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E—r oot 7o A=A Ut ZXNS0]| wat, AH[X0Ct MSEkE RE0| TE A=
Olfst = =~ QUCHL THA Loll A=2(22 A Q0| T2t Hugart oA Lt
= TkE Ao|o). 2 S0 0218 HRIS AHIXfe ~2X el HopE A} Sict o
2 2 SE AHXe] 2l geig S5 8+ AP |IRERY 0|E2 4FsiH AR
g 1 RO XO|7F LERF=X| ASsHETA Sict
G2 2AEREY FU [ V1Y B4 vs AHIK B x ASEY 7 HE
vs, E2) & 7F OXRIE Mol ASAESNE AHEICE o7 21t =54 84 %
0] H=2 AHIX= AH[X SMY AR2RE A0S NSoke Aoz UEH Bt 254 =+
&0 Z2 A2 7Y S AELRE NS HSslE A= LIEIRCL Ef 0248 2
ap7F LR B0l = ETE 7RIS AEsh| ol Sdut 2E0I/E Frisi d5et 2
I OWHE 7 LERGT
o= 2AER[ER B R 7Y Bl vs AIXF S x 2XPVIREEH: SR
Z ve OlYRE) T 2 OXIRIZ MBI 4EAESUE HHEUCE A7 Zut SEH
2ol 2ot ARl A2 AHXF SHY AELPY LTS MSshE A= UEl B of
YEE 0| Lot A 2R V(Y Sofd AR YuE MSol= Aoz LIEMCL
A tiRIezE HSAIME FU16101 &S Zut tivligils LIEHA| §iICh & &8
ol Zofet SEAS0| A2 20| tisl Sadt QL AX =S XI2I5HK] Z3Ck=
20|t ot i EuEE AREY ol S5 S AV IREEH 0|2S M35 o
SHo=z FMoll 71ES| Ol22 SEoItt=tl 2ot At ot HEHE=of F101o|E= 7Ho)
HIWE Sall ZE XIEst of 2 AHIXF AS 201 Ats] H2lst Zojo 7]o4gt oo, A
20l 7ETH ANEE MSsi &Aoot
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= Qe e Amet Fare] eF
o]2 213} A (zapping & zapping)
EiEla(cluttermg) Ayo] ujj-o- I}

Aot B3 o= 7 US4

o] HESRR Qe F Aol &
of & 4= glo] ApHIRE Z XM (positioning)
P2t 200] ke BEA Hlsich, olelet 4t
NN 7| 4SS AlS2] st ARl AE APEs)
A1717] Y&l chekst ;L] 1,] Ao)Ad Mk w5}
ROl S5 g o
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(storytelling)O]D]- i\_EE] 52 AREoly 7]
Aol 2141 o] %
m=200] 2 %OP‘ 5‘1-rr147ﬂ°] defole}, o]y
g ~EeEe Ao Bl st el

Al e 34 Bt e 35

Sajo] B7HE fEsis U] e BE

oltho]d <, o]y, WAL, 2010).

Apdslof A5et 719ES i 15Tt =
E3t AEEE 7HA| L Qlon, AHH O R A
AE 2FS S At
o yrkal qlek dimp=e) miEfElRl Rolf
Jensen(2005)> v o] HE Axd= 22 H
o4} AREQ] 75Tt SA0IA hex] o
I} 74J0] A|uiEl= 214]7]9) AHRFSLS AL

d
o:
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o] HEsl E%‘ﬂ]%(dreamketing 01] 9
Sfok ghekir Btk &, A 7 Rks A
A}

o] 7HAAL = F1EE olopy E7%°] 4

£ Ffsks Q3 Ylo] Hrke Aok A
A= FA /\u]x}— 71910] AFE S dajolut

28 Wi Atk glom, 2Eee Xt
848 71 o Althuiet #Ax)51 gick, ofo] wet
719 AEE F03 ARUACIM Srom
AT BgA HACHCRG, TAE, QhaA,

solab] Slatel P2
H| 23} olETe AE| AFES ZES AY A
Eg|, =9} HAY oujat AR, o]4pd}
5 ololr|2 ATLAISIo] 71t AEa ST} ge
ola] 7hx] ©de AAROR Hasle] Il
8kt k. o PTzﬂz} o) 23t of
A& ool ~uelS olgA & Hdshn AL
8} Aolz|of T3t e AEg|Ee] I Ak
o AEAo ol AR TS FHFS



