ‘A2t avpd ook,

A 21 A2 "oE WA R 7F HIAA] 4=8-AF
of olsff d=Zoletal FrPt= A’ (Dillard &
Peck, 2000, p. 617) 22 JojHct A|zke ayt

e HANE B RS A7t 5| n

=1

I Hreog

AMZ o FrlEal anARIAE Hrke s
H S = Fishbein, Hall-Jamieson, Zimmer,
von Haeften, & Nabi, 2002). 7|&2] ‘WA ]2
A(message quality) I} o= A= SE== 7id
o) Al5k 5877} A tels B elo] 279 gt
= AollA FEE(Dillard et al. , 2007), T<=3t |
AAle] 2 Ko} AR TR U 5 T o]
Qo] gfgt F5H2I21 R|Ztolti(Yzer, LoRusso, &
Nagler, 2015), 7] aujel A= fofe] six=
Fl Bapdo] Q1o AAl avkE 5T
ST
(Andsager, Bemker, Choi, & Torwel, 2000;
Dillard & Peck, 2000; Dillard, Shen, & Vail,
2007, Fishbein et al.,

= A2k

ol WS st AR A0 9%

5

2002; Paek, Hove, Kim,
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& Jeong, 2011; Paek, Hove, Kim, Jeong, &
Dillard, 2012). 9E =°] d2k=2} H(Dillard &
Peck, 2000)-> alekeld TV Q1 HIA|Z]E &
A oSS St e 59 HheE H3le
AL wAIA ] A12he At
ol = T, A2 A oAl Ei=
of 7821 Y& 3l ¥4ukel &J(Fishbein
et al., 2002)<= THef ARSI TR A1, B, A
718354, o= ol Qo] AAIAQ] HEkE 72

2
o
i)
ol
4o
o
AN
FE

= HlollA] A7) apio] BHel Aa et
S, olo] whet okl o1y, Hel % it

A7 7s9] wieolA] A|7he TGS olegl A
A ayte] Mgz AGE| It Niederdeppe,
Farrelly, Nonnemaker, Davis, & Wagner, 2011;
Paek etal., 2011; Yzeretal,, 2011), T2
gdet=, 9, a8 wWYDillard, Weber, &
Vail, 2007)-> X121 a3k HE S5 404
O] AG-E ek AR A}, A[ZhE aatdo] wA]
A1) AA| mael Fojult WAE QS-S HolF
ot gets, 4 Je)a WY(Dillard, Shen, &
Vail, 2007)-> 214 AR, Latg 4n]) oflo]=) 2f
A, &5, mHeF AR, &= 2 T TR A
& A oA 2319 5] Hﬂﬂol Ap2et 158

it
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a1} %7t

= 22l HIAIX|ol Chet =
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=
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A El(Prochaska & DiClemente, 1983)
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HSRAA| Ko Est & 679 GAIE
A ZeYwl= dgoletal At (Prochaska et
al., 2008). & APd=aL @Al (precontemplation),
A, Z=8](preparation)
A, 3¥-5(action) TA|, F-X(maintenance) T
A, EE(termination) TAITE, A APl o
Aol = A 7R Al Wl e st
QA7 i, % A A2 SH 671 ool =

<01(contemplation)

UES YL WSl s} gAY vkl
2HYL Holy] ARkt FAL B, 1749 ¢
ofl FFskas s} of] o] WO R YFS 3
3 o] gl FAAEol Sk vk vl v,
B AL B WSS A QA
A SFEska anl BES st gk
T A9, 6714 wgH BT FE skt gl Ak
HEL W A ok HoIRIT ThL WA,
A4 Bl Qs AREE a6 o4 v
15 A ARFEOIT, et 7HE AEds
£ WAL §58 o T S31E A5 0% 5
Folz 4+ 9k WAol] el A& THelt

oot vAHe R, FR WA= B W o
A 2l 717K 1e] 785 6711E) o] Ao, ThA]
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WA ol A
Aol A e o]
QItHCha, 2009; Sohn,

2005).

ZF ST AREE e wske] ot HE
7] wZel ol eAefA ‘3}% AR Yok
glofl #get Zru7lold Hefe] Bash, o2
ek 1Yo F WA ’5‘4“ Qle= wste] 7y
(process of change)> AFEES o]xd T oflA
e AR 220l Hlof dadh Solxf Hef

o] "lti(Prochaska et al,, 2008). 9I& & A
<3l GO Q= AR AR Q1AISHA]
SHELR WS 55 Fol wAlAE AlZIsHEAL A
21e] A qEo] AtRlef owgh PRk mIxl=A|
£ BRI RN a1 ‘:}Zﬂi o7 e s i), <
I A AlREelAlE 7R AR wt ofn]
,ﬂEOEﬂﬁﬂﬂka%” I IRARL)
o2 A F7tekes gt
o}, 25k dofl disf HAFsiaar 2gt dof| thsy
A= 5o Zdette], A &of o] He
A= FllFAY et 55 Solf 2EAE

