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Marketing Strategies to Curb Corruption

8t & Al (Park, Heung Sik)™

— ABSTRACT |

Given the substantial interest in anti-corruption marketing, this study examines its
theoretical foundations and suggests policy implications. Even though an importance of
marketing in curbing corruption begins to be well documented, we know comparatively
litle about how to use marketing theory and its techniques. While using established
theories of social marketing to offer a rationale for anti-corruption marketing, this article
attempts to advance our understanding of its logic to contain comuption by addressing a
question: How can we effectively design and implement anti-corruption marketing programs?
Based on a review of the previous literature on social marketing, the author defines
anti-corruption marketing as policy efforts focused on attitude change against corruption. In
conclusion, the author contends that current efforts to eliminate corruption need to be
carefully informed and complemented by a full understanding of social marketing considered
as a significant policy instrument in changing the public’s behaviors.
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HHs) Aol Rz Rl Hs, ’;}7 7ol diE x4, 018}1‘2 xol7] A% uE, ¥
d #3, FRA J29 gay Z2E o= yy FFHo|L £ ofp
tHOECD, 1999: 21, A, 2001; %‘*i 1999, FFZ2AA, 2000 % ’é
2y A Fuol el sl A A(public support) FEE FA LS
AR Foo g AFgUAeld Jge B8 HFHeln & M & 43E AT
Roz AAHrHde Speville, 1997: 30-31, 51-52, 72). Ze{y} Zbrof whitsf a2

N gAY ATAE B Ao ol vAHY WL Y FEE FA K3
oA E whHe WA A diA =2UEe AgH ZAN ded odEdthe HAAd 2
a1 e AuRoez HaEgh uahy 4R A3t 2 AR5 29ng, #3,
So] AR MRy wo] FRF AAY Fuolgt A%y FEu FRAE ¥
Agsr) g8 AAA "o FAHY =¥ =BQUE, v WA RS
Aste ol2olu A AEL & FAY wyold #AH, &4 T t =% &
th a2y A" RoplA HZ BAE B e AEutAE g 33 =9 A
B ojg & xS FAHNY 4 & oY Edg T UES 7}%1 ZAoltt,
ZA o] AFNE g9 2 FAY A3 A4S vigo R vHRsf P vpAY o]
Ege] 72 A 71ge) A, 28 o]Fe] e A owut 1 rleAe WIE
2 gtk o] AFoMe e 2 Al 79 FEE] F2 thFoA:

7h abR o) opAEE 0|2 oR oA HuY J7}” upAEg #of F A3uAE & 7]
Z ojgog ¥ Ag, o]8F Ao AP Folojx, vhid ik oW ZHeA
s & & de7k?

L ok A" o) Ak e of| ASATR
t} oY o83 Az V)R 93H 24, By Fo BHAAM BFo] Wi 3L o
2 HHg RAA7? Aot FAA ol FAAIN?

o] A& ozl oo @alr) A vhy FlA dA AFuiAG i@ o]EA FE
2 Ag3tn), diig olAElY 7l o]Ro 2 A ApglulAEl o] Zh= olE AFAF 5]-74] 7]
B =go 74 84 W Fol 9r)A =odu 332 o)2fs AT E ugo R g v
Aernt AAA Az dbdo] o AN e, 4% dae] ki ¥ o] e niAE
Aol M Frista, A Folo] EAA7te dozel Wy #HAE vt vpxjet 5
E=olo] gofojt},

AE= aRla g 27 Y opdrte] AL S4d Wi Qloh ¢HEE A AN
B Axelg A v E£1F o 3151‘7—4015}. HAA FogAMo] bl #u FHO R
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1. gisf opge] 2lo|

uhEa) o}A 5 (anti-corruption marketing) & thA Feg Ad ¥ A A F 19
oA ZPE A= ABH A dE 44 FUE FTEE otk AL B3
Agos s B 183 HA9 Faoly HEE FA Er 23 Ay A A
2 wolzg 1A e F9Y A2E Q49 HEeR BEo] sk xR AAFH 3
B ol3 HE, 949 WsE T4 yehd oHEE A8Hoz AF A FU&
ZAoz WA ol wiRg) vlARL ‘RHglE AR AS'Ehe AF(public cause)ol
e Bo 2 Axe AL 1 2o At uvpHE Hokd AFEL ARE FFolu
Au|amal olg} oleld AMEA FhAY olde] Fabelx vhA” i) A& e B
Qs %A 3% ulAE 7IEE ol d Hollt ALY 4 A& AU/ WP =&
A 70 cHLamb, 1986; Bloom & Novelli, 1981; Perry, 1976, Kotler & Zaltman, 1971, Kotler
& Levy, 1969). A+3|ul#E)(social marketing)o] vte 1A A 2AE Eokz, o]AL A
83} =213 (social-change program)®] ALg Fal ALg7t €82 i, FFdhe 7HA
of thah PAYLES) AZHpublic awareness)S ¥l 1E9 BEE wte Axzdch g
Mok 71T 2ol AH#3|AE (Kindra & Stapenhurst, 1998)7} 1@ vhAE 7o) £
o §4A4L wAstT s AA TR whR Aol Ao Pad o8 THEE A
S} o)Se BAL AEL Yo & AFH unAE S wRAE AT Ao}
goz AfMsin Agsh= Rolch

