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6) N. Maccoby et al., "Reducing the Risk of Cardiovascular Disease : Effect of a Community
- Based Campaign and Knowledge and Behavior,” Journal of Community Health, 3(1977),
pp. 100 - 114.

-129 -



6 MABBHE 148

a5e EdolA, e, fedolds AT 12,0004 15,0004k0e] vz A5y e
T2 Bl Erol MG E WA EellolAl ofFa nlrjes) derg wx) Fahm A
P ol TVsh ahole X2, uERast F4, ST, $UFTE kel Ao
SEWAAE TS Foel oA ISR SYL ALYBRE) APHo] 2 Aol
e A A9Y A% Ny dEe ¢ FILE sbssh dok

of AYL 4hdel BH olFo Atk AFAEE A e} A A 3T 5o
IR A vlAcke Aol ZeHAD a2k o5 WAl AR AHele] AN
9 o e ARSel FIN AF 2UE T 4 USK AFAG AEE wahAw oix vy
2712 ABAL Aelo] YeisE AdHoR AR APTolA BAHe] glon] My
& F1 B/1%8e A7W ARG 4RI ojmge Aot

rle

(I-2) Ao} =2 HAF dlE sl

19673 94 3 Al 54], 2492 28 Zo2 gdshe wdAM 4Fe2 gHMshs wAlo
2 =533 ok o] A2 Fed 8unt AW FREER I3 egiEql B Wi
BT A e SR sk 2 ouidch 29t o)) AFais} Wnk che] $44ohSe] &
Al 22Fo R Ao YT Atk 2A4WAELE E A E Fdg Balleld UnpEaPo
2 Y Q=g uF ARz ulYolrt o

THFB Aol o] AZ W= N2 2F AL A4 AHo) A AR Ao
Sjzsfolat Yot 250l AR AN Ao LA okl FEEo] Mgl A4
25 7He 8FeE Ay sle TV Z2ads) e 94 22a8E, a2y 329 0)%)
2] H2ME IHY ZE ofAvt o4 BEMHEL dIFUES Y 97HA) dojE Wy
Adx AviA=, A9, 293 & AlzEE s 5¥ Bx dysiodch

AfFuA ol AL w3t Zhzte] w§ #del sl HodR HHEL W= NS P Ewsiy
Al 7b] S5 el AL HFe) BE FLE9) WHEE o)gsen TEAEEW 3ulx)
57 2olEjvict MY ARIZEE ol 4=Ur}h 13099709 UzkAI 9} F74A)e F17} Aok AR
ol "=dE o 3 22 et zx FnE Ak FAeME B0 FAE "y M7z
€ 7 Ut IS4 RN 7R $AGA HHE AS A BYSLS Axx
A7l E F2E Sk R 2TE =93 Zekrd 3, A, 283 AgelFdedz
e A7) ARk A ARIZMEL LEF gHol FASE AYL Tk, o] Wsle) wAx)

2

7) Progress, 53(March 1968), published by Unilever, pp.26- 32.

-130 -



Aspist Aeels ohigA digel B 2 7

Ao deid dd £$7 23 o

Aol EHG vhehd ofF, AL 3 ¥AAD 2rlE AAA AR PSS ERT
HAEE Anel $7} dubauch Y4 Yokee HelFgch 2% 2 Yusdel A4
Qv AsbHodol wsialch Add ANA|H Qoln 2B AH @HEFo] AFHoR
AYSD sddoE PERAL WAL o) 33 shssicke Heldh

2. AlE|Zlselel MZaA

A HeAEe 4T A Podel 8] e 2L M 289 AE F
Pog ¥m gatrgce YELS kg AEHSe] AFAR viHe] Fxo AN Asidlelzxy
LR

(1) =4 (Monopolization). A% AHAL vitio}§ SHsteiof slw AHAL] Al 3=
| wWAAE o} i gkelck zEu, iR AL ARAHAME Y (FHE ned
AAe] s= SA ZE U o AE HeF 7 2R o FNAD & P S
2 o] AL vkl F FHE F7 A "ok

