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Abstract Media technologies that have made the hyper-connected age change the way people use
communication text. Ads texts actively used by companies are storytelling and storydoing. These two
advertising texts are very effective in inducing people's emotions and forming participatory behavior.
People's thinking tendency also influence persuasion. The results of this study are as follows according
to the type of ads text and the thinking tendency of consumers. Consumers' attitudes toward ads turned
out to be more positive in synthetic thinking. In analytical thinking, the storytelling ads texts induced
more favorable responses. On the other hand, in comprehensive thinking, the story doing text was
effective. The same result was found in the perception of premium value, willingness to pay premium

price, and repurchase intention.

Key Words : Hyper-connection, Storytelling, Storydoing, Analytic thinking, Synthetic thinking

1. M2 sntEEe] BHstR ANTEE ol§ F b Hlojut
ofZelAolE Ao AgsHe mltle] WelEgAY @
1.1 oip=x Ao] F71313L Itk B3] APIEES o] g3 FAl0]

*This study was supported by grant from Dong Yang University in 2017.

*Corresponding Author : Jeayoung Kim(bluek@nsu.ac.kr)

Received January 3, 2020 Revised  February 6, 2020
Accepted March 20, 2020 Published March 28, 2020



172 3=88etsl=2x HM11# X3S

TVY PCE tH& 234 7[5t vtjol& o] &st= AMIE
Z 7]t "Hel AT 2 (multi-screening)” -2 “HE|A
39 uto] o]&(multiscreen media usage)'°] EA
sHAl F7kskal itk AFA2 53 gheleH,2].
He7)&9] W AR $£AHQ] ALE A 9
TR Teth I4A HAEHQ vHog ol &4
AEEAA 07 gES F6lrtd @AY L
HI A L2)7F AEER] A=t} AFH 7}x|9} 4'd9] %
go] 719 olmA Ay AlF AH|o] A AT
SIE $HE2 olA| BEgFAo| thHA o0& Hela
A2EEY Fa HAA] A T 5o ®l
Z8=1 om LG AldiollA oJoFr] Ag
A B oA == Far|Holt} 423t 3
a9 &5F 5ol e 9] o2 e 5t A&y
=l 2B AR #o] oflgt REFA &
HZ7F QY E Sho] Angrt E40] ARkSE 7t
ALE JATH3]. ARFEES] WA|R] B4 AH|RE7}
E38% L Aok A2 WX EHIZE X &
H|ok= Zo] ofyz} AREES Fof BIRIEY J-Rstal
A= HAIXY] o] FrojstHA] ZhssiRITH4-0).
T 0] AFEES] FHRl=o]| AETEY FH9 F
2t g 4= Qs HAAZE AF ol Hrt AEFYY
17go] delud vitjole] Ed=2E A A5k
UL Aol B0 Fatst= Zol7] o
U wjtjo]] F@olut Aol BAgle] 417]
= Y5511 TS A=0te] Feo& AdHA sk
A o]7] fERAAof HsliA= BEoA gL 4
ek AEYFYCE ATt Aol & HiE FF5E
B0 = o]oj A & = gl A2 ABRY HAA] A
], & A9 {3 miolth ANEE AREAL H|
£ A off £44 Al E Foto] sk = Sl
ARt FEA AR B7RE gk Q7] wigoloh wEkA
AEEY Jaop AEYFEY Fa1 JF/go] 4nRt
o] EAA Atxet FH Atao] wet ojgA vehts
A Bt AL FIAFUACIA ek =1of thgst

AAFEE ABE 5 Sk

oftl

"
o

=3
30
o

Noob
J}EL%

it

e}

Q

= AL

Mo
oo
R

[e)

[e]

12 gk

£ Q7o Bae sxeldy sde] Uk Anld u
89 722 YL Fol Basher] ook Axeldyn
AEER) Y1 dAEQ Y 2 HolHe AuAzt
P19 7183t Az] FofsleAe ooty ¥ 4 9

A3t s3al glAES] Koo} AulA} AN AFS AT
P& 7H 5 ook mERA 2 A ot 22

FEAE BAsHeT 242 Sl

AN
EL ulea uAel 27t A4 Helsto] &
%
2

ATEA 1. BAHAE] §PY(AEDe/AvT
7} 4HIAe] ATEA FHEA A}
69/ EA ARl aret Y
2ol Hol7h Gk

ATEA 2. BAHAE] §Y(AEL/Av T
D dulzpe] AT FHEAE A
TR/ ETA AngR)el et )
9 7HIA| 2] Hol7} Gk

