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AFS) A A H]) A (Social Network Service,
o5} SNS) olg-Ee] o] BRI Tk, %
HEAYHATAL SNS ol §Fo] % o]%
B B4 1140 2]5hH 20153 SNS o] 85L&
201199 27} = oz AARAHH RS
AR A, 2016). SNSE F3F M2 AR
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Be) TaH WS W 201 BF ¥
of U o] FartPAl dl=7}t T STPSE
dolct FZH(Sympathize), E<l(Identify), X
o](Participate), 552} E4HShare & Spread)
o] TA = SNSfA o] AFUAlel S dsh=
W&ol =8 A,

SIPSE O A= “F3' & SNS SHoflA] HA]
AoF =7 52 & Qe A= £t o]
et Bke] HaRloR Ya A $o) o
7} A& A (Authenticity) o|tHE S, IA4Y,
2014). AAA-L SIPS mEofjr]e] 3 ?_](Identlfy)
AN E Fa7t 7] Y=, RSl 34
Sk W&ol thsl] ehlske TAollA 1ol 2
olfl Y& sk =W the dAIRL Fol
(Participate)' 2 o]8§3}A] k7] wjo|ch(ll=,
2011),

SIPS Relof| ofshH, SNS 2HFoflA 7119 7]
HUAo|dL F2F o2 AHR=0] A=A 2+
o} FERte =M T thE HAR] At FAHE

oflt
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A2]Z(Brand Evangelism)©]|t},
7FIA71(1992) = E 2 AFo|ld ofjuka
2]Z(Evangelism)& 2l =9} Av|x} A= g
ZAA BHE ofubdl#]Z(Brand Evangelism)
olgh= 7HdS ANt 2] nAE EofollA]
o] 7do] &FA3] M2 AL oY AWk SNS A
tioll= Qg2 o]al APE#Ql o] AxH|te] 71|
7F ThA] 55 WAL Q)7) el SIPS Elof A e
AH|R} o] o] 2|11 4228 ‘A=A Evangelist)’

2hal Akl Qiok(dl=, 2011),

2 AT olggh {57 Fe AHRE e
£ aclo] FoIRof tigh oJ&eflA] Al
FT Bl upAg oA 5 Hh= Jd
o] "Z1%4d(Authenticity) ©|c}, FIL PR 5 A5
YAl FopoA e AL golt BieE A

ujRte] Fojeks g He
o FF= vIA= Aol tisl $rolai; Jivt. et
SIPS EElofA] Fgho] “Au Al at Y E U
& A 9] 7 Gl LAYsk= Aol Zﬂ/\]ﬂ
ute} gho], ArYolehs Mol Hofeke Fet
2]l 3lof Tag 8<lojoh. 53] &}l(Identify)
Aol AL, F27E 5wt AdE etk
oA Ee] w2 Apo7p AT o= glon
2 iAol o) A whAIrte] aatof 3|
ARz} i‘i‘:‘r 5, & A A ARdE
I A E] o] b} o] o vlR=
V&= A E A 3t
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1) SIPS =&

7 1A A0l AnjRjeiEmdlo] ATDAY o]
o] uj=+o] A8}A} Roland Hall-> AIDMAT
= AAZEE AIDAEE oL AIDMARHS] 7
| B2 ulclol} laSo] Hat 4 gl £
ARG Al7]el Am|Ake] e 2] A
@ 4 gleleh, el QY Aol matsh
7] AZsEEA aB|R S T 3}44 Ha)s}
Rt AvyAeld A=E SEsHA J

njt]of 24 ] Wato] whet ’\HIXH ys =g
&= WSS -88foF & LaAde] Al7|HHA |l
Z(Dentsu) A= M2 AHR} 3iF 2
AISAS(Attention—Interest—Search—Action—
Share) S ANSIE AT 24 AS 2719
28R} 5o AP o] SNS2| FFEo]
g AEA was jre] gge] 2243l
HskE Rhgsl AAGE AnjAfes o] SIPS
THEl=, 2011), SIPS HElofAl= SNS 349 4
H|Z} 352 Sympathize(F7H— Identify(Z+

