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£ o : MCN 2E2 70 njto] Aol HE, nlde] g4, 221 mltie] 7Hxete] BAE 773
317] $18 o] AT MON 222 57 A4 A8L 71 A%7 5 32488 oz vehe B2 3
ZolA =24 BAYS Fol ARZAE ANaArh. B4 2BAL Axslel BEES stalsigen,
Cronbach’s « AAHE AAlste] AFEg Aot Eat ATPARAE ANl Fisges 3%
slom, Apstae AZs] 8 A% SARAL AAste] e 2o ARS mEST. A,
MCN AEzub57h grlste] njtio] Aol ME} nlejo] 7hxle] 344 A mals Aoz et
sek 54, mlde] Q7elAHE nlrie] Bl FAA QRS nAE Ao et A, ltie]
B3po] mlrle] Zhxe] FAAQ A wAE Ao Vet

FAol - GEHY YEYZ, AE2GE Be] ACIYYE, FHje] £7). FjEe] 73]

Abstract : The purpose of this study is to investigate the relationship between media engagement,
media empathy, and media value of MCN sports broadcasting. To achieve this purpose, a survey was
conducted on 324 MCN sports broadcast viewers. Exploratory factor analysis was performed to
confirm wvalidity, and Cronbach's « test was performed to investigate reliability. In addition,
correlation analysis was performed to verify discriminant validity, and linear regression analysis was
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performed to verify the research hypothesis,
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and the following conclusions were drawn. Media

engagement had a positive effect on media value. Media engagement had a positive effect on media

empathy. Media empathy has a positive effect on media value.

Keywords . Multi—Channel network, Sports broadcasting, Media engagement, Media empathy, Media

value

1. M E

2B E] QlolA] ZHA]e] JHE2 AbErE©l
A Zol L} Hu|AE E5) 7|dsk= o]dot
o= motEr) o]AL AH|RE0] LujE AXs)
+ H SlojA @388 7R 5 F8sHA 4§
& FE 9ty E9] 7t Ful 9Z(purchase
intention)&} Au]A FAof thet 14 (perception
of service quality), =g+ :/_74 o o5t SIS At
o|9] A mpeto] glo] HA Fx=2 AEITHF]
A=, 2019). & A= 17—‘101 RS st
a2 AEE, 78, 7k, FT e AN
L, H8)7Y wEBA=A &4 ¥ 8871
212 HE 4 JH(Woodruff, 1997). Bolton}
Drew(1991)+= A& 7HXE &S 714 diH|
AT AE D Az it Hrtg A ejst
91, Kotler?t Armstrong(2010)2 Z|Z+H 71X
E S Hol Afo]] A THROA M
7t B4 Asht AU AE AFEFORH 5T
He HoT AER HE Ato]] Zpo]2 A ost
Ak

njtjofo] TgF 4821 P9l= m|rolo] gt
B 9 QAtE o] okl shHA QI7he] o)
917} 7R (probability)oll gt L] <129}
1o Ao tigk 7o ofsf AAH o= 7]
= AAE Fhotr 7] "ol 82 EF
utjolE o]&sh= HAlo] I Aol gk 7
= =2 T8AVE ol&stal WA Hrleh= 7HA
of o FFZ WA AFHFE, 2010). = ]
tlo] ZHl=9] 2]&2Ql o]§-2 )\31}—4 ik
7hx]oll @FE WAL Qlol A9 A, ’\1ﬂ
2 FIE & Aedlor IHF 4‘14, T He}
2018). 1¥thH, olgk mjt]o] Z2E A7
7] Sl AlsAY] Yol fE= FAE o
t%”ﬂ Lol of=71? AMEL H|t]e] EHE &

°oF utjo] AR S7et A g0l U
‘/} w27 HatE T Qe AAFEANA & o o]

