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Taylor, Collins, Skokan, & Aspinwall, 1989),
AHoRE JanelE AT6 S LB
2 2o sfof AUH E ASH 8L St
shl sk B9l AN 222 M4 9)
t(Perloff, 1983; dtu]A, 1998),
Sk WA 91 L B4 A B
et Hobol A @A77} AyET QAR 5
A7 Balsopl Al A7k wol o]2ofx| 1
=4, =9 739 AR (Harris & Guten,
1979; Kirscht, Haefner, Kegeles, & Rosenstock,
1966; American Cancer Society, 1966), &<
(Arnett, 2000; Baker, Dye, Denniston &
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Ainsworth, 2001, Hampson, Andrews, Lee,
Foster, Glasgow, & Lichenstein, 1998), 23
(Job, Fleming, & Morgan, 1992; Miller,
1991), ¢33t 43¢ (Chapin, 2000b; Gold &
Aucotte, 2003; Smith, Gerard, & Gibbons,
1997) sollA HHa HAL AF7F o] FolA
o, sle] = ofo]=(RHsE, 2004;
U8H, H¥s, Y, 2006; 154, ELA
o, 2, S, 2007; o] €, 2009), &
(©]F<, 2003; &G, o], AR, 2011),
4% A4 (Hr2, o]d3], g2, 2008), Al
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FER0PA, AAE, 2013), HEFHIT,

olEiet MY ATEL thitio] Yy wA,
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U5k A4 e S2H O Uk Zlo|
obUet 47| Aoln] A Ko et e

= ol8] A A4 BAZL BT siee
£ AL e Aekel dolx| Al Awel

(Hampson, Andrews, Lee, Foster, Glasgow
& Lichtenstein, 1998; Williams & Clarke,
1997; Strecher, Kreuter, & Kobrin, 1995).

gHE, Al 3#F ¥k vt oy wAX] 9] ¥
glo] ot thE AlgolA o 37 2sdtet
AL HEEA A ste @S Ttk (Davison,
1983). AI32+ Aol 2o ot AlEES A
HHA o 2 wjtjo] HAXZF Aol FFEe
HE2 vR[A] FepARE oE Al EelAls 2

G AL A0 AL F, AYEL

o =, = =T
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o QS wol WS Holet AzsttHs Ro]
o}, o] 2 A3 AL ek o] 42 Hlo]

H|Z(Davison, 1983)2 AlHE0]
O] A1 243} dYFol wA= vl o] HAIX S FF
2= U5 Ao rtsty] wiZolzhal A A3k,

1983 gJo|B|&(Davison)ofl &Jsf A& A<t
H A3zt g3= 2% 79 (Gunther, 1995;
Rojas, Shah, & Faber, 1996; Lo & Wei, 2002),
A 2% 31 (Cohen & Davis, 1991; Rucinski &
Salmon, 1990; Wei & Lo, 2007; Golan,
Banning & Lundy, 2008), HFA}S| & ] 3 2o

2 s

EOMRI0] URIA AL B Bk WOF U P A0S Fio=

(Eveland & McLeod, 1999; McLeod, Detenber,
& Eveland, 2001, McLeod, Eveland, &
Nathanson, 1997), ZZ& 9 XX (Rojas,
Shah, & Faber, 1996; Hoffner et al,, 1999,
$743], ol4%, 1998), ABEAHYGSZE, 1998;
F5E 1997; YUFF, 2013; Price & Stroud,
2006; Wei, Chia & Lo, 2011), 9]&AL H=(F]
A, 2, BRI, 2013) 5 ThRE ofollA]
W2 A7 Y= A, 22)aL of gt e
T=< U] AMlEths HE ARl vy
o HAIA|o B & G W& Aoleke A3At
B A Zp7pdol HHE Al e USRI
Lsdolls AR A3p7E vt o] aviel HHE
Ao 7H 83 o] E F SR A2 ds)
3L QJth(Perloff, 1999).
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Aol A (1R, 2012) Fo] Hglez HY
wo] it A3AF Aol A= HAIR 9] ALS]
A v}2HA Al (message social desirability), A}
o} T (ego—involvement), AF7]—-1L% F7]
(self—enhancement motivation), EA&-(need
for control), A}7] 53K self—categorization)
83 AFSlA AP (social distance) 0] F8
AT FAlo A3A AE WA= 2
HelA 71A Yol He Hth(Ansager & White,
2007; Perloff, 2009),

@9, BaARUAN QoA ol23
1= A7 5

St (Maiman & Becker, 1974). A|Zd 3

(risk perception), @5 H7Hbehavior evaluation

%59 A7|(cue to action) §OF FAE ]
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2 Yeb B Asd maks S5t
e RE
A, 2013).