(2) 22744 (Canalization) . HX FAA< vjA A $3A of 5o Bx=7t DR3sich
AR pe 2 2o YL HEE FY ANAY A2 AEALE A2 ol o
ZA sk B o} PEFAS I wael} ofE WHoR HUAA Frd AdAeld. dF
sa, 2o} ARYAE FHAL AEE ARVES HSAY e glol =R SA BIEe
xebe AFSEIES 8 o s Aolch oln) EAdte HEE WA AR TR HFE
Zel o fch

(3) 2 (Supplementation) . A}3] W3} $5& wjAv|tie) A HFUA|AEF dFE
o3y FN 8% ¥2HAS W 2 A3 AR ad ARES At &2 As o€
Ass E2¥ 4 e AT 7hN He W AEE o A ALy HE o A doledls

s AEEE %o el FUel 8-S Aisldch ¢ o HIFE BXo] ¥ANE #
£E g A Uubgo d4F welASe Az b AR H3e-F “BeRE
ATt = A 23 AAANE 471 A wW &EE zAEKEd as

rlo

8) Paul F. Lazarsfeld and Robert K. Merton, “Mass Communication, Popular Taste, and
Organized Social Action,” in William Schramm, ed., Mass Commaunication (Urbana :
University of lllinoise Press, 1949).

9) G. D. Wiebe, "Merchandising Commodities and Citizenship on Televisino,” Public Opinion
Quarterly, 15(Winter 1951 -52). pp.679-691.

-131-



8 HeBRBEWRE 148
2] Hs Asjle) MES AYBTE FLFE HTE H8o] of Hohs Aol = E-AG
ol B oA FlA 84F AA)sdn)

()% (The Force). =4z1& £7] el ofd ZA%st Mol o AT Jehbe LHo)
kAl F71e gE

(2) ¥4 (The Direction). 33le) SH, = BEE DA sh= wby 280 @A =l
oAl FHHeoz whgg Rl d x4,

(3) WA (The Mechanism). 7|02 842 57§ Adoz wFsA sh= ofl o] 4],
AR e Avigialse 2.

@) A4} ¥4 (Adequacy and Compatibility). ZEE %8 sh=d] 9)o] dle]x1le] 5y
o EgA.

(5) A&l (Distance). 7ltf=le ¥Abs Daiste] geo} YSe wPey g7ss of 1 =] 9}
ujg-2] A 33

A= 23 A 712§ U.S. HEE wolslr] A3 AolE Aulael Asele Lstach
ACE £p|ae Q7)o FHro)at Adelelgic). simel st AW Foje] Hme 3 (eh=4))
o 2A, P (Tosol & AY), WAVF(LW, LA Ws 28), WY oFYA (A
T TUE A 0dE ¥ AU AekE), 293 A (A TS fo)) wEolgh 134709
He st TV To] P02 o7k 8 g 2o Usalele o= EU] Fat)
Shel A W oA M Foch @ A7) osiw, APL A UG wHE Expag
BHAET 29 A3 2ol AE FsFdch YUY As Hissc) AR5
2 Aell gl Aol shizbxigdcl. Mz ARES it FRE, P YA, zhd 8 ob gt
GHE, oJd Mool sickyE gigie)

Avls o]d 2AEo] ¥Fsled AHY 4 shxe) e A5 @st PAde ATl iEds
A A 2AoY o5 g WAYZ (A 2 AT N o o 2ol =) 3}
A o AFL A 2qFL 28 A JoEY gL AR Sopztr i u] o)
Wz e olRFEE FHF HoNE T A% WNUAL AleSolA| A EE
Fzsuicl dcke Pebe FozM Adsidch 2gu ANSeAl o e xR that 275
oG AN YTl HPY AAYZCZ 24 wA) Taldr] o o Ao sl o}

RIS of Abshdste) RE7) FFSRo ol oo dWss] o ofuch
TE ARENA 28715 welA) 22 BN A AL Ymshs AHd TE odz w4

10) Ibid., p. 633.

[1) Michael L. Rothchild, "Marketing Communication in Nonbusiness Situations or Why It's
&)HmdtoSdlemwmmdLmeSmmf h—umdomehHw,4MSmmglwm,pn48-
57.

-132-



Aspis AU oA ogel B T I

< ol8# vIF =4 7] welz) o7 FANE Agsided o] AHAL oI 2L of
o) gl A= ahdct.