O=2A F&o] APofoF &
ol A, Sal, Amaniele] A
A7 TV 49 a8 S 5B AfreecaTVe}
11 ¥, & FEHAE YEYDIMuld-
Channel Network: MCN)9] 5oz 9ls] A
Z2AHZEL ultjo] AH|et TRE AHEA
of vlg AIHoluAE AFF A4 FHohn
SIth(Hawkins, Mothersbaugh, & Best, 2007;
AZET 2018). o2t A~Ax=ujt]o] 37 o] W)
o= AFAet AMAF 2+ J=jal AHAbE 7
oheFRt AR ARUACl Aol FhsshH, o]t
AFUAllAA aato] AFstA HEshr] fsi <1
Alo] 2 M E (engagement) €}t 37 (empathy)2h= 7l
Jo| HZI=|1 Qlt}. o]g3], o|FAl, o]dyw}
g (2015)2 SNS wtjojo] 7pxjet #aE A
oA mgol] 7l ARl kS B
thal StHA AdutolE Fote] AHAFEA
24 4 ozt JIXE ZEAZlozHN 2&A]
AHRETS] ARYA oMol Fasttal st
Higgins, Marguc®} Scholer(2009)& <1A|0]]
HES o, Af, 45 &5 Ee FA71l
E55tE A2 "3AFOH, Brownd} Cairns

(2000)= oM (immersion)=  AAOIAHES}
FARE  Jider  AHAsH,  AACIAHE:
‘Engagement -  Engrossment - Total

Immersion’ ©& o]Fojzl Tolo] 3tA = A
A=ty FA45FAr. Ephron(2006)& mltjo] g4
o AMIZe] YEH PEY & S A
oz QUPIAHEE HAstAT. o= —LH]Z}%
o] TAAe Halol= u|t]e] Fdl= A3Atat

H|zto] Zato]HjA] 9 go]m /\E]'O]O w3
HHO]'C’% AHALZA HAIAE TolEd 4 Y&
5 ot Ao] 8ottt 3t (empathy)> EFQ1Tt
A52e &0 Bl AL T |1
ste ZAE T ougtiAdA, 2019).
5H ngo] F-2 u|fojo| Frofst= Bt

folAl A& A “rle AR g
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olgtal & & & Aot spA|gl, J[EHo=
T2 19 7ol o= AL Qn]stAgt,
AHAR] AAE FA o= 574 (sympathy)dH=

FHEAHAIA, 2019). FZo] IFS njx=
a1 oieFstA EAstA|Rt, 332 7HAE
FAst=dl F8sH #-8stH(Han & Hwang,
2018), T44 Wiol =2 AlEE2 A71" gt
Zztol 33 POk =A yepdri(els X,
WE, 2011). ol S T2 mtjo] AH[AL
9] % "y 7HAEA ¥ 5 Fedrd F
A TS 1A £ dvhe AS o 4 Utk

orebA, o] A= FH|Ho] EHE At &
Fzultjo]e] 2&7Hs3 o] 88 gt wtjo] 7}t
2] & =ole UkE A fsi 8=
Atk ol flof A Axzmjte] S 11
st ARYUACIA 83 & mit]o] IAC|AHE
9 bjto] Fe| 2¥E W] 153 vt
7ix|2ke] BAE tgstaat skt

2. 12X WZ U 7 MY

2.1, Ojc|of 2AH|o|X|HELR} O|C|o] 7iX|e] 2HA|

ujtjo] QIAO|XHES}L u|tjo] 7hx]e] A<}
TEsto] Sashi(2012)&= 1 QIAIO|AHEE 7
AAE Hoh AR 908 FESH] fsi A=E
FAstal A71H BARIA EUT & U=E &
3 THRE IAEAA AFdezs nAS gt
FA7l=d £2d FolXtta skt 8a
Zhang, Zhang, Qin, Zhang, Z18]1 Lin(2016)
AAYELT Afo]lEoA 1A QIACIAHE
FEote Aol 19 AzZte "9 FHRE
AT stglem, Qbgol, eIt FAS
019 179] Qo|ATES} Eold4s 7]
A XS} A JHA =A FEEoal of
ek ERF Fpotet $R-8(2019)2 AEEAY
Haicol WHE AFoA AACIAHET =4

S rlo
\

0

=
N

lor.