223 493 (Bloom & Novelli, 1981: 0)& At3ivtA|E-S ‘U Hvrel Aps)E olojr]o]
(social idea)t Al W&t $844 F7HE F7ae TRaPde tael, I ¢ oo g
SA'eta Jogich 7| AEntAEe FAH 7hxle Bt A4dE 9% x¥olH, HE,
oAe] FHA wisle] ¥ w31 T sAds JPS B oHF FH 24E
A= 8TtHFine, 190A: 1; Pleters et al, 1988, Shapiro, 1990; Gould, 1990; Geller, 1989;
Garsombke & Garsombke, 1987 #%). A}3|oiAE)o] 73l oleidt T3 7HxE A
2EAe 1E9 &3 3o o n% 2L AEH o, Fo olojtol F& FHAG
A T AsielAEe g AGS A48 A8 PAAE] o2 ZHAY ojeltolE
2oz 183 7Fsd @ Ji7jo] ol =2 FA Ayt YEURE sk, v
By vjAgE AR AlEe] Adogke HNE I Fo HAHE T olFee ¥F
oz FAASG gyt ANEY RHARY 3y K89 FoaiE Bt gH4S M3
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o2 JepdtHCartwright, 1956 2, <#dl, Oglethorpe, 1995; Taylor & Muller, 1992
).
AsluAEe A8 FAY FA7E obd 2§, MASA e B $h T WL
g3t wiAlE e B4 A fo] obd BARIES F9, o8, H5, A3, fE F
2 i Ado] Agroez gxy oA g wrAY B 99 oj2EF E’&E}*‘ Al
oh wrg] olA"AA o] AL A} ARiEe] FulE AR, dodte HE, 4’5,
Wl 87, B 24 52 5o ols 223 wiRuo] Aosti =Y EE A5,
E5h= ol uiRa Ao AL 874, AL, Aoz vheohd whis oAES OI‘H
3 AolA] zke] 39} oA MEE EFoz & Zoln, B3 FHHHe dF Ex, T
Aol 22 2R AFste f2F skxe 43 Tog A E W, HAE EE T
7= gFolth

AsiAE e AguARAE B Htarget group)d ¥ e F84& Suiskeiaat
ANF B 2R 24} ofoltie] A ARUACIM, #1, JAEHE, uF o] F& o]f
$CHCartwright, 1996 2). 28iut AL3IRHAIRE B4 7149 ol &0l 0}"‘ AHE A A 9] o}l
Ex B2 A8 dgaes 3 AE Fojo 2 dial AZA k#E TAH 7HA E}"*"_
2385, 9 ADEY g HEE i xFHave HoX HEH AYH o=
(commercial marketing)?= vz WEE opAEE ojeg AtuAR e sz, HEAH
ol TE A2 g ozt 9o nAA viAY ojEo AT o] ardT A
o uiny iAol B WaE A3 GuA FAgdo] g 5 oy vHAE <& 7]
B Hen gHg FRI LHEede AduAGA v "‘EHX*OE A} JeE =
= Ro7|E 3ok

ol ir

o

o 1o 3o 10

2. gheaf Man Als| opHgel He

R olAEY gar 2 /M ol AF B 5 3l AAE WA, AN S
EA uhgol o mgtolnh wRw AAL eb&3 ZAA7L Wit Hed AeH =9 R
A7F A F iAotk At BEA, WA A B HIoEh, ¥ FE HE
U o4, #ae) wsls §F Aotk vEe NRd FIL F2 AAe) WA A A%
Aotk AEAHQ olad HIe Ay Adoltt: BEH A suez Ry A&
ANEgth gy e gYe) £ e g ¥WE FAske Fabe AREd P, 949
HEE B8 a5l 222 FiAE 8 AeHo2 UYAEE sk Rojo Wy vt
ARE 4714 FAl £t

7é-r«l H3, ZAH AEe B BT, 2344 7)A, o4 drt ke e 4
43 adg AF7] gen 1€ A% 9.5131 Aol mE T "o%«l Fao l A8
oz yehd & Atk ® 93, AxY g2 AEE AAA7E, A4E A AEE 9
o 22 ATAEE o] Wil wRfd 91*—17113-1 +E B8E 43 _Lq el 1992, &
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B, 1997 ). oIMB0L 6) dTANME FERES 488%7F 7P AHHY FIAEA)
A IR e &elod 2 ARAY g Fu dg 2y dRd vhHE e
EAAQY RAgNt oA, F3E WY, DINIIT, HE, IAE vHE AEE ZRT)
o B¢ A% SAY &S WA, AR Hoeol E 1EE $HEA X4 ¥
A, AelA e dAlg Beske Wol € 4 vk

g wpA"e & e e UnSde i FACA wAdch s 3y
I FF A9 FAASTE QAo & Aoigdrk ey B 3G ARle 7B &
4 e dojuke Aclold, Aol Ak R gl FHe AH =7 28
SUx AR gl A NARES AT 289 HE, o4 Hart FR30. AU
Ao oA, dele 289 F7iFd WAUSE YEEA fodM A%E As
e NFHA, WAl Bef o] aTdrh B AR S SRS AR
3 QAL AA|, FAst1, olAE Fold AAES &, HAH AR, fiFHY B
steb 2% B4 7, A B3, B A YMES dE A& seds HAAM 7
2 B AHd Fo 98 ¥ 5

71eb o oA Ee Fade NAYPHA add BF Flolrk Wby HFAL oFd
TUA, NGO A¥, 8y e a7dn a2y o RIagxny, ey FoAE
Fie AAY o FA7E 5 EAH AupAE 2 AwuAelde T O &

O ;e L~

al
o, oA w3 fE2 7o whEs) M g x|, FHE o]F ed EHH e,

dhes) Ao vpAEE ol AAF FeE epdx] ¢ gl 22y ghRg o E
o EAL gxy o4 W} o bl T3] AldlolA olgfd REA JHE
N 4 gtk $F9 94T (Independent Commission Against Corruption)s H2A3%
3 Agent ohye IuS o F A5 Fu2 Hojele] HAd 4T + UUTHde
Speville, 1997: 7). 943 ofgjdh uhy e ‘Raj= oto]n 32 (destructive)©]
o agla RE HAE F Atk & AGAE Y AF5H adrt glojoptt aRAE & 4 gl

B F 7HA dARE Qe ZREd s 2 AEE 5 e 28 dAA Ads e
Ao|AtHde Speville, 1997: 52).

