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o] ¥ AEAREAA 7S FEolU AR
7} 423 gxo) ol Fdshe FHS T
sttt 74 Alag Aoz Q3 ey A
T 3l QzE AW fRAE Yd 8o
HEEA] Fgsity a7 F3) ARREE ¥
Ao QFHoz A & glu, YAEE
A geth wEA FE9 FY3 IF
AL ERIY #¥uo| gtk AAA,
2020). o]AH Ak AW {FAE % £
Aol AHEEE A7 FHEsA, Fh
B2 201549 o]T X&FHo 7 7IAadle 24
ot AL FAFATEE, 2019). TS
| T 22 Y g9 EdFoR
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7w 39 01]*1, ?M ?ﬁﬁéX} 5 ﬂqm&?
(65.2%)°) 10th<} 20t o] THTh 3-8 A AFA}
PERE 2019). 2d o] FAT

Moz A% #e A AF FHe A4
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2L ek
roh e 12 ox 12

g FH FF AHE oP1E 7hsAdel At
AeHoR FF uysie At Hsz 9
ol = 2o BE AP AFEg o A7
Ad AR SAHEY 7 £F A
&2 oD, T HT A IFhosh ¢
& TR o] FitEe o] o=
HEE JoR odE olAY Aol f
Pohs AFeA A T S 5 Sle 7
4 o

o
it
fr
[40
:Oi'_’/
>

WA AE F 99 R B Aol Bhs
7] ol A¥Fe] F43) Hobd Aot
@ S 23 42H DADAWAZ,

o 57 2] A& e 1¥H 9
oo ol FA WA Folm FF Wao] o
e A7 S g9 RE Albld] 453
oz tigshs W F shizh sl 98
Fo] sy Fsdolth73A A, 2020; Bednall

& Bove, 2011;
Reinares-Lara, 2018; World Health Organization,
2010). olwf AGFar FAA. HEFAHAAD
= Qugue) BRYS moluAd FAH &
T(emotional appea)S 88 4 YA Y |,
5%, 2014; Hupfer, 2006). 8G9 A
A 273 dEPns AF0) 54 ANE £
A AFo] Ao FAeE TAd)
AS BN, olsx, 2014). I
o AXNA AT g AXE AP aoe
H4 wAAT Y W] £
o) Baw ARe Muge wAT Pl
ek Aol Asstd A AR A2 2
3} o] E]—(Groeppel—Klein, Hupp, Broeckelmann &
Dieckmann, 2010; Izard, 2010). 1¥d] #AIF
1 3F9 54 449 padE 4558
R Age Tl £33 54 3. Je
Fo] Z3hell osix At3stE I FstEn
(Markus & Kitayama, 1991). wWehs 4 AHA]
o 2 54 &3t o) AtEjstEa 73t
541:::] —5—HD1— AA) AT A¥P

Martin-Santana, Reinares-Lara &
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2% et w T AT 12
Z 0] tHAaker, Stayman & Hagerty, 1986; Aaker
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& Williams, 1998; Xu, 2017).

2pH A oA E A 2Hdifferentiated marketing
strategies) O] VAR tidS AR F =
g ARG S A9e 54 vHAR 7
Rl Fa)s Adsha ddske e #
3FCHKotler & Levy, 1969; Rupp, Kern & Helmig,
2014). AAATIN A oA AL @
ggno) Heap, duae FR@TH
o dased AW ¥ 4 Aok A
thEA, A4, 2020; Sundermann, Boenigk
Willems, 2017). 287 v}AE Azks A
atell A-getd, Estell o)A Ab3] e AL
ste 54 Mol avele d¥Fat B
AToA apHolzta 71gstr] ofHe
(Kotler & Levy, 1969; Rupp et al., 2014). 53],
24 Aol 4Y FeAF AASAG
A7IsHA == Fo a1YS 1HT o
(Bartel, Stelzner & Higgins, 1975; Bednall & Bove,
2011; Bednall, Bove, Cheetham & Murray, 2013;
Oswalt, 1977), £ #AAY S 7|Fo=
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st osiA AL3jstEal s}