AER|H UL Ynsmo| olxEH G0 Q01 S54 87 Y AP |EREl 2Esm

o, -4, 2012) AT AEHoR AR AL Tt

e, ~Eedy Faof gk 4g ATES
AbwEE Fuazie] get A, F1 F4e] B 2) A7l B5
o AT, W ol B AT, 7] 2ok Aol
BIAT F 4714 Fle|nelR BRE & ook A7l 2mmElE el et AvEE
(37, 2013). o3t B cudye B B LA WS el TIeE
ol olgA A gakn pekAl, v1Ee] & A AH AT AR A diReldiet.
48 7o) 43, 54, 7|9, Bk ozt ANARESl AEE ARl mep edaa
ol thall 7153t R A o] of  (woderating effect)2f L HIF Lot 1A
o B3 Al weres(osie, s, A AAYS AR A= olRelAAl Wt
2011; A, 2013), B3, vpAET} anjap o SEEIRT ke B R0l EAfste, &
Aeieh e AlElRstop) ol g ol RS “M ‘*EC’}% Bol Az HE Ae=
23}, CARlsh, 2o} Zelx Ropa] ol k. W = L5 SEEEE AL SR
o] ArHo]3)E, AW3]. 2011; R}, 2013). ©] ot ”T—EJ—VP ChEA HERE o= ke Ao
got o ATSS AHWOLS w AEo]El o} T Qe ARREE] AE|A] Aafol|lA] gtof
o B AT ARolA Tkt Hgup @ RS
Aol vl AtelztskRofoll A t=olx)7] Eatar 9] AT TR =S TofuR AR
on 5T} o n|EElchs AL o 9) I RE 2EAEC] Assherlr o 24e %
o} E3] 28|72} EAE] Hofol|A] Atat A = o] opyeh ‘AR T Fal §82 A
7} wj o BEsl Aol 2|4 o B Zrlse A=e] el Al wheh desh= feol o
~EaEE] B30] tjat FATH 20 AL T3 £ AW 2 gg= Aot &, AEF
o o 7 53k B} AushA| sekslr] 9 gl FAE HokS uf AnREo] A A
A 2n|a) SEAlalo] Tt olTir W ast) of upet Adoshe f&ol the AL 12aL o]
3 Eo} o ojwdt 28 Mprh FEEE v AHE A

webd B o Axaely salo] et & e Aon}, wEkA 2 s AR F
I og WS setely] el wujapge] LS T FALANS FYSKE A Al
chpt Aleld RS Telelel Az gt S0 HEA M 554 S A eded
t} E3] AEEE P2 Ea) AR A = A83te] 2BREe] Q1A AlolE HlaEAs)
AS TS B AuapEo] elmet Al azp o, o5 Fsl AHAF g wetehal
Q9lo]] 2HE i) k) olof B ol A apaQl Ake|dly) ol defe] ede
wefely Pue} aul Bmgte] Aol 2 Ohe & HHeR
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2, 0|2 Hig
1) AE2[EIZ 0

A &E8Elsy F1(storytelling advertising) =
719), AFES BAET} AT G ol 58
oJu|A|L} FFoz AEsle] nlolE Fol A
Sk ZruAlel A Settolt, of2fet A& EE
s Fo)85, SESL AIRks oloplER
Tgste] ARtsl7] wiiol AlEe] &4, Helo]

