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1. A=

714e) wHdo] ujet /)3 sele] EaEol
WS ek, TV, Prle, AR Se) A
uyolE F3f #EAEoIA dEE & 77
AR S otelg TuoR o 24 uldo
FlEe SO SEASA AEHA A
(Castillo, Petrie, & Wardell, 2014), HF%

ujcloj 2 BaAE Y A BRE A
Wollk WS §3) 275t A B AR

o)A 2] ol ol ol AL WAjo| F& o|%
et SHANE 24 mjtjo] FHES o] 83l 7
5w Qe A 53] Aok §lo] F 9/
oju A E o] &3t thFet FEjo HAAE
o 4 glow], ofele 713 AAUSS 44 1
tjojel dgEo] 7] ol 715 HoiRES
wolAe] g B Fora'E s
TR E Bl 2l TAY] Als &
e 4= AL, WA Qe AuQlo] R3]
© o SHE| A= 1 AA AH|~
o= &9l 717l 7 4 lth(Lee & Kim,
2018; Park, 2018)

aeleEEgy 73 el Lokl B
9 B8 7)1RE Q7 st Aflol w7}
A 4 ol s dsty] SRt 715, 1Y
7 7]530] ofgA A AANE 7ok
Rl 713k qtof| o] gAS =R E ANS B
5= Z8¥|elo]tH(Allison, Davis, Short, &

Webb, 2015; Park & Lee, 2016). 7|23 =g}
SEuge) ZAFS dollel S, oE
(Daum) A2EZHY, Zo]7}A] with Kakao 5

A3 E77h TFHAL UrkPark & Lee,

40 Z0sIiT The Korean Journal of Advertising

2016). ZSEHTY /1% AU FA)
o chepstck, W, A, A, 87 B A
ot ol FEAHQ vltlolE Bo MY 4 A

o oot A4, Had, a7
23 & 3, FERS 59 oyt 7%
ZAEo] AgpLedHYy EHPEZ S B3

)31 QIth(Cho, 2019; Chun, 2015), 7]+
Q1o F=AI7F theFsfA oL Qe 7 =
of whet WA 2] 9] E4F &= (clutter) EF 0HA]
T 9ItHKwak & Lee, 2014), WA]|x]2] &
7F wobdel wheh FAA 71 7Ae) 7)1 5 3
ojEoW7] At HAIA S HE WA o] S
o] AL 9hH(Cho, Heo, & Im, 2019), & 4
SIA7E At wAl AR olHdt wAl e
i

£ 713 WAR Y] A wrAlo] Fas)x]ar Qlrt

rlr
%
(]
o

OEI‘ o=
3} 37b9] A%k glo] AfEA Boluba 4 9l
7] wizoll thas o7k 21 W E E 4] o

o Yoz RS AxdungAe )
3 sfelo] 7Rsshehs Holth, olefat 2Eg
1=

125 4]9] 7] HlA 2| 7|5 2oiRte) 24
& AFste] Bae olZojuly) mutdolrt
(Jeong, Han, & An, 2013; Kopfman, Smith,
Ah Yun, & Hodges, 1998; Zebregs, van den
Putte, Neijens, & de Graaf, 2015), 7]+ WA
A WAIA] =G AR EE 7] ol S o] Fof

© A5 7AryAoldelt. AERHYY &
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TE A5 AFUACIA HH oA AR A TS wolal 7|5 AUuQlol] Hiet e=et 75
=2 S W Ew Al Aol HH o] offo] FFe mA Alel=tar 7gskT
& Asste JEAEE HAAL ou A A ol Hig R AR a4 F ojop] &
Atz olulA] AAIG WA A 2F vl e of & FAERA A=l FAHS] |52 =]
g A= s8] S Hhea =4