FZe urRy o uja ujrjojRe ¥ HE ol277x 79 RE FTNE,
ME 9 S ol thde Speville, 1997: 52). TV, tleE ApHoe Bafys whisy 3
T(advertisements)& WEWL, $43L FFFAMd dg tidee 22338 A7, 3
darh 53 29 XA E(The Comunity Relations Department)® TVEZ2I# Azt
AT FE sl FATAY AA R AL HA dsd EdE £ = Ag2E
Bsol B AAHES 71EY AMAET wiEd Ay FA, HAVAL 28AE, 94
A FHAERY AEH 7AE A 53] o] N whiu ¥, #E A ws %
Fd 34 5 AFdte YL ok AR FTME A 9 SR diri]d, T2
Uit A9z BEAES gAes dRg FES AAsta, @ TRy 4XE A4,
AHE3tHde Speville, 1997: 51). & F-afo] st FFof AtHE TFY, €4 74
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ez A71AH e R5Zeads 5T Atk S 2R FPEE dde
2 0ed A4, 7h] 8442 A9 W3, 28718E s @ BE Y AT AR #
©THde Speville, 1997: 52). FAZA AHQAFAES 7AE HEF ZZ213(face-to-face
personal contact)& T3} 2G4 AxF AL JIUAE, 2F, A, A9FUEY HF
A% 29gE T whral 284 W oY 2%, FEE £RY

-y FF ol AT v oA"Y WA Al 2o dsd M 9
F3 Ao vty oA"Y HAY Axe ok vt vhAHE Y BHAAN FF ol
=L oA £ 850 YEwe 289 Aoz vy oA"Y AAH AkdE o
22 ot Yo FFE GA ANEY old¥ =H2 W eiA”olen BWEA] &
o 284 gAFTMY AT Ralol dig Bk Wzl ookl A o F
e8] 2L ofAl(willingness) A=SE A3l vl vitolE o &, BRI HARE A GAL
3o gz Adduz Yok H F& A opAHE T HEE F3E A
ojth.

3. gtRa opEel 7Y 24

ey wlA L opA8 = A(the marketing mix)2] 4Ps?l, A% {product), 7} {(price), &
Z(promotion), % (place), 18] IAEA, AlFEE(market segmentation), ¥EAAYJ
(position) TL2 o|FojZith ARG ARl Me FEFH 1A a#A A @ (exchange
transactions)2, A& ol#{d 97t dojue Fhold), gHRF vlAEA olajd AR
< AR FYolzte 7Hx% 2L $13 MY o] adHE AR Yo F3H
Ao},

AEE AFEEO] Zu AojEtn AilY &7E FEAFe 8T Rog uRd uhy
HolA 2L Ba, AR Aslehe AbEA 7Hx, ofoltie], W ol FAsa AR AL
3 2 A7) e A MR BE AREE 88 XS AESIMYEE OIS
v, dgstuat 3o a2y FY $3bHfree riders)e]l FAIR wbRa upAEe] AHEL
Fru 48tE dAA dA O o7t AEE Y8kA] g &3 Aok weld dAgHoen
A wAYEL olgdt AE9 AHE shed AR, gl AR WA Zalz aeid
Al AFE S48 stk e ohA"E ol del M5 4R, 349 HHE AL
AR Agele AEe Adg F73c ZEAYE B AslEe 3 HHE 99 )
Ag9] EH, AAH Iz, & dA F& praol dvh AL ol duk AlWge] T
A E FE7] A8l AEd ok sl A%, k8, A HEY W Fi 2o By Rd oo
£ B Aot Joyce & Morms, 1990: 112-113). A1%E ALEE Foja) A9l AAA F9) v
3 AEA &8, AUE A% v, A Ag & veElvd 2R v)guiAEeA
F A o2 87 2 9uE Rt

e BRdgee AR g 41, oY FuiE A, Zade ol oA
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2 B 3(advertising), ¥R (publicity), 7AQd wol, FFBA(public relations) ¥ T
g2 Jedt 3L AIRES 32E v £33 25 FYARE Agel Ut
aRe oA"Y o)) 71 F8stn F Yukd] 7HY Hol ¥8A 7] #WEoltHRados,
1999: 140). 238 oAES 4Psd) YAmiv)®, £2& ot 1 F o] pY ol £
02 $E& By 4 ARE Az FAH HAE P 23lo] ATHE R o ¥
AutE wlEET AYSe] Halgtn ¥ HlgeE FUY F YR v Aoz, vAA
Agel A, mdol £¢, oY grie] AH, vz S o3 o]FoFrkFine, 1990B:
114-115).

