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Abstract Purposes of this study were to identify the factors associated with behavioral Intention
to social distancing (BItSD) in a loss versus gain advertising context. This study is a secondary
analysis of data surveyed after randomly allocating one of the loss and gain message framing
advertisements for the prevention of coronavirus disease-2019 (COVID-19) infection to 379 adults
aged 19 and over living in Korea in early March 2021. Attitude toward advertisement (8=.03,
p<.001), involvement in COVID-19 (8=.14, p=.006) and emotional stigma (8=-0.17, p<{.001) were
associated with BItSD, and the explanatory power of these variables was 19% (Adjusted R*=.19).
Therefore, when health care professionals communicate with the public, they should develop the
strategies to increase public people’s involvement in the information and to induce positive
advertising attitudes, and provide the effective messages to prevent stigma by accurate information.
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Fig. 1. Advertisement for loss versus gain.
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(Table 1).

Table 1. Level of Research Variables (N =379)

ki =4 Variables Min Max MSD
BItSD 2 5 4.5240.58
5 AA 8 35 24.24+4.78
26 'I'—"al J_—,a:l Optimistic bias 6 28 17.56+4.52
¥ Q7E Ayt gyeedogasle sag B m ek
who = wlge oakolo s . KaC 7 15 11.14+1.57
T2 5 oHoE 2ERloR ek ARl 23F 24 Stigma 7 35 18.4245.39
o =Lolct Emotional 4 20 10.12+3.31
3. ﬁ?"éﬂl' Behavioral 3 15 8.31£2.78

BItSD=Behavioral intention to social distancing; liC=Involvement in COVID-19;

KaC=Knowledge about COVID-19
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Table 2. Correlation between Main Variables and Intention to social distancing (M=379)

Vv BItSD AtA OB liC K S ES BS
r (0)S1
BItSD 1
AtA 37 1
<.001
OB .05 AN 1
344 031
liC 26 .33 .39 1
<.001 €.001) <.001
KaC 21 24 -.01 26 1
<.001 <.001 925 <.001
S -.08 .07 .04 .01 -.06 1
140 205 477 .823 225
ES -.14 .08 .04 .03 -.03 90 1
.006 133 440 549 613 <.001
BS .02 .03 .02 -.01 -.09 .86 .56 1
.669 .507 .646 779 .080 <.001 <.001

AtA=Attitude toward advertisement; BItSD=Behavioral intention to social distancing; BS=Behaviral Stigma; ES=Emotional stigma; KaC=Knowledge about
COVID-19; liC=Involvement in COVID-19; OB=Optimistic bias; S=stigma; V=Variables
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Table 3. Factors Associated with Behavioral Intention
to COVID-19 Social Distancing

(N = 379)
Variables B B t P
(Constant) 2.97 11.65 <.001
AtA 0.04 0.30 6.22 <.001
liC 0.04 0.14 2.75 .006
KaC 0.04 0.10 1.96 .051
ES -0.03 -0.17 -3.61 <.001

AtA=Attitude toward advertisement; BItSD=Behavioral intention to social
distancing: ES=Emotional stigma; KaC=Knowledge about COVID-19;
liC=Involvement in COVID-19
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