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Table 1. Overview of the Survey Respondents (N = 192)
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o] Folshs 4:320] Aol7} TheyshA| bk
Aoleti Bk}, A% 24109159 oo)w

N

Classification Frequency Percentage(%)
10~19 6 3.1
20~29 74 38.5
30~39 75 39.1
Age

40~49 23 12
50~59 10 5.2

60+ 4 2
Under high school education 28 14.6
College graduate 142 73.9

Educational Level
Master/Doctoral degree 19 9.9
No response 3 1.6
Less than 99 5 2.6
100~199 31 16.1
200~299 62 323
Monthly Income

(10,000 won) 300~399 27 14.1
400~499 14 7.3
More than 500 24 12.5
No response 29 15.1
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Table 2. Reliability of Measurement items and scale for variables

Variables Measurement items Reliability(a)
Participating in ‘Pink Run" is fun
Campaign Satisfaction There was plenty of information about 'Pink Run' 793
There were various events in ‘Pink Run’
There is no other intention to host 'Pink Run'
Perceived Motive 'Pink Run' is good for the participants .902
‘Pink Run’ contributes to community development
I am interested in how people think about ‘Pink Run’
Campaign Identification When people praise ‘Pink Run’, it makes me feel better .851
It is good to talk to people about ‘Pink Run’
I will help people enjoy ‘Pink Run’ campaign
Campaign Citizenship I will help people to participate in ‘Pink Run’ correctly 47
Behavior I will be very helpful when people are looking for ‘Pink Run’ information
I will explain various information about ‘Pink Run around

12} A= 3YE(Organ, 1988) oleh= =24] ARl 3
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de FEA7I7] SRt N1 AR e oletal A

olstolct, 574 g 2 ARl W5 ‘ﬂ%%% &
2 U Aol WA el 27|58 =
& AN, “Uhe AfSe] Base] ent W7
e w8 Aol “Lhs ASoe] Baw X
2o ) 243 =g Holtf, “Uhs B} el
oFg Hug 9]0 At Zolef

o mlm
ol

N

Mo o
)

o2 22Xkt Dutton et al.

Lee & Kim, 2016),
o] ol 4%, 3tel, BT 5ol Sk
AT7VS BAaIol o 2 akEel v
A HEQITH (Table 2) =), 7HH|Q]

2
A
HISE 389 ¢ =

, 1994; Kim, 2003;

1S
z .793>, A9l 5] Q4] 3%
AT Aul W 4 uﬂ( o= .947)9) A== gt

o MY AUE A0 e} Bape] Bt g B
Aol Abg3ct,

FolMs 247 Al o7 AlefAl vlA]



Campaign
Participation

Campaign
Satisfaction

Perceived
Motive

Campaign
Identification

Campaign
Citizenship Behavior

Figure 1. Conceptual Model
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Latent variables Items Standz?r_dized S.E. CR. AVE
coefficients

Sat1 777 .05

Campaign Satisfaction Sat2 736 .06 .8 .57
Sat3 .745 .06
Motive1 .783 .05

Perceived Motive Motive2 .94 .05 91 .76
Motive3 .89 .06
Identi1 .842 .06

Campaign Identification Identi2 757 .06 .84 .63
Identi3 .783 .06
CB1 .903 .05

Campaign Citizenship CB2 912 04 95 2
Behavior CB3 894 04
CB4 916 .05

X% (df =59, N=192) = 164.29, p < .001
TLI = .93, CFl = .95, RMSEA = .09

1995). ol=AE]8l3|(APA) 7)) wet =E A
SIS RMSEA, TLI, CFI 5 8 A #5283}

o AEgITh RMSEAL < 059 1] & 4
©8 Foley] < 100]9 1E 20 Holglt

(Yu, 2012; Browne & Cudeck, 1993). TLI, CFI

o) 7% > 909w et me AghEet 3 4

QIEHYu, 2012).

H/\-17é
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= 93, CFI = .95, RMSEA = 09& e} =

7 mao] 58
259 wa 40) AT} ef
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#= A, 7id AlR=(Construct reliability:
CR)&} et EAF =Z(Average variance extracted:
AVE) gt& A EITh CR0.7 o4 w, AVE
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QHeH(Yu, 2012), (Table 3) ¥} ZHo] R&of| 3£}
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Table 4. Results of the SEM anaylsis

S.E.

.085

.104

17

.068

Estimate (Std.)

16 (11)

.57 (.59

.35(.30)"

76 (.79
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Identification — Citizenship Behavior
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Figure 2. Results of the SEM Analysis ("p < .01,

Table 5. Hierachical regression analyses of campaign satisfaction, perceived

Campaign citizenship behavior

*kk

p <.007)

motive, campaign identification on

DV : Campaign citizenship behavior

Model 1 Model 2
v Std. beta Std. beta
Campaign Satisfaction 47 38
Perceive Motive 22" 1
Campaign Identification 24
R? 51 .54
R? Change 51 04
F 7567

"p<.01. " p<.001.
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Obijectives

This study tries to demonstrate the effects of participatory health campaign on participants’
cognitive process. The effect of participation level, satisfaction, and perceived campaign
motive on campaign identification and citizenship behavior was examined.

Methods

A survey was conducted for the participants of ‘Pink Run Seoul 2017.

Results

Results showed that campaign satisfaction had a positive effect on campaign identification.
Perceived campaign motive also affected identification. Campaign identification had a positive
influence on campaign citizenship behavior. Campaign identification partially mediated the
effect of satisfaction on citizenship behavior. On the other hand, the level of campaign
participation and perceived campaign motive did not affect identification nor citizenship
behavior.

Conclusions

At a time when participatory health campaigns continue to increase, the results of this study
suggest the need to focus on the impact of campaign participation itself.
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