HooE ot Ho

K

0]) — Participate(7h)— Share & Spread(&
S/3HBe] TAR AAska g, SNselHe]
2R} 5522 Ao oheh 2w ZAol
A Qe Qg BAR S YekE,
2011),

SIPSE o|% 2220 vlejo] B4 2 4y
sk Q7] wizoll WAE, Ay A ol &oke]
Aol Aol &g 7IA7F ok, Ly SIPS
RUS A7) B4 ARIE el o 1A
oh—,} 071-4. L_Flr 2016)= SIPS E\ﬂlo] 7}1

SNSAICH, RS0| E2HE OEFdR|AES JIEE=D)?

ohs S I ol of & HAPFILAIR] 7
FuAe] 2010W T} 2015 ARk Tigt Ha
A5 AFPAL, HEAE(2018)2 719 9] SNS
25 B7F A= nielshr] fJ8) Sips 2ds &
&), o] x]¥ SIPS ks A4 o= 2hgs)
At Aastal Sl A7F A= GARE 22
Fad vAY T ArEl FAR T, F
of 7} Eofuhal Stk AE & wi(WE], 12
ol 87, 2012; E5Tf, 2010 ; HER1, 2%
3h 2014 5 QAL dA3], HEA ,
2007 ; 2R 2014, 2015 ; @A, 2013 ; ©]

LB 2015 5) SIPS ®dlo] A
AlBEaL Sl BRI} TA o thgh wbAQl 33t
h7F FAEL e Aem Bl
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T Joj oA = ‘empathy 2} ‘sympathy’
Egelo] AHgshe 2ol Sl
S8 = Q7] wiRol "l=ojlA] SIPS
298 U ), T Ho] F ofn AL AT

Aol Bt =7to] Agittal Feh(dlZ, 2011).
Escalasﬁ} Stern(2003)2 Harof st A=A

Aol A sympathyE /94 =49 54
O 2 empathyS QA2 AllE £3F F7to|gt
AL AR, oY =511(2007)2 Farof A
o] B7Jo] P01 Aol ozt Fojahe
Awaki WoFi, kol zl(2007)2- o] 91%]E]
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SEsh et AR5 1 Fade vjeska
Qs AH|Z7L gasloRt g AR=At &

9 sho] WMAlshE Aol WEk: 71E &
e S I e
TG AEoR WEgdts AojrhEl,
2011), 74 F3 Tk SNS oA B
W3 Gl YEEst AR 9 1 5

7} v ggtol7] wiolct,

(2) 2loI(Identify)

SIPS R 37 TAofA] vk o] o] 4l
AR o]3shA] Sh=rar Argritt, HHE7Fd
A= AltollA] axH]RRZ0] o | HAIA| U ZiEl
zof tisiA FaA= AL e et
Aol SIS Zh=th= A2 oflt}, A=
O] x| A1} —4@ =2 =oAL 71491 B9
AfA A12E 2d FAEY 5 (FHEH
2 AH], A %é%ﬁ—«l =717 $)E 49
SHAA] HAIA] g=8-of thaf of= wf X} AlFa]
Ak, wheba] et el wx o) s Z}Al
o] {820l 7hA ;. 5ol el TRt
W g Foll 2Hl(Identify) kil LpAlof
H| 24 SRS Z2HA] E|aL Zhof(Participate) SHA|
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E-?—J_,] zﬂ,oﬂ u:}a]- zLoq % 57} 1:1—;1/].7<1 Ao
dl&3slal o]& A|Q1}; AE7IE Utro] Al E L
A g,

(3) xtoi(Participate)

SNS AN S-S At ZAe=o 4
1ol 7 HESS s o' e 2
A18] HIEQ] o] s Hel=o gt &4
AE HA SR ol 35S SNS EAofA