_—[L:T_ =1 %1 uxﬂzguE._ r,Hz.]]a-l— 2~ o)l 74 VAR

ojuf AF/ MBI T AFAFAY EAINE
A=dhe S AASL AddsS A=t
= (prompts) = A= 9] Ak 3
Alell = AFFEE A4 9AIZ &A7H 8t
ol f-8stthar gefA Sdri(Pacek, 2015). ©|
2% o] WS 7 At HEtke] Heko] thEar
of w2 wAJA|7} th2 7] wfZe]l 484t Alws}

o|u| x| & oA A o1 THA A
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—

(r o ofn
_1}14
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Ir oft
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10 S AHQ HAIX|of cHE S= 281 X[I2HE F1hdo| ST &

ko] o]24 Ao &8 4 AUtKNoar &
Van Stee, 2012; Slater, 1996). AA|2 o] o]2&
A gsto] Bl Ak dxshes pE 1 5
A 2 g3o] SANTH Prochaska et al, 2008).
3} ThAlof| BiFo] Qs AL QIE e He 3
TTE 7INke] A Z=ao] w9 FFA o3l
S Hidk= A= QUtHProchaska & Velicer,
1997). ©] 252 & TAlA WA= QAL 2}
A - ol A3 A &, 971 ths & vk A

i

& T dse] HIlE feshr] $i3 2o
o] Z-g-E]ojYtiPack et al., 2010; Prochaska

et al, 2008), o2 232 7ld-& 2835770
9] A= HlERLAISH 99K Noar, Benac, & Harris,
2007)ollx= WA 5 ol o] sia
Q1S aesto] ARl =
2R E Gk leS W,
oYt 1, 1?"11/\15 HIHA = 71l
A7 sl tisl SAIA FEE Al=skal Ha)k 4=
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= AollA 84t ’\ﬂ—v—ﬁ'— Ay

o] J%A) e =

1o

po)
[o
N,
i
ol
{r

(Paek & Shin, 2014). 1340115 Ol Oé = 483t

FEL AAARUACI Fofe] A =8 A
x%om webA] 2 AT 2 o] Gl Fol
o] <l w19l WA Aol kA WhHaA],
= ukgat A2kEl fabio] FelolEe] X
o] WA wet olS

i)

:

Holl=x]Z oo}

AHo|=0f O|X|= F&

117} oo} 2 ATEAE AT,

« AFEM 1 SEXES2 e HalHAlof w2t =
A A2l HIAIX|of| CHEA BEESH=T1?

- ATEA 2: SAXI| HSEA|of w2t =2 28t

X|ZzE 2 a0l S H2|=0l| 0|X|= Skl Xto|7+ U

O

i

2 ALE Qs A=) 14~ 594 2,5000] o] &
X}—H

ARE A= 20159 1Y€ SUHE 11
A 22hQl ARRAL FollA] AR A
. AAES e
o] FHAE At
UﬂA A Bkg-2] 2jo]

&4} Hefa} HAA]
o]7] whizoltt, AR
ZAbof| A

S).i s % b h‘g n§

> o = 5
SH o ® X

i 2 o rﬁ: i EIO% if
1o ﬁ 1o 3 1z
PLe iz
[ ( r o=
Hog o m
. iy

%

o L _a Jlﬂ &

rlr

T
)
Jr oo
B
4
N
N
()
il
>,
9‘_114
rir

Jok

>
)

~
o
ol
ﬂF
ox
1o
i
=T
&
r 4
=
s
Mo o
N
0N
v
=2
©,

2Tl AEraks 2l A A}WH JH
4o 3o
105,446 = olFolfon, sid w3 gl %}El%
3ake] ZHo]A], SNS, SZefel HEzAF ez}
es my 3 ok A4, A% Xloﬂ
A 5 71E AEE gstal UM SHAE

NENBE EERRCREIcER Olja—ﬂﬁﬂ,



Journal of Public Relations, Vol.20, No.2, May, 2016 11

ofg] AP 244 %(Dl7lZH Rl R gk Al Aol |’k A vhrElseich
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whebA] o] Al 71| 8-S Hatsto] FE BkS- W
£ ST = 3.78, SD = .90).

X|ZtE S0k

A2+ g3 AYA-H(Dillard et al,, 2007;

aek et al,, 2011; Yzer et al., 2015)& vl&2
S gl oL, g i
Tl k=), 541914, fabael o] chaiA
o] AE A=z SHSTH1F: Hd Zv
A &t/ AE WAls A o=ttt/ de it
LR 9=t} / e AS2 o)A o)/ A ant4
oA gt} ~ 53 w9 FHlETH/ v S

o}/ uj$- 417k v}/ s s olet/ ul$- Fat
#olcp,

m*HU

uZi

AHo|=0f O|Xl= F

o

A EAE QA
W} Al2|wE fAS AASIGIT BAA g QlEA 4
T} KMO 352 860|211, Bartlett -84 A4 <

Al frejofstiet, Eqt
T3 891 71.26% *é%‘

R 3,502 3Lt
It TVE L]
=] 88

i—J

MSN= 5 ~ 9%c), ‘Fulgrr ek Bao] 8214
W7} sk, Al 24 Bl A o] BgS

TR TEAE ot 91 59, B 42
(M=3.73, SD=93).

A= 2ot

SEXR| S AHEH £
HoTro] BAAkel 81199 Folxt & dAlS
6098(75.1%), 13> 20278(24.9%) 0= I
o] o] Wttt SHEAe] A2 164014 SOA|7HA]
ChFsHl o™ et 39, 57AIATHSD = 10.57).
A= Al HH 40H(28,7%) 7F 7P wero
50TH(22.6%), 30TH(27.7%), 20HH(18.6%), 10t
(2.3%) o]tk 2Fe ] A, & ol
SHAE?] 59.4%E 7Y WAL a1Eo] 17.4%,
At £0115.5%, teheE o)) 6.3% .o
SEI} 258 o]sh=1.3%0]l LHch SR
A PO 2= AREZ] A /A F] o] 45 7%°] 7+



Table 1 Demographic Characteristics
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Variables (M, SD) Frequency %
Male 609 75.1
Gender

Female 202 24.9
10s(14 ~ 19) 19 2.3
Age bracket 20s 151 18.6
(M=39.57, 30s 225 27.7
SD=10.57). 40s 233 28.7
50s 183 22.6
Elementary school or lower 2 2
Middle school graduate 9 1.1
Education level High school graduate 141 17.4
(M=4.52, SD=.91) Technical college graduate 126 15.5
College graduate 482 59.4
Graduate or higher 51 6.3
Fewer than 100 23 2.8
100 ~ fewer than 200 62 7.6
200 ~ fewer than 300 127 15.7
300 ~ fewer than 400 175 21.6

Income level

400 ~ f h 144 17.

