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o], SlolEe} PR White & Peloza, 2009)+=
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Dillard, 2006)7F &4 ol9r& o= nltof k=
o] ol A2t Fagt HelE g}l v 8l
of R 2 2201 € Akt 9 mltof
o-g YefollA wAH Mkt
ol A= Hlt]o] o]-g=e-
o= et ],

7|5 WA R 2] A3} w3 EAof| A m]T]o] o]
&= T2 thFolof 5h= o]f= 714 3o
Apo] 715k Tt Q142 AlA| 3 K= wjt]of
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&(Lee & Kim, 2010) 52| 35 2ol v|A]= &
A7} AL Ale}, o] o719 HE(Lee &
Kim, 2010) TV AR - 720t =eht A2
Aol 18 SFE ool FAA ArkE
FURICH e AP G A2 o ol g
S QIS AT SR, et A4
F(Yoo & Jeong, 2010)= AHFEE o] 85% 3
AR Bk g} ol L0 Lol mubl &
% o] oo x| ofake BASIT, o] AT
52 ujrfo] o] gago] 27 SlolE 7|3 Fo] 5 v

<

Journal of Public Relations, Vol.21, No.5, Oct, 2017 9

£ Y5 Akde] miAj= ante gl EA1e o
83 S AlE = HollA 29)7F Qi
AR o] AT AAE mt]o] o] §5F WS
715 3y 91ek T 2lo] AR At AR e
et o] g71ek %
s dies FEnld FA%
o] AR] A oFatof| thgh 7| o) teof mlA|= JF
A EGk=T], T AT B et TV Aol
WEPE, E i ARF a1 22 T8l A Rko]
s 75 oert EoAle A skt
SEA|TE mlt]of o]-ggF e Hele l# gLk
i} ?*ELOHH e At ob] 1e gx] ol} E
Al

J2A(Lee & Jeong, 2011)220
El:_],]- X]—E'.Hﬂ /\]7_55]

mlo

r—o
ol

eefelo] @ﬁw 2
QAEY o] §0) FIE HFHOE A AT
B8 Al Ao

oleie A% 4 23] o] & ), ulclo
ol e wele 713 Q1] A3 A Fk HAjel A
% 50 wolo 2 theld "avt ok, el A
R3] m]Ejo] o] AlxhTh 5 H]Ejo] o] AzH
o] ¥ Zashths 418 AA7e] Aol 278 ) v
tlo] o)g-2 mAMR T Walske Ba
o] i}, E3] -etel wA| olgo] Fao] WA
AT S 7RIS TV ol ekt eyl o] g%
o Ausislel nltfo] o] §o] ofRke Abwni
7/4\01 Z1 & o]—E]-_J__ ,L]—E]—tﬂ- 2~ Oh:].‘




715 ol A4 5-8449) YA ARt o pE
A 0] B 710l kD S, 5913

ol 5 5491 20l TR S04 vlclol ol
AlBtE L S, wetd o] AT
ot 7 1] A3 S gl e
olgeo] ojwlt olabg sh=x) B 1} Tl
FAHORE TV o §at el o o ) )
tlo] 99 ol gafel ujel 71 wlxIxe] A3}
AT} of @A TheA) trehsA] 43 Alolch
olifel ol ulgtom ATEAS Ast o}
ot ey,

A=A 2: 7% AH|XEe| MIBX} Z it
= D|C[0] O[Sl w2t CHEA| LiEtY
ATEH 2-1: 7|12 HIAXIE Het

HIAIXIE et
A7
2H|XIe| M3Xt &

k= QUEH O[S o et CHE 2| LIEFE Zd217?

OII

ATEH 2-2: 7|12 HAIXIE E

=TV O[S0 et Ch=2| LIEFE Zdel7t?

F AH|XIC| MIBKt &

r

HTAER| 3: 712 HAIXIE

|'o|I

ZAH|XEe| MISKt S0t

= 2=21 AU 0|0l w2t Ctt=A| LiEte A

21712
1T e
A7 LAt Ex}

o] e 7IH AR L] AR AXE S

P 2=kl Aede AR ERele) 717 3
o] Fro] GA7E Els B 715 olgrel wil
H AHY A, S ult o] o] &gl w2 A3Ak &
= s—mﬂ ot} 7] QlajA] M-Sl HEE/Y
) X TEPHl o8 (32 1Bl o83/
W %Eibl o1& X TV Ol%%k(lﬁ*%TV o1&
[TV O S 2 o] Fofzl 2 x 2 x 29] 8%]
AAE AAISHAT