U 7S ddshs dubAQl gate] vlsy A5

2 Fol 1 AALYA Lu|RSolA) A
3 F0lEI Aoj9ls SIS 44 uldol

£ E3) ulo]d ail(viral effect) S F=37|=
A, 2013), AEHET Farto] gk A
FAFolA HolE AuEH, 253(2009)>
e 3 FREA A U= 75
7] el 242 A4S oloplE 24
dgoh= Faretal Aofsiglen, HgAl
(2012)2 axH|AEOA 342 B=
o7|S Fof Aol AT} Tzt Ziolt
A, A=l tisll s 2Alsk: Aoz
A o)}t Schmitt@} Simonson(1997)-2
Sy g sl S At B 4
Ao A Y E] E(narrative) S F3l 7192
ZIAAAE 1A Addt= ARUA A =
T2 FA5EH 91, Tambling(2000)2 A&, B
AL} 7] oJu|AE &o]7] ffall QlabAl =
+= A7Fe] S&(time sequence)®] wel Y]
RS 4T Aoleka Heleksrk
2EEY] File 7|99 AfEa Ao 3
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AsR|R Yot BuEuo) ofxl=t| Y| 0f SEN 87 o Kb |TMENO| MG

£ AR RS 7o R Bl 2ld AR S5O iRt 27 |X2e] Qi8S e o, & e
g5, g2y 2EdU, A4 AUy, F AFET 2 FAMIS AARE o vehd,
37HA o= Bkt 9 2Ed # ARFES AF7] A Q1 (self—distinguishing) 3
A AR BRES A3 ARgSl 2 ARAEY] & &9l A7| E54(self—esteem) & SEAL,
A, 54 Aol tigh ZEAQ1 Al B 7] FAA 7S A2A71HAL Al=RItKSnyder
9] 2|31 CEOQ] AlSHE ALz Wh= "paolrt & Fromkin, 1977), B3t thofeh R} Fei=
ol AR T P g ‘FAA Farehr o S0 =5RHE EE FSA7 =T A4
271 g}, gfe] ARedsy Fale w3 9 o) S5 E7e ARk t(Belk, 1988), tiQl
3k TV Z2Od, oe2RE, ARRA olE WY A AF5 28 2~EHd(Maslach, Stapp & Santee,
StAL Bpgsto] Tk WAook, mix|ete s A 1985), = Ap4lNEe] 2Rk Qli= A2l 4]
2 2R Fale 7|9, AEeld Hilto| Ae] oS Fol A4S =54e FEARIY
FRolu B2 mtefstol = oo 2415 (Tepper, Bearden & Hunter, 2001). o|2I3t =5
Hhgsto] Palw e whaloltt, 3 T QAR TR sl whEA] o
ShA] AR AREE Fa 5352 Hols) Hoju#le 942 2l(counterconformity) &
+ 8A0] thE  AgstaLat sk ooy WA 4= 7HAAL QtK(Snyder & Fromkin, 1977).
= FARHAY Fdsith, mEbA & Aol Tepper£](2001)+= Snyder®} Fromkin(1977)
719 SR 2HA FAF R {FFE A ] =5/ (uniqueness) o1& 2xH|A} Y5 F
et gtk 719 S4%S 719CE0S] A O SPA|A AHRRe] BEA] S-(consumers’
Arleh, A, BHES] AP agat eAgof| ook need for uniqueness: CNFU, ©o]3} ‘S=E4 &
ZIA"E 247 7199l AFEol Sle 2RSS ) o]&& AIjkatairt. &HAO] HEA &1
et} Wb AanR; S-S aHRRE] A o At} oJu]X|(self—image) @} AFS|A] ofm]A]
I HAEE ARSHEA 23 A Adelut (social—image) & 7N&skL =0]7] $Ial 52
SHREE Aloof| A Wi el Zho] Azt Tl AR A sk S Sl thE ARE
aHlAE FYFEo Sle 2RSS Wikt ¥ 2pHeLE st TiA SEE Ao 4
olgfgt F 7] §E& & Aol Agsto] A+t ATHTepper et al,, 2001), &, =54 &7}
£ Aefstarat i) B SHPAES HE AFREe] et At 2
HET} of e} 553 A HAlEE Ffske
2) 84 &4 N A4S FAS APESIA )AL Tt
Holtt,
554 St AR BRRlLE Apdstste= Tl Tepper 2](2001)= Anx}o] EEX &=
Qo] SR At 554S ske ARt 3 AU £3) vjeS BlgEd e &
CHEc}, TR ARt oA Holal 42 S 3 ]2 QAN Bluleks A 74 81 acle
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= st olelat Al 74 5191 RIS o
WFHOL A1 1ok el 433k AL
012 Slafehs oleg el Folch, 7
3, 2005). FAZER o] A 717 Hel 2912
A oheal At} z%zzﬂ T2k Mg e =3t
H]<$=S-(creative choice counterconformity)-<
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2 AlgFso] 2l
£ gegroa) AAle] SEIS EHsle: &
Fole}, olefat 8 AlZEAL BEol 74|
I A G2 AE BREE sy =3
1 HAE Fal o1E 4= Ath(Kron, 1983; Belk,
Wallendorf & Sherry, 1989). T3t =241%9] 4

