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ABSTRACT

Social Welfare Organizations is to make people understand the service that the organization provided. The fastest way is using

public media or creating news to increase the value of the issue. Under the popularity TV, Internet and other media tools, it is fast to

use a public media to broadcast news. Public Service Advertising is one of the fast public media.This research is tring to go further

into that using a beneficiary to play the lead in an advertisement can deepen the advertising effect or not. We cannot compare the

difference only by using a beneficiary to play the lead in advertisement. That is why we use pure word to be control group, using the

beneficiary and famous people to play the lead, comparing the advertising effectiveness. There are three groups of the questionary in

this research, sampling from sex, age and monthly balance income. The assayers are portioned into the groups equally at random.

We picked up 90 questionary per groups, delivering 313 pieces, 270 pieces effective. The rate of effective recycling is 86.3%. This

research divided empathy into role taking, making people happy and other 3 kinds of empathy, and separated the advertising

effectiness of Altruism Behavior into the ways of direct and indirect. The research shows that Social Welfare Organizations can

strengthen the empathy of people to help others. Raising the empathy to help others can make people to help the beneficiary in

direct ways or in indirect ways. In direct way, Social Welfare Organizations can use the beneficiary to play the lead, making people

role taking to reach the advertising effectiveness. In indirect way, Social Welfare Organizations can strengthen the empathy of

people by using Public Service Advertising. After all, the advertising effectiveness is the same nomatter using the beneficiary, famous

people or pure word to play the lead in Public Service Advertising.
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