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Objectives This study was conducted to evaluate the effectiveness of a suicide prevention ad-
vertising media campaign by the Korea Suicide Prevention Center in 2014 and to analyze the
changes in the levels of suicide prevention related-knowledge, attitude, and behavior of the ad-
vertisement viewers.

Methods Data of 703 participants who responded to both the pre and post telephone surveys
out of 1100 adults aged 19 or over randomly selected nationwide were analyzed using a strati-
fied proportional quota sampling method considering sex, age, and region by a survey agency. A
propensity score matching (PSM) analysis was used to adjust for potential biases in estimated
effects.

Results Of 703 participants who completed pre and post survey interviews, 25.9% watched
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paign, participants’ knowledge score showed a statistically significantly increase in all methods
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Table 1. General characteristics of the participants

Total (n=703) TV Ad viewer (n=182) TV Ad non-viewer (n=521)
v/t p-value
n % n % n %
Sex 2.179 0.142
Male 311 44.2 72 39.6 239 45.9
Female 392 55.8 110 60.4 282 54.1
Age 5.944 0.203
20-29 19 16.9 33 18.1 86 16.5
30-39 155 22.0 46 25.3 109 20.9
40-49 154 21.9 44 24.2 110 21.1
50-59 17 16.6 29 15.9 88 16.9
60 or higher 158 22.5 30 16.5 128 24.6
Mean (SD) 46.70 (17.01) 44.19 (15.39) 47.58 (17.47) 2.470 0.014
Income (10 thousand won)* 4.156 0.527
0-100 19 17.4 23 12.9 96 19.0
100-199 86 12.6 22 12.4 64 12.6
200-299 130 19.0 36 20.2 94 18.6
300-399 124 18.1 36 20.2 88 17.4
400-499 93 13.6 23 12.9 70 13.8
500 or higher 132 19.3 38 21.3 94 18.6
Education 3.050 0.084
College education or higher 321 45.7 73 40.1 248 47.6
High school grad or below 382 54.3 109 59.9 273 52.4
Employment status 0.919 0.389
Employed 603 85.8 160 87.9 443 85.0
Other than employed 100 14.2 22 12.1 78 15.0
Religion 1.092 0.300
Yes 390 55.5 107 58.8 283 54.3
No 313 44.5 75 41.2 238 45.7
Living with 0.003 1.000
Single 78 11.1 20 11.0 58 11.1
Family 625 88.9 162 89.0 463 88.9
Region 0.220 0.665
Metropolitan area 314 44.7 84 46.2 230 441
Other than metropolitan area 389 55.3 98 53.8 291 55.9
Mean (SD) Mean (SD) Mean (SD)
Change of knowledge about suicide prevention
0.027 (1.242) 0.154 (1.156) -0.017 (1.269) 1.602 0.110
Change of attitude toward suicide prevention
0.060 (1.209) 0.115 (1.181) 0.040 (1.219) 0.721 0.471
Change of behavior regarding suicide prevention
0.023 (0.833) 0.028 (0.824) 0.021 (0.838) 0.089 0.929

= . Due fo missing responses, the fotal case is 684 including 178 ad-viewers and 506 non-viewers. Ad : Advertisement, SD : Stan-
dard deviation
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Table 2. Results of propensity score matching analysis on the changes in attitude toward suicide

TV Ad viewers

TV Ad non-viewers

TV-Ad effect

Matching methods

n Mean n Mean ATT SE p-value

Change of knowledge about suicide prevention

Nearest-neighbor 182 0.154 156 -0.085 0.239 0.145 0.099

Radius (r=0.001) 178 0.169 418 -0.103 0.272 0.114 0.017

Kernel 182 0.154 515 -0.024 0.178 0.107 0.097
Change of attitude toward suicide prevention

Nearest-neighbor 182 0.115 156 0.006 0.109 0.139 0.432

Radius (r=0.001) 178 0.124 418 0.034 0.090 0.113 0.429

Kernel 182 0.115 515 0.033 0.082 0.100 0.412
Change of behavior regarding suicide prevention

Nearest-neighbor 182 0.028 156 -0.013 0.041 0.093 0.657

Radius (r=0.001) 178 0.017 418 0.009 0.008 0.079 0.916

Kernel 182 0.028 515 0.001 0.027 0.063 0.694

Ad : Advertisement, ATT : Average freatment effect on the treated, SE : Standard error
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