~

F4T LASE BAEe} A5HQ PAS B4
shul, 2HA WEO|EE Rtk shEA B
So gt A AMES & FEske] Hse]
A AEAAT RS AL 4
sttt olge] AT Ane Eol4 mldol
AACIAET Htlo] o] Age A 4
otk AL o 4 ek webA wlHoe] iAol
Awest ujtjo] 74xe] B He) et 2

2 Mg Ak,

74 1. mltjo] QA o|AHEL ult]o] 7px]o]
o :

felgt 3Hl

2.2, O|C|of AUAOIXIHES} D|E|o SZe| A
oo} AACIAMES} vitjo] Fe] wAet
vdste Hesd 320152 HAE 2
2ldls] Faro] AACIAHES} HE AFolA
F2joflolE|E IAC|AHES}F HHE Q1A oA
E7F 3ol Aoz {3t ¥ wiAn
stk 181 HeE, BT 5A(20152
OAd 2Ry Fao] JAPIAHME £
2Rl e mAs Gl Bt dtelA <!
ARIAHES] &0l Al 7ol #hel]l FzjofolE
B QUAIPIAHE, mlHo] QIAC|AHES} HHE
AAPIAMEZL o] ot ¥ vxea
St Sashi(2012)& SIACIAMEE 177}
JeAgol 92 S& T 1AM AAEH
FHEAlE WA "ol skt AF-920160)=
&S diides g AstolA mto] A
AHET} 2v|Ape] 4o 32 mtha sk
ol/ge] AdAAFEo A¥E Fof nide] <
ACIAHEZL 4] 3484 &= v +
= Foa oot mEkA mhe] q1Ae]
s wA sl thad &

7hag AT,

=

[e)

714 2. wlele] AAClAWEL nltje] gt
ol 3Ael e A ol

2.3. ojclof 3=t ojcjof ZEx[e] A
LI = AFARO] mto] 33 g<o] Eords
AZgAHE]l Ash= mitofe] Hijt ZHA =
obd Zlolt}. ot A= mHe] I} H|
of 7px19] #A s A #+EE A+7F A
PAEZ] ¢l o theRt ZofollA 73y
Ak 7hx o] BAE Sl s & 4
. olek ¥Hske] Handt Hwang(2018)¢] 5
Ae ggol AFel dHigh 7Hxol gk md
ol shlew, AAe, FRFE /2420152
HEE 1SS diFer dF Ao Tl
7Ho S8A e nAoal shyiek 19ar
Pohling, Bzdok, Eigenstetter, Stumpf®} Strobel
(2016)¢] AFAHE AFS Tl o Sl
7Hx)ol FFe vt shyint. olegt APA+
=9 2AYE SoA sl Al dFe nA
Oe A & 4 don, Axx A AFAE]

oft ik

2 i lo o pi
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scjo] g7fe] mlclo] Zpxo] Qe mld 4 9l
L Ae 4T 4 ek wetA o) 37
3 wlcle] Zhxe] BA dhal Rt g 7h

= A4St

L mlde] B wldo] X fol@

3
BH9 G )2 Zoltt,

3.1, ZA} CHAL

MCN Axz ZFAC] mtjo] QIAO|XHE, H
dol 34, 181 uvyo] 7ix|ete] JAE H
sb7] 913k o] A= MCN 2x:= FA XA 4
7 AR EF 3509 giger H|EkE
By FA 54 ny
IA]stch 232 13 AEAE
o7 fHsiglon, Ax=zd| TAlo] gl
ARFEo] WRelE ZgAxx gk AbolE, W
7he, SNS Soll fEZstlct A+ it A <
T HF, 54 9 AR $H 7IZH10~152)0
gt JRE AFstaon, AEXAHE yoz
A EH AT olele] fhE FFHOZ AMEHZ]
R3S gk EF Aol HoskA] oot
ojelo] glom AAER] HEol| SotA &
UeS Aottt oA FHoE2 Fe
2o g2 A+te] Fofstact. §E2 SEA
2270 A8 Y8S 93 "ote WA A3
7}71 A" (self-administration method)& AN}
At =7 3504 HEA] F EAAAHSHAY
Ztgzol| FAIsity WHEE 2659 HEAE
ALt & 32485 2T fFazioz A5
o} 1 3, 25798 921(79.3%) and 67HL o
2H20.6%) F7 Atol™; 1~538] Ax= FA AH
Adol Y WHES 157308 7P B2 Al
A HEE UERII(48.5%), TS 402 6~10
3= 112%934.6%), 11~153% 459(13.9%),
163] o]AF2 109 (3.1%) 0.2 et

