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The Influence of Anti-Tobacco Ads on College’s Students’ Perception
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<Abstract>

In this paper, we investigated and analyzed influence of tobacco countermarketing advertisements on
university students’ attitudes about smoking. For the investigation and analysis, we made up a
questionnaire twice before and after watching antitobacco advertisements using the same questionnaire.
We analyzed message framing, message theme category, and main effects and interaction effects
between smoking experiences in attitudes on smoking before(pre-watching attitudes on smoking) and
after(post-watching attitudes on smoking) watching antitobacco advertisements by the questionnaire
results. In the analysis results using ANOVA test by diverse factors, we verified that efficacy of
advertisement messages in positive group of pre-watching attitudes on smoking are better than in
negative group. We also verified that interaction effects between message framing and message theme
category about changes of post-watching attitudes on smoking are more efficient for changes of

smoking attitudes when message theme is negative message rather than positive message.
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<Table 1> Ad Categories and Execution Styles

Social Norm Health Consequences Tobacco Industry Manipulation

non-smoking area expansion healthy life practice Top secret

Positive
Emotive

Top secret

Negative
Emotive

- 208 -



The Influence of Anti-Tobacco Ads on College’s Students’ Perception

3. Mo 2233 A9 o/ edveity, ‘erglt/ Rty o 3714 &5

1) WAA Zgo]s

WAA ZHolg A WA gl glojd 5 FUHEMS
oujddel AolE st 1 Ash £849 3 2 a7 FHEder 4 =3 § FH
A 8L AR A e FEE uidnt WA O3 Bedstes F4de FEoIth A e
=z &l dojA T4 EE FAHoE Iy B71F005)[91 HAES Fxdt] B =T F
A AR F ooln ] A5EHAE ke & Hie HEe MSE HaosAlHA/ o
7ol tsiAe AFATEAA ke Az O FolsHEY, HRAAIAHUNT/HTA

Bt itk 347 AA Zeolde WA AR, THE K HT Bz Aol H
AIGe AT A5 9A 2 IHH AHE o Y IR AL,

23 FA01T, FAH WA Lol wHA

A A dsA 4e A YA HE #4 w=e 4 FHET

FoHEsE A s AR dEs
%) WAA ATHE el YHYBEE dolry] 9a) AHE BHL
AR ATGEL AR FAo AIete ANERT A AFRALFAGEY IR
el WolEolRE mas WAS wan IR M w%on, AFRARREZANZL
A8F T ATSHe FHo] nlEgAsA e 986, ARRALFAHEES 902, A EA-FA T
AAoln &Tolgy HARF= &ao|u, AAn T 856, AFFZAFIUEH L 8052 YERY
ATHYE FA) ME AF FWolHe Avg  AWHOE e AL ZETKTable 2. HE
Brdozn 849 AR GFL A= ¢ B AR A8F YYD} F, 394 AEE
TR Az AATeGe Tl Aolel M BE BASGC uzel B4 seksb) 9l
HAFL Fxdts 4L T2 HERA S AN
MBS/ R/ ETH)S FA4d, MAA
3 979 o]y, WAALTE SPUFE HRT FY
FARAYAE HEAYE NBoR Fagy  OUAE THUTE AAS AD 2 5E9
of Ha Y& taolm, FAFIAE e TS BEEel BAHOE FAsv] Aol Sl=
Aglont WAl 94 e Ags dgAY @4 I AR A EEAL Ass
T FAST Sl e ofulan

- 209 -



The Korean Journal of Health Service Management Vol.7 No.2 (June 2013)

<Table 2> Questionnaire Configuration

) Number of ;
Variable Component contents Survey contents questions Cronbach's a
pre-smoking attitude preference/smoking behavior/usefulness 3 .902
;moklng harmful effect concern degree/relevance/importance 3 .856
pre—ques  involvement
tionnaire smoking real condition smlokln‘g or not/ugarettq consumptlon in th.e past/ 4
daily cigarette consumption/smoking beginning age
smoking consciousness  university student smoking awareness 1
post-smoking atfitude dislike-like/negative—positive change/ 3 972
unfavourable—favourable change
advertising content comprehensive/amount of information 5 805
post-que evaluation [reliability/concern degree/quality of ads. '
stionnaire  Ad manipulation unplegsant—pllelasqnt/
e negative—positive image/ 3 .936
verification |
dark—light atmosphere
demographic gender/age/grade/religion/residence type/ 7
characteristic living together type /monthly pocket money
Total 55
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<Table 3> Demographic characteristic

