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Recentl there is a continued discussion about the need to change the
yl conventional advertising effect models as new media technologies

such as SNS are widely spread. While 'attention' was the key mechanism through which
advertising effect occurred during the age of mass media, many scholars claim that the
role of advertising is to acquire 'sympathy' because it has become very difficult to get
attention in today's social media environment. Although theoretical discussions about the
importance of sympathy are plentiful, there is a scarcity of empirical research on the
effect of sympathy and the antecedent variable of sympathy. This paper proposed and
examined the effect of three independent variables of sympathy, and the effect of
sympathy on subjects' purchase intention and WOM intention in the context of Multi
Channel Network that has received a heightened attention from academics and
practitioners alike. Our analysis through structural equation modeling technique found
that the perceived 'expertise’, 'entertainment’, and 'usefulness’ of the MCN contents all
had a positive effect on the subjects' sympathy with the content. In addition, as
proposed in the SIPS model, sympathy affected purchase intention, and in turn PI
positively affected WOM intention. Theoretical and practical implications are offered.
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