HhR ) ohAEe AT o9 e 4PsE %A FHog xgdierle AE xFOoE u}
Ae zzagel a3 Fdishe oA o3 AP
g opAE 4Pse) Ao 2 B A 85 AAdY nfRAel 1 F sz
2g olAgA 233G B4 AFE e, 2alshe @t thg AIAEEE vhAE
gAF A3 AR &7 A9 5ol Yol FAH B F& FEY BE Jder 7
Y= oz o B¥ dMsE Yol B &7 A4 45 A, Fu, TV AR, 7H,
HE, 485T 5 A4Fo)43 #dg A9 ZE o] € & AUrkSheth, 1999 132-133). ¥
AHQe AeE toke AR, 453 AFUACR B4 3ol HAA, ofolriejge] T
2 AR E FEn ZAHPG FAH vteSd Fn So7t FE Ex AVNEE 4%
o) ulE QASS BEshe AW, AR AR XY= FA 444 AA, B,
&% So] Zasith BEy nlAEL o2d 22F9 B2 FAA Ay dF, 17
i BAR o|FoHrt

HEg) nhAg e olgd 2AEL AR 13Y siHIdT oy /K g2 AR}
A o] AEA AZulAET g zjo]dEL Wiy olA”E adiz Hgdr By
3 olAELe A4 Qo] FAA By 7], BE oldg 9% Ho] otk 7IYriAH
o] 4Ze gAg Anse A £33 o9 J3E FuU BEH vARAA 7HH 9
Fuj g6 w2 =3 ed oldo) ik wekq Aol a2d E 58 A
AAe] HAHA gl 7Hd EF FHole £75 AFEoZHN JiQlo] 288 A&}
= 283 7|3 vjgoz Ty sjele] Bt HIHow Gg AlREY FiAE A8 Y
A oy z8id 2L o AN mEd AR 7hE A4 Agsta, oA"Y A8 24
A BRAE TAYEC) Q&8 T oy REE 7o) WRrE Wi HY
3 a9 BrhuAe 7z A5 olFAIE =8 T, 7l&o] Aelok #rt.

718t 459 A9E JlguHARdAE AL MY B 7HEE e 5 A3, B
glen} 487} e ol 2y IFE of, Xz &FAH, A vpHRAN IR
& 14 Badt g Fol BAEA Boo S uE st Rtk By oAY
& AguiAge] 2w vt R o3 § HelA 7| siA® I 8t
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4. Bz pistel chA|

g vhAg e FAAR HEY 949 BFBE FHR FUIRA, AHY AT AR
ohooAE gL BADY By Fof BV2RE AR das T84 Tl i@
T Ak, BiEe] wg, wos 439 27wk Hky A4 s £7), 221 g
At et A3 Fo 9AE werhKindra & Stapenhurst, 1998 11-16). mn ARG
of g whta AR kFoltt viAY FRAE WA uHtd HAAE BHYTEY x
ZAA, o589 Y, FIE Un B W] A wiE A AR xEE F¢ 28
o wA #grolnt o7 A RHPY 4, A, Ao UE 4P B, o
2 oAl Adef o8 Hel Tof e JrIt a7€n.

A, Az} Foolt. o] WAE EHHD R Aol P A%, A FUE
Frdch BHYGL AL HE AR i%% F oz 44, o4, B, ayske
Al Foled, o d@AE ol E% $ e Fur} oprjate e} A4,
RS B AE IS AR 5, 4L —5&*3, gast o7 Fx 5oz FHYY
o} Rbpsfo] i@ AAE, ol H A4, A4F Felg R

AR, Bz, A4 st 2 dAelch Fafol dig vz i W § 1 A £
of #% A4, Az, @] wtiy PFoz WY HEHES HE 2F, $HL A
of AN E A WRde FaAuE Fa2E AF AT Y A 2§ HE
243 g2 233 ARE TF4L, Yoprt YYD FdF 1AL &
&, 58, AR AN R oL ol @ WAE T BAd] Wy
oA ol2x Zzte] FFA 1250l FAEe & & U, & 4 A A A
d AA, ofE o] 8753 23] A9 Y <t & oE ¥ 4 A deE A
o #o

A, st @2, gastolr} yHis “}ﬂl%«l vpAl e A2, of @A E Abs] AA
A Fai AR F3e 243 dEo] 23 FHEE 2YES AAsa, g HsE Ax
2 8wt g, 942 awwt} s vhAEe] 2 gtel mHez e ¢
= s e 9FR AYRe & UEE BEY ARAZ, B8], A50] o)A U
ojtt.

5. #at £ ojAIX|e| A4dnt Met

kgl olAlgle 293 whde] YA (promotional mix)E EEe ¥WHE Zpsich
AR A9 Ade u&, FH 1, FHRY oMlE Fom oyl Ad wiE oY%
ALE 7Heel dhR oiAY ARE P 2FHoz ALE + e AdEYy 2¥¢H A
gol @3t Aojct g Wby gAs 3 ojAR] T FEA A &g, Ad 5 g
urelol wigtolt) WbRH oAlx] AL EZ#%‘J““‘] HEsle] FaAd dig o9 T,
He A dAYES fH¥ez AFAE & UEE HAFYTY EAd 2E 3