SR AHAEe T AT Alslae 2
ZPHAS = LEA|E T2 AlRE R £oldt A
Ze Aoy BAHEE AESHH(Tepper et
al., 2001), &4, BldiF4 e 53 vles
(unpopular choice counterconformity)< Fth
Of e Hofuhs Aol H=E Adghe
2 ApNY BB FHESR- ﬂalom
Ziller(1964)0]] 2J31H, Alg|Z o= Q1A% 11
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o} AF3]A o]u]X|(social-image) & =0]+= A1}
2 7ol Soia e, Ee old 4
Folu} HUSS Y ALGBHE lchE Mol
AtElA o ® QIS 79 AR B 77
A=Atz A o2 AR APESE EAE 2
= 4= QIth(Heckert, 1989). HEA|EfO R FAMY
3|1 (avoidance of similarity)<= ThE AlEE3}
ApEAS 57 lsl HHsHA HelHd AE
Ot BT Apg-S FAFHO RM AA] EE
FHsh= S|t} Agole 553 o]
AEOIY HAlEE Abo] A g5 HE
AEo] gol ARgsHA =H ‘31 o =535
F7loz vt B4 877
NerEol AL A v
e ofeiat kg 54 WilelA
Lo} BT o] AMR-S ZX|5l1 &
HH=E thA] ko =m ApEst
JoHA, AFA, 2005). A 2
7120 JE HACS] AGE ZA5}
6 2= EES} 217] o]u|X|(self—image)
[2]4] ofn|A|(social-image)E xol=Hl 2
Fohes 2o thRolct, wat b A
Htj2] Aeo] o5 AFZo|L} HalEw
AZro] At AR A 2 G4k Bk &
Al =o] AF8-& ZX]8FcHHeckert, 1989).
Tepper(1997)+= FAMS 2lT]of| gt o= 115
0] ojof7| 5 Flrk. o] T Tt 2FAL A
= A4 vhEo] dedar AolA AR 3§
& ek iU g3} Top Gun'ol ofs)
& AZlol w3 = whEd & Azl
S Z7|TH A, FAA, 2005). oF%
AV SuE B2 or V)& Hduskes AEo
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A Az Aeo s s
A TESH THE 5719 o
o] IrNail, 1986).

1_

ol£7] fJaf AF4le] &

£ AAE Aojstal 2Asks IS AR,
Higgins(1997, 1998)+= o]efgt 24 3Hof] Al
mict 7HRIA 0 & AJol7t & TR, ©l

£ 27| Z2AxH(self regulatory focus)o]Z=
olgoz Awsiairt. Arlzdxye el
g, Aoy gl Y= vA= A7 IAHAl
AYSolial & 4= o 7|, 84, AvE9]
A 7FA] 8919 2J&f A= (promotion focus)
I} o=z (prevention focus)o|Zh= T 714

S o LB 4=~ QIth(Brockner, Paruchuri,
Idson & Higgins, 2002).