fl
o X FI-II IO
o
o
off
%
x,
o]
N
>

—

rlo mjy B oot

K

I

[> Hor 4> e

32. 83 &3

ojtjo] AAIO|AMELE Kilgeret Romer(2007),
o|F At AF(2009)2] AT AMEE EE
2 A5t o]22(2015)7F ATtof AEt B
< o] AT FHo 9 4 d Helsto
JAE H&(l = Ag oty ~ 5 = wj¢ 1F

~

o o0

Journal of the Korean Applied Science and Technology

T Tl
gatth 3) ARE weA gt 4) oE 2e
% 4 gtk

ujtje] F7e WELQO16)7F AT AFET
£ o @70l Bad] Wi 54 2 Beksiol
57 f7AE Ax(l = A9 o ~ 5 = uj$
a9 4o TSt Ax2 FAS
AHSE 5 1) ABAEB) EE he AFAS
o L7Ae Hed 4 9t 2 ATAE) E=
e ARAEe] odo] 1ol o|ANY LA,
3) ABAE) EE ohE AFAS0] ] Ak
sojgls A 29tk 4) ATAER) EE ke A
3750l AL ofdisin =7 & st

sltlo] shAE AT oldo1e] AT
o Agst BEe of el BAo WA 54
9 woslel 5Y HAE AE( = A9 okt
~ 5 = Ul agthe] sgEgez PASA
Yot AFske Az ZA ldel: 1) 484
o, 2) el Fastel, 3) 747t 9le, 4) 92
Asle] asit, 5) ozt 9l

3.3. AI=Q| EtE e} MEE

249 2z o ARG = (construct validity) 2}
A E X (reliability) & A5t fls =i=zj9a 3]
Adpalat 157k A8 248 Q1R g
I Cronbach's o5& &3 Uz JdBHAEAS
AASHATE AR Yo IACIAHME, =Y o]
T3, =2 mdo] 712 5 3749 aqle=w
Axlo] lom ZF Q918 4~57) B Eglsta
Ak <FE Do vehd 998 AdtoA, F 13
Mol BFor Ao 75570%2] dEgHo]
= Aoz Yehdtt. Cronbach's a& 826004
8837k2] {lAJsf Aol FES A=ET} e A
oz ey

3.4, X2 Hal
o] AFONE MCN ~Zzgs ARAES
of 3 A=RE SPSS 26.0 FAIZZIHS

Tge] BAokATE 24 el nrd S48
o}
]

5t7] 9fsto] WITRAS AAISHATE gAA
A4S AAste] HEEE  gelstglen,
Cronbach's ¢ AAFE AAste] AFHEE ZAbsH
Aok ESF AEHTARAS AAste] HEEEE
AsstRen, d7Hde A5 s A%

Fo tob nidh oft
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Table 1. Factor analysis and reliability

wulto] 29 Ade] Axzn|to] 744): Hre] AA|AHES} F7e] g

I

5

Factor Item Factor loadings Reliability
Val3 .849 181 217
Val4 .810 195 214
Media Value Val5 .809 242 181 914
Val2 .800 .269 .204
Vall 740 171 .349
Eng3 234 .836 272
. Eng2 .288 .827 261
Media Engagement Engd 104 815 301 .897
Engl 417 .688 232
Emp4 237 392 122
. Empl 401 147 117
Media Empathy s 226 514 694 869
Emp2 .285 440 .676
Eigenvalue 3.890 3.384 2.550
Variance (%) 29.926 26.030 19.614

Cumulative Variance (%) = 75.570
Kaiser—-Meyer—Olkin Measure of Sampling Adequacy = .923
Bartlett's Test of Sphericity: x2 = 3191.407, df = 78, p < .001