] Holot =3
Algof| obM] A 2ALE B3l A A=E= AL
83 7|5 Q1] Aot HAIAE 7Hdslct,
ATAES A A=E A4S St A 3l9E
Zal dlolaluirlel] &/dst=|o] Sli= oF 13007)
o] 715 HHQl F 7H W2 H|FS AHA|Sk= of
- Ao dide) 71RE AR At Al
ilzﬂ. RS QI35 7= 7| HAL A1 A Foke
& dgo] ope} Aks] FEAIE A%t 71REA] ©]
£ 5ol AlElH o8 vl Sl e] Auprt 4
= 5 vErd 4= Qs AL Bok) A
Ao diro] AF WribEe] AR A
oL n|tjolE FolAfNt A o' {3k 4= 9l
131 Folzel7} RIet obs-2 915t 7]
5 FAR Attt A e 27t
AL Gl AV T3t 7o) FEHo R dR FQ
B QAR 2] AtE el w Al
= ofolEo] o Hs] Wyt ol 7HE A
el FoRrE)7t obg oA PUS AT
7] A8 T8t ol 59| 1t E-S 2| A
FAR Tz 715 wARE A ok AR 7



S AHlE0] ¢ 715 HARIZE 715l gk &}
A1) Asl, B, oA Aol drht Feke A A
MR -SH8IAAL, B 715 HIAIA7L R AFEEL

sl B, SAF Aol drh GFke nlE Q1A

A== (Appendix 1) #a1),

715 AR Y es (e R =5
HeaEdl 3 BgE9
HAIR| 2} A Al 2
oz ANE F P7HAE2] 7] 5otk
s} ok AREo] S 717 HIARIE AR
off 7]5of] gt As7t ofw e ZQ1A] ol thgt A
of SEsH Het, HgE2 715 AHRle] H4E4]
02 ARERE= 1000E 7|Ee R Ho] AEA
13 == I o] oAt AHE 4= Ao] Fdst
Tos] 8002t 20062 HE-E ARE A3t
o}, o, BEEY] =il B30 2A48E S
sla}7] 9lsto] EAR] seAtol| whet 714 H = o
27| A 2¥sl= aH)AL Al 2]Ql T 7FA A T(Park
& Lee, 2013) & A12f5l0] & BEES 8%, R
2 BFES 21%E2 2ABFATH (Appendix 1)

Wi
s
i

A
-+
30,
rlr
ol
e
rlo
Hi
rlo

Urol

> N
o o

off

>

f

— M
o

Y o

o

o

S
HrN

2

Journal of Public Relations, Vol.21, No.5, Oct, 2017 11

g FAL} HARE 715 2 EEY oA
A 5 o= 73 HAAR JAASHIAHM =
3.92,r= 13,22, p < ,001), = WA=, 7|53 7
H|R10] BFE-S 717t 89%%} 21% & A|AlSkaL AF
A AL Z7AREC] ANEE RaES dtzlo] 9
TR QIAsk=AlE AT, L Aat AP
ZA AL 21%9] REES 89%2] HaE
Ho} drhar QIAskelon o] Zfol= {F-oJu|sk3d
KMo ngs = 2.59, Mye nge = 4.03, F =
14,46, p < .001), AP A A3} AR A
o A=EE AAE 715 wAR] AU 28} g
ES A7 oJmriE QlAlghaL whdsto] &
2] A Al=E= ARSIt

Jn

]
e
re
H

N
it
e
)

—

HoLe mE I Hclo] o) g

oltt, HgE2 A3 AFEl HaEs HAIsH]
2 B E(89%) I W2 HEE(21%) 2 8}
Frt, mljo] o] g5k A FrolE2] IEU ©]
STV oS 5 FL=E Lol =59
P& o 8= Agt AEUl ARG AITHE) I}

N

HE)T TV o8 ARHD) S FHEsto] Hol=s
SHTh 7S] 3 FE2 vt o] o]8- A
)& o] 491 33%%} 8191 33%E 712
2 uyol(UHUITTV) 9] 2(fE) ©f-8 ekt A
() o8 e IF2 = itk

o] -] F& Wl A A| o Higt A3A &
I A1AR2 ALt o] 2A(Chung & Lee, 2012)
O] Aol M AR Hr=E ol85te] 1) 715 HIA

.



o
[¢]

12 7|2 A Q10| M3Xt S0t

r

Table 1. Measurement Items and Scale for DV
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Table 2. Experimental Design and Sample Size per Group
Independent Variables N
Conformity High Fundraising Rate (HFR) Low Fundraising Rate (LFR)
Internet Usage High Low High Low
290
TV Usage High Low High Low High Low High Low
n 65 29 23 40 48 16 30 39
Table 3. The Perceived Effect of Charitable Messages on Self Versus Others
Variables Mean SD t
PIM1 4.76 .76
2.77**
PIM3 4.70 .81
* p < .05.%% p<.01.*** p< 001
Al o1 6541 1] Hid 6167 0] 22kl e B2 39. 7M1, HA 133(45.9%) 9, 14