P
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(tailored appeals)7t Elofo} gtk W& P2 tga 2& Fo| ne7t Fasit.
AX, BRPGH B4 B FH ol folrt HERstey FuisE AME AP
o BEAS ¥ IAMY Wzt 250 2E AR 74 3 A3 22039 FYo] ds
stk g EARIdo] tistAl, A A8 T Fu BA, oA 2de) tidelzhd o
SolAME Wi 2 HX W] o 2 9%E JdE £ ks FAAH wR 041“0‘
zZzae 159 FHolch ogjd A WARE Huh ARl e, FPHold F
Al Wgoz FAFE Aol Atk Fao thE olg9 EH =8 337}, 543 wE E'}“
3 n&, Fd Eila‘“ el AFE £ At vk Fue] 5, AYH YA
Yo FEaetd R 4, 24 A9 AR Aol %36}‘4 718k B4 3ol
g4 & =7)= Tiﬁx}"m ohdriel oz wAA 74L *15:611 € & o 1%
3+, ZJ_ZP— AR, ALH AR FAgo] HhE) Bee] Fol Bt FapAolch
24, B 3o dig afolth. Fule A Eopst WY, "171 Foll wet AEgS
A&7} -r-‘“ A7 vs GA Ho §F dde FEo] vhesith AW, ArdEy F
JH” e AT, Ay Azs AT AU FgE Fez, st BA, 5
AdFoht 2z a4l g Heju A 2y S0 HE AP &8 w
Exog dojdr vhE &yt Ry A} dFAe 1nod A, BEAF AF B2
gl 27, £33 o eyl Wwsty, FEATE ASE Ay Helo F38, HANY,
NANE AY R, oAb, AR B8 A% doju] o AF dIHeld. vg
234, BYA 49 e Hu, 35 T3, 94, B2, 4% YA A2 52 o8
Ha Avhgd #A 2, AEd A Frh 58 %Xif.i’; an Faf HdE v, F71Hd
EAQS ok ips) 33, 230 wAA gale 42 g olgd fE% SA4e 4
3] WrgE & glojof ¥t
AA, = Wste] dAld g HZold. EZ—H}L;"— z7) ¥, YARTE A 24,
. 213

™

T, Bg3 Ay gAE A4 7 gAY E3E E%Sﬂ
g 7S gejsior B ZAxdo] FA9 HAHE H F#3 AAA E‘?} !
ARE ad A8 27, A Pz 23& Fa, 2] on R A 2
73 B s Ti‘ﬂ 2 Fole BANY TAYE0] A wFog aF Fa A
UA & =g 289 3¢ Axstn, AAe AFE A Aol Yo dad
T UEE 3 H:— ojth. agA R w WAAY @r7} dojdnh

Res) Wl Aae oytdl WA e, A, e 44 Fol w2t

Wt W Pat w4PUel B4 nels, T89S Bystn, FAL0lN Asel,
HYH, 74 Wolg molt Ao wEolol WU E UEHL EAYel 4 FUE
% glofof @k
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M. o3 Age] A= a3}

1. gt5 ol opE X2kl bMnt chAld Ui

WHs obAE Ao AbslopA R obTEAR 4Ps, AREY BAM, A8 4

€ ZFU. oA AHL FELHS AT AT 245 e g AAH A
Qﬂi A, Agad, FAR ofFojnt. wRd ol wHekel AL Fopt RAFA
of g AY B AR IR 2ol FHEA Ao, FR HA, HANYS £
A A, g 24, oY dE eoe] AdE, A8 9ok aAH Haer A9
 AtHKindra & Stapenhurst, 1998 25-26). ©]A& 719 AFHBE A9 thEA|
(Shrum, Lowrey & McCarty, 19%). 2 ©A'd W82 dH7-3) vpao] 24ty 1
g F o= & giez @ AYA, FEE FHE ARdle AEE BEE 3
AQA, F3 Bazte] Yejst A2l A 2HE £ AYA Foll wet @ik o
AgH dAE od3 2o

1) BAYEA A2

g opAE Ao R s EAY gdojth iR HE A4 WE stRve
FAE FA9 A Ao HE F2, ol BF, F24, A3, A oz
HHolt g, WEs Ao FHL el B, A3 AdY i Are 7F By
3 gFol i FFHolu Fo B B T oI + Yo A" Y A ‘:’rﬂL
A g Alejnt

2) 5% 4%

B oAR e BEe T2 U8 FART ofdd Hrte ES AFdte ’éﬂ
oA Fodttt EEe 24 Jhedtn AgHelH FAHY Aol vt st ALsjutAE
RSt A lolojA ojgh 2 ZE Aol A rtARY 2% ge us ?:l
9. olfd EAel i @ s oo ﬂiﬂ AAEA} FHES NS BER
2 3% Zeo|thKindra & Stapenhurst, 1998 5-26 &), A 200367k2] A 1dzd
FAAEANA FEOI F&E ATE Aol Yo & 1"—& g ARERTE ol B
Zol Atehs A&l o3 ZLEJE}E A TR 7EE A %M 15%E 2

3) A 28

Wyl 38 9PAEE shIRIA, IS FART PIAT B wse ALY 87
7ohd AUsT EHAQ Y FHoR FHHN A BN 2R YT EAHY
el %ol e F3(poychographic)s AAST 1A wigtoz wie opRo
YR B RE BUB, AT 24, A B AR A Boly 2, A
293 whs ve] xE 2F oleld ¥ YU ol§Y 5 Atk Thee
o ekl A% -ﬂ%u W94 qea @ 5 9

&3

r‘n +a r:i
e orlr M 2ok R

.uﬂ-a'{u"

!
-

o

O.

rlI
o o



ghem ofME Makn #4EY o] 45

(D) w5 obAY iy ok £E, TH(segments)e W Bolg 71§22 FAA
AL, FE, 3%, A ROk EE 437} £, FE7E Ve 299t
of H2E & ok 5 @34 Fokdx: WA, A1 EAGAAY, 244
OFE A4, AEdF HE, AsAy ArlguE ddes BEYE £ gy,
BRAPHE T53}1A s A7 AA FEHY e RWIRE TR Jhsdi.
718 d 2ot obd AFA4A VIEeE Ak, d&st ke BE, 54 fuHER wE
A9E 7lgee & 357, 94% 9 BAAY ¥¥x 9% v"Y At JldEe
& ¥ ¢ AHIRTAARA - A7, 199 F=2).