71909] v, ARl el Hofsh
o] ik, Wyt opje} HAE Afo]Eof YES

7} o} Z Ao e Theukl o) 8l AS
5 A} 71910) o] Felsh Blolth
B2 7|29 AH)% W et go] ‘T 7} 7]
gJo] Hhehe 4 4ho] 254 Hofoln SIPS 1
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Holaol: Zape] vEgaelA 1 4 S
w31 oful7h A kel 23S 27] gtk
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012 < AR 71 odaElo) 2, Al ol
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(4) 28/28AKShare & Spread)

SIPSO| A= ‘BhaF o] 3#)s] =3} /fdo|),
ST ol %, RIS Slal ATIRE o] ) &
HIAb= T A7F St AEES A5 A RlojA|
4 UlﬁMi %—%3}4 i}, ey 27

912 T YT, Like 5) 5= Zolt}, of
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ol FHurFolt BHte] ouli= oS A%
Sympathize — Identify — Participate —
Share & Spread?] TA7} 7l REEE|HA 33}
she ABARE(ER)0] 7Iskaaor Sdid
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gQlef 34 g47F Hrk(dl=, 2011).
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Gilmore, Pine, 2007 ; &5, o|F 9, 2013).
Leigh®} Shelton(2006), Alexander2} Nicholas
(2009) Fol A4 7MdS BHHE TofA
Agom, Biie 7S tbA Rl E Y
off thA|= Fofskar ek Z/de] det Hale,
AryAlel A 2ok A= A g Y o

SNSAICH, RS0| E2HE OEFdR|AES JIEE=D)?

=
rlr
[
&y

ek 017 B 5 2= 2k v
2 U 4= ok SR, 19700 e B
AAS HRES} 2n)RSo] F]ejshs 7]¢je
27 opel AYS s o= @946}

Aol AARARYANA A

_H
a3

G}
AL A, BE o) Ak 17%4J(CEO
A9, S, Bl £, dTA), AElA
AR 2, @44 A1), REsAkt
3774, FE9A T o= Fxslsqih A
B, R, R 2014) 2 BAE) 14

YU flo
ox. :lEl Y
2 —_\% o
23
poe o
ol (o} ox.
N
o oX
2oox
( N,
R
= 10 o
(2R
ol oX
ox X
F{JE
o
R

ox,

lo

fru

41 e
if

fve)

of
o o

=2

o
i
2o
Wi
&
10
g
o
ox,
re
{12

=) =

(RIS
o
2,
o
|z
=
i
o,
i)
2
=)

et
r2
e ©
1
i)
¢ Ar

4

22
i)
32
o
o
or rlr
i
-

OFO 1
(2 o

(2013)= SNSE 3H83)
of tf3ff o] &A}=0] =7l= %

ARG A TAIZIEH= 1S Sl o] 4d
3](2014)= 7]1¢1¢] SNS9|

K
=
S
L
£
S

ok

X
ox.
o
[l
rlg
n

ok
ox ob U ofi o

= =7 ZV“HE 7199 3FHAE =
Alzigithe 2 Tk olA" Al gt
27] AF-50] Biie oA A4S i

a5
2012 ; 285, o18™

2013 ; o|4E, 3], 2014 ; 2T, AAY
2014 ; A8, RallA, dslgh, 2014 5 A4E
A, o] 29, 2014 ; 3174, AH, 2014)

2813201748 1€ 152) 77



(

o
|
£
I
o[d
o
2

o
> o
oS
filo
©,
4z
ol
Kl

N
©
b
T
3
%

==

ox,
‘b’ o E ox
juim)
oK
¢

N

(B
i

&
Q.
iy
iy
o

Rl

r

e o o mx X

£
)
L ox
ox.

flo

3) Rmolo| mz wa

L ) A} FEo] AuAE

of osff Frdrk= HolA 71Ee] ujin|tof
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= - ThEh wheba] Z2of e A