(M=4.98, SD=2.20). 00 ewer than 500 8
500 ~ fewer than 600 103 12.7
600 ~ fewer than 700 55 6.8
700 ~ fewer than 800 51 6.3
800 or higher 71 8.8
Unmarried 348 42.9

Marital status
Married 463 57.1
Yes 438 54.0

Having a child
No 373 46.0
| can quit smoking 461 56.8

Self-efficacy
| cannot quit smoking 350 43.2

Note: Income Unit=10,000 Won
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2 wekar ApdAol 10.9%, 71ER/ AR o]
10.7%, 21| 8.6%, AJB|AZ 0] 8 404, EHAgo]
7.8%2) =o|qiek, SRS Aa5rES A A
I} Y A5 3007 9~ 4005 9 vjuko] 21 6% =
7 Wkl 400~ 35005 9 miHto] 17.8%, 200
~ 3005 v]qto] 15, 7%, 500~ 6009t ¢ v|7to]
12.7% == et A5 Ao w2 SHAt
O] ml&-2 QIH/Z71%=7} 30.0%, Hgo] 27.0%,
SEARe] dute] = 2102"01] AFsh=
LiEstTh 22 gloll, FAY &4 7ol 13.3%, E}HL/
78501 9.0%, F57/ Attt/ Fg0] 8,4%= 1L
2 Fasfo] QL 7t A7 A 3.9%
£ 2RI, -SR] A& of e tisiAl= 7]
£0] 57.1%°].eH, A7} Qlekal |t -3E=}
= 54.0%%ch, vERe R “Agolele sk
HIE &2 4= Ut 2 52 A7 &5 self- efficacy)
2zl tishAl= 1 TF 7} 56.8% = YT
8 AR W AeA 549 Ve A
(Table 1) o] QoF=|o] Qlct

SHAR] Sl teliA= Y SRR
72.3%, A 304 B9kl S HlEE= 30 Wizt
58.9%, 20~290o] 20.0%, 10~19¥°] 10.6%

A}, skl 1l Gufo] o2 51 RE Zhof| A 3t
7+ AJol7h 42, 7%E 71 wokar, a1kl 6~ 1071H]
7}20.6%, 2~57H817F17%, €
o} mpRjuko Aot EOS_XH g == gl

%‘% 27.5% ME}.

AHo|=0f O|X|= F&

Table 2 Number of Smokers in Each Stage of Change

Stage N %
Pre-contemplation 112 13.8%
Contemplation 282 34.8%
Preparation 189 23.3%
Action 226 27.3%
Maintenance 2 0.2%
Total 811 100.0%

., 2008)& vhgo2 SHAEA Aol thgt
HHOR U= FAd Azto] gick(Abdsar o
A, ‘6714 ool FATt Zlolek (&aL @A), 30
A ojjel] ST Aolcf(FH] B, ‘Aa A=
oIt (s T, ‘FaAgh A 671 ol =¥
(FA] DA 9] shts Aelskes sloict, A}
A} <01 THA|0] FARTE 34,80 % 71w H]
S5 A FHE olo] s Tl Sl 8
A7} 27.9%, EHIHA ] FAR} 23.3%, AP
IO FARTE 13.8% o2 Uehgon 7}
22 HlES Bl fAITAIS] S HAR= 0. 20%(V
=2)ol Bttt fARARE SAAte] Aol
Bl5=o] HslA] grou R 2k5 HAolA] AT
Aol SHA = A= et
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(hierarchical multiple regression analysis)
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FtL

A E4(One-way ANOVA) A3}, ZF 341

of| thet &3 Whg, A4 B, FalE Hal
2o FHYE S FAHCE [ou|sHA]
FITHF(2,808) = 2211.30, 1.29, 1,49, B
> .05). L ohE AR 2428 2jo) 7} Sl

U710l EAI7E E ashrar Hlo,

AR} 3 A of| A= 2 AY] 8 SRS
gl Azt ) EeE Fsia o
5A7d(multicollinearity) &] VA& Xdsh= &
ZKtolerance) 2t EARIALQ ¢l(Variance Inflation
Factor, VIF)< B35 Fx7} 01~ .020]31d of,
ARl 5~10 oY W el o=
et Mongomery, 2001), & A19] 3]H&

g %

4>T> 52

e

of

01_)4

Hugol i B4AT HE W19 FA} 11 of
Ay, BAL A 2018 71 ofal ekt thEg4
of BAl gicki ekl

w4 23 B gt X2k Eaby et B
% Fore] FAdwe] FAROR folulat 3%
2 FLl0R e, 270 o7 S
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Table 3 Level of Fear Response, Perceived Effectiveness, and Quitting Intention Across the Antismoking Ads

Types of Ads Fearﬂ;t(e;pDc))nse Perceive;iwligg;:tiveness Quittir/}g(lsr.g)ention
A (Before too late) 3.84 (.95) 3.78 (.91) 3.22(1.01)
B (Death game) 3.71(.96) 3.66 (.92) 3.11(1.00)
C (Pain of breathing) 3.81(.98) 3.76 (.98) 3.25(1.00)
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Table 4 Hierarchical Regression Analysis

Xrel SHLl=0f 0|xl= F&

Variables Staanardized beta
coefficients (V =809)
Gender (female) .007
Age .001
Income level .020
Education level .027
15block: Occupation (blue collar) —.020
Controlled variables Number of days of smoking (last 30 days) —.047
Amount of smoking per day (last 30 days) .025
Number of smoking friends —.006
Self-efficacy .098***
AR? 052%**
Ad 1(Pain of breathing; dummy) —.023
Type of i:jﬁl;;fz;(mg Ads Ad 2(Before too late; dummy) —.023
AR® .002
Fear response 255%**
Messjsslsj;onse Perceived effectiveness A60***
AR? B4p***
Total R® 500%**

*p < 05, **p < .01, ***p < .001.