5 89 A Skl
A8 JlEos BRI 2 A 4

e, d8ghol] wA= Jgg] olE &
olslarA}t st} w3k B AoM (1) 54 A
LS

FRUEC] Holt T Aol BAE B
TKYates & de Oliveira, 2016). &3}9] EAL It
A= AFELe Q1T - HHF 9 (individualism-
collectivism) 2}, H2 A& (power distance) =}
4, FAA-oA A (masculinity-femininity) X},
53k 3] T(uncertainty avoidance) A L
2 5t Oyserman, 2006). ©]5 Y = o
ATAEL ANFI-PRFY Aelo]
sl £3 FHAES g8 At
49Y 0 AT FEL Fasny
ThSantos, Varnum & Grossmann, 2017;
Schimmack, Oishi & Diener, 2005). WA B2
ATl 54 3o 542 AT 23

e

o

o o

-

o b
oX oft ox fo
o
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wE gREY 282 T4,

54 2ap} AR mE FoFos)
uebd, g 3k FAEEe] AFshe 9
Al 7 X B3 &7 &) A (self-construal)o] EEFR

THGudykunst, Matsumoto, Ting-toomey, Nishida,
Kim & Heyman, 1996). o]} =}7]s]4lo|=k 3t
AQlol A7teha AAE AR AET o
Bol) gelne Bage duht gol ne
st=7ke] AxE walthHolmvall & Bobocel,
2008). 7RRIF+e] E37F Foshe A 7HA
w2 iR RF =94, A 3 BA, BRI
OE 54 Aty =54

T 2 AHY FF 5] tHOyserman, Coon &
Kemmelmeier, 2002). 7]9159] 7}x]#& 3k A
ol A&H FAHLE 7 AR dEEE
53] &<5¥ HGudykunst et al., 1996). 1
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a&E dEe] 4E FHAolgtal A4gi.
o} e Qo] =& #7184 (independent
self-construal) ©] CHMarkus & Kitayama, 1991). 7}
A79 Este THUES =UH AjHA
Sol A8A Ran gelel BY S,
S0l UEl o 2 BAL Y, AR P
o YgFoE BEAIRG e A8
FAIEEAL, A7IAHE Bl 219 AAA
gYsle StkMarkus & Kitayama, 1991;
Triandis & Gelfand, 1998). ¥FA HAYFo H
dxe & oo ddesx gl &
4, A 253 o5, BIFY] 23} F
A 7}X)Ho) tHOyserman et al., 2002). 7§05
o 7k #H s, JdFY XA g
F ol ﬁ:%% TAYE It ARt st
+<5 %l CHGudykunst et al,, 1996) A
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S
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3130 A1e) oje)g
gAshs A AL, A9 A s
w24 Ave) FHd 9pHes £23
= 73S HAtH(Markus & Kitayama, 1991;
Triandis & Gelfand, 1998).
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e Moz BAIE IS AF A9
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o &7 27| AL s

—t— -
AdEL BARY 45AE F DASE

]9Jr 75“’ M=

emotion)231 Be)3, HAIBA B} =
2 AAolth&s, HARA, 2010; Markus &
Kitayama, 1991). E}91%7

el el 3
5, W 55 oleld W Badk A F
(empachy), E}SITH] R1E BAZ Q15 w4
3= AAQA H-2%Kpeacefulness), EFQIFFY] &
A% BAE fA5E o mool HE A
2.3 (indebtedness), 2]F-¢F TFHS U wj
AYIRE BH ANl Fol e A2
7HA =@ A1 Mk Bl A
© jQFol e 2o 540 ola) A
3jgtHa gk gAoln, B dAFelA ol
BAE 24 Ajeka 2 ol