Variables N %
gender male 335 53.4
female 292 46.6
freshman 153 24.4
sophomore 198 31.6
oade mior 209 333
senior 67 10.7
christian 147 23.4
buddhism 89 14.2
religion catholic 53 8.5
atheist 322 51.4
etc. 16 2.6
house 361 57.6
dormitory 126 20.1
residence I|velapart from. 129 20.6
type one's own family
boarding house 4 6
etc. 7 1.1
single 92 14.7
. friend 119 19.0
living )
together one s‘parents, brothers 360 574
type and sisters .
brothers and sisters 12 1.9
etc. 44 7.0
<i#%100,000 54 8.6
monthly ¥100,000~200,000 82 13.1
pocket W200,000~300,000 175 27.9
money W300,000~400,000 167 26.6
>#400,000 149 23.8
social norm-pos. 98 15.6
social norm-neg. 124 19.8
health consequences—os. 91 14.5
Ads. health consequences—neg. 14 18.2
toba‘cco |ndustw 104 16.6
manipulation—pos.
toba‘cco |hdustw 9% 15.3
manipulation-neg.
A univ.—Busan 70 1.2
B univ.-Busan 74 11.8
C univ.-Busan 49 7.8
university D univ.-Busan 144 23.0
E univ.-Gangwon 146 23.3
F univ.-Gyeongnam 79 12.6
G univ.-Busan 65 10.4
non-smoker 449 71.6
smoking ex—smoker 50 8.0
smoker 128 20.4
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<Table 4> Test in post-smoking attitude by pre-smoking attitude and message framing

source degree of freedom mean square F ratio F probability

correction model 5 55.027 38.359 .000

intercept 1 234.781 163.662 .000
pre—attitude 2 112.332 78.305 .000
message framing 1 13.170 9.180 .003
pre-altiude 2 624 435 648
* message framing
error 621 1.435
total 627

<Table 5> Difference in post-smoking attitude by pre-smoking attitude and message framing

pre—attitude message framing M SD N
positive -.333 .879 20
litmusless negative -.600 .856 20
total -.467 .867 40
positive -1.662 1.368 235
negative negative -2.282 1.134 251
total -1.982 1.289 486
positive =272 942 38
positive negative -.794 1.060 63
total -.597 1.044 101
positive -1.391 1.401 293
total negative -1.900 1.288 334
total -1.662 1.365 627
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<Table 6> Test in post-smoking attitude by message framing, advertisement categories, and smoking experience

source degree of freedom mean square F p
correction model 1" 25.997 18.168 .000
intercept 1 878.104 613.663 .000
message framing 1 40.367 28.211 .000
ads. category 2 6.627 4.631 .010
smoking experience 1 183.214 128.039 .000
message framing
« ads. category 2 4.162 2.909 .055
message framing
* smoking experience 1 001 .000 984
ads. category
* smoking experience 2 1.675 11 311
message framing
* ads. category 2 154 108 .898
* smoking experience
error 615 1.431
total 627
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<Table 7> Difference in post-smoking attitude by message framing, advertisement categories, and smoking
experience

Independent variable dependent variable
. smoking post-smoking attitude change
message framing Ads. experience v D N

positive emotive social norm inexperienced -1.667 1.357 64
experienced -.216 1.341 34

total -1.163 1.513 98

health inexperienced -1.449 1.371 75

consequences experienced —-.438 1.133 16

total -1.271 1.381 91

tobacco inexperienced -2.013 1.172 80

industry experienced -.708 .980 24

manipulation total -1.712 1.254 104

total inexperienced -1.718 1.313 219

experienced -.423 1.194 74

total -1.391 1.401 293

negative emotive social norm inexperienced -2.043 1.219 7
experienced -.709 .965 47

total -1.538 1.300 124

health inexperienced -2.432 1.065 78

consequences experienced -1.417 1.455 36

total -2.111 1.286 114

tobacco inexperienced —2.431 1.038 75

industry experienced -1.000 972 21

manipulation total -2.118 1.180 9%

total inexperienced -2.301 1.121 230

experienced -1.013 1.191 104

total -1.900 1.288 334
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