ISSN 2093-5986(Print) The Korean Journal of Health Service Management
. Vol.10 No.2 pp.25-34 June 2016
ISSN 2288-0666(Online) http://dx.doi.org/10.12811/kshsm.2016.10.2.025

o ’
b s QudE BAAYAT, St g B U3

The Effect of Advertising Message Framing and Appeal Preferences by
Advertising Planners at Medical Institutes on Medical Advertising

Hye-Kyung Byun', Byung-Deog Hwang™¥ , Jae-Woo Park'
‘Graduate School of Catholic University of Pusan,
“Department of HCM Catholic University of Pusan

<Abstract>

Objectives : This study was conducted to examine what types of attributes advertising and
promotion staff members working at different medical institutes consider when performing their
advertising duties. It also seeks to identify satisfaction levels with the advertising conditions and tasks
required of them to perform the actual advertising. Methods : This study subjects were members
registered in the address book of the Korean Hospital Public Relations Association with 127 actual test
respondents targeted. Results : Regarding the selection of the types of advertising message appeals,
those with less than five years of work experience were found to prefer emotional messages, whereas
those with more than six years of work experience were found to prefer rational messages. male
advertising planners preferred rational messages, whereas female advertising planners preferred
emotional messages. Conclusions : The medical advertising facilities at hospitals and equipment to

produce the main materials to improve the effectiveness of advertising should be considered.
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<Table 1> Differences in Medical Classifications According to General Characteristics

[Unit: N(%)]

Variable Hospital General hospital Tertiary hospital %3(p)

Male 20(62.5) 33(55.9) 33(91.7)

Genaer Female 12(37.5) 26(44.1) 3@ 099000
20~29 6(18.8) 10(16.9) 2(5.6)
30~39 14(43.8) 28(47.5) 17(47.2)

Age 40~49 9(28.1) 16(27.1) 10(27.8) 5.249(.512)
>50 3(9.3) 5(8.5) 7(19.4)

Education  University and less 23(71.9) 43(72.9) 19(52.8) 4.555(.103)

level Master's and higher 9(28.1) 16(27.1) 17(47.2) R
Health science 10(31.3) 13(22.0) 3(8.3)

Major Advertising Creation 5(15.6) 13(22.0) 6(16.7) 6.799(.147)
Other 17(53.1) 33(56.0) 27(75.0)

Work h< 18(56.3) 30(50.8) 19(52.8)

. 6~10 10(31.2) 15(25.4) 8(22.2) 2.221(.695)

experience
>11 4(12.5) 14(23.8) 9(25.0)
Staff, Assistant Manager 12(37.5) 31(52.5) 18(50.0)

Posiin el Manager, 16(50.0) 26(4.1) 13(36.1)  5.360(.252)

eputy general manager

General manager 4(12.5) 2(3.4) 5(13.9)

Total 32(100.0) 59(100.0) 36(100.0)




<Table 2> Differences in Medical Classifications According to the Characteristics of Advertising
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at Medical Institutes on Medical Advertising

[Unit: N(%)]

Variable Hospital General hospital Tertiary hospital

Improving 16(50.0) 44(74.6) 20(55.6)
?Aessage Preventive 16(50.0) 15(25.4) 16(44.4)
raming

7(p) 6.567(.037)

Rational 10(31.3) 14(23.7) 15(41.7)
Message Emotional 22(68.7) 45(76.3) 21(58.3)
appeal

%(p) 3.387(.184)

Career 6(18.8) 13(22.0) 6(16.7)
Doctor’s Reliability 24(75.0) 43(72.9) 29(80.6)
properties Kindness 2(6.2) 3(5.1) 12.7)

¥3(p) 0.985(.912)

Kindness 12(37.5) 19(32.2) 9(25.0)
Social Convincing people about the facilities 6(18.8) 17(28.8) 11(30.6)
properties Familiarity 12(37.5) 18(30.5) 15(41.7)

Other 2(6.2) 5(8.5) 1(2.7)

ba(o) 6.048(.811)