Val: 0lE]o] 7141, Eng: mltio] QACIAWE, Emp: mlcio] 57

Table 2. Descriptive statistics and correlations

Variable 1 2 3
Media Engagement (1) 1
Media Empathy (2) 14T 1
Media Value (3) 562%* .640%* 1
M 3.347 3.633 4.047
SD 1.047 .863 152

**p .01

4. @7 Zm

——

41, 7|1 SH 9 A 2o

I 29} o] MCN AX=xHEE A HG2}E0]
o1z]st= Hlt]o] ZE(M = 4.047, SD = .752)°]
7V w2 BHaE By, ooz mgo] ¥
ZHM = 3.633, SD = .863)°|glem, 181 H
tjo] QAAPIAHEM = 3.347, SD = 1.047) &
o2 uvebgth ATTARAA A ntjo] Q1A o]
AWE, T 9 7hx] ko] AME BE A
(H)9] ATTAES el Qlow, »nE ¥4 7t
o] ATAA o] Agghe] 7472 Yeht

42, 718 S

MCN AIZzHEEO|A Q] m|t]o] QlAo|AHE
77} wte] 4o nlAs GFE FHeH] 16
AARAE At & 3> ATHAY,
mltle] QIACIAHE(R = 562, p < .001)7} ]
tol 7Rl A9 &= mAE Alz et
ek, wetd 744 1(mlde] QAo AWEE H]t]
of ZHAlell frefet A FFE mE Aojrh

e =gl
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Table 3. Relationship between media engagement and media value

DV v B SE B t
Media Value
R2 = 315 Media Engagement 403 .033 .562 12.181%***
F = 148.375%**
**p <.001

Table 4. Relationship between media engagement and media empathy

DV v B SE B t
Media Empathy
R2 = 558 Media Engagement .615 .031 147 20.151%**
F = 406.082%***
**p <.001

Table 5. Relationship between media empathy and media value

DV v B SE 3 :

Media Value .

R2 = .409 Media Empathy 558 307 640 14.927
F = 222.817%**
**p <.001

MCN 2Zzggolde] nlo] AAolqde  mlcje] 7xe] 344 Jge A Aow
O] e WAL G e A st oldd AAL fe3e00e Bl
AARAS AN GE OO AMelNAE,  BRE ARl AAARNES} AAe] e
wlejol AACARE(S = 747, p < 00D7F 0] WIAE FR% SSlolsks A HHOH2018)

gol gzl A(1e] FFe HAE Acw e
et webq 74 2(uHe] Aol AES nlY]
of el o3t A AL v Aojhe
e =it

MON 23250149 wlele] g41o] wele)

el alAe g FE] e AAEAe
A5t (& >/] AT A AE, o] 27
(B = .640, p < .001)°] wlEjo] ZEx]e]l H(+)e]
AFE vxE AoR yehyth wetbA 7HE 3
(mgo] FL vgo] 7] FoJgt FA el o
FL 01 Zelthe A= =9k,

5.2 8

M4 1014 wlFe] QAlolAMES} mlHo] 7}
Ao PAE 7T At wrol 01711 1A e}

O] AtollA AHLe] QACIAHETL 754 7}
2 eF #HA ThA o] G vvke Adet 3t
Ao dxgt. 94142009} AACNAHE
7b S Faade] mAle FF ATl A
2}o] olAlo|AHMES} F1 7o G-oulgt Ak
& Ao sk 9EA 20100 wdo] ¥

GApe} olgxte] Wish Ao A AH|FA o T;L7_:1‘
stA Welskal Qe FASHHEA g3l mE
R I = B A L e
L ] L 4 S i o P oo bl R R B B
gHo] getolA 2 4 Qlkal sPHA AR}
o] mjt]jo] QA PIAMET} mlt]o] 7}AE Eol:
g 7]1o9e 4 ot sH9ich olgst dutE &
A MCN AXzHE QIAO|ZHE FZo] =
olA&E JlA7} Erhn olAlGhtE AL oF &
Atk ofFA wlto] QAIAHME £ ]