Helof| w2 Ay Alold mael wet 45
JEAO RN AnfRof| FESIAL I
of, ZI&A, 2014), SNS HollA AR o] thst
At A 5 shhs 7193 Gt Rk, A
Helof| wg Jut ol 5 ¥sl= Zloft, ofof
o UWEAQl 2 s, 7199 HAA] Ht
aBfREe] A7} B =gt avs e A
olg} AL XTt Peak, Hove, Jeong, Kim(2011)
of A7-AT}, F3E Y AR disiAl= 7]
At S27F AR HAA] ZE &3 2pe] 7 -2
HSHA] Qe Yang(2012) 2] o] A8 /ol
A A1 71 d7ke] AH A it At A= Z
Els ?\FHF Ash= Fal HAA= HiiE B
T g vA= dl Hhef 7]do] Hoh= Fal v
WT‘E HHE o} JHufjo ol FIkE vAl=
o2 YePdo =M b ofdil= thE
o] IS HoF7|e g,
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[e3

SNS AHEY Fgof gt E o2 AR
A K29 JQ]H X%-‘?—*j ST S AEY

1B

A3k gt Aotk Chuot Kim(2011)2 SNS
Wolla] auR7} AlEit w2 Au o g e 4
SRR JEO disf o A=Aom gAlste=
AR Holn Z8olgFw el AL vk
2, AlGeat 2335H2014) & Hlo| AR A AH
H2 15—*301 A5 FFE v HEd

| EHT0UE A1 Aelio) 7
A et aele] A
W -2ole JAY2014)L o]k
S ok Alglo] 4l 49 Aol
wapr} opsha sk W7ok 719j0] AT v
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Zboll B 2lit i ejm=of 3lof o7t
ofulshA] ks 2Ee AU HiEe-et o
4E(2014)2 A AR S0 2 [,
A, Aol SN Aol B A(H)9] 99

O

Aw g 319 Holof whE ARl
ol T AYATES AWHS ©f, SNS 3
Ao) EAAF AR elel mhE mvH= oby] Bulsh
Fol 70} Aol e gl

5 qbo] AEAgo] EAEH Alow Bl

(1) dHM4E0|2(Construal Level Theory)at

ARR|™ 7{2|ZH(Subjective Social

Distance)
Aol 2t AR A At it o] &2
AR aas A9 ¢ e 8 ES AT

3f =t sllA)4===0] = (Construal Level Theory)
<= g A wg QAR S s Y 24
o 2 S Ao th et o)2ol
o o7l ke Aleld Ads a4 A7
(time), &% (space), AFE]H(social), TEZ]
(probablity) A2l Lpvker], S8 Apzolet
stelehs Hel 27k v Aol el 4
91 A high-level) A1) o] o]o]A =
Bajolm 24K Ang Nels, el
ARV} TPhe AL Aol S91 A9
(low—level) 9] sfj4]o] o] FolA] A|¥-2]o]al wiz}
4 AdolA] ug Aes) ek Aolct
(Trope & Liberman, 2000),

iAol 23t WE A= AHA
2ol et =ol5o) tieidole), 43} o]
T(2013), & A715](2012) 9] H-E0] Al

™o M

SNSAC, 22{0] BHE oz AES Ol=i=7}?