(1) A% o (Situation Involvement). 23¥7] Welzx] @7]s B2 AGSdA H4E§x 9@
24 FvlE EA 2

(2) 1%54<] o (Enduring Involvement). ARHELS YbHOR o] o]soll dhaf o] Hell=
Ao A ot

(3) o134 /7388 2l (Benefits/Reinforcers) . 2:#7) ¥lgjz] ¥rlehs #9+= oA 20kt A
A R ebE-g ERoIn 2d71F A% d5 B AFES ADAH Pl &3] o
o] /HH AFe] fulR o]F oA Xyt

(4) ¥ 8-(Costs) . 2&7] WA Yrlizks PA= HAH w87 EHELE F LA 5 AUck

(5) £5}/1]-¢ (Benefit/Cost). 228718 W2z AU 2871& Ft Al g w4
oje]e] u]go] r}

(6) o]v) &&= Q7 (Preexiting Demand). 7RE e P 87 AR E BHAHo)
Az ot

(7) A3} (Segmentation) . 2:#|7) ¥W]z] ¢7le] 875 wlA]zle dtHe] & £7} et
Zbzbe] EA el ghEo} nhgojzol i}

ErApEr ofjl e 24F5S o A AHAE - AT 550t &= A’ 27)7],
AR FGAS TN FET - o HEAZch duHo2 g A olfel Qlo] TH A
o7 R QA A} v 89 wlgo] FEFF uix ARFUAeld A A dgkch

AEAQl Abe] ws P2 5 Sde WAE 4Y AlFY AAHERY &g e
X ojy FExle del oo} cE2ch oAF S, FX dlelrizl o 1950 tH Fell Aw)at
& Hddd oS "B 2 dAde AHeldh 2 as AR 25 dig 240
83 F2L 1960 Flel] o]F YA HFHoE oF 4 Uch oY PSS
TEAY E&, FERAHL 1A, s 259 Fo, QHE A3 FY, 2En AEF Al
Solth ' ogA am|at F-Fo] 19603 Fubel A2 FYE 5 R NI 4L
fAd mEele 9 84258 Agsdoh(ay I1-1 ).

a3 m-1) 19604 4v|X}F2le] M¥el FH R4 F

1?2

0]

&)

H /4
g9 =
w}l g

o o

El ol

e

o

o)
e} 1

-

\ 4

12) Neil J. Smelser, Theory of Collective Behavior(New York : Free Press, 1963).
13) Philip Kotler, *What Consumerism Means for Marketing,” Harvard Business Review, 50(May
- June 1972), pp.48-57.

Lo

2apye) &7

>
o

-133-



10 He@BRHE 148

2. F2AY %
o AAH 2oH(AZd M)
o AA EHAAH QF 2A)
o BAW (T
o sHAY Y BRHATE B, R4
o HAH FH(Ees] YAASH DA

3. Jubstgl Qg 4
O AlZ3 vl#@7}59) F(Garbraith, Packard, Carson)
o 42wz} FAle} qlwslE(Kefauver, Douglas)
ZujAql oA A&

o amlz 77E

e}

4. FAAHY 82F

o HE7tH<el AF(Nader)

o ZYH FR(FHE52 )
5. d48 9% %4

o sla olfe} xE
o EE FHe FAUIS
o Mz 2m ol A /FE

¥

6. Asd Ay
o WzYx Mg W £V
o WHY Mg P ¥

ZtE . Philip Kotler, “What Consumerism Means for Marketing, ” Harvard Business
Review, 50(May - June 1972), pp.48-57.

-134-




Agas Bl oA digel 3% xF U

227 £¢& Fobal Z15AT At (el Batw BYE PAANIND) Z oln= A3 WHE
ololgteh ol weld vlFe A ZbA wHe Feld =i,

() 253 2% 570 209 o} X542 2% £330 ¥ A VS 159 &
Aol UG 2A ok

(2) 71ee e Bhsblsigon oy AET 2L Awx 2AE Yotk

(3) Adsdo] AAstAT AFFIE ARY B $FE AAY on S Tl B
cadAzch. FEG Aol g BA2 9 AFEFAEY FAL Frisks AMAUN H
o},

1960 D|ZAEE FEA 7o) Bao] ook A&HE QEHoMoR A AMAH ¥
ZoERT AW 45 ZelST otk AY 2w b, UFH 25, 23 WEd
M Sol ojsl Ewsiclch AN QT HUse oodel DY ML JAE ek BAE,
el A7 ole MBS, TS BAS, 2% Fue 2850l oy el el
7bch Aol Y 2R FA AT Yyrlive] FVSE A ANE sk Ty e
whed shgich.

