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Abstract

Background Power-saving advertisements emphasize the importance of power saving and
encourage energy-saving behavior. However, it is important to understand and reflect that
individuals have different levels of behavior intention and motivation. This research aims to
understand power-saving behavior and propose public advertisement strategies to promote the
behavior.

Methods 5 kinds of advertisements (® a rational advertisement and 4 emotional
advertisements: ®personal/positive, © personal/negative, © social/positive, ® social/negative)
were created to study their effectiveness. The behavior stage and intention before and after the
intervention of each advertisement were measured.

Results © Personal/negative advertisements were the most effective to individuals in the
Pre-contemplation stage. Meanwhile, ® rational and @ social/positive advertisements were the
most effective to individuals in the Contemplation stage. ® Social/negative advertisements were
not effective to both of groups of individuals.

Conclusions Emotional advertisements that present individual financial loss are effective to
people in the Pre-contemplation stage, who have little interest in power-saving behavior. Rational
advertisements that inform about power-saving methods and emotional advertisements that
represent environmental benefits are effective to people in the Contemplation stage, who know
the importance of power-saving but do not take actions. It is anticipated that these results can be
applied in designing energy-saving advertisements in the future.

Keywords TTM(Transtheoretical Model), Public Advertisement, Behavior Change, Power-
Saving
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2. 1. Transtheoretical Model &Z0|2
Transtheoretical Model(e]3} TTM) Prochaska & DiClemente(1983)e]l 2l5to] A& e glon, o7,
AxA, 5, AE] 5] EopollA B DAE Folstes 7 dmHl o] 2 F shutolct, il A1d, €
T 52 59 TIM ©9AIE gtefstal, 3% fEot7] e b2 Ql 23S Algeitt. TIMS tiadate] s
AZ FE3R= 1) W5 Wl (Stage of Change)' ¢} 2) ZF SAIS 2A 5= 29191 ‘WolbA, ‘“JALAA T
), Aasr oz FAECH12].

2.1.1. TTM &5 HaIHA| (Stage of Change)
5 HsttA = Bl AFE7| ARE PF F fAof o|27]7k] sHAR FAHCHTable 1). AR} &

SN AE AT} stoslw, o] whek ek A4 9 Heko] A1FD 4 glo] AIHAolTHg.

Table 1 TTM Behavior change stages (Prochaska & DiClemente, 1983)
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Table 2 The processes of change with examples
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Table 3 Research questions and hypotheses
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Table 4 Research prototypes for advertisement in power saving
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Table 5 [RQ1] The effectiveness of advertising for people in Pre-contemplation stage
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Table 6 [RQ2] The effectiveness of advertising for people in Contemplation stage
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