3 FgabHolelal PskeE 50 Holk:
2 Ao=2 VUERITHB = 460, p < .001). o=
(7Hd 2) 7F AR =SS omigie), A WA S
o] QI AISH M5t 3 At

I
o] 5,205 Argeh v, ¥ Wkl 2|12t aaby

)

(Table 4) ol AA=]o] Qiet,
)& A2t maabd o vz &t
Huzpsiqict, w7 WAL EEZ WS —
2Tl A - SAYE=Y Al 7] a9 A
o2 vkE3 AlY(Baron & Kenny, 1986) 2]
WA et o7l H5(Mediation tests)& A Al
Shoitt, o] WiAlo] wh= 4¢HA| T 3]
= Ao =M ui7l o] o] FoiXit, A W

A AR ST S5

o] 3l9] &4 A¥k=

U=



Table 5 Mediation Test
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Independent variable (1V): Fear response
Mediator (M): Perceived effectiveness

Dependent variable (DV): Qutting intention

Step 1: IV — DV 662 ***

Step 2: IV > M 730%**

Step 3: M — DV ST x*x*
Step 4: IV, M — DV 268***
Sobel test (z-score) 21.27%**

***p < .001.
The coefficient in step 4 is for IV.

ANE AEL F A GAo A= Sy
7h w7 ol vl 2= BHE Ak Al §A
A oA = w7l AT E Sl vl A= A
£ Au e, o] Al @A a3t B FA AL
2 frofn|stofof qtrh, upx|e ThAofl A =
ot WS FEHULE oSSk 2FEAl
A ol ZH M} FE54=0 2 A K direct
effect) & AHact o] A a7} {-oJn|shA|
&S & & w7 E3H(full mediation), =
Hulrel FE5Ha0] Afdavyt foud wi=
FE2 o7} 3N partial mediation) 2kl gk}, o]
o7l wke] FAIA o] de: Al E|2~E(sobel
test) & Bl A3 MacKinnon, Lockwood,
& Williams, 2004), ++ A5-9] w7l 24 dil=
(Table 5) ofl AAE B} o], ZF TAofA] 5%
AR SR gt A7 bt SHEael
32 REgat vzl §Ql A7 aapgdo] i 3
R 4%17 A
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4 B Ao folufsigint, o= Fi iy
AE ojufgitt, E3 A HIAE Ak 2|7k &
o) vzl aak= FAM R FonlElth s =
21.27, p < .001), WAl (7Fd 3) & A= ik

(ATEA 1) 2 T HstdA ) o2 FA 7Y
#|l HAIA] Bhg-2] folE HESFIA}F A=
t}. o5 9l WIAIA] BES1 FaE HES,

I, FAeE=e] sl dUZAREA(One-Way
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i mE FARO R GuIF Gol7} UK F
= AR 11,13, 7.11, 29.09, 2% p <
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AL A, 2] DA, s DAY FAAEC] vIe
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HIAIX]oll Chet S= 2HSut X[2hel 2 ukdo] EAX| =

Table 6 One-Way ANOVA Results

AHo|=0f O|X|= F&

Stage of Change Fea;v;ez;%(;nse Perceive(Ai”e(?‘g)ctiveness Quittir/:;;(i;;)ention
Pre-contemplation (N = 112) 3.35(1.08) 3.40 (1.01) 2.44 (1.04)
Contemplation (N = 282) 3.75(.93) 3.71(.93) 3.24(.90)
Preparation (& = 189) 3.89 (.90) 3.77 (.90) 3.26(.92)
Action (N = 226) 3.95(.93) 3.89(.88) 3.44 (1.00)

F-value 11.13%** VAN 29.09***

**%p < 001,

BRSO Xolt giglont BAMOE Fomlsk] o2 wao] ot mYAF HEL 919 Bl
AT I} kTt (Table 7) 2 2+ e 4719 9912

A7hE B0 A, NS Al BdAk A ATE Al oo

s Hp < 05) =8 SA(p < .01), B4 A 2 A A Al 3eoEs
B Hp < .001)9] FAAE] vl WiAA] - dISske WMt OES & Atk FR YIS |
off et 2|2k B WA skl e, o] 2}

ol EAM o Golulslolr, B wkeal nzk
R T wAle] FANES 7o) A)zke way
Aol EAH 02 SofulatA) ekotch

ulA o R Felojmo] A9 AL wAe]
FANEL 4 B, 20] W, %5 Do) &
XS] Bl WIS 2 Fo] FelolEr} B
o5 fofulsiA Wt R p < .001), 3L,
%3 wAeh 0] TAle] FARES AETA)
RSl ulg) FolEst weront A
2 p < .05 oA Solulaix gl

(ATEA 2) = FAe] kgl nfet
o]z o] et &4t kg AeIA gshas
slolet, ol gia) 2t wsiaA|o] ol Heke
oA B BFIEA S A B4 W 2

207, p = n.s.). U, WEUA ] FAX ol
ki 22k FI4B = 716, p < .001)9]
TE B = 020, p = n.s.) T} FA o]

il n 6
= FFol o 2tk %L ‘&7419} 8] dA

427, B% p < 001)4% (B = 2919}
202, B p < 001)0] B FAQwe] §-2oln]
S QR vHARE, 212k Eﬂr Jo| A7t e =2