2ol shmto 2t AHWsE Woyltd SR Yo YUY Ade Ay Bwel 28
dalsh o}F A& g Y AsdEe) BTE WRAA Ul ok 1960:3Thel ol
uisn) wee & Aula zudels WA A, dHoldl &S 2L A ugsE)
s 7z Hedm, A¥s dyrel AR AP Ty YRHeA Held Y& A EA)e}
AAMg BEsh) FRstch 1962 Aic) BT 19663 2& A Ve A7
= 4RSS oY YL BT HFS DAL AHAANE 2vF B 7)FEY
2ae zAY.

B4 oW 2x 8ATE ] 4% Als) Erle) £& Eolr] AW WAy ATolch
ws) e Srhxel 2olo) 1960 LuAEEel & Bk shit FXulelrle) W
AnatEe] H@g Jusl sele Aud ZE2Ae vgad x¥elgd o2 A aE
Agel NY2AN Aesladch GMol g vlojtie) 4FH FAL e AYHEER seiF
ANdAAS e BRI M AYE ANHEE DEAD o 2L o e RS
478 23S os) Aol Aua FoiA¥EFY Saeldch

o7 A SASS TE AYSel Arle SUsel o AWk AEe YA vEs)
av)A Qo] NG A AXE LulAEe) BAE FTUHHAN YF) ZE AW Sye
A 7hSo] Avla $E& NAE] AAREH T olfE SHel o} ol47h A7) wWEolch
EEZY a7 YE2Y AS2Y AE dAE AT 27 2 @A, kAR A,

rlo

-135-



12 maBRRHE 1488

2eR ShEe) olelel #Ao] Y= WEHAS 2uAE RIS W TS 4Aw

% ol Alslefel waish Wge WIt ANE Aushs Y AY AYSY old) oy
wgel AEsH Gk AEASe] Al e WS A3 W) 1 Ye AesA SplE
Poh 2l 1960 el 2nlAHe-E BaslelHE o e Ang Prls o)
AT AR AAE FAL AXASY o) PEL BHAA Fgich QPrE L)
e 276 Wheg RolA W B4 Moln FYMQ UFE HUF Tzade] R A
gstelch webd, 4 AE WSl oy Y4Hel 87 2Esqo

3. AlE|ZEolel WX ch

A EFEE BT olF0) ALHY AU Aks) $5olu} Ab8) AsLE wH o)},
5 BHE21E AN AN o] AHsAE] AHEES vhoh F4Y aolx Ho2 il
sle} :

ATl S o)X ol Fo] Atk W} s 4otz A2 oF ey TR
2 3k AR 27, A7ETNY £3 $5& Aol A3 £39 wHg SuEvoy A
SR e BAY Aol oW £FTS vhS MM YAHD - ol $ESL MAY pe
ABE AP R A o] Mol mE 52 QYD H4g FHAA UrhEel
Holek oW $FSE W4 8 FSelh 19 BE W22 Agslm s e

AHEEE] AT 250 el Qo) ChpielE BT @S A 2 yeln wAg A
o 7o) s S ) BAS, HYH AHZRE. 2T oo Aehale) o

A7k zgelel ols FHE ¢ AL ul A @A - AYSE, A7) oY= el B
3, 293 #EHE PG
B ABISEE Al WaE FAFE 3HH sleactE AW ace) d4del sjels)
s oAl AINE YT 2 YR AgYd 259 327} ERS YHAH, Yoo
AAAE BUE A H3 o] TEL WHE AT We AxAME A W) Ux A
DA Edebl fel wl® A NS iSel sl AEHAY o] LEE o] A4
GHHY st eie) sleliolel ojs) Sxjeizich