FRHE A2 it oS S
I} BTt Fatol FHEetH, Sl dvE o
) BRI, o 4R S FT
stm, ApAlo] FAtsh= o)t wEsto] =4
A Sake b, AT Be) 9E 4
£ A= Ao 1L FHCrowe & Higgins,

1997; Higgins, 1998; Friedman & Foster,
2001; Brocker et al,, 2002). HHd, oz4e

P R o) ek A eke

2< Blusty] sl F44 Aol 242 9
Ao ABE oFAEH| $AGk= AL =13t
ok, ok, Azt o)t} pet Bxol 5715
7, FAE ] Aol mizdsich, & EAe}
Aol olsfA e sk, &7t fles

WA AETE A A9 APAle] §sH Bato
AX]5H) GH= Aol chal Heieh 44k Bl
AL AT =, ST SR ALS
B35} o] dojubA] GHES Al o

2 Z|gFStcH(Crowe & Higgins, 1997; Higgins,
1998; Friedman & Foster, 2001; Brocker et
al., 2002),

P2 YR 1 2 Aol

o|tH(Higgins, 1998). gtz o] 733t AFFE-L

HAL A3, oleln e 3l Arte] £o]
ol WZksA uhSRIeh Wi ool Zat
RIS vl Als), &Alnh 28 2= Al
o EAjolio] WA WTHZhou &
Pham, 2004), %, 42l Z71E Qe At 4
A ANE Fnfeks 2 F oludt 22 v
25k ARl 2i7te] ket s 5717} A
Aoz ek Ro] A7 282 Aol

(Higgins, 1998). Higgins, Shah®} Fridman
(1997)= 27| A ZH 9] Aol sl B3

o 4o} MEEuel ohfet £ Tz

A2ksie AAA A} 1 7ol ekt

AL IR, Fele SRE ST o Y
ol A A 2712 BAE, =

A ARES QhEge] A Az,

Higgins@} Tykocinski(1992)0] AG-S 4w
A 2HRR e AvlAEe] Uiy
% 71olols e AL, P92 5]
2 b 2SS dshe Aulel e e @
Jlofae Aol vla) ofiEe] $712 1 4
WSS g5 gk Aol el B8 2 7]

St= Ao 2 et Crowe?} Higgins(1997)
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27153t I, u}% LD 7}~; T L A
= k=], F 71 s 7hs gt Aot s
E7155E Ao A= SRtz A T} oHlkxA] Aok

70l 2 Ao} gz Ao Uepdeh, T2t o

2 sjzo] 7l FAAE AR Aol
78t AgRRE0] AR gkl ARt AEA=
) Folzl 27 B F Sl Ao 1
Epyitt,

3. A1

1) ol A}

1718 AEeddY YT 4T S5 847
T ARG BakE B o RN Faa
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AL kAol
AES KA 20-3 5]
¥} 30-40t) =, FHF A<l 59, F 109 (A
5%, o2} RS O EAL IF ¢
(focus group interview: FGI, o]} FG)E AIA]
ST, ofelat ol thiesl AAle] Fko.
2 AEE ATl AR A
sef 2UIA5] Q12 Tefsto] 22 ol
E7P B AlFES FaE AAshs o] AlE
atof et W =E =Y 4 Qs ol
HskG7] dzolt), FGIAY} 7he}, ER,
A, sk, BESIPC 5 671419 Als= Ml
3 Ajzto] QI Ao Ueton, hﬁ}uﬂﬂ}
7 ot b Bl Aow ekt i o
of MEATE BT AEOZ MY c}.
e Ao} Hakme] A 2% lE 2AR
A1t GoProtl= 7HH| 2} Hall = oA thaksl 4]

A B4 2Eeie /1) FHY SRS 2
Sl 2EeE YolFoR 2astel Fu
S AR 5 AN P e A

(confounding effect)”} 7§I& 4= ikl Hct
gto] 2 dfoflAs AA| AEES AR
Lo %L%%ZX} sic} 71est A, 25

= o, 7]%*(5%115)011 sl & 2sk= %741*3?%



AEzlo] et HErt 2Rl Ao Uehdtt
(kA 281, 2013). o=t A4
NS 2w, AEE P10 48t AEe

ZEAR o, FaEat og SAAY 4 9k
< ol B 4= Qlek uehA B Tt As A
RAZALE B3] Tholet Apde] 7nkg & 2Ee
2019 SHY, v SHY) L= Aet

of Qi) FgakIA G,

-

2) A+7H2

AH|R}e] EEA 8 (consumers need for
uniqueness)= AEY} HAEE Jofjslo] AL
SHe e thE ARKETE ApEs o 2 4
7] o|u]Z|(self—image) 2} AF2]2 o]u]|2|(social—
image)E& =98} & CHTepper et al,
2001), 5, &H[YE F3l A4l A HA
3 tHE AFEY ApEA o Rt A
o= ARrEIT HE] Aol7t gl afute] %
2 Sagoltt, el ofi AREE AnEol

3 AREY Haes Ak%ﬁg}ﬁ%ﬁ Ef1F A}

= .

