


T |
87l 24

X AlA
s

HJ
[

£



1. 2t0|0{E O|C|0|a &

- AYUXLE 9Bt Mu|A

\./\/ et



storyfunding

kakao




=

- A

100

=

r

OF

A0

HZ AfH|

10| AR T}

A
o

)
=



-

1.4 A& =&

CH =

7| 7l

A 7| 71

HI

A E R

H ol H =

PWYWEEO| HE= QY AtO| E (www.ohmynews.co.kr)

20133 82 ~ 20154 7€ (247§€)

: 201749 38 2 5708 (WE82M 7|ZH)
. At= O|0F7|

PN EXpLER B2 J|AF 37970 (4267H)

MLl - SX[g Z[AF 4170, ZE[SE 7|Xt2| 7| At 674

| . M2



A0

r
| >
B
0x

O

2 HOf| Ml b OA| ArEo g AlRIot

(7] 201l 3ol H53 WAL, L 2tpie] A Bes

1M HSE 7S

0/3A 71X 5017 0/ Izl

=48

b S 20|

201 EfO} ZHEOICH

MS2l A%, HolA 32| y= Uey

71M 79

EER

|
olnX X%ZE |

|

|

|

— |

| TOjRICt Au[Zt 200] 20| ¥

ok

(



B
Rl
Ok

),

&
S
) & Q -
o o - o9
B! S = S | &% )
oh ofl o1l & <> )
r Kd KA 9 8 g
0 | W o N M 2 5
E S E 3 I
o 2 S a m = £
E T B0 s < o <
B oo 1o KO a > 5
nd OF N 00 3 S = -
o
Kkl
i K& T
> B |dkzT | * | XXX (XX
10 = 3o o Fo BRI H|IN NN |33 0FX
PR EB | RERCARN | &r A KR IHRU grogr gr (7o 51 OF
orobRIE | @ minr | KK oo of |RO & 5 &O[ RO @l O | < 10 O]l
o olnioll | ool | M T F = [R0or ol 7| It Ko rlo |oF & A
-~ N ™ < - ™ E S e T I VI TR Nl IR oV o I oV o) V
70
oF
- %0 0
Ly J—
wl o " s * | K
Ar = i 50 %0 El
o =3 N oF & S
= = < < ) <
~ o [N ~N K DN
= o ™ ~ 7o) o)
N
IF o o
— 3 B
2 < %
oh| N




E PSS E=)

FAT )42 5

SHO| T3 FAEO

£ g2 HoE 20 |
-

Al
ok

off 2|ArZ2°30] G2k O
JE OIS ROl A

Of AME

k

E

Xl

d



-/
2.4 PSYCHOLOGICAL DISTANCE

1. A2

2. XX 72|22l
o AIZEH A2|- AlZEe| Tk b, Of2)
. B 2| - 2 /8l 9

. SEXN D - =L 3E s ==

el e - Lfeh 22 B

nkel
S~
m

O
=
I
M

H
nkel

o JHSH A2 - g S AHH0| 2H 2o AHED A =

« A=5 A2l -X|= 2|z / dEH K=

A
N
Il
rr
djm
o
Sl
02
|0
Hu
I
m
(Il
<
A

Al

ek
K

E



-
25 XME ol vs XA X &

XZ o=

=8 ME|A0| Ciol =718 2l 7tA S X[ESt2AL St QAL

aZicl s a5 AL MEEE 25 (HE2 9, 2017)
074 2tE0| MH| A ZH0| nAo| pojo|=of Fs O|ECH (Ha

AEH X2
2H|AZE 7HA0| Oiet 2= 29 dS 7L e B8

2 H|XHOf| Al OftH et 7t 0] Tt 7HO| = 2tRI0] BlE

AH|X7F AA R 7HAS A2 Johnson and Cui, 2011)

' \/

= 2/,2016)

Al

ek
K

E



~/ . 24 42

HAN T N XE, MHl2, HE 52 PHots S4E 3

I

2420l 285 2Y, MEOILE ME|Ao] MMAHQ! 7tXLt 285 B7t

OrAH & =OF0 A EO| AHE = 7|8
=4 orelrzl =28 LiEtHE SRES At

—

B0 Ciot Wotet 72 Sof TS EXo) B (0[HS, 0|27 2, 2007) <



o SH

=
(L

eyl
KK
<

ok
(0]

o]
%0
4r

%0
il

gl

vl

<

7} CHALO
Hedel Al &g A48

4

INE
(@)

KO0

x

ol
1
10
xr
i

0| ™2 et al. (2007)

210t2| o 4




- ;

NEHO|.X| £ Az

IV. %'jT-E-{

17|AHS 2.0l01F xt=4 3.7t54 4. 7|3 5. 7|AFEM 6. L2 FAHd £

——7|E ot A= |

NEo g

7|AFA =, O|OfX| At=1t 7t=d £d0[ K| 22| =0

-1 O

I 7, 7IAF A £80] K|

2o
A0 7
&

=

=

—

A0 St 0l

o
g ZF X017t A2l G RAKX|EE O|O|X| A= £-J0] X|=

-1 71 O

R

JAHE  g.0aiE AE A

3.7t54

-.—T‘%\_Z-‘E

o

7|\

Tle s

o0 O B2 des 0l

5.7l AFEM e UERANY



V. 891 24

<l
—t—

0
4r

ol
K
[all
IH

ol
K
<+
o

-

7| At M=t Z[AF O[O X| &2 Z[A}

ik

2. 7| A FI Z|AF M ep €2