5 ATl AAPel wak g AYe] Y LAY AAD o] £5L AL FAsh]

Am

rid

14) W. B. Cameron, Modern Social Movements (New York : Random House, 1966), pp.27 - 28.
15) Philip Kotler, “The Elements of Social Action,” American Behavioral Sclentist(May-June
1971) pp.691-717.
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16) Karen Fox and Philip Kotler, “Reducing Cigarette Smoking : An Opportunity for Social
Marketing?” Journal of Health Care Marketing, 1(Winter 1981), pp.8-17.
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17) W. L. Weiss, “Improve Productivity Overnight,” The Collegiate Forum (Fall 1980), p.2.
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18) Bureau of Health Education, Centers for Disease Control, U.S. Public Health Service,
Adult Use of Tobacco, 1975(Washington, D.C. : U.S. Public Health Service, 1976).

19) Eduardo L. Roberto, “Profile: The Filipino Consumer,” Occasional Paper No. 4(Metro
Manila : Asian Institute of Management, 1982).
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20) Ronald Kotulak, “Minorities Target of New AIDS Education,” Chicago Tribune, July
26, 1987, p.l.
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ABSTRACT

- A Literature Study On the Nature & Role of Social
Campaigns to Change Public Behavior -

Hwang, Yong - Cheol
Associate Professor
Department of Business Administration
College of Economics & Commerce

Cheju National University

I. Needs for Study & Contents

Every nation in the world is experiencing social problems that its citizens and
government are attempting to solve. Solving social problems involves social change-
changing the way individuals and groups lead their lives by transforming adverse
or harmful practices into productive ones, changing attitudes and values in
communities and entire societies, and creating new social technologies that usher
in desired changes and elevate the quality of people’s lives.

Virtually all societies in these closing yvears of the 20C are wrestling with an
acceleration and intensification of social change., Long - standing ideologies, such
as Marxism, are weakening in the face of social and financial crises. Authoritarian
political systems are undergoing massive changes, sometimes in the direction of
democretization. In third world countries, new ideas and practices, stimulated by
global communications, are disrupting existing social orders. There is a ‘revolution
of rising expectations.” More people in more societies are eager for social change -
for changes in their ways of life, their economies and social systems, their lifestyles,
and their beliefs and values-than ever before.

In the past, massive changes were brought about by force and violence, through
war and revolution. [t is hoped that in the future, students of social change may

look at the final decade of the twentieth century as a time when the balance of

-144-



Argdist s oA digel B 2F 2

social change by exchange and persuasion versus social change by violence started
to shift in favor of planned, voluntary, and nonviolent change.

Many modern societies are powered by a belief in democracy, rationality, and
progress. The dominant idea is that social and individual life can be shaped,
changed, and improved by rational action - by individuals, by groups of people
working together voluntarily, by the government, or by a combination ofcitizen and
governmental action.

Social change campaigns arise among people who are intent on directing, shaping,
and controlling change. Therefore, social change can be viqwed astaking two
forms : changes that occur spontaneously, that take place in the course of life
without deliberate planning or rational human intervention, and changes that are
planned and engineered by human beings to achieve specific agreed-on objectives
and goals. In democratic societies, for the most part, planned social change is
broughtabout by the concerned action of governments and citizens. The assumptionis
that leaders must win the concent of the governed to make major changes, although
some democratic governments have “engineered” concent from the governed,
manipulating the public in devious or heavy- handed ways. Insofar as demccratic
societies often seek to limit the scope and power of governments, changes
undertaken voluntarily, by individuals and groups that are formed to promote social
change, assume a prominence and, indeed, legitimacy in the conduct of social
life. In these instances, citizen/voluntary action is valued as a legitimate alternative
to “big government.”

This paper examines the art and science of promoting planned, targeted social
change. It highlights successful social change campaigns that have been launched
by government, by a combination of governments and citizens, and by citizens
themselves. It probes the hows and whys of failed campaigns and the conditions
of succesful ones.