AFEA 3. BRHAE] GY(AELY/Av T
Dt AulAe] ATEA FREA A
DRY/ETA AngR)el et )
9 74 APl Hol7t Yk

AFEA 4 BAHAE] GY(AEDe/Av T
Dt Awlze] ATEY FHEAA A}
169/584 Aol wret AT
oo Hol7h by

2.1 AEZ|HZO| MTA(pathos)X &t

37 Belse] 7154 2ot dEie] o]t 7|ge]
e AR Atjehs e oLy e A @

Aol e e PSS FANE T HE Sue
Fholof gict. SHEFlo] ARUARI M) F4E 1 B4

= e M= FES] HAIAE Zsfor e 1 A
2235 € 7 S= FHC AR Bi= &8|Re] 47
a12ste] AAlskE weid] AR wAR|EtaL
= ATH7.8). T wAAlE 8] A AJH]
st} Fgshs HAA|olH, s=AF ofopr] -4
THE Fiedhs AZEY ] AU S 7L Qlth
AnEo] AFUA AL &HAF F49| olop|7t &
&2 o1FE ZAfFuAleldelt. o] dAql dekat ¥t
R Tt BT FEEke HAAE 4]

olEoUL HEE THE =+ W WE

fo it wok o

M
|
m

= N



U452 P olopIE A5 14 45
A WET Aot 98e LA St AEelDRL e
3 Z7e12 whEo] uldet ARUANA s Ao

=

el 5
ARl AFdE2 ?iZﬂUr v/\}OJ e IS —’F Atk &
ZEYH 229 Fe= dA }%}%01171] st
o EARHAL e e ASE &
o] HidisHA 8= e 7 1‘%50]‘:}.

BAEo] glojMe] et 4 ﬂﬂ uEARG A A kst
= o7t &Rt 4 7 SkETE &2 1%
A St et ot %7:[:%- TG 28
SR AE FESP]= BoloHA] @A AvAte] AldE
SufsHA Sk ool €7 FE 5l 7FssitH9, 10).

2.2 AEEF
avlaele] 243 37 RS 9
oY ARUARA, 1L
P AR, 1AL TEYER BER
Zsto g JIAJE o O}_O,] AL
T AEERY FuEAEL Aulzjote] AT
Z1golEhes olv|A] P42 dol At Fdolgk: 7|
bl i@é %EHM]

0lo| HEHX

i)

T

s

o

X

o

o i rlo

i 2
SN

31 98 o]
oqo}oq sk et
1% 1%011 4 FEEE ooz ot
SHAIGE ASRA 9] AFES] oloplit Al
=233, QA 714, 38} 5 B9 AlAe) olob
718 vl olopli & oldHolr|urts 44
9l ol WFEo] Utk AERIFY YAEL o B o
Yoot olopr| & E& AomRH olop| 7|gska A
51} The ARSIt 90 44 HaEst oy
arEsl A8 949 WAL Bk 4
A 4247t obd 994 A2 FeE AT o
g ARUACl ZHolA nejsio she FR TA}

= |y
o
-lﬂ
)
)
l >
m
in
)
i) r\l
é“,:
- P
e
_Vll
_\,L
A

et

o

3. AH|Xfe] 2MH - 3

29| AlLtE|

Y A2

ogt

o

3.1 BAR AT T

QTS| Afart Adojz 23} HER AAFe] AT
MEstE 98] Aoj= W=Holg} &t 4= Qi Al o]-¢]
I 7Hd(Sapir-Whorf hypothes1s)% Z+zko] Qloj7}h At
| AfarAe] JRFE vAts AS Al —zr_T’_
Utk o] 7HdE jF Algto] Al °]5H’5F— el R
2 L Aol 2= qlofe] i AA|eE weo] 91‘:1'—‘:—
1ok Rl 7Hdele12]. /IZE flof= %A%t 718E
Bo 49 Zo] oty o A7 B S
A whgo] A Aotk qlofa] Atals T Aolal #1414
QL ARALOIEH13]. &, BEAAE AEet A=z 1 At
o] dojgEe] 7Rt fjoll A==, ol ofd 7ol
ol HAglo] Ade AEAl 71Eshe Aol ofyzt
ApAlo] 71 AMgAgThal A2 2RS4 B4
of tisf o Aleke Wi 1Y) WiZoldt. dutaos o
A2 Aol = 7Hdof| Hish doj7t vl EAl
I Apolo] met AHstrong) AT AFRHweak) 34
o2 Uet. At iAol o5k, AlgEe A MFe
0] Tk <dofoll o3 2Hrt= Aol ot s
Ao 94&‘11 AIES e ARl T 2E0] A
SHA lofe] lof Rl oJ3f Ajuft7] #i& Aol
2= 7;101‘:}[14].