A RRAA A2E e A
d Awe] et }2e st Ao

Z9FA (perceived susceptibility) T} A

D)
N
N

(i

Z}
ZYE] A1Z-A (perceived severity) 5 F 71A] 3}
Rz FART N7 Hopde 54 4
ol Ad 7Hs/gdol digh 791 4 Alge
=, AA I ks Adae skl Aol H
oFafTiaL AztEle AWe A7 PEew, 7
oFsix] Qe Akeis e kel ke
gislom Heel et vjeby AZAYEY
oA A ZHE FoFAdS 7HQle] A7 $19 wte]
293t 9eS Fr}(Weinstein et al,, 2007)
S, AZ2E Aze Aol ARAY Be
A71o| A &oHA| = Wl AL 5 U= A
ool ofeizol Ao gt FuA Agez,



ezt AW gt 2, ofRel 17
Wol gigsitkn AZelteke oSS o
o & 5 9l sEio] AkER, AL
shed] Was A7k ug Sol wol £ot 2l
AgtciE A oSS B ololAA e
Aol7] Wzolet, webd YA 42 9
A3 W AR RHY F23 T
Hoh, AR EF A FEH7= AT
o Ao gt 7|HAE ufsh= Aoz 2|7
2 S-9l A (perceived benefits)} X2 Aol

A (perceived barriers to action) 5 T 7}#]
sl FARL, APAEEGRT

Uzt g d PF olE, AddF olE, AR
A (5 ole T 22 %35 A (health

behavior research)oA] @o] o]&Eil 9=

O|2EL A= AZE ST} 2 2= Aol
A& Yeol5e T Aguor stefs
a ‘214

e nEg qEEE Rols] Sla) E st
FQ WHolog Al3|e50]=(social learning
theory) S 7902 3t A7) F57 (self—efficacy)
Aee Fhgonn nye By 9 Ayee
0]} gt Rosenstock, Strecher, & Becker,
1988). A7) T Aolgt AISe] S A

Moz e 4 drkn AT 9B A4l

%ﬂ%, Kcmia %% AXE EA S YT
Adstal 22Aslek= A4le] wof sl e
A19-& watth(Bandura, 1997), 27]9] 7744l
HE G M= A7 mstol ARl EAA

=

Rt 2t

A0t Maxt Sub WY S HEY ZuaRs SMeE

O 2 ESIE)R] 9FQF11(Zimmerman & Vernberg,

1994; Capenter, 2010),

A2k Fofel) oA

o7 x3tEo] ARHES gﬂﬂé}% Rt
skeh. 22 A2hE A A2 Aot 2
C ABEES Fea A FHs 4%

of AZIEHA YAH LR o] FHE AV EE

slem,

ol AP HAH T 2G
232e) AZAERY AF)A AR
JeFeo] AZH 1 9

T8 Holo g thfofA
ZM|olth(Lin, Simoni, & Zemon, 2005).

A7 AEol A4d s o ey
of thet A Foll oEsh= Bfolle AR
39 o

o9}

@01 T8 A= AR yEhdth
et al,, 1986). I1HEZ XZH ¢g

O A 27HA] A7FAIE R o] LA

o] Lh‘rr_}

AT A3 ko] ol AL

%Z:L S 83 =(risk behavior)
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B Ao Ak 7HS s thAle
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4 skl 01 W e v e dotry] 9
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o] el 2ol SEA gk, 1L AT}
A WA Al3AE Z37E AA| oA Yol A
=01 5 AFoll vlA= ket 11 A
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EOMRI0] URIA AL B Bk WOF U P A0S Fio=

otk 71, d4 HAo] E4E A3 50| & Frederick, 2002; Price, Tewksbury, & Huang,
ZF L]—E}L}X] Ottt Ayl Jd=7) shd 1998; Salwen & Driscoll, 1997),