Hofalalrh, BREL A2F el 52
QIEIYl o} 8833 TV o 825 m]rfo] o] A

D)= 7oz A9 33%2t 3h9 33%n o=

Aol

919l

3ol QlEfY ol 4 TV o83 Wl 2kt T
(#9) o1 Qe A(E) ol Yo T1EIL

A}, S 1EoE R HUl S ol g Y
130TV F2F o8 Feh 1241, 12]aL QI
ITV 57t ol etk 7272 24 giitof A A2
akgit, mlo] F2F o8 At 326785 Al9jskaL
Z 29079 SHoll et +A Ak Aol AMS-

shoich Rutel MRS ¥ HEAS T RS

__1

= 15778(54.1%) > 2 LERT,

HAEM S

(P7Hd 1) 2 71+
g 7% vAA7} Rl ARl A) R
o] 71 Zol2tar A2 ARIA(ALA £3h & 4
S8Rz Aotk o1& sl A9 7He] PIM1(7]
- wAAZE ZpadeliAl 71 gl ﬂif‘& Zlﬁ)ﬂr
PIM3(7 4+ HIAIR|ZE A3ARAIA 7%
A2l Batika mﬁj

HARE et AP} 8

Eﬂr—”'

Ak, B4 An 713 AR S Rt Al
Qirh Ap4lo] 71wl A|A] 0] GRS o
Aelekal gl

[e)
Wo| 'S

o] Bgle] Aol fojulat



o
[¢]

14 7|2 A Q10| M3Xt S0t

r

R M1 = 4.76, Myms = 4.70, p < .01).
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Type 11l SS df MS F
Fundraising rate (A) 6.29 1 6.29 15.73%**
Internet Usage (B) 4.35 1 4.35 7.88**
TV Usage (C) .20 1 .20 .37
AxB 1.53 1 1.53 3.83*
AxC .23 1 .23 .57
BxC .00 1 .00 .00
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Table 5. Descriptive Analyses of Conformity, Media Usage, and The Third-Person Perception

Variables "Ugg;’t TV Usage  PIM1 PIM3 TPP (pfﬁ 2 (PISI\E/)IB) (TS}',DP)
High 4.94 5.12 18 1.11 1.03 74
High Low 4.44 4.75 30 1.31 1.29 68
4.80 5.01 21 1.19 1.12 72
HFR
High 4.95 5.18 23 91 79 62
Low Low 4.71 4.81 .10 1.14 1.12 55
4.81 4.96 15 1.06 1.02 58
Conformity .18
High 4.29 4.39 .10 1.30 1.33 68
High Low 3.52 3.68 16 1.26 1.36 82
4.07 4.18 11 1.33 1.37 72
LFR
High 3.99 3.94 -.06 1.27 1.22 61
Low Low 3.90 3.62 -28 1.21 1.16 77
3.94 3.75 -.19 1.23 1.19 72
-.02

Note: HFR: High Fundraising Rate, LFR: Low Fundraising Rate

<+—» HFR 4 -=¢LHR
0.50
High Internet Usage Low Internet Usage
0.21
d‘;
—> 0.15
0.1 ‘\‘\
0.00 Sso
\\
~\
=% .0.19
-0.50

Figure 1. The Interaction Effect of Internet Usage and
Fundraising Rate on TPP
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Despite the increasing ramification of crowdfunding charity projects through online platforms,
research on charitable campaigns has paid limited attention beyond traditional emphasis on
message-related characteristics and personal traits. Based on the assumption that
perceptions of opinion climate may affect individual participation in charity campaigns, this
study aims to apply notions of third-person effect to campaign research. More specifically, this
study examines the impact of fundraising rate as a clue to opinion climate, on individual
willingness to donate. Also, given that knowledge of charity beneficiaries depends on mediated
experience, this study has also analyzed the impact of level of media usage, including both
television and Internet, on TPP. The results show that, when exposed to socially desirable
messages, consumers tend to estimate greater influence on themselves than others. The
results also suggest that the third-person perception of crowdfunding for charitable causes
is strengthened (positive belief about others’ participation] when the fundraising rate is
presented as high and among groups with low level of Internet usage. Theoretical and practical

implications of these results are also discussed.

KEY W O R D S crowdfunding, charitable campaign, third-person effect, fundraising rate,
opinion climate, media usage

* First Author: yyongcho@gmail.com
** Corresponding Author: SOC 310, Pusan National Univ. Geumjeong—gu, Busan, Korea (yhoim@pusan.ac.kr)
**% ych1023@pusan.ac.kr



	요약
	문제 제기
	문헌 연구
	기부 메시지의 효과 지각 편향
	여론 지각과 기부 메시지의 효과 지각 편향

	연구 방법
	연구 설계와 절차
	조작적 정의와 측정
	독립 변인과 종속 변인

	연구 결과
	본조사
	연구문제 검증

	결론 및 논의
	Appendix
	References
	Abstract