)

QIZF] FFHA At <103 iAol X]FsH] Bk
ARUACIA 47 Wt =1 JiQle] SES B
52 B9l Atalohs AES LIt S 7iR19 HEshd
1ol A Hrh= AFEAR] IAIE Bl Atalshs Aol
tH15]. B3l A (endless chain)gh= Q17+ A
329l Pa-2> A9 TES vdol WAsH] gt 2l
7k AEle] F45Eo] Qi Waloloh T WEE &
3 A9 ¥ UEe A2 LAHQ FHe A=
3} 9kl Ak AL ofrt. 301 A7]AQl ¥
A5 7H W2 gl FFA Al Wl B3t <
7ke] ghgolet. Aol &4k gl shte] Yaks
2 daot ZAfoto] Ho M2 Feo E o2 ol o



174 3=88etsl=2x 113 X3S

48 AT 270 AR 2 94 T ok B
A4E AT A BAE AEHe AL B o)
Solg sl LAH oA Aol mBe weeks
A oprHi6l. BE YA ALt HAAS Aol
Hle) g7 JEcke 2 ulshs RS ohc. ol
Q) AL3e] B FUER B S 9t YA AL
£ A g AP tha T e At &
% QIEHI71

YUY Ale] Aag Pt Fuelaeo] B g
2 2457] 99] 18990 oSS ¥ Wgos 7
stoick. 2 Aol SIS Ag o Fof AviEE
o 2EAYs 2EeR) Y1E AFH stk A
SR FTELAT GO oF 108 5% AYs
gtk B QA7o] MY g BHUT ML AR
che £A4jTHgo] Bastact

AFATEE FuErES] Peo] BE ARUAR]
A mao] AFH] do T el grEm 145
k. A Foldse ) 499 Fugied nd
Holct. s AEeldge] 948 2% dAEgon,
AEGoI] A W S 9 ZAgolehs 2
Eelga dtEl 94 249 ol 4FR4E A%
sfo] AAISHATE. E ke shbo] AFAAE Agelro)
grEz AReRd AL AxedYY A
GAFRLol Aojd] A QA4S TheA 2A5AL. 9o}
4 Aast G4ase] 7| ERE A o]27]
7HA] &r|AE AR Hofstel SR Zolehe dAER
o2 BEsHth 2714 §39) HEATEo| AT
o The AFAEES $Istel 108S o AEE
At A3 ~RSdY, ARe|RY §Y0% T F
£ Aoz yepitt

4.3 HRI9| XX

o] ALo|lA] AHIAY] AATLKHL 471x] Bypow L
AE 74 Likert A2 &3 cH111. &4 A EZ AL
29 AGFo] Uit BFEQ AFHHS 45T A

2 oooﬂ Aokt 0300% 1 1 WHO]E} 55| ]
A 7HAeE Zejud AEYFS ATHRl HHE B9
BAEE Zlo] otk 4Rl AlUE|eE Bl 1AE
£ Aot} o] 4 EF2 74 Likert 9]
4830z A5 om(18], BFES AL A5t
A7 AFE Ag(e)= 8832FE %EP*E}
neju|d] 7EXAZR AvlRke] AEAH SHiet 3
FE s AHVHAE & 4 Qe iﬁlx}ﬂ ojd of
2ol gt Q141 7|uko g AFoluf Au|A9] F-8/0
sl Wels Avkl Brketar o 4= Qlok. meju|d 7t
AL 74 Likert HE& o]Fojy 3RFFo g 245}
FoH[19], A= Af(e)= 863202 Vet B3 71
W& 43S fAIskL e AoE Yehth mejn|g
74 A& AlEol izt ARkl d4lo] Bhdd
oo, HAE FAHZ} Ao A2 |0 3lo] =gt
w7t Hoy. mEjul] 7HE AEQFe] FE2 7
Likert B8oa2 JAE 2717 gEog Hrsiyon
AFE Ade)e 8252 YERTE
Ao o= 7Ho] o] g3t Au| A tisf thA] o] &
SFaL A2 Fret thE AlgolA| o] 71YE o|8oteS
iw”]“— Azt & 4 loH, 7o 37F2
o]Folx 74 Likert FE=E &8st St
21]. AT &4 EFEY AT Ax(o)= 894
2 YEhgith