E=QAhe SHoA] B3} Qlth(Escalas, 2004) o1 A|3zpe] Aol A] ojopr|E o] Tolurt=
TR T2 2R & Age] NI A Al ofy® SAES] F4ER A olopr]E
Aol sl S W=rHSoh, 2015). ©f olEANWI=AE SRS AR AEote]
T 2R A At AR EE 715 dAA e BiE AWESIT o] A=
of 8] ofs] FFe W Aol st LsEEY Y] 4 849 FAUE P
a, AR ARl 4 a4 T oof sAe] AldE At 715Y AskeEdd
7] & FA5RA SARl=T oloplE Eolvke AvQls 4FoR olF & Sl acld o
skt ?—%‘8}3‘14. ol2d, AFH gelE FiAl At

] i ﬁ?% E%am smr&, sEeg
Fo ARAel T4 ks, Z 7| A & 5
RlEel SaAe} olopr| & o]Zoj7he A

™ Eaaﬂa}zﬂ 7].\?_ ]A]X]4 /HE kel

2. O|ZX {7

1) AE2ARLY 718 el

7} @A 2~

B oltAel e A FEsgr, o

Al o mjele) AmelaE aas g SO 7IRE Rie] Baw 24t e
S Ak oot e A Amdee  FUNA 71REE Bt A% a4
o ARAe T Qa7 ol g ) Fojgpe) O W, ORI, FUE, Aelni v 5
FUS olBOIWI /% Wi sty & T WESE ASE AAY - Ann,
fhel UATE o Yopran g, An 2O EERUIITES U WE sl
N s S AL CEZ DEED
Blg Bl RS, Adopg gy oo S0 SITOTRAT B B4, ol
o 713 AL AR efslel wgo] w90 AAVIHNS ISR g Al
A%k ko] WY ojue} o|Se) B Agpe  (Kim. 2012). ERRl 71U WA &8 S
deshe shael Al Rusin, Sgq 5 ISR AEEVLAgemA ane
o Aolet SAle S sz W B8 7% Al HE Atshn ek A
HLA9] ojusl SaolZe] Wal Ame g FHE WS ek AR WSS 4%
Aol R shel Age Salde) g TH HE I TAS Hok Aok, R4S
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A9, F2 o) 5 oo AR el T 25 AT WY AR Salotel 4
ofstal o5 AHile] &4 ultjolE FeiA & A APz ol EH A= =714 HaL o]
FoH= B 71NE 22 4 Um BIFRY e AAle] BEe S Asend 7y 2
%3l ¢Jth(The Happiness Foundation, 2019). o35 AASHA ElthMerchant, Ford, & Sargeant,
qEy 2 eERYE R AHel] 27k E 2010), SR AR B4 ARE Wuk Al
7heoll whet miAI A o TR T EolAHA O Jdl= A2EHEY Y AAF L2 EE 7]
% HolAEe mRge] BT WAAL 2 HAY BHH WML UoA 73 B9 0B
ANZI7] oAl we I BAEe Holg ol 29lo% Agaith(Nguyen, 2015).
e Qe Al A5 ARyl A 282dy 94 anE #A%E A of
2ol B 223t A=olth(Bennett, 2017), 2 YA, pake] S5 7172 A A
Beju J|Ye )Y AHS AuSEL 7] o] U 7% EnE AmE AT o, 73
PAEe] AT YRS MAAA ALH F A & AR B SE BAY A
ol fEAI] ATA AS Mol B4 RAM AN Iusna s oy
ot} 7|15 A QloA AEgHEL 37} 5 (preventive focus) 2] 7|FA}9] 7|57 9%
Mg 2AeT AL Ae B4 AR 7b wes, wdae] B4 Wu 1R
ojop7|FA o7 J|HA oA HEsh= Aloltt A5 o84 AE S5k =4 (promotion
(Cho, 2019). FAIH L2 S} =827 A% focus) AJoFe] 7|72 717 o =7F & U
BA AFSFE A A5 £EAT o33t BA o Yth(Park & Kang, 2017; Park, Oh, & Park,
A G BANAS A BAAA B8, 201, JRAVE RANE YHROR A
= 715a9] BaAe digt olopr|E S Eth 5 A ARE A =715 ol Af-
olelgt 2EE B4 73 AAAL 71F AL BEF WA RTRE Al
Hojate) F4 90 A olEoUH ol 23S 9 715 wAIA S 2T A veb
7|15 PUE ol goloz LS 4= 9t} I1}(Ahn & Sung, 2019; Park, Hwang, & Cho,
(Park & Kang, 2017). 2018), &3, 7|5 7Ag|le] gE &
A4 A S Bk A A7Ee el 44, oS 44
Bt A dAghE A er A "ol of Al 71 FAke ARE e 78 Hies
REo] Ay dTEe AU Fa A Ayt 2RdYY ey ARE A5 A
2 \eae) BUT BT 22 Held WS T SfelekE /13 Anele] A A
Baskch, BEA ARl WS FL AR AT 330 28S BE ATSo| fyolv]
Fold oloprliz 7150 ol FAAS  FRAUE, F 4oA) £4S 0E APER
Fsto] 715 95 wol= adloR A3t Z1FA7E 27l oluf Al (- - A Y 7]
CHRibar & Wilhelm, 2002). 58 237k 4 2A7h Lol A2l A 5 715249 Q4o
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iAo make FUAoR AWRIA F,