U
o4 OQL

ZS|
apel s e Sdd0 5
(independence motivation)oA= H|ZEE]7|%=

Arieaked, WAHE, 2008). YebEel 554

=211

AE|HY ot Fusaol oixl=dl Sl A0 S5 S7 & A |IREEH| 2ES

E7F S92l F719t Heg-4] B710A 2=
s st Hlo), LuAe] S5 &
T B4 s710A 2 sk Hkdst
3 QltK(Tepper et al., 2001). 5HZ] F7]9
A L ApdSh= SRR thE AlREY 7
A EFT YA 4= Qlek, WHH, HIG-8-4]
oA Q= APHIb= AP0l HhE AlEY
FrAFSHRAL =2 wf, & AR AA Ol 18
7 uj 719 (Snyder & Fromkin, 1977), o]
b ggol WAskle ol ARl skl Q=
&AM o= WSS 2T S
E7F 2 AFES Al iRk 9
dhoke W AH|FYE F8l ol=Rt AIE=
t}= ZojtKSnyder & Fromkin, 1977;
Tepper et al,, 2001),
Fromkin(1970 & APAEA Aol =

ok

il

3
1=

N oot Jrr:l

o o

SARe e SR e R AR H g
= %%*é—% Jgsteles =S HYlaL, BlfA
de ST HEOR Het A o] Halst
© A WA &, ARES A0 e A
HEL FARSIL =714 = 2pdsleles &
= 7}Xli lch= Ao}, Tepper 2](2001)=
S5 &7 2 ARES BRI ARSIl
L7il7ﬂ w9 257 vhE2A Holgle 43S
ojn, Bfjle] Adzof nlFof A1l Heg 24

HI

0O

He 7490l Efelo] Azsis A sl A
S5 Holtk= AL dAT
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There exist various types of storytelling advertisement, and preferred type is

expected to differ according to each consumer. In other words,
advertising effect may vary according to the types of storytelling advertisement. This
study aims to search for that cause from consumers’ psychological propensity. Thus, this
study intends to verify if types of storytelling advertisement differs by postulating the
theories of need for uniqueness, self-regulatory focus, and persuasion knowledge to
understand consumers’ psychological propensity.

Research 1 looked into interaction effect by applying a between-group factorial design
2(Types of storytelling advertisement: Company-centered type vs. Consumer-centered
type) x 2(Need for uniqueness: Low vs. High). As a result of research, consumers with low
level of need for uniqueness prefer consumer-centered type storytelling advertisement,
whereas the ones with high level of need for uniqueness prefer company-centered type
storytelling advertisement. As a result of verifying the reason for such result, that is to
say a potential mediating factor by adding sympathy and empathy, a potential mediating
effect came out.

Research 2 investigated interaction effect by applying a between group factorial design
2(Types of storytelling advertisement: Company-centered type vs. Consumer-centered
type) x 2(Self-regulatory focus: Promotion focus vs. Prevention focus). Research results
show that consumers with strong promotion focus propensity prefer consumer-centered
type storytelling advertisement, but the ones with strong prevention focus propensity
prefer company-centered type storytelling advertisement. This study verified by adding
persuasion knowledge as a potential mediating effect, but found no mediating effect.
This means that respondents who participated in the test failed to perceive impure or
commercial intention with respect to the storytelling advertisement. The research results
has a signification in the way that this study made an in-depth analysis by applying the
theories of need for uniqueness, self-regulatory focus and persuasion knowledge to
storytelling advertisement, and expanded existing theories. In addition, differentiation with



existing results through the comparison between advertizement attitude and purchase
intention may contribute to the fields of consumer behavior and social psychology, and
suggest useful implications for practical businesses.

Keywords: Storytelling Advertisement, Advertising Effect, Consumers’ Need for Uniqueness,
Self-regulatory Focus
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