A vhefsteh, uhako 2 $A) W Foli e
@ 4 Qlehs AR SaAe 2ule
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Table 7 Hierarchical Regression Analysis for Subgroups (DV: Quitting Intention)
. . Pre- Contemplation| Preparation Action
Variables Variables COF(\/'CVGTF;'f;On (N = 282) (N =189) | (N = 226)
Gender (female) .055 .009 —.020 —.036
Age —.004 .019 —.004 —.010
Income level .035 .034 —.006 .073
Education level .081 .104* —.048 —.040
1"block: Occupation (blue collar) 046 020 —.069 — 094
controlled
variables Number of days of smoking (last 30 days) —.144 —.051 —.031 .082
Amount of smoking per day (last 30 days) .199* .004 —.021 —.008
Number of smoking friends .090 —-.026 .011 < .001
Self-efficacy .100 .109* .128* .005
AR? 112 .087** .039 .052
2plock: Ad 1(Pain of breathing; dummy) —.094 .013 —.040 .037
Type of Ad 2(Before too late; dummy) -.122 -.0M —.063 .021
Antismoking Ads AR 004 < .001 017 005
3% lock: Fear response A420%* 297 %** 292%** .020
Message Perceived effectiveness 207 A32%x* AT *** T16%**
Response AR? 336%+% 436+ %* A42%*x | 5OgH*
Total 2 AS3*x* 523*** A98*** 567***
*p <05, **p < .01, ***p <.001.
Fe A= oS Hepo | JANE ARds L SR Al FHRENA 7 = AILU56.7%) , ARl
e Al = FAAEAlE 1EA 23T A S| FAAENA 7P HEUTH45.3%).
E3F, ARl WAlof Sl SHRREA A 30
o 313 FAYo| Bes FAEE BA
(B = .199, p < .05), TH2 WAe] Aol ZE al =o|
= ado=e] thet gaFo] FofnlskA] U <
o) HelEel e wateloas Alole B ol el 7iwole] metold 91F At A
718 BUTHB = 104, p < 05, vATROR, A} ol mul FAolwe] JFE Fi s
FAwe| T3t ofF WSEe] MyHe AFE 2 FE WS X2hE A I3 Hvingt



20 S AW HIAIX|oll chet S= 2HSut X[ZHEl ukdo| EAX =

o}, S8} AEste) FaKS Eshs 2
o FAA BT} 3 WsIol A Ae] Eko
R L R R o R o
A7 AR A 7HA) 2 2opEick (1) 91 A7)
A Aol ek B Bk} X2kel AT 242
Ao|zo] Fa3k o3 Woltk (2) BE UHS:
e A2t gkl gietelse) o 2 %11741%
A

i}

DH

HI

A, E - wAR o] dieh g2 vk 2
I el gz AR (+)Q Y= .
oz 71}—94 9 27 AR 2] AT Tt o) 2
o= Ay, =,
ko] ey w3 (Leventhal, 1971)°]4
BAARO BHS F7] o]E(Rogers, 1983), HEl
(1992) 9] =l Wapg oA dd 9
Y a7t HARIZE Z7) 7] Slsiads Aoy
25 7 =70 Zlo] Ad a3dolehs o4
goll o] AF-A V= FRith, ERE o3t o] &
B} HN = FaE Wk AR Aate] 1A
A AH(Dillard & Peck, 2000; Paek et
al., 2011) 9] Z¥jete dx7Ith, o= 99 &7
BIAIA7E B3} Q7] e Al e] B uk
gol ofi= A Aok st Witz FEAA) ke
S A7 T} 9 4 9LeS ol ol
Aol 25 07 28 4 9l

o] Ugko = A Y

<

OI!

o
=
™
)

&

!
;

M X @z ofd

FPE

2
oM,
E
o
=<}
N
e
1o

AHo|=0f O|X|= F&

okl TR, JhgRte] FatEof
2016 129 Algelgolct, Lafut o] 7htell=

o Fa 192 AU A FoAHA] ghotof gt
tF ks T xdde] 2FhEe] ook 'zt Har
93 A FEAHESE v aapt °‘E}h
A8 AH(Choi, 2014)+&= & ¢l+to] Axje} A
wheba] o] 2fgh Al Rake A3l B4Rl 4

o, b
29 Ak s Ho] el oo 3
LR s O ERUE R ER
A7 BHgskIA SH Tl el HaolA AL
H 2ANS B9 Bl 8 4150] 58 450) B

T2 HESolA] g A Yo7t £ OHLL S1k:
= A0 ande

Tekoict. sie] 3ol FHHQl Aate] Fa3t
ez el o] g =] Aol S
2] 9y, e sefe] A3ielH Andsager et
al,, 2006; Dillard et al., 2007; Paek et al,,
2011, 2012) 0|4} mE7 IR & 2 A =)7kE
Aol SR Fa3E oS HpdS Ho
=t 2 ofuet Hlel Alg=o] 27|15 Kol 3L
HhgETE g wete] WAL o a1, FE NS
o] aVE wi7lisl )= ghek A12HE aabd o] mizh
A= S9)o] ATl duE s Helrh
a5 Eof oFs sH] o9 (Paek et al., 2011; Paek
et al., 2012)°Ju wleFoRK(Dillard & Peck,
2000), 24 AR&(Dillard et al., 2007) 5¢] A7+
HAIRE ARGEE A Aol A x| 2He aapde
S32eF -2 71 Wk vi7sto] Bt dse
Lol ek vlHth ol A1 &t HAAEE F

o ol b

(¢}




o] B HERORE 1 KL S 5
QLiL, BE WFSE 53] +-§450] vAAS E}
Aol 31 ASHolekat Brksjor 44 7|dat wxt
2 92 5 USS ulalch et A AL
B3 BE gt okt B4 4§45 v

