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EXERCISE

PERSUASIVE EFFECT

PROMOTION
ADVERTISEMENTS

MESSAGE TYPE

SOURCE TYPE

S

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

+ Source Credibility
- Aad(Attitude toward Advertisements)

<Figure 1> Conceptual framework for this study
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o200 Hmo

B AT g F 26MoR AAHE A 51.0%, &
5 49.0%01910w A ExE Jehl 50.7%, 918 49.3%
ollth. gAY He AFLS 128747 BT et 6%
WSt dldAbEe] Bt A1 145.548.06cm, Hit
s 423+824kg, Hvt ALFAFBMDE 19.04+2.76(*H S
12.8~33.1)2.2 YElRton BMI 250142 AT 5.9%E
AAEGITE Az SEHs dotry] 98 ZAke TV
AAFAIE 177.15+£108.69+/Y, HITE o] &AIERE 109.99+
93.53%/9 02 et
T2 st 6770 FAAE A5 A= <Table 1>
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© feld Aolsh thehdA) i,
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<Table 2>°] Ao} Qlrk.
Hlgkel] Tk EliS(Aob)i= APIZAMA] 6%kl #-23t A}o)
7b §lol(F=1.632, p=.149) B =% A oiidAte] wivte] ojst
T} 245 ZAow UEhdth AREZAF daola] 671
o8k o7l 9= AOE Ve ON(F=1.336, p=247), 7

<Table 1> Homogeneity test for general characteristics in 6 groups

oT

(0N ET

ES CT CS

Characteristics (n=105) (n=109) (n=102) (n=108) (n=102) (h=100) Total @ o
n(%)
Gender  Male 56(53.3) 53(49.1) 56(54.9) 48(44.5) 57(55.8) 47(47.0) 31750.7) o0 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) [T
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

145.3(8.02)  144.7 (7.96) 1454 (7.40) 145.8 (7.92) 1459 (7.98) 145.5(8.06) 402 .848

42.1(7.96)  41.80(7.96) 41.74(8.05)  42.77(8.85)  42.11(7.93) 42.3(8.24) Sl11 768

19.02.60)  19.1 (2.89) 188 (2.68) 19.0 (2.77) 19.0 (2.90)  19.0.76) 285  .921

178.3( 98.5) 185.1 (127.0) 166.1 (110.7) 173.7 (100.6) 186.8 (109.5) 177.1(108.6) .611  .691

Height(cm) 145.9 (9.09)
Body weight(kg) 43.17(8.11)
BMI(kg/m’) 19.2 (2.60)
Time to watch TV

(min/day) 169.5 (101.7)
Time to play

computer(min/day) LS (904)

119.2(112.3) 113.8 ( 90.4) 89.8 (73.27) 112.2 ( 90.1) 114.1 ( 99.1) 109.9( 93.5) 1244 287

OT: Ordinary people+Testimonial
ES: Expert+Slice of life
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OS: Ordinary peopletSlice of life
CT: Celebrity endorsor+Testimonial

ET: Expert+Testimonial
CS: Celebrity endorsor+Slice of life
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{Table 2> Comparison of pre-test and post-test in 6 groups (N=626)
oT 0S ET ES CT CS F
Variables (n=105) (n=109) (n=102) (n=108) (n=102) (n=100) P
Mean (% SD)
Aob pretest 37.95 (6.10)  36.40 (6.72)  37.53 (6.55)  37.05 (7.08)  37.12 (6.16)  35.53 (6.37) L632 149
posttest 36.58 (6.30)  37.64 (5.39) 38.01 (7.62)  37.70 (5.80)  36.60 (6.39)  36.27 (5.90) 1336 47
t(p) 431(.667) 287(.774) .703(.484) .956(.341) .377(.707) 1.327(.185)
Aex pretest 56.83 (7.94)  57.20 (8.60 55.67 (9.74)  56.67 (8.96)  56.66 (7.68)  55.61 (8.80) 558 73
posttest 56.17 (10.06) 56.98 (7.78)  57.31 (8.85)  56.73 (7.31)  57.44 (8.48)  55.93 (8.71) 517 764
t(p) T17(.475) 1.028(.307) 1.895(.061) .184(.854) 420(.675) 434(.665)
Tex pretest 1131 3.64) 1121 322) 1210 (3.48) 11.82 3.22)  11.54 (3.50)  11.59 (3.30) 93 a1
posttest 1286 (3.81) 1320 (3.67) 1392 (3.68) 1402 3.17) 1294 (335) 13.69 (3.64) Lo
t(p) 3.125(.002)* 3.917(.000)* 3.791(.000)* 3.745(.000)* 2.412(.018)* 3.761(.000)*
OT: Ordinary people+Testimonial OS: 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 lex: 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 lex
Advertisement Mean+ SD
oT 48.91+17.13" 11.80+5.05° 36.58+6.30 56.17+10.06 12.86+3.81
0S 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) 517(.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
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OS: Ordinary peopletSlice of life
CT: Celebrity endorsor+Testimonial

ET: ExperttTestimonial
CS: Celebrity endorsortSlice of life

Aex: Attitude toward exercise Iex: Intention to exercise

oistzt= &3] x| 35(5), 20054 82



ZS8o| HITlLS it SE57 ZTo| |YY MSEN

<Table 4> Influence of source and message type on persuasive effect

Source credibility Aad Aob Aex lex
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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p=00)¢} Fu¥xd FF F2l FINF=9.48, p=.002)7} 1} w o] 124 o592 H BMIZ}F 19.30]2Hs BAARE A
ehor Fund e 458 G3HF=8.03, p=001)= (2000)°] FAI2E HIEloW, BMI 25 o] HAITE
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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
Iex 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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