o=

2 Aelo] e A5 059 4T A
Trope} Liberman©| A|A|8t 40| 29] U

S} R, F2o] 248 44 vjdo] B
o] QT 71 ek AAES Ak
ol gk, olgAl, Ao, §45(0199
S AR ARzl W Aol A7
Aol Wt A12)rh G skorRle, Af
A Agjgdo] 7k A A A A7) 7k
5 2Rl A AR 2 AFEE B,
ols} o] 7| ATEL A1 Aol
A=A o Bt 3, Ao TojFQl ¥
Frhe 2] gz Sejsh Ak,
A8l 2014 5 AR, ASA] 2015).
(20142 SNSHOIA ] A8 23 &
] L anRie] gikof gk mRith=
A5 49
il—t— a20ds WEY ATy AEA
2 HuAel A58 Aigio) ke
49 o e ASmapt Uehtel, a4 Ae)
o] e A S ET] G T A0
2 ARl AEYA AlF=e} wiAA] W2l
sab st Ane At

v

o

—

FNm

Al
h= ]
Ao

=35 A8l Fol 7H 9%

18
ﬁ_
>

(2) MEX|A2E((Persuasion Knowledge
Model)at HHQ| Az|E
Friestad2} Wright(1994)+= =84 WHe] 4
2|2 Wo] 7]A|9l ‘A5 %]4] md(Persuasion
Knowledge Model : PKM)' 7JdC & 552 3%
Mol 22 AR A2 P A, 454
Amgolq FBste FR3 227} Guel w
oltty, FUZ HAAE 2Ae sk HEY
ol ufe} Al2|r} el o] wet A A
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A9 JaFelel= Apol7k WA 4+ 917] wfo]

CHHovland & Weiss, 1951), 9bA] o33t 7|&
=2 tAlE Rl ARl A5, AlEE

Y ol ¥ & A58E Hvgal =4
SICHAIYS, 248t 2014 ; Chu, Kim, 2011 ;
Aed, 2014) et o] s AsliAl
A Arks ERE PR @ sRtskA =W
A Ae7ke] Aol tiet g5 A=l A
& Folx|aL QJtKIyengar, Mcgrady, 2007).

o] J&oll A axH[AFEoA SNS9| ST
% SQSAAL QUe, &HAL tiSEo] HEE v
ZWetar Adshe oehE 3st7] ARt
ojth, M7t AlWd FR o) A==} 52t
3t Q)& Whd SNSEh= A28 ujto] g9
A AFR)A ARjRre] 77 AJQle] gt A= 9
EX7F oML Sl AoltH A, AEA
2015).

Eol| tigh Add4E2 Fol FEAL 4l
2| =of AFS]A Azt %94 HRlEo] A5ait
P T AU AT, 2Ry ARl
L 20 whet 11 Avks vEA YR 4= Slo]
Atslslr) ofef ] Helrh eyt @zedl <l

|

{

.

’

A WAE 23 HIEH AR dH sNs| =
A ] E, Abg] B sl ks
77k AQ1e) A5 FEgFEol A AXIL 9=
Aol ZAE Y. ol Yg-=3} oA A5
A} ofapizel YL RIths AuH Zdzﬂ

_4

S Nej v, PRl e ula} Fojz
ol thaat e Fhe] Alg,

74 2 1 T =Rl ol T et AH K9] Hoe

7k 21 1 ARLZIOIE TEgE Tie!

"
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I
£ Solf Eolah ml| Ad|Xte] FoigZ(ofr

2B THel &% o &2 Zoick

=7t

PHe 22 1 Il TN BB 2 e N2IIS Sof

Solet ], AHIKQ| FHoZEOIRRIZ)2 T

Th 22 MBI RS ot Bl e H2IS Sof

slolet i, AKX HorEOIRFERIE):2 T

4) HeHE ojHPdE|Z(Brand Evangelism)