Sl Uhee FAH, AAFSes T
Fo)) 23t FALES Y =G
Anke) BAE FANA EQAws 45 9E
) A7) e siok 2 Ad, QT ws. F
99 731 FAYES Ar|EHes. BRI
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Jq5 FHE Ao A AEE
gP5s Tl B JHIFY-FH AT
344 Aol Fete 23 AXAI
AA v BRRIZHE BDHE ARE A
(Markus & Kitayama, 1991). 18 d] 3=
q AN a7 FERLE
AR 43 + gla, 38
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S2AE[SEIR]: AH[A} - BT

o

Williams, 1998). E4], T<=2] A8 Aol A 7Y
9] £33 A|gAdo] 7Fek Sl A4

Ao 2 Y3 X hHan & Ling,
2016). mpARO 2, A M?oﬂﬁ FaoA A
© 3% BF w34 A
FRONRJAF] vs. FJEFo])o] dXst= BT
Fae] ado]l EoAlE Ao=E alrb‘%it}
B WetelA AAE Hddte] ARE
Nehd o3 2tk Han Ling(2016)9] 03?
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A Tl a7ee AR AR 7
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£ oI Ae EE el 30E 2L
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5 ET

ged, § 20 Asd B
Aotk A A, 2020; Kotler & Zaltman, 1971;
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Rupp et al,, 2014).
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& X ThBartel et al, 1975; Bednall & Bove, 2011;
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Al-Drees, 2008; Bednall & Bove, 2011; Duboz &
Cuneo, 2010; Martin-Santana et al., 2018; Zhou et
al., 2012).
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< adz §X3 HA(inertia) S 7}A 21,
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F474 d¥ao] At A, d¥8Fa &
A2 74 Aovh. 1 Ax, d¥Fart
o9 YT LY FZlo| |odeA X
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ZA7h ole) ARRY F 54 FC AR
Avel Fmol ool 4R 25 AR
A2l A b EHH 2
WA, Y FRFuE 2 ARgY ¥s
o

sk Aol otk ofw) dEFare

- 233 -



sH=A2IBIA]: AH(A} - LT
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oo 54 7zl o3 A8 AgE o
g ABF o)t} o] o] AElA 2y

=
2 wlAE A Z(selected differentiated marketing

N

2 oavel A WA Bae Auz vy
Ak Aga BURD AFL 259 A
pRGoE ¥R F 24 Qg 394
WS fusts d¥RRY &7 23 AA
7} RoQAE AFHOR serske Aot
a9y 2E A¥PaY T3H BHe HF

2015; ZAZ, 73744, 2020; Hupfer, 2006;
Sundermann et al, 2017). AFJeke AIG
o gk =y Aol gt Bl=o] s
WF=Th(MacKenzie, Lutz & Belch, 1986). WA
A AFNA B =], 59, 2015
o} AP =g, o437, 2014; Hupfer,
2000% FEFare] gk FFo Wz =
Aatdth 2y dPAFer A" =T}
AP et APl o FHH9
o

ogoks v X+ Ao Z #FFH H(Machleit &
Wilson, 1988). BRI

of E <dFtelA

°l
Wee &

A= ADFS Fole AgH 7IHE
WRaE en oo BRI AT
= AFAes. TS AAFY s JEF9)
E3H Aol Bk FFe ddFare]
@ oo +82 wold Aol Al
T3 AP ARl AFYFol| HIBEE
=713} 5t Aaker & Williams, 1998; Markus &

Kitayama, 1991; Russell & Mehrabian, 1978). ~L
A, AN s, JeHFo) 2342 Ao
A3 AFoAe AFAes T8 L7 §EF
19 a¥Ado] ZUHAaker & Williams, 1998;
Xu, 2017; Han & Ling, 2016). o|x8 AZF9]
SRR ZOECE RPCE EEEE
Aol mAE FEFE ALESkeL S
AY2 ATHo 2 A3 THShimizu, Lee &
Uleman, 2017). 18t P52 AYA}]
4% £34e AT WEe] uA o
R I R R e
(Ferguson & Chandler, 2005). wetd HAE G
ATol 24 AM &7 F¥RIE B 1
o] E3H4 AFAHA SHF dAshk= =
A Al el ddgFel i "2 717
AsHos FHHNE, d8PFo] 275
299 sAF s suM@H 4
A4 Bl #3H4 AT 2AY o
A dEFY &7 24 FAdl whggtt
(Grunert, 1996; Voronov & Singer, 2002). <, Z]—
ny) we B 4T P HEeE @
gymsl Aol An AEE FF9 O)
AR e Hurel £84 AHRA
547 @) Aoleks 42 vzt gt
AAEH 4% Aol oA AFEG
(Ben-Ari & Lavee, 2004; Takano & Osaka, 1999;
Tamis-LeMonda, Way, Hughes, Yoshikawa, Kalman
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d28 - 48 / gdie| aikg Mool AoM FM ATt S MEate| Az