o,
;%i re =
x
r_‘i -

re
-4

o ol
Mo

Ha A7E F3) FEHO A

SARNE, 3}, HAIA], 2, &30 tH(Escalas
& Stern, 2003; Jeong et al,, 2013; Sung &
Han, 2015), ©] Ao AEada]o] g4
o SR, Bpa, WA, BE F olopr|2
o[ Zolrb FA FAABIL S AR

SAelEeIt. 714 Al

o SalRfolt, FAARL AAH

o,
o,
<)
N,
lo mu
ol
jubat
o
i)
rr
N
)
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>,
N
N

AEH7] e Sdd=o] & HAME AL

, 2013), SA9l

o1&
"
2
o
et
z
[
[¢”]
]
=}
(0)e]

&Y
= & olaie 4= jlem 10?71011 5 *?‘Q
th(Slater & Rouner, 2002), SA2AE9]
He e s AR EaE A ol

=2 HHE 9Ql3KKim, 2014; Kim & Shim,
2009)¢} 5712 T 97 (Kang, 2013)7}
ct.

Kim(2014)2 |4l 4=F0]2(construal level

ot <y ol mg >

o
ol

)

AE2EEY VIR oAXI ES =t

theory)< HIE O 2 AH|Rle} HEAETRO] 4]
& A 2] (psychological distance)o] wz} B
Zof tiet RS th=A siAgthal skl
ok A=A A idel dasiA, BeT)
FAAR ez oflstud Akt Hal
S7r) Hela Aesl AAAAEA B
Yt ghEst TAHolT BoHoR Uit
(Kim, 2014; Trope, Liberman, & Wakslak,
2007). 2J013}E BATL u|ojolsly HA=
Hep 592l H7P7t o] FojA|aL, HHET} 9
Jsi 42 7H St A S8 s
it ZE(fictive creation)® EAES o B
=of o 79l ok FolAe ol
Hmel Fojelo] 2449 FFE
tH(Kim & Shim, 2009).
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3) BAxtel AIH(FR2E)
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th, 2EE oA 9 A= ofopr| 5 HEs
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o] o]o}7] 5 HEsh= Aot 2914 AlFE &
8 S0l olop|S B E TE %) 24l
3o olob|Z Ak HABL B, 3% A
B 24 4 AR A} 24 & AET
e A2 S8 W shoehn oloplE g
oh= HH4lo|th(Jun, Lee, & Moon, 2018), oo}

=
9131, 3213 AEe A3A7E Fel3 olop

71& A7) o] A= olop] & FF
I AP S] AHo| el Hof ARl Al
ZrA| = thH(Stern, 1991),

slzto] A AL 712 Mgl & AEeE o
oh, 191 A 715 |l 5%
A 3R} A H = Aol 3
A A3 Qo] Fa|Aket 8| A7}
| el Higt olobrE sh= Aot
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iAo} Al e wE =84 kel HE A