Its theme is that knowledge, techniques, and technologies now exist to organize
and implementeffective social change programs, in virtually every area of social
concern, both locally and nationally. Social change campaigns can achieve their

objectives of influencing, determining and changing ideas and practices. The lessons
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of successful social change campaigns in modern, industrialized nations and in
developing nations can be utilized to launch sought - after social changes in all
nations fo the world, even in those that still resist the notion that social change
is possible and achievable through human intervention and purpose. Bringing about

life - improving social change is the challenge and goal of social marketing.

I. Summary & Conclusions

Numerous potential solutions have been proposed for the myriad social problems
with which the world is grappling and, typically, there are disagreements on how
best to solve problems as diverse as illiteracy, drug and alcohol abuse, teenage
pregnancy, the spread of AIDS, and poor nutrition. Often, solutions bring calls
for launching a social campaign to change public attitudes and behavior. Social
campaigns designed to change public behavior around. For example, on a single
day in January 1989, several press releases were issued in Chicago to describe
the launching of the following social campaigns :

The Havard School fo Public Health has announced important new developments
in a national media campaign against drunk driving spearheaded by a unique alliance
of Harvard, Hollywood, Madison Avenue and the broadcast networks. The project’s
goal is to change American social norms regarding drinking and driving and thereby
reduce acohol related traffic deaths - One of the project's immediate objectives
is to promote widespread adoption of the “degnated driver’concept. Dr. Jay Winsten,
the project’'s head, said : “Inplanning the project, we were impressedby the striking
contrast between American and Scandinavian practices. When a Swede drives to
a party and is offered an alcoholic beverage, it is typical to respond, ‘No thanks,
I'm driving.’ When a Swedish couple goes out for the evening, they routinely discuss
‘Who's driving tonight?’ and the implications are clear - the ‘designated driver’ doesn’t
drink. In contrast, the American norm is to drink and drive. By the time American
teenagers are 16- 18 years old, a majority say they have been a passenger when

the driver was drunk. On weekend nights after 10:00 p.m., over .-8% of drivers
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on the U.S. roads are seriously impaired by alcohol. If current trends continue,
more than one million Americans will die in alcohol-related crashes during the lifetime
of today's high school seniors.”

New programs to educate members fo the black and Hispanic communities about
the risks of acquiring AIDS are being planned. Blacks and Hispanics now make
up nearly half of all new AIDS cases in Chicago - “We have to get the information
to these groups - we will be launching a larger effort directed to minority
populations throught the state,” said Chet Kelly, AIDS section administrator for
the Illinois Department of Public Health.

The American Medical Association will spearhead a multimillion - dollar “Campaign
Against Cholesterol.” The campaign will blitz the public and physicians with ads,
brochures, TV programming, and a cholesterol reduction book in an effort that
will link concern over high cholesterol and heart disease. The AMA described its
campaign as a “war on one of America's leading killers.”

Project Match, housed at the Center for Urban Affairs and Policy Research at
Northwestern Univercity, helps welfare recipients at Chicago's CabriniGreen housing
project get and keep jobs. Project Match offers a case - management approach
to coordinate education, training, employment and support services to clients. Clients
are taken through a hands - on, step- by-step approach to finding and keeping
a job and utilizing support services, in contrast to short -term, isolated services
provided by most programs - “We stay with clients indefinitely. We meet with them.
We call them. We don't wait for them to call us.” Sixty - six percent of Project
Match clients were placed in jobs, training, school or internships within six months
of enrollment in the program. On their first job, 62 percent of clients relied on
Project Match's job development assistance to obtain a job: on the second job,
53 percent utilized the program: and on the third job, only 33 percentsought hwlp.
The information indicates that clients are learning how to obtain jobs on their own.

Unfortuately, many social change campaigns accomplish little, and this fact can
breed widespread cynicism among social reformers and citizens. Whether social
change campaigns must inevitably fail is a hostly debated topic. Postmoterms of

them may reveal a number of deficiencies that could have been corrected. The
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campaigns may not have targeted the approriate audience, the reform message
may not have been sufficiently motivating, the individuals, and groups, or populatios
that were targeted(the target adopters) were not given a way to respond
constructively, or a campaign may have been underfunded. All these problems,
fortunately, are solvable once the correct approach to identifying objectives and
methods is found. Later, we describe social change campaigns that were successful
and that can serve as replicable models for social change planning in diverse

situations.
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