@ Ak R 38 99 35, A, A, gut Ao EEolch Wi siAY
°of AL LR & AP T AYUsh AH TFUA FRE FANRY AY
A EZoln. 71Fo] AHEY AF ¥7F ofF 58E zHselA Rae] FHedrte zA}
3 EAAR £8E € = vk 78 A Bobd e Y, A4, 7Y, 2% F A7
A W g #UE et

Q) FoAFER A FoEgol F MUY A HE FeArte wE £t
FAdgE BYsAY 29 F5E 2A 2 A FAAQE 2RE on] AR YE
A7k 7= T80 Wi B&L Aoz A o 2 ao], FRlole Ry
g, 89 Fe A% o] a7d:

@) SAFA: FHFA FAE JIEoR BAANLE e Aotk AFA4YLY
%, 25, 7t AL B9, 120A BAAAH, BRH(N, FE&, ), AF et
A% 5oz Wrdch#TRAA S AT, 199 #2). old 2 EHEA FAE 5o
2 RS ¥, 30 %e i 23 g2 7R F o AFEAUdA 94 &
ol A2 2 %E AAger), HE ARE Eubd sHev) s F2 ojgeA od
2 dojuert 5& #8719 e Fasith

4) 34 ¥4

172 EX(client analysis)& EAHTS ®E §7], &7, A, 7]} Ao diFd A
fr, 249} EAAG Y 289 7HA AF T AP AR £UE 5HOE ot uhiy
A oga A A9 opAY oAz gt ohve B W3t §& A4g 71 a3y
of o]Z& W& Holrt.

5) Ad §4

oA A W, AEAL 28AL NGO, 719, L3944 &Y § kst 289 9a
& %A & AWke R oA AZe g Aol & 93g FriFine, 1990B:
4-115). TV #i(advertising), FEE &2 93} A#sl(displays), &3], =FLH EE
3], 3], TFF FAAG AT, A 2EGS, FIANA FE Z2ad 71387,
AJE A, A AP AE, AXS o8 5& BF A4 7% g a8y gL B
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2L ujgo] = AV ok a8y 23T BRIt st £ Fau A
2 2AE 237) o2 A% 5488 Avd =38 JdE & 5 ok AT v o
ozt H AlZHd, & Wy, AW =) B wet 1 gde dEich gu, WY
oli NGOE %88 3hte] sidolt olAlR dAA] A9 Ade Hels of Wol: st
o). dAd, GeBAARPAIE okegety, AdE3, 2 F Esde ARyle]
A oAE B8 ‘R Bo] RE Fo 32/ e B AHEY A4S Eolx, 1 AdFH
FAE Fxch

gt a) iAo A HAK] Ade fokdt AdEL MR FET 7 UL XA A4
of we} Zzt Ade] AFAL d2d. Hdg2e FHIGY Ade) o =g, 43 F&
a8 24z 7 a3HQ Ro] sojok gk gAY, HEA ARE g o] A
F1E FFY B $ dn 259 HEHIE /MY aHHoZ ojFo ¥ F JUE B4 E
ZAbsbar % AANEE R 2ok A BAL oy d 4 ARUACH AdEY HE
wslo] g fe] AAAN ZALE T Adul2e EHE Eolze Aelth

6) viAl" Azt ke A

ol AY Z2ads APAYe Zdzte] gHFGe S HFgser dvk AT H
= Aol B4 ol we viAY A oo gak gt g¥3de] RAEA
AL Ao B4 AAskeL depd BEE o] fid oz BETE VRS
2 o) BE WiER 928 AASE AR 3 7pX Syolth BHIEE the <a¥ 1>
3 o] FRelm o wE wWEa HAzgd $EE FAdE ZoltHKinda &
Stapenhurst, 1998: 17 &3).

PEr v \ 1
N2
217 vt m ] I
2o st
41T BREA 5297 A9

of g U4
(g 1) dheE Ej=HEE 2fE OE YA

99l <2 D>olM 3 1 939 A8 z2adel Aol Wag vl drlit
B3 ohAR QALY BY An AZ, A7, A, 202, PAEE Sol Bastt 73
I EHAee gE 4 Wi e AN Solt B8 ¥ A4 gout ¥
HEAG g 424 AASE] Hol obdl 2@ Folt Bl UF Bgo] WFoE
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ABeA) 23 ik WA EAPTe] ol v e A4 RAEAY 424, o
& gaol U@ A4 9% AR, AR ATE A 2ol UP 2RY AFE w2
Aol $8E F7MIAIE xS dop Btk 43 Me FuEae 424 AAE w3,
AT S0l Teld BAE HE oIt WO Ua AR, vl Y
& old ¥ BAdl @ A RS wE St AU F A4 Eole AE
S0 o6k i BO2 £ Vo ¥4 EAS 4299 0 43¢ wed, 4
Ve 23 HHE SN} Aol gokn AE Aot old sAYE B4, B
e ‘ﬂ%ﬂ AT B 8712 o9 ¥R 44 $BE 1T U9 2ue 2R
of B,

wia] ohAgel e sue Ade odE EHYUY BT 2R RE $o4EA
oo g BAol,

7) A% 37}

BRy ol Ag uAY dAlE JA Hrjoloh WA sE Al FEE A
A4 243 #d =¥9 238 ¥ T2aPe I o, ARE Yista, @
ey YR g B8 Z2aYde FARE 24, FAEG