(Dillard, McCaul, & Klein, 2006), Y2 #H7 oY Mz thE A2 v A
o] 245 o5]3 AWFo| B oTlUE A7 WY FEAL 7re] P} T 3}
Aol th(Radcliffe & Klein, 2002), 197} goll ofsiA AA == Aol ofyzt o2 895
st kg W) vje Al ol o] g

A #egol Qe dol= EAdtH(Taylor & 5= Qlrh w}aw °l°ﬂ B é‘E Y= A7} A
Gollwitzer, 1995), Aa7tA]9 Y& HAT &
F5 ol WAl et AFAT A2 Al 7t A= A 24 %?%kﬂ Psas 7&£’4 HAE

A 9T mE HolRm gtk b, dwA W o Weksh gstaa) otehet 2 (AEA
A3 31e) Aok 2 WAS BT 8)S AAstart

(Ruthig, Haynes, Perry, & Chipperfield,
2007), 2 PET= R PAZ BT ATEA| 3: N mAn XX site 2¢el=0] ofwfst

R
==

2]
(Dillard et al., 2006), A% Z% thA Y5}

2 Ojxl=rR
L g2 IA7F A tH(Cho, Lee, & Lee,
2013), &, 984 HAL P54 71 A
3. A7y

b Qs @A e Aol
A3 f3h 970 A9 wpiolh A3
A} g1} Ao A L2 -E(Gunther, 1995; Lee

& Tamborini, 2005), ¥HAFS]1A Q1 S2H(McLeod, B ozl ool AAEE ATLEA S sjAsT
Eveland, & Nathanson, 1997), TV Z2E(Rojas, S Aza] olaiA AERAFE AXFT)
Shah, & Faber, 1996; Scharrer, 2002), =8 A} AR BolS s 90t o|AFe] W o]
Z vt} A Y(Scharrer & Leone, 2008)%5-< o, ;RO Al 300Wolth AlA AL AL
AZH 227) A4S F AN AT AEE o mel vholmzalmdjeld] lziato] Lot
Fso ol FFE mA= Aol 5ol HAUe ooz AsFon Ad odd dAHY ug
| 31 (Price, Tewksbury, & Huang, 1998; Stk B e A7 20179 59 162
Erz1 2010), OJEFRAF R (5% 1997; By 1897h7] 39 Eob o|=ai

oF2=z}  1998) SO A|3A}F x| ZFo] dEo

0| 2= A Aol e AR YEyTh 2) 28 u{olo| £xf

a2 A3AF avke] A7HE 840 FFas

T HQ1 7He] TAZE fofnlatA] A et (1) G2 mza X3t 22t

¢ WrkHaridakis & Rubin, 2005; Neuwirth S WA 9 AR ans Sk
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ThIS study examined optimism bias of smokers'lung cancer and the third-person

effect of cigarette pack warning picture. In specific, the study attempted to
find out the influences of the main variables of Health belief model(HBM) -- perceived
benefits, perceived severity, perceived susceptibility, perceived barriers to action, and
self-efficacy — on optimism bias and the third-person effect. The study observed not
only the relationship between optimism bias and the third-person effect, but also their
effects on respondents’ attitude toward cigarette pack warning picture. As a result of
analyzing 353 smokers, both optimism bias of smokers’ lung cancer and the third-person
effect of cigarette pack warning picture have been found. The empirical analysis of HBM
variables found out the significant influences of self-efficacy, perceived barriers to action,
and perceived susceptibility on optimism bias, and also perceived benefits, perceived
barriers to action, and self-efficacy on the third-person effect. The significant relationships
of optimism bias and the third-person effect have not been found. Finally, the
third-person effect had significant influences on nonsmoking intention, but not optimism
bias on nonsmoking intention.

Keywords: Optimism bias, Third-person effect, Health belief model(HBM), Cigarette box
warning picture, Perceptual bias.
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