= A5 ARYUA 0] HofollA] th4 dtE]
o] $¥tt. Stern(1991)2 FaL AR 9] 114 Al
A3k 3017 A|H 287) vFSo] 2po]=
=l 194 AR Fa wAIAE ek 4
A5 HAAE Hrp AYshA wrolsoln 7]
A1 QAL A SHA =W AEA AR

Y5 Hel BYS AN AckStern, 1991).
ek sG] 4] net A5 o7l
£} Aol7t Qe Ade] He A5 wt
o Aol Z T HY ATES 3913 A
Ao 19034 Ae] A A4S Ba
7wkt A% B dAAe A4S m3e o
2Lo] Aol wpet AR Al ok, 1
Q14 e WA () A= A2d G 7
= WFUHE A 2H)Ak= wA A o] A
A7 BRI A B o] kil 914
%A 5 A7 S E30oA F
Foto] LA FEol UERdtH(Banerjee
& Greene, 2012; Chen, Bell, & Tylor, 2016),
EZE 10 AL HAAE R anlAb=
AA & A% AEE Bk A olsiskitt
(Pourgiv, Sadhighi, & Kaloorazi, 2003), H}t
ol 3 AL WAIA (ol /3 A2

o

s el Ao 1%% A el 5
AEL FAXISto] v AA Gt o]shZ ol
o wat Qlokn Bed 4 oo A o
S2 1004 AF WAAY 45 ANE A7)

Z @3} (self—reference effect) = A3}
A7) Bz I AR S84 WA &
Qe A o) A AR AT Ao] 4
Zgowi 7)o St d o BEHOR 2
st= Agdel wWAHYSItHChen et al.,
2016). A}7] &z £F(self—referencing) 2} A
% A AR HE EnE e 4y o
Fol SJeh 4] Az wEol S SeAE
we o] we WA & A% ARE
o s olsfstein, 1% 2
sl =7} =okth(de Graff, 2014),
19193} 891%) A4 Bhe] A mate] Aol
g 2Ee9eg /1% Al 28T 4 9)
EAO| o] A 27| AL ook | E &
FL 1907 AEY SHel A HAA S8
A 7] AL olob] &
4 BUNE A AN Aol
=9 e} S F7gste] A4l
T Ao oafistA Hrt, 113 A A= 7]
e & 7]7 FEApeltt, SEA7E AR &

L olop| 2 A% A xl #%—x £ 5

s

2 N

P ot *
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o =&H WHES A HAF o
FEo] et Q1AEk9 (M = 3,52, SD
= 1.30), 829 o] o] gl HAA =&
H S SR A Ao R HHE
1 Zolak= Awrt Yofrh (= 1.88, SD =
1.01), 8L & ko] Hat Aol fouls)
ATHE(56) = 5.20, p < .001), EA, 3HA}2] A|
Aol 22 HAL T AFOIA 103 A- 9]
A2} 31A A ] ARl S W A58l
o] F= HA|Z]2] x}o]g 7o) o ESHE <l
Alsh=AE A 7 Zpojeh M Y 2ol & o
§oto] HARRAS AASHTE 103 kA A]
Aol WAzl =2H HAES 30 Al
(M=1.87, SD=102)Kct= 1913 32} A1 A
O] WA (M = 4.44, SD = 70)0]2kal ¢14]3}

179 WAl eEH 7RSS 1913 Al
(M=1.89, SD JETH= 3204 A} Al
(M= 413, SD=96)9] HAX| 2t Q145
tH A2, 56) = 72.42, p { .001), m}x|ato = 2}
Pl AdAEEC] 28l 7R 28 S F
3 &3] & 4 U= H 4 WA R 2L Q1A 8}

S|

AEEHYY 7|2 B NS Eit

o7 Vet = 3.74, SD =
gk = 3, #57) = 7.64, p { 001),

RS 93 A% WA AR AR

o 2SS Fd olRolgth HaAs
20209 19 AR S0 A E ST A& - 7]
S Ao ARA F kel Fa 715 v
AAE Fhelolehe A7 4 ol 184] o4 65
Wﬂ o 35730] 22k 4 Mo}