(Prochaska & DiClemente, 1983; Prochaska
et al, 2008; Prochaska & Velicer, 1997), E3t
32 WS AJZhE o] gleleol vAl=
ol APl T FAAET s Tl
ARFEolAl Eiths A2 AlASh= B Atk
ol 1=0fgt wisho] TS Eak Ak 48
AT Ele] A Sl 94
111718} TS Bk AN TE
TR} oA Bl o &
A= A= HAlr), ~°] 53
Aol digt HerT & 1 H94
A e -

ool

HO

Mo 2k N 11101' of} Ol“.l
o =2
B rﬂ
_N
ﬂ
r°"

o]o

o 12 ol
U=t
fto
ot
-l> f

_‘m

i
o
mlo ~N
1o
ol
11101'

jakad
N
ox,
f
Oll
rr

]_

L

Journal of Public Relations, Vol.20, No.2, May, 2016 21

o{rl ot
s
3
r
I

g3 e 5o Hke Btk Al o
bl 4= 9l lolth, BETVe} o] T8

2} HAAE ApEeRit= 21 4 )
Ty 2ol AFuiA|et HEe] &4 njHo]
L 7RISk mjTjo], Hupe njtjo] 5

&= v ols SRS Alidtsto] A3t HA]
A5 Alsshe d 28 4= k& Zloleh, Az ¥
ShA o] B0 RISkl QlefHE| gt it
7|5re] A g TsHo] ufle- mulAo|Qlrk= A3
94 Prochaska & Velicer, 1997)4 HscHA| &

L Ae3l A7y Z2 gso] J8A] ko 2
A} o] avAo]th= yie B4 A4 (Noar et

al., 2007) A A2} e SrshaEar gk
£ A7) A3} 53 WA FAGE Aolof A
ezt FALES FH ABAL UASS
), TR RO 3 ol mhRIL
e ZEad S B Al Ak

o= =0
WA B WL A FWE Prahs A,
HAzZo] 2o IRl v A|GH= oA

A] A2HNoar & Van Stee, 2012)2 Z-83= 3



22 A AW HIAIX|oll chet S= 2hSat X|ZHEl §ukdo| EAAe] SHA=0 0|X|= S

&= AR ol ERF At Ao A <3al T
of 8] @A) FAAE AlelolA A7 Es1tol
vl Fadt SR YehgeS &
o, o] EA|S] Al 28 AR = 2
the Al AE5A R RojshiA e
Aol ol Bagt 7]ae Alrske HAA HEf

= 583 7ot Noar & Van Stee, 2012),

R EP] O A BEHOR Fodt
2 FESRYcH o] Gl vk, SFo] vl
20| o] WolA AN} ofslrh T
o] itk T b oA B st thiEe] 9]
L R A AAE B A2S Sstel At

(power)©] Sobzl Ao = HRltt, oE o Al

el 7ol Abdsal 9A S FRke]

7% 3E47H11270]917] white] 2|7k
H

of wek A7t 2210120 HEA QA SAH

ol

ofu] =E(p < .05)°IM FFelmIshA] et &

_ﬁ_
F AT A A5 BN B BE 52

2
3
4

H 27 A )] wA A o] B oSSt
= We 3 WS A2 Ay Qo Es
Aoltt, &5 AtolMe o B oS HesS 4
Edo=a FHHQl wAA| o] A} o Sof 7]of5]
oF gk Zlo|t}, E3F & ¢ &Y oA =4
I AR ATE vigo = X2t avpd o] vzl &
= Akt ey A2 anpdel 288
IR} w72 A 3K mediated moderation) A]
7 QoA T W 71} U,

olefeh Aol 51T, B AT 3 7}
OO & Zh=th

AR, 1 a7t WA 9] axte]] sl 2
ol g HT 57| ooy A ¥y
ol k= FE polu A o9
A2t aipdolehs Mds ASTeRM FE
ik ol gt Bl 4827 A7k HAIA|
ASYE wAA] BE AS55ks dlol 583
ZFEsA SHH, AP RARE 9l B2 <
ol 221 A wolsh= Zlo] HH|Ql
WA X 0] AA| RIS oS5 7Fs/do] At

E3F HAShA| RS T )] WEof A A
Bstar zt stiAmie FAAES] wAAof o)
g kgl 27} Slee AR Stk
OJof7} qlet, & T84} MRS} T ol A wATA ]l
7Hg S o= Hhgshe ©A Ble $Adst
At JsietA o] SHA| HARE s Aol &

27912 3k

1
(2 S{’E 1

2

O

he

H

Hoge o T

fin)




References

Andsager, J. L., Bemker, V., Choi, H.-L., & Torwel,
V. (2006). Perceived similarity of exemplar
traits and behavior: Effects on message

evaluation. Communication Research, 33, 3~8.

Atkin, C. K., & Rice, R. E. (2013). Theory and
principles of public communication
campaigns. In R. E. Rice & C. K. Atkin (Eds.),
Public communication campaigns (pp. 3~20).
Newbury Park, CA: Sage.

Baron, R. M., & Kenny, D. A. (1986). The
moderator-mediator variable distinction in
social psychological research: Conceptual,
strategic, and statistical considerations. Journal
of Personality and Social Psychology, 51,
1173~1182

Cha, B. (2009). Predictors of transition in the stage of
change for smoking cessation of male
university students. Korean Journal of Adult
Nursing, 21(4), 391~402.

Cha, D. (2006). Using the EPPM to investigate the
persuasive effects of fear appeal messages
different in the levels of threat and efficacy.
Korean Journal of Journalism, 50(4), 411~436.

