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shef QI YIS et wSAES] S7F ¢ AN Feolr} she] Fol=A] 2Rl AlYkS AYtst
ez 7 2 AY v 59 F71H 2 I Q7] wiolot (A5d - 917, 2000), ©] F
THA] opeFet s RIS ofEo7lof o|=Fth ol &2 22lRIAIUe] FadsolA vAle T
(G 'l =218, 2012), SFA|TE o] AH 4H2%] o ATk ofAZ|AL Qlom AAT FAT 4=
SHoA AL fldo] mig- =obd A= gy, R A= FYst= 2 AlYFE=S o] Al
Aol et LURRIZEE] ASIA Q1A ofxs] £ o) HAaE=9] tiFEAR] ARS] Bl ZAR A
BAR1 Asfso] Wo| EAsh= Ak Apdolt}, £ izl =l Q= ZAoftk (Fotm]- W)y, 2003) 2
JAR1 4ol w2 AL Al o]8dt= ol 2] A5 AU S5 k9l 5 sk
A Sk AFRY AL Y olrEo] 28 =, el Zelzof tigh F5ol4] Holi= gejet
Hlojetar AZHEY oS S, AlYole] dohgt FARE E44e Helohar defzict &, Al o
=0 = ¢lsto] IS FAIBHA FHl == SF ZFErAel o 9 ypdo] AetA| =W, 44
ALSES & F Aot AU 715 ff Frel &} Agk gl shelat LS A1) B, Al of
U AtololA BaE= 452 $4%] 7Fed| shy o] Zohd 4= St} AuA o 2= 5 AH
B AZEL glom, HAFE0] FEEe AY o] S AABFAAE 2 5EE HATAY 35
SO & QIgh tpefet FadwAle] HAY eele & ZAdsH == Aol (A, 2005; 718
HEAL 9l Ao Aol 2003), AAIE 22R] AlUS 5ol Wl s
il oheke] AR Al9de]l Toligto =AY, sHdof|
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W71e] B Beks) shlet 41 el Aleld 55] Sok0l AT S 1) AAVES ot
o R S T, RAWA AR IO HAdSe wls) uoh $E4e|n 3A4RoR v
2 Bfo] 7o) o 10 oA P AVIZ Y S 97} BOon] (Criffiths, 1998), 923 ot
o 12224 Aolo] ARFTIAE ATt (B & HS 4Pl L7l BAE ok el 2000)
HE7PY, 1080, Seltero] A9 ot ZlE QAT BASN Selat i ew
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W S Aol Mol ZEehm mefYle]  Ym HEahA) Hck (ol 2000), AU HA
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g Loja, Ale) 870 AEAAS BEee 4 vt Za W Al sk A2 wa

324 Z a7 The Korean Journal of Advertising



7 U1 s Aolch (A 0193, 2012)
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AE (Social Marketing) 0|2 52 F2 ZA7}Z3
ofLt oo Aol zste] thAIA & AijIZe]
T, Aol olAel B AT Sl A
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ST e BB FEHE PRUMIS
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Whittler, 1996), £3] AlA|&-4A2]4 A7t 749
Hole} FA-5792 meolwo] ofgt A &
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o) ool S vl Sl TRl
2 g (232, 413, oAl 2002: Unger
& Stearns, 1983), W2 Ag4 Azt Hi Y
oA A, oA, = AR 7 = A
2o =N 8RR AH, 7] BE A

Aol FF= A7) R #E FAez Ho
= otk (282, 193], oA 2002; Batra &
Ahtola, 1990; Johar & Sirgy, 1992, Puto & Wells,
1984; Snyder & DeBono, 1985). o]4H A&|&Ql &
Ho 2L WAl oo 2 AN
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o, M £ 0 YR AN st 9
Ao g Aost 4~ It} (Kahneman & Tversky,

1979), AR Zlo|ye] o] et A= 2
7 BHEE A4 (2L - W3S, 2000; Block &
Keller, 1995; Maheswaran & Meyers—Levy, 1990;
Meyerowitz & Chaiken, 1987; Powell & Miller,
1967; Robberson & Rogers, 1988; Rothman et al,,
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1993; Tykocinski et al,, 1994; Wilson et al,, 1990),
23 BHE FA|(Davis, 1995; Obermiller, 1995;
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al., 1997) & ¢ TRt Yol TR o
oA it