5ES Y
AWK 7 uldo] AAe] Gge AW
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Sl QAT MCN AZZHE0] ZA9ols %
d A4 Qe AR dBe Fal ARl <
AGARES el olzte] 2t wlrefel 7
FAE 7)olP 5 LS sHe A
3 gk FRHoRE AFAE

_/":

A

mO[l

o
=)
bo
ol
o L

===

BEel H BUT & 9= B 5 I w&
SAEoF & Aolm, olo] thobg A7 aeme
ol 57 shel 74T Hr} folg ARE A
BsHe 5o ke Aol o|Roldof T o]
o}

744 2914 wlEle] QAlelAMESE nHo]
4o BAS T 20 el AN

Aol ol AL JFFE A= o=
btk oleigt Axte edlat 982018
o] dfolA Hiser FejooleH QA o] H
EZb 28 g3l foldt 93 mva g
Aot 2L F5E 20159 tAE AEF
g5 Faro] T Ao AACIAHE &4 o]
Tl e mRivhs Aet HHoR U
g ARE Fol MCN Az=ws A

%1}—;—91 njt] o] 017%10111 E7F godss 1
E _T'_71-_ 1_7]] 7]] E]r;]-_
AS & & Aok #HAEET /5920152 mid
o AAIAHET} +7*°ﬂ o)t FFe WAt
I shEA AR A e STl
o] Wstrtal sk Hltio] QIAlPIAHE
oF mjo] e PAIE mlto] A OIAHE]
gt Hefel e AF40] FELF o]
THoNE FFE HHTE o] AT A= A
drge FHgoz HE Zo| egsirt wkA

MCN ~AZzHE A2 A] o] gat5o] A7|E A
gohiA Ay AA, dEold 58 &Y &

AEF =S sjof T Aotk 1w AHA}
ABAe] A FelAHeln HATHOR
SET AT 5 YRS sl U8 BAT 5
QUEF Sh ek mAlstol g Zoldh

744 39140 mlcle] gt ulte] shxe] B
2 e 23 o] Bl ultle] 7o) 3

A TS A AR U ofet
A= AAF 520159 BY 1AES iy
oz o Aol FHAel ZHAel SAHAY] 9
F= vAd= Adet Pohling 5(2016)9] 9+
oAM Fgel 7Hel Fd= mints 2et 3t

Adom Axd. ol Ans FAA MCN
AEEWE ARA] Bl obdss Y
of i HE B GABHE A & 4

ofl
oX
e
32

ojtjo] 22 Alle] ARz0]de] F1A):

o] QAR HE

DESDIEL

st
~J

o}, olg Axel sty Han¥t Hwang
(2018)9] AFolM T Fzto] 7kx]o] FgFe mA
ot stk AAFAQ016)L duE HxE 2
olfe A" T THE7] ZRAEo|A AhAt
3l9] FIAE Al &M FEE T UHAE
o] Altiet w7gstHAl Zix|et Fate] WRRH A
A & AAskoh &3] mido] Fat
njto] 7hx] Rok=s thE g9 E AAATE
Zrotr 7] JlEo] iAo °}74]7} Uee Aot
o] A9 AWE dwt3lstrloll= FE7t TETh
O Estal o] A AME JHAA F
235hH MCNoj|M o] Ax=274712 FA 5= nly
o]9] ZFAE =ol7] HslM= A= mHo]

o tiet 3= =/ I4sfior & Aeltk. & A

ol A zHrE AFA el AHAEC] TS
%@Q 4 QlE2 sl TR HoEo] mAig)

75%1422 MCN AXxHEE o]8x12 o}o]
= UAPIAHE A5S TF &2

T ZHAoldS oA Eojli=uirt AAAQ] 1]
Hol] 7o FeFe mXnal Hye Zo] It
A= ¢k B o] ATl T8 AARol=t w
o o] oM FAo 544 ARt
H WeEs AAste] A Ao 2l
oty & & glrh. & Ao o A+
wofell A AEA AEEHIL e W S A,

i
rid,
i)
rol
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