Aapeh 979 WA % o
| 2l WisE, A B2 9
< 34,9400, FA|F o=, 10T 2.5%, 20
30.3%, 30t 38.7%, 40t 22.1%, 50tf
5.6%, 12|l 60t 1%= A=At F7HARe

Ao T 17878(49.9%), 914 17978(50.1%)
olgith A% IRl 357TH L 479 AFOR
A D E o] AAoteS e o 7|
Aol A A== vl NF shHE=
F)E 30271 A2 F Sl Aol gt w3
A ofsf, 7|5 e etk B, 2ejar 7]
s Ev w3l sEatsich AddA et 7}
] F& = ofefjoF Zth(Table 1, 3Hal),

Table 1. Experimental Design and Sample Size per Group (V=357)
Experimental Stimuli
Be”eﬁf,gryrlz) Name Identified Unidentiiied "
Narrator’s(P%)\i/r;t R First—person Third—person First—person Third—person
n 0 89 91 357

323 7520214 109 152) 47
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Table 2. Multivariate Analysis of Covariances showing the Effect of Name and POV

Independent Variables Dependent Variables S5 o F
. . 0 ok
Credbilty of Empathet|c Understanding . 6.26 1 10.96***
Charity Oroanizaiion Attitude toward the Campaign 123.22 1 168,86
v HreenzEo Wilingness to Dorete 130,27 1 185,12%
Ivolverent in Empathetic Understanding 10.52 1 18 44%*
Mg Chiden in Nead Atfitude toward Campaign 14.32 1 19.63***
ono Wilingress fo Donale 20,30 1 2885
Empethetic Understanding 1297 1 20,747
Name (4) Attitude toward Campaign 820 1 11.24™
Willingness to Donate 1027 1 14,60%*
Empathetic Understanding 511 1 896**
POV (B Attitude toward Campaign 03 1 04
Wilingness to Donate .01 1 .01
Empeathetic Understanding .36 1 62
AxB Attitude toward Campaign 1.46 1 301*
Wilingness to Donate 1.62 1 3.30*

*p<.05 * p .01, p(.001
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Table 3. Descriptive Analyses of Empathetic Understanding, Attitude toward the Campaign, and Willingness to Donate

Empathetic Understanding

Attitude toward the Campaign Willingness to Donate

Name POV

M S M S M SO

First—person 555 63 458 1.02 431 1.02

Identified

Third—person 539 67 4.49 1.16 4.21 1.03

Ave 5.47 65 453 1.09 4.26 1.02

First—oerson 524 1.02 417 1.42 386 1.34

Unidentified

Third—person 496 .85 434 93 403 1.29

Ave 5.10 94 425 1.22 395 1.31
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The Persuasive Effect of a Storytelling
for Charity Fundraising: Focusing on
the Beneficiary's Name and the
Narrator's Point of View

*
*Yoon Y. Cho
College of Liberal Arts & Interdisciplinary Studies, Kyonggi University

online donation campaigns often proceed in the form
Contemporary S

of a narrative format as it can be an effective strategy
for elicit donors' participation. In the present research, we examined how two main
components of narratives (characters’ identification and narrator's point of view) may
interact to elicit donor's empathy, attitude toward the campaign, and willingness to
donate the cause. An online experiment using 2 (beneficiary's identification: identified vs
unidentified) x 2 (narrative's point of view: first vs third person) between-subject design
(N = 357) was conducted. The results revealed that beneficiary's identification elicited
donor's sympathetic understanding, attitudes toward the campaign, and willingness to
donate the cause. Narrator's point of view, however, does not show significant main
effect. The interaction effect between the beneficiary's identification and the narrator's
point of view was significantly confirmed. Specifically, when the beneficiary was
introduced with a specific name, the first-person narrators showed a higher persuasion
effect than the third-person narrators. This study is significant in that it presented
effective standards for inducing donation participation by suggesting effective donation
message strategies for each component of storytelling.

Keywords: Storytelling, Charity campaign, Appellation, Point of view
*(yoonycho@kgu.ac.kr)
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