5. A2}

51 G4EXM 1 &3

ALEA 1& AFSH719 FA AL F3S B4
TEH AR ERSE7] fIsto] Aol f30
79 S T3 T 50%S 7|FOE 40% ©|31E
AR, 60% oS A AR [Pt
=9 41%%44 AA HFe 4.57(99)010H, 4Gk
2 1.75, g2 4,452 Yehst=r), 23502 257
o] A9E F 1649 F B4 Al 75%(45.7%), &
A Abd= 899(54.3%) 02 EREQIT o] At
of HighE Fil, JUEAERFPAEHIY AT

o = >
Tag
Koo



50| M O|C|0{] Fu HMAERYM ALIYA0 [ME HOIY I

T AB|REY] ARLEA R (EAA Abet T AL
o W& FrE=E AFE7] st} 2x2 8214A

OJgt o] ARFRAZ HAISIAT Table 139} o]
F aipt A=A groy
(F=1.137, p».05), AtaL9] FFoA= 5 a7} EAE]
AHF=203.847, p<.001). E3 HAEFFT} A5
o] Faefof gt s g avE foJ5t AoZ e}
Wh(F=6.143, p<.05).

Table 1. Verification of attitude toward advertisement
according to the types of text and thinking

F Eta’ Statistical test
Types of text(a) 1.137 .021 .302
Types of thinking(b) 203.847%** 563 1.000
(a)*(b) 6.143* .037 .693
* pC.05 *** p(.001
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Table 2. Verification of differences in attitude toward
advertisement according to the types of thinking

n M(SD) t
Anabvtic | 25| 3 543(76)
Attitude toward thinking ~14.256%*
advertisement Synthetic l
thinking 89 | 5.148(68)

=5 0 001

3, Fig. 13} o] SlAERg Auggel Y
ol et A aTHE AvE A3 $A4H Ao
290 2RLAM=3.764014] AE 21%I(M=3.368)
o P4 FUREL gastEoM, FGH Aol 3
9o AEIYM=5.085)14 AEFY(M=5243)
O 748 YU EL FohE Ao epith. B3
AEIGoIAE BAH AT(M=3.764) 8 TR S
AFIL(M=5.085)2 1 BT £, AEFSY o
A B4 AT(M=3.368)BER FA AT(M=5.243)
U o U} S Ao et AAoRE
YrEs} AEERolwA $UA At we W) B

Bl=(M=5.243)7F 7P & Ao® SIEiH.

M=5.085(72)

5 .

M=5.243(62)

3 M=3.764(.65)
M=3.368(81)

StoryTelling Storydoing

=&=Synthetic thinking Analytic thinking

Fig. 1. The result of the interaction effect of attitude
toward advertisement according to the types of
text and thinking
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Table 3. Verification of premium value recognition
according to the types of text and thinking

F Eta’ Statistical test
Types of text(a) 2.080 .038 525
Types of thinking(b) 100.723*** .389 1.000
(a)*(b) 7.894%* .048 797
#0001 ** p¢.001
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Table 4. Verification of differences in premium value
recognition according to the types of thinking

n M(SD) t
Analytic
Premium value thinking 75 | 36797 -0.859***
recognition Synthetic ’
thinking 89 | 5.022(.77)
e p<.001
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Fig. 2. The result of the interaction effect of premium
value recognition according to the types of text
and thinking
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Table 5. Verification of willingness to pay a premium
price according to the types of text and thinking

F Eta’ Statistical test
Types of text(a) 1.663 .031 430
Types of thinking(b) 95.158*** 376 1.000
(@*(b) 6.640** .040 726
** (.01 ** p.001
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Table 6. Verification of differences in willingness to
pay a premium price according to the types

of thinking
n M(SD) t
pnalytic | 25| 3.713(99)
Willingness to pay a| _thinking -0.679%**
premium price Synthetic l
thinking 89 | 5.089(.82)
% ¢ 001
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Fig. 3. The result of the interaction effect of willingness
to pay a premium price according to the types of
text and thinking
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Table 7. Verification of repurchase intentions according
to the types of text and thinking

F Eta’ Statistical test
Types of text(a) 2.481 .045 607
Types of thinking(b) 108.977%** 408 1.000
(a)*(b) 7.721%* .047 789
= (01 ** p.001
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Table 8. Verification of differences in repurchase
intentions according to the types of thinking

n M(SD) t
Analytic
1aly 75 3.724(.93)
Repurchase thinking -10.238"**
intentions Synthetic .
kg | 80| 81 12(.803)
#* 5 001
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Fig. 4. The result of the interaction effect of willingness
to pay a premium price according to the types of
text and thinking
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