2. Eujot 3|

wis) opARe A4 AAW Folol ¥ AeH 443 49, 95 A% 372,
RAEAY ZHE olel@ B0l 4@ Aol

D R 23 ASA £94719 Ee] AdHelrt. gL ATAEE =9 R o
A& A%H Faox gerelMs, 2001 62 #HFF, 199 131). @41—1 E317F Fo 9
£ B3 oFx, B Ao B4d AEE oA v, FHE Holx EQlsA wEG
Ro|cH Rt 491 U3, 1997: T5). oleid ¥ A3y 3= FHE Vs =¥
Az} & AL ok JF, AR HIoly 7R§ E34 By 949 A A
7b Aok W kR ojAgE sl sheAl= T2 ¢9e Fasta R 3
of Ale FHE fEdh ArHeRE ‘é}—rﬁ%‘? Al E¢] F 73K mainstream culture),
ABle] AR 7N, AFgos gteed s R

2) MA, AR A2 A9s Rod 91 F22 RAEAY At G4 P9
Aoz & Holojd A Aol Fuore #HidE Fdyez FA Y
Bal oA o]F 1 §9ate] AHE WHAE Rl Bo] ok A uhAY Ay
Bajdalel At i o xgor old dAZ R AY YA 9
oA FEE vHrE 24, FB, ASAF Fxlo] I ojFojd o EFHZo|tHKopp &
uter, 1998 =)
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3) B3, 9AH Alag Ruo Zav A PP okl A =9 483 243
ol By, dYHog LASE AaY FhE IREY oo B ARE vhH] Ee
4N BAZE Aok 243 F1 FE T ALH Hk, 249 WEE F78 v
B e ol @ Fue FAd Aot

4) 3714 W2 aolch wRa AR Anks AHoln el e, o4 W
2 %3 UehdthGoldberg, 1995 %2).

W ohARe W el 54 BEdl ¥4 £ Rdsith A, B wRe
BalgA 449 244 AYuts Bz ALY SO0t S, W oRe) mu:
g8asn r)dolct FalgEut dalel Wabh depus o Aze] At A,
v g ol Ea wo ua) oAl e £, A4 wde] 2 7YY 1o me
W, I Eake vk UA, IR A3 1 A AEAelA Be FRE A
2318 v Ae Boh 7 apiel 5 292 g% oy, was opge) 3¢
AAY o) AW B e Az HBIE 4 g JlE wEw A" E%E
Agste Ae RAdEY 9Ae & A8 A9, G5 EHsocial leaming effects)]th
2o 29 SSE) Holl), BE Bokze AYE 1 v mad 5% Rof 4%
A= BTHT %A ¥e okt RS, Al A stk waby Algl 7 Rof
Use Fo AU BH 2T Hopl BAd Belst AuNH F2o] ohiw 43
7l 952, 1 B3 EF YNHA Aol =7 4

JEe BT Wxd o AW Tad g BUYE GTAE BEo] U @Al
JZoln, WuH A BPAE oY AP 0jg £e) FAE ol Selg B
b gk

b o

Ol

V. 53 9u

1. et opE 3ol Hot
o) Aol ol Flel A8 Alls BA g AAM 2R AU 37)
y

H
23 N4, Aqed] 39, A7 2F31a4 29 - 2371 T2, TFYTERY 43,
2] wA e N Foll og W oy 27 An FH IRNDAE WA ) F
of e Arolth. AN A AHE FATSE, A -7 AW, AR - A, 2
2, 4%, 34 874 - 994, 2§, W =AAY, = 35 A 5 PR #
g ddos RAADE denh AL IBARAE A olF, 1&xe =4%T, 3
o A, A P 7], 2BEE TE T olAL Fud Aok xrle IAHF
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g FAZHY &y, FRHoE YAE FFASIIE TVAYL 59 $4 THE A)Y
Stk B2 4L AHshiE it R dd Aol RaNn 34 ZAAGE g &
AHZY e #Ax Foll BF Aok ALY UHU FHolAE o] ARHHE 275
I Qlch

A FARAGAY A0 BFo] iy A, mA g 2 A, 2A 5 53
B, 949 #g Zxolztd, 1B A FuEe HAAm Ade kel 1 o]fe &
Ve Hgo2 & M2 npAE e Alglo|thWeber, 1981 #2). 18U whig) o=
BHAM £ 9 o] BHYd] A HIEA Yo B8 AAH A 34 3
B2 oy wiRa) W&o oA melolAY R AP o]fe £ Ry 43
=349 #1 Aotk 53 A IBAT A FuE TLTE APW AsH ITH,
AFte o)l§ T T4 o8 FAY &F3 HIolm, T PHY FEYAE o}l HY
S oA o dolrbd Bt gloh ARAF £lo] 9l wE Few FHE 99
HWte 2, Bz a3 sz Fya ok olgd Holl uldo] BY ZAIYY HbEy
oA =8 JE wHe AR ETEla o} ulAE o84 Hol A w4
23, @A Tl A A, =99 dAgs Agst ¥ 2y obAlY YY) dEE o
&8 FASA FHR|, B, ofolrjole] dHH FHUA AL EHsivh

HEES A2 @A ohA" dg Aol AHo R clAEY FaMd g W
A4 Kol o]&& iR FAe & LojlM ojaish=d) Ast gict olAE whHE uip
H A Fag Y §F S AYsHs HIol Yestn, aAL V)& wEy )
8, A wig Bosis Aol

2. HAH ofo|

R oAEE e AgH Fo, F9 A4 17& 5% 2R 2 3R
5 B3 9ed A4 ojdolth wHEw Ao vhiE wye dgn 2e 2 A 3
4 9r)E #eo

AA, 71&e] e w3 ARy v oz Badol ok ubid olAYe AR 7
A Sl RIFE g FHoZ AR AN A, A2 Ws} 2oz 1
HE dWele H2olth & HE, FAA F2o) nlAA Rate 23}, A3 1A, 24
aAv A, 4719 g A7 AU 5 Yok R eAEL olHE HelM Y
=5 AH Aholzt FAFA vpA et gAe] ouig zreth Wy FHL Ha W
84 ¥, A3 o4 ehate] B4 T Yo wARE AN Lo ou)y}
ao.