el Ee Q) 7 EmolA] St £uA
golct, 717 |(Kawasaki, 1992)+= 19] Z|A]
{Selling the Dream) of|A] o¥FAE]&e] 7fgS &
4 SfolA] SFgalo] 4ot Bal=e) Tl
Agstgion, BHait HEAKBrand Evangelist)
2 5} vl AWol Zel=o] Ak} 3.0 u}A]
2 AXGC}. ©]5 Matzler, Pichler, Hemetsverge
(2007)+= AF5AF HAHE AB|RS At o g 4AH]
X}_J on/d 7H1ﬂ]—A vl = Oﬂ?(—hl]— EEHE ]u}
Ae]&o] WAl et AF A Fol, o3
I HelE Go] Bl oubdelEe] JFe
o ESE Scarpi(2010)= A
U E oubde] St E%‘: oz} Zof| cht
ASA A5 AR, o] dollAs BEile
eSS 4 vHAIE o= FoFTh 2ot g
20K Tetsuya Honda, 2007/2008)+= {Influencer
Marketing) oA 7HQ1 Q1&FA 2] F7of o
o et QS Foflom AA| vAE AR
o A= SNSO| QIEFUA B2 Fagt Fok=
ARERRIES
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SNSAICH, RS0| E2HE OEFdR|AES JIEE=D)?

£H|XLEO 5

T QH(STHL) (BaTA)
ARLIACH Y A= st
- gEHE MTA}
M AN L >  (Brand
Evangelisl)
AtelE| FEA
J | I
Sympathize Aty Faricipale
(a2 1y oms
oA BEE ofgbdlg|Eo] ofgl k= of 3F 7fele] Al¥e ZQ A oj7IthMatzler, et

72 WA gk Aok, et 22 Aol
ofet =ep7} chioln] AR ol A
nEsohEas, wle, ol 2014).
% 2)(2014)7h 201Ap2] AT HA ofuiale]
Fo| ¢, HAS BB A FEYE,

UH QOH HO]E} SNSOﬂ/\ﬂ 2HAHE
Kol vl A4 s v=9aE st o)
o0 BYE ol 17 22l Rt
L Jihdel] wRele), Zlehirl092) s Bt 1
oA TR 2S A A2 o7]n),
ofgiet ol theth A th7 kS 85k o=
= oHFdlg] A~ E(Brand Evangelist) 2]
ol wR ol e e ] A}
AR 59 o] 87 4
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A F7IA] SNS g ol 9] 4xH|2} YF g3l
SIPSE 2 3fo] T g Eo] tigt o] 24 uj
73t A ATE AL 0] w2 7S
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The Era of SNS, What Makes the Brand
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The media environment has seen a dramatic change for the last ten years. As

passive consumers have become principal agents of conative information
delivery through universal usage of online media, corporate marketing communication
has also changed from simply passing on information through mass media to a situation
in which a wide variety of factors such as online media must be included. As the SNS
has become a ubiquitous communication platform, more fundamental structural changes
have been brought to the marketing communication industry.

The modifications to the existing model of consumer behavior became inevitable due
to changes in the media environment. Emergence of the online environment brought a
new model called AISAS, replacing the basic consumer behavior model AIDMA used
widely in the ATL-oriented communication previously. As “attention’ getting is becoming
more and more difficult in the SNS era, a new consumer behavior model called ‘SIPS’
was introduced in 2011.

The model developed by the Japanese Ad agency Dentsu emphasizes the importance
of getting consumer ‘sympathy’ in the era of SNS, and proposed a four step model
consisting of ‘sympathy,” ‘identification,’ 'participation,” and ‘sharing & spread.” While the
SIPS model eloquently explains the importance of gaining sympathy, however, it does not
explain the mechanism through which sympathy is generated.

This study proposes the perceived ‘authenticity’ as a mechanism of generating
empathy. Specifically, we categorize authenticity as communications authenticity, performance
authenticity, and social authenticity and looked at the authenticity’s influence on the level
of consumer participation through a quasi-experimental research. Specifically, this study
set the concept of brand evangelism as the dependent variable. In addition, the influence
of the message sender or source on brand evangelism was examined by manipulating
the source as either a friend or an expert.

The result shows that authenticity has a positive influence on consumer's level of
participation. Communication authenticity, social authenticity, and performance authenticity
all affected brand evangelism. Contrary to our hypothesis, the influence of the information
source at the identification step on brand evangelism was not significant. Theoretical and
practical implications are offered at the end.
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