HAJR] ZF|o]-& Kahneman & Tversky (1979)
9] ofgolZ (Prospect Theory)oll 2Jto] #5082
NeetE =, oks Ut W8] HARIEA=
&= AR A9 Atole] mEbA FHQle) kA
ojoja} Ao EAHo] EetAA Hof g4} vt

3|

¢

olo
O
gt
i)
N
4
s
i
rlr
N
o
2
rl
N
S
£
-
i_:‘
Y
lo

= e hu
N
[oogrﬁ
fuoof K
JNJ@
o 2 W
~ =
=2
mlol.r;
:.:’m{)l'?lo
o_@mmz
N
st
L
O 4o 12
Ml.rljﬁ',mlo
© o o
No= W
[Foox S

i)

et
e o

w T

o
%,
o
ox
u)
DY
lo
il
I
lo
u)
(o]
filo
o

o

g o

i3
)
pau)

o
il
2

>,

S
(U
o
o
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A 3t e Ao dehd ot gl
(F3F<=, 1998; Ganzach et al, 1997; Maheswaran
& Meyers—Levy, 1990). 718 B34 #H3FA ol=
(Negativity Bias Hypothesis)ol] 2|5} H(Anderson
& Hubert, 1963), 574210l thek Q1 7ol Slof



2rg AuHos Hg &Y JoE oﬂmf; -
QJt} (Block & Keller, 1995; Ganzach et al.,, 1997;
Maheswaran & Meyers—Levy, 1990), =7} =
oFd4-2 WA AHo] ofet 1A HHe 3t 28
Szl offl HlErt e W v, ol
b ol WA olele] i Aol el
o e} B4 71540] Z707] whizo] Petty &
Cacioppo, 1986), 110 Aoz 5784 o]
wo] WAL, e Aol Aol A
seolye] WA} S maEel A
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S71E AL, SPRSE 221 ol S 2ol
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Levy, 1990),

et o) £
o7} F7Vetol wheb A E} ol 4
& HojE A AT (F=r, 1998; Grewal
et al, 1994; Shiv et al,, 1997). Smith & Petty(1996)

i m1ru
_lll'I MH‘
F
i)
i)
i)
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WAL 39 seolgel Al o B2
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1998; Grewal et al,, 1994; Shiv et al, 1997). ©] &t
o= 7i1Z E49] Apole] wte} HAA] o]y
of ApuE Eapr} HebAe 22 o % Glka B
Ak AR= Qlek 7H Zijle] AR (Mano,
1994; Wegener et al,, 1994) ¥ AMAEE (XFL -
Ar82], 2000) 5ol WAL Sdrh= ARt
orep) Sl

elo] AL 500 %El% Aolgt £33
mAAle] ofgt avde SAst= S skl 1
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Th have been several topics getting special attention regarding mental health
ere issues recently: prevalence of suicide, depressions, violent behaviors, addic-

tions, etc. Among those, addiction has been very popular to diverse groups of people in the
society causing many negative consequences. From smoking addiction and alcohol addiction to
the addiction to abnormal sexual activities are common issues in general among adult groups.
On the other hand, addiction to online-games has been one of the most popular issues for
young people including teenagers. Diverse organizations have made many efforts in order to
improve this situation and to prevent serious addiction among many teenagers. Based upon
this atmosphere,some legislators suggested making a special law limiting teenagers’ usage of
online-games. This exploratory study is about how we can make more effective messages ex-
posed to teenagers encouraging them to think about the seriousness of online game addiction
when they are actually playing online-games. The researchers conducted an experiment testing
the effects of different types of messages promoting adequate playing of online-games which
they are exposed to inside the online game interface. The results found that two independent
variables applied in this study (physical-psychological appeals, Positive-negative framing) signifi-
cantly influence teenagers’ attitude toward the messages and their intention to limit their time
to play online-games in the future. The results from this study could provide important insights
for crafting better and effective messages and other PR tools encouraging teenagers to reduce
their time spending on playing online-games.

Keywords : Addiction to Online-Games, Prevention and Cure, Teenagers, Persuasive Messages,
Mental Health, Health Communication
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