Cha, D. (2007). The role of threat and efficacy in the
fear appeal messages: Multiplicative
relationship, or additive relationship? Korean
Journal of Advertising & Public Relations, 9(2),
339~363.

Cho, S. (2015). A study on an effective anti-abortion
public campaign message. Korean Journal of
Advertising & Public Relations, 17(1),
136~166.

Choi, Y. (2014). An exploratory study of the
effectiveness of cigarette warning label: On
the basis of the effects of fear, disgust, anger
on attitudes and behavioral intention. Journal
of Public Relations Research, 18(1), 151~187.

Journal of Public Relations, Vol.20, No.2, May, 2016 23

Cismaru, M. (2014). Using the extended parallel
process model to understand texting while
driving and guide communication campaigns
against it. Social Marketing Quarterly, 20(1),
66~82.

Dillard, J. P. (1994). Rethinking the study of fear
appeals: An emotional perspective.
Communication Theory, 4, 295~323.

Dillard, J. P., & Peck, E. (2000). Affect and persuasion
emotional responses to public service
announcements. Communication Research,
27(4), 461~495.

Dillard, J. P., Shen, L., & Vail, R. G. (2007). Does
perceived message effectiveness cause
persuasion or vice versa? 17 consistent
answers. Human Communication Research, 33,
467 ~488.

Dillard, J. P., Weber, K. M., & Vail, R. G. (2007). The
relationship between the perceived and actual
effectiveness of persuasive messages: A
meta-analysis with implications for formative
campaign research. Journal of Communication,
57,613~631.

Durkin, S., Brennan, E., & Wakefield, M. (2012). Mass
media campaigns to promote smoking
cessation among adults: an integrative review.
Tobacco Control, 21(2), 127 ~138.
http://doi.org/10.1136/tobaccocontrol-2011-
050345

Fishbein, M., Hall-Jamieson, K., Zimmer, E., von
Haeften, I, & Nabi, R. (2002). Avoiding the
boomerang: The need for experimental tests of
the relative effectiveness of anti-drug public
service announcements prior to their use in a
national campaign. American Journal of Public
Health, 92, 238 ~245.

Goei, R., Boyson, A. R., Lyon-Callo, S. K., Schott, C.,
Wasilevich, E., & Cannarile, S. (2010). An
examination of EPPM predictions when

threat is perceived externally: An asthma



24 A W2 HIAIX|ofl chet S= 2HSat X|2HEl §ukdo| EAAe] SHA=0 0|X|= S

intervention with school workers. Health
Communication, 25(4), 333~344.

Kim, S., & Kwon, S. (2008). Analysis of social cost of
smoking in 2006. Korean Journal of Policy
Analysis and Evaluation, 18(4), 119~140

Korea Health Promotion Foundation. (2014). Tobacco
Control Issue Report, vol.10.
URL:http://www.khealth.or.kr/Board Type6
6.do?bid=64&mid=1&cmd=_view&dept=
&bns=7&idx=7788

Lee, B., Sohn, Y., Seo, D., Jwa, B., Hong, H., & Lee,
J. (2013). A research synthesis of fear appeal
studies over the past 40 years: A meta-analysis
of fear appeals in Korea. Korean Journal of
Adwvertising & Public Relations, 15(3), 126 ~155.

Lee, Y., & Kim, Y. (2012). The effects of sensation
seeking, self-efficacy and appeal types on the
message attitude and behavioral intention: A
focus on the binge drinking prevention public
communication campaign. Journal of Public
Relations Research, 16(2), 51~87.

Leventhal, H. (1971). Fear appeals and persuasion: The
differentiation of a motivational construct.
American Journal of Public Health, 61,

1208 ~1224.

MacKinnon, D. P., Lockwood, C. M., & Williams, J.
(2004). Confidence limits for the indirect
effect: Distribution of the product and
resampling methods. Multivariate Behavioral
Research, 39(1), 99~128.

Mongomery, D. C. (2001). Design and analysis of
experiments (5th). New York: John Wiley.

National Cancer Institute (2008).7he role of the media
in promoting and reducing tobacco use. Smoking
and Tobacco Control Monograph, No. 19, NIH
Pub. No. 07-6242.

Niederdeppe, J., Farrelly, M. C., Nonnemaker, J.,
Davis, K. C., & Wagner, L. (2011).

Socioeconomic variation in recall and

perceived effectiveness of campaign
advertisements to promote smoking
cessation. Social Science & Medicine, 72(5),
773~780.

Niederdeppe, J., Farrelly, M.C., Hersey, ].C., &
Davis, K.C. (2008). Consequences of dramatic
reductions in state tobacco control funds:
Florida, 1998 ~2000. Tobacco Control, 17(3),
205~210.

Niederdeppe, J., Kuang, X., Crock, B., & Skelton, A.
(2008). Media campaigns to promote smoking
cessation among socioeconomically
disadvantaged populations: What do we
know, what do we need to learn, and what
should we do now?. Social Science & Medicine,
67(9), 1343 ~1355.

Noar, S. M., & Van Stee, S. K. (2012). Designing
messages for individuals in different stages of
change. In H. Cho (Ed.), Health
communication message design: Theory,
research, and practice. Thousand Oaks: Sage.

Noar, S. M., Benac, C. N., & Harris, M. S. (2007).
Does tailoring matter? Meta-analytic review of
tailored print health behavior change
interventions. Psychological Bulletin, 133(4),
673~693.

Paek, H.-J., Hilyard, K, Freimuth, V., Barge, K., &
Mindlin, M. (2010). Theory-based approaches
to understanding public emergency
preparedness: Implications for effective health
and risk communication. Journal of Health
Communication, 15(4), 428 ~444.