Facilities & Medical equipment 11(34.4) 34(57.6) 25(69.4)
Hospital's Medical department 12(37.5) 15(25.4) 6(16.7)
properties Other 9(28.1) 10(17.0) 5(13.9)

7(p) 15.446(.051)

Doctor 8(25.0) 16(27.1) 11(30.6)
:éevfgt::ig Hospital 10(31.3) 18(30.5) 13(36.1)
background Image 14(43.7) 25(42.4) 12(33.3)

¥3(p) 2.594(.858)
Total 32(100.0) 59(100.0) 36(100.0)

<Table 3> Differences in Preferred Message Types According to Advertising Awareness
[Unit: M+SD]

Message framing

Message appeal

variable Improving (n=80)  Preventive (n=47) Rational (n=39)  Emotional (n=88)
M£SD M£SD M£SD M£SD

Hospital's - 3.73£0.44 3.7240.46 3.7740.48 3.7240.43

internal characteristics

(p) 0.108(.914) 0.592(.555)
Advertising E:éfg?:' customers 3.8640.45 3.8040.43 3.8240.41 3.8440.45
awareness

t(p) 0.710(.479) -0.267(.790)

dJob 3.6820.50 3.6820.53 3.6740.50 3.68+0.51

satisfaction

t(p) 0.028(.978) -0.154(.878)
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<Table 4> Differences in Preferred Message Types According to the Characteristics of Advertising Planners

[Unit: N(%)]

Message framing

Message appeal

Variable Improving Preventive Rational Emotional Total
(n=80) (n=47) (n=39) (n=88)
Male 52(65.0) 34(72_3) 31(79.5) 55(62 5) 86(100.0)
Gender Female 28(35.0) 13(27.7) 8(20.5) 33(37.5) 41(100.0)
2(p) 0.730(.257) 3.567(.044)
5< 45(56.2) 22(46.8) 18(46.2)  49(55.7) 67(100.0)
Work 6~10 15(18.8) 18(38.3) 12(30.8)  21(23.9) 33(100.0)
experience >11 20(25.0) 7(14.9) 9(23.0) 18(20.5) 27(100.0)
(p) 6.276(.032) 2.048(.045)
Career 19(23.8) 6(12.8) 10(25.6)  15(17.0) 25(100.0)
Doctor’s Reliability 58(72.5) 38(80.9) 28(71.8)  68(77.3) 96(100.0)
properties Kindness 3(3.7) 3(6 3) 1(2.6) 5(5.7) 6(100.0)
%(p) 2.522(.283) 1.678(.432)
Kindness 24(30.0) 16(34.0) 12(30.8)  28(31.8) 40(100.0)
Convincing people
Socia Toout e facilties 27(33.8) 7(14.9) 11(28.2)  23(26.1) 34(100.0)
properties Familiarity 24(30.0) 21(44.7) 13(33.3) 32(36.4) 45(100.0)
Other 5(6.2) 3(6.4) 3(7.7) 5(5.7) 8(100.0)
%(p) 8.926(.112) 0.492(.992)
Facilities
» & Medical equipment 48(60.0) 22(46.8) 26(66.7)  44(50.0) 70(100.0)
Hospital's  \iejical department 17(21.3) 16(34.0) 3(7.7) 30(34.1) 33(100.0)
properties — yper 15(18.7)  9(19.2) 10(25.6)  14(15.9) 24(100.0)
7%(p) 3.695(.449) 17.209(.002)
Doctor 24(30.0) 11(23.4) 14(35.9)  21(23.9) 35(100.0)
:ﬁg‘;ﬁ@ Hospital 31(38.8)  10(21.3) 15(38.5  26(29.5) 41(100.0)
background ..\ me%e 25(31.2) 26(55.3) 10(25.6))  42(47.6) 51(100.0)
(p) 9.821(.020) 6.122(.106)
Total 80(100.0)  47(100.0) 39(100.0)  88(100.0) 127(100.0)
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