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Journal of Marketing, Sep. 1988, pp.39-41.
35) H. E. Krugman, “The Impact of Television Advertising : Learning Without Involvement,”

Public Opinion Guarterly, 39(Fall, 1965), pp.349-356.
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%= (intensity) ¢+ gEolvd 48 2 AAE Jvlsth= FF(direction) ¥ F LS
AdThal g5t ok o= df 2 FE v 2= w 1dsg A#
o9 olZHMAY MEer ERET

1) 1#9(high involvement) : X¥AAE ASHIEd o
849 FFol B2 AHH. olAZ 2HAY Aol JHAR, BAE, Ee A
9 &9t A5 ddFol Aok 1BAqStY] JAEEAY 2 dFE AN E TS
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o (low involvement) : AFAE= AFtFE] dist 718 FAF} F
249 FFo] G2 AHE Tty AT FFo FF AHAELS Fu| AN A

oAete AHTFWE FTA/UTke BE2H Ex HGS tiore Adste, A

K
i

38) A. A. Mitchell, “Involvement: A Potentially Important Mediator of Consumer Behavior,”

Advances in Consumer Research, Vol. 6(1979), p.194.
39) P. H. Block, “An Exploration into the Scaling of Consumer’s Involvement with a

Product Class,” Advances in Consumer Research, Vol. 8(1981). p.61.
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Me Hlad 2 43 F 7 dEe SASE AYEaz it

1) ZolZ27]¢ PII : AFo]Z A7) (Zaichkowsky)oll &5ted 7= PII(Personal
Involvement Inventory)olthil) #HAFES Q1Y £247 &7 712 9 B4l
RS F RS A" dEy ol sk, 9 A BN AIH B
dd 238& & 2070 &5 BAFE ARE Vst FFsA S Plle

Sasttt - a5k gk Bl Aotk - FAo] Yt FF o] 7 ujapEst
# =(semantic differential scale) 2 WEAZ 207 FEoR FHHEU. 4 FE
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40) Judith L. Zaichkowsky, “Measuring the Involvement Construct.” Journal of Consumer
Research 12, December 1985. pp.341-352.
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4 (cognitive involvement) £t 788 3] (affective/emotional involvement) & T

o

SFAth AAABAL 28H F1% BAHE Ao AWt BASE HYY
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41) G. Laurent & J. N. Kapferer, “Measuring Consumer Involvement Profiles,” Journal of
marketing research, 22, pp.41-53.
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ABSTRACT

Research on the analysis of voter behavior based

on the involvement in politics

Young-Hoon, Oh

Department of Business Administration,
Graduate School of Business Administration,

Cheju National University

Supervised by Professor Yong-Cheol, Hwang

This is a study of the differences in voter behavior based on the involvement in
politics or election in the process of selecting their political leader. It also explores
if there is any differences in the search of information through the media in the

process of selecting the candidate based on their involvement.

For this purpose, in terms of theory, representative theories among the theories
of voter behavior analysis and those of involvement were reviewed. In terms of
actual proof, the process of voting decision-making based on the involvement of

Jeju City electorate who have voting experience was reviewed.
Main analysis results of this research and their meanings are as follows.

First, the connection between the involvement and the turnout showed a
statistically significant difference only in the local election. In the presidential
election, the turnout tends to be relatively high and it showed a little difference in

the turnout of the involvement group.
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Second, when it comes to getting necessary information on selecting the
candidate, both in the local assembly election and the presidential election, the
high involvement group got a larger amount of information from all media

coverage than the low involvement group.

Third, the high involvement voters are affected most by newspapers, or printed
media, followed by campaign pamphlets. The low involvement voters are affected
most by TV, or broadcasting media, followed by family or co-workers, or reference

groups.

Fourth, in terms of the relation between the involvement in politics and the
winning rate of their supporting candidate, in the local election, the high
involvement group showed a higher winning rate of their supporting candidate than

the low involvement group.

The results indicate that the more subdivision of voters accommodating to the
high involvement voter group and the low involvement voter group is needed since
the behavioral responses in decision making in the election differ based on the
involvement in politics of voters. Moreover, when it comes to selecting the target
voter group, in line with the candidate’s views and political circumstances,
judgment on whether to select the high involvement voter group, or to select the

low involvement voter group, is highly significant.

Therefore, it shows the need for a political marketing strategy based on the
involvement of the candidate or the electorate and the distinguishing features

between the high involvement voter group and the low involvement voter group.

The results of this research have a limit for generalization in that all voters, the
object of actual proof of this research, are a random sample who reside in dJeju
City. However, it is very meaningful research in terms of the analysis of voter

behavior in dJeju.
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