Paek, H.-J., Hove, T., Kim, M., & Jeong, H. (2011).
Mechanisms of child abuse public service
announcement effectiveness: Roles of
emotional response and perceived
effectiveness. Health Communication, 26(6),
534~545

Paek, H.-]., Hove, T., Kim, M., Jeong, H., & Dillard,
J. P. (2012). When distant others matter more:



Perceived effectiveness for self and other in
child abuse PSA Contexts. Media Psychology,
15(2), 148~174.

Paek. H.-J. & Shin, K. (2014). Health-PR: The public
relations fields’ contribution to the theoretical
and strategic development of the health
communication field. Journal of Public
Relations Research, 18(1), 520~558.

Paek. H.-J. (2015). Health communication. In J. Lee, J.
Park, & H.-]. Paek (eds), Handbook of
Communication Science (pp. 495~539). Seoul:

Nanam

Prochaska, J. O., & DiClemente, C. C. (1983). Stages
and processes of self-change of smoking:
Toward an integrative model of change.
Journal of Consulting and Clinical Psychology,
51(3), 390~395.

Prochaska, J. O., & Velicer, W. F. (1997). The
transtheoretical model of health behavior
change. American Journal of Health Promotion,
12(1), 38~48.

Prochaska, J. O., Norcross, J. C., & DiClemente, C.
C. (1994). Changing for Good: A
revolutionary six-stage program for
overcoming bad habits and moving your life

positively forward. William Morrow and
Company. Inc. New York: NY.

Prochaska, J. O., Redding, C. A., & Evers, K. E.
(2008). The Transtheoretical Model and Stages
of Change. In K. Glanz, , B. K. Rimer, & K.
Viswanath (eds.) Health Behavior and Health

Education (4" ed). San Francisco: Jossey-Bass

Rogers, R. W. (1983). Cognitive and physiological
processes in fear appeals and attitude change:
A revised theory of protection motivation.
Social Psychophysiology, 153~176.

Slater, M. D. (1996). Theory and method in health
audience segmentation. Journal of Health
Communication, 1(3), 267 ~283.

Journal of Public Relations, Vol.20, No.2, May, 2016 25

Sohn, H. (2005). Differences in processes of change,
decisional balance, and temptation across the
stages of changefor smoking cessation. Journal
of Korean Academy of Nursing, 35(5), 904~913.

Velicer, W. F., Laforge, R. G., Levesque, D. A., &
Fava, J. L. (1994). The development and initial
validation of the smoking policy inventory.
Tobacco Control, 3(4), 347 ~355.

Wakefield, M, Loken, B, & Hornik R. (2010). Use of
mass media campaigns to change health
behaviour. The Lancet, 376(9748), 1261~1271.

Witte, K. (1992). Putting the fear back into fear
appeals: The extended parallel process model.
Communication Monographs, 59, 329~349.

Witte, K., & Allen, M. (2000). A meta-analysis of fear
appeals: Implications for effective public
health campaigns. Health Education &
Behavior, 27(5), 591~615.

World Health Organization (2013). WHO report on
the global tobacco epidemic, 2013: Enforcing
bans on tobacco advertising, promotion and
sponsorship. Geneva: World Health
Organization. Available: http://
apps.who.int/iris/bitstream/10665/85380/1/
9789241505871 eng,pdf

Yzer, M. C., Southwell, B. G., & Stephenson, M. T.
(2013). Inducing fear as a public
communication campaign strategy. In R. E.
Rice & C. K. Atkin (Eds.), Public
communication campaigns (pp. 113~123).
Newbury Park, CA: Sage.

Yzer, M. C., Vohs, K. D., Luciana, M., Cuthbert, B.
N., & MacDonald, A. W. (2011). Affective
antecedents of the perceived effectiveness of
antidrug advertisements: An analysis of
adolescents’ momentary and retrospective
evaluations. Prevention Science, 12(3),
278~288.

Yzer, M., LoRusso, S., & Nagler, R. H. (2015). On the

conceptual ambiguity surrounding perceived



26

F AR HAIX[ofl Chet S BFEut X|2HE §uHdo| EXAel FH2l=0f 0|Xl= &

message effectiveness. Health Communication,
30(2), 125~134.
http://doi.org/10.1080/10410236.2014.974131

Fngd 20158 9¥ 04

At 20154 10€ 12

28 20164 28 252

™Y 2016@ 4E 13Y

=



Journal of Public Relations, Vol.20, No.2, May, 2016, pp1~27. .
ISSN: 1229-2869-50 = wmoraPpPRYr¥|
DOI: 10.1581 4/Jpr201 6.20.2.1 Korean Academic Society for Public Relations

How Fear and Perceived Effectiveness of
Antismoking Messages Affect Smokers’ Quitting
Intention

Application of Stage of Change
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This study examines the roles that fear response and perceived effectiveness play in predicting
smokers’ quitting intention. The stage of change model was applied to demonstrate how
responses to antismoking campaign messages vary among smokers at different stages of
action. An online survey was conducted with 811 smokers nationwide. Results were as follows:
(1) fear response and perceived effectiveness were significant predictors of quitting intention;
(2) perceived effectiveness had a larger predictive role than fear response, and it mediated the
relationship between fear and quitting intention; (3) responses to antismoking campaign
messages varied according to stage of change —specifically, smokers in the pre-contemplation
stage reported a lower level of fear, perceived effectiveness, and quitting intention than
smokers at other stages. A series of hierarchical multiple regression analyses indicated that
fear, but not perceived effectiveness, was a significant predictor of quitting intention among
smokers in the pre-contemplation stage, whereas the opposite was the case for those in the
action stage. Results suggest that perceived effectiveness has equal or perhaps even more
importance than fear response in predicting the effectiveness of threat appeal messages. An
additional implication is that messages should be tailored according to target audiences’
different stages of action.
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