A WHel ¥ WES 2ARAtAEd 8ol dedE $2 4% AR 57}
AT BEBI: 5743 FF &7 VIRIL HGh B AT olsh L W} gL
57:43) A8 ol

o]%Fel AAE AXA ARG F 8He FH  <lo] BRI =
g4 = 1309 AHA A7 A8F e 113 A Alauthentic pride) P} z}7]ofol] 7|4k
T AT dEPAE B AFY AP T ows AFAhubristic pride) AHOZ
Adsdug HAAF3r]) YsiA, 188 iAo AE A o|thTracy & Robins, 2007). =3+ ¥
o
]

o

2 2l AREARE U o] skl e A8 Aaffective) 2RI Q1A FH(cognitive)
o} &80l AMAZAL A7 B 2000(22.2%),  AFEoE FAIE A A o|thBatson et al, 1988;
T 30t0(16.7%), W 40tH(11.1%), ¥+ SO Singer & Lamm, 2009). o|XH AFEA3} F7t
222%), B T OHEI8HE FAEANLH, o] o] tatder FAHH FHoE ME HE A

S T e MES SomT SR ARE Mz AE aEsh, A AwA e e
AP AES AR ANE F s | A A9t fuske A 38 A
933 A7E ®a, 7 fﬁ%ﬂ%m} s &8 iAoz Hlwshs b BARG 74
AFAEL o] BaE HY, AgSe] A8 A7 AMd BRske A £ 3 AR
P AR =4 Aolny) Ee skl S /PEACR Friske W4l o BYR A
o] FuE HUY, ARFEC] S W vk 0E ddEn AR £ F AN e
°of MEEE Aotk AES FAHShs Adker A WMFEAE, 409 ARA o7 AE B
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Roles of emotional appeals and audience segmentation in
enhancing effectiveness of blood donation advertising

Eunbyeol Jeong Jungsuk Kang
MA Student Associate Professor
Department of Psychology, Jeonbuk National University

The first purpose of this study is to compare the effectiveness of pride (ego-focused emotion) vs. empathy
(other-focused emotion) appeals in blood donation advertising for each of audience groups segmented by their
negative perception of blood donation. The second goal of the study is to suggest effective differentiated
marketing strategies of pride and/or empathy appeals in blood donation advertising for each of the audience
groups. To obtain the goals, an online experiment using pride and empathy appeals in blood donation
advertising was conducted with 583 males and females aged 19-69 years. The experiment offered the following
results. First, on the basis of the negative perception of blood donation (distrust of and fear for blood donation),
audience was divided into low distrust/low fear group, high distrust/high fear group and low distrust/high fear
group. Second, for low distrust/low fear group holding stronger collectivistic cultural orientation than
individualistic cultural orientation, empathy appeal in blood donation advertisement enhanced their attitude
toward blood donation and their intention to donate blood more strongly than pride appeal in blood donation
advertisement. However, for high distrust/high fear group and low distrust/high fear group whose individualistic
cultural orientation was similar to collectivistic cultural orientation, there were no difference in their attitude
toward and intention for blood donation between pride and empathy appeals in blood donation advertisements.
Lastly, after selecting low distrust/low fear group as target audience group on the basis of the effectiveness of
pride vs. empathy appeals in blood donation advertisements, the differentiated marketing strategies of blood
donation advertising that matched the characteristics of the group (high proportion of males, high frequency to

use interactive communication media and e-commerce media) was developed.

Key words : blood donation advertising, ego-focused emotion, other-focused emotion, pride, empathy, segmentation, negative

perception of blood donation
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