=X, W) Ay FgozA viAge B dig HE, oo Aol a7} W
P vpAEE I 23 B o Alzle] Ay, 2R ARA Hrke P o
8 ool d@ Byt 22 g Wi g dAd s olgF Q49 FEo] HAH

>
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5) sEfuLys

ojo} 3},

AR, writs) olAR Y] B7]A, ALH Fxlo] Gasil ¥Ry o g BPe U,
7hxlel tigt wistel AR 7|9 FabA AM3 M)A vAUEY 283 Age ddoh
aRe g3y S5 Fen B3ke AN, AMA R AlAE B, AdE
k. wetd wkEs) fert J2e oy ooz AR Wrx F71H uhAE o)
a4

Un), AF31Y 2749 $ZFo|thKindra & Stapenhurst, 1998 13). vj2 uirloje] E@Aa}
A AE AAH &, FHY AHH 5ol Fasith olAL uhy vlAg o sf9lo)
Y oxlo W3E By o o] e Wty gRe] A4s) vhgsln d#H gEu) o
2o W3lE F4Y 5 IUEE Feoh

ARz R Ao g 29, A8l S5 R 1T AS, oY FAE a8
AT TE F U AP Gt Holop sk WzkEEY AR ¥ st A
I, NGO, Ar3|9HA]|, A1FA £ 9% e A4 59 e vhA"e] A9 443 &
3E 59 Aotk FY dig oARegn AT FA 2FHE ARY FY FoMT
1% 3 drRdo] tg A g 7Hd A8g HAUAR sob B FaFol9

Bz ghys AR E e B4 AN LM FHHes "ol ¥g & Utk oA,
o] 222 A%HThe Planned Parenthood Federation of America, PPFA)E wijd 19utel 7}7}
& 98x ¥ FAAEY dig W] Y3 dekd T2 ays g, AsleiAE
STHGould, 1990). ©] A2 U3 Hejolrt. Autie §8 £2X = RER Ho
AU 3](Fair Play Commission)& 74, 2713 Z2o di$3z, A7) ¢bdo| #& Az
AEu} 3ltHShapiro, 1990). ZWel = ALslvlAEle] of&f3t o7} Qity FR AL HAE
3 AHE AA N FA", 32993, SRR A Age g s gl
RHEo) o}ARE AR NGO whis) 21, $8 w& AY ¥ 489, 244
712, olgd e F7i%d, AAAY, FH9 A THYD Fol B AR A
& & Qi

7€} w2 ol A A7E PR BY oj2 S0 gl W whty o}
A" ¥ AAY 2AG Bx F3xn o R v " ad 27w AlAge)
TFETG FF Mulzol dig AUES] Aol F3t chokdt AbgA PR AT
(Kindra & Stapenhurst, 1998: 18). #HA® Ajel 74, w2l 44, AFUAIHL 24 3
@, AF, A Y Mo T4, H5HE 7HR Holojof dtkde Speville, 1997: 30). HHE
g s, oA MEE ‘FAUE 4ol Fostie ‘Rart 27t AAE S F ey
| ez Hag AUR, 77k MY A, FAHA vs ¥AA oA F oW Ak
2 HIE AQA diF o)A =9 ¥4Ao} oy AL FHYUUY E :
&, A B4 Foll Fe AEH A4 Q7

274 Ao ABolAR 71y ol i g A W$ vokE Hrbt g
(Goldberg, 19%). WH-sf AAL 7} AFHA FAME 2 $4 =47 23, AseiAY

a4



gHEE opfe Mo BEH 2] 5

& JlEe) WA, A e 9B B2 RIT F Ao HolM olHe Ao o 3
27 #e] 7T,

V.24 &

B oA AR F8A47% =9 AE A2t 51 ey, o97ldd g AAH
e I F¢ 2P0 A o] ATelME wiid oA"Y o|&3 FY, ojEo] R
LA ke FEA Av] 52 HEP o] ATe R vHAEE 94 7Y oldd
$4& Frste AEAR Y shuete AzeA, Sule] thpdd g giEy Az 4
o M3 218FeE I HHE A3 =8 AAEHY. o] ATE ol8Y HEE E
2 Zargde] whrd 28 #ash TR ARE oA WA Brkstn, AR v
£ BT oleld =og B o AT Wi oA"Y HAY r|E 71E A,
BAH oo dg B, ubis) g A 24719 AR, &2 ade det 99
9 i Foz sy, wid oALE FrHer dFH FUS o & FAH
A2 APt

32 A9 Ffol dF Aol ARE ARA 3= AE T GHH A3 o)
AuFel ZHaA A5 ol F 2L Bl Fo B EFoz 23, /4
Falol tig £3, Y e oprjdith A A U, FAH YL T &9
AN dojute ANH EHE AHHE FANA Rk W R opARL 82 o]
g FoldlX 2 Z37} Zididch AFE a2 B iR P diF 1, A F4E
A v £99 F84E ARAME FYrdozMe TR JHAE FE3]| Bt
T sk die Adgc 2y gRe olAR e &de did #4e) FUig tEo] o
28 A5 AA0) 44 Hjo] sididnt

of A7 JHAE 71 WRH =ojgo] 2 B AN oHAR FHH 7 R
3§ AY oMo FEA B o]2H FESL dA HE P diF AL Ak
3, =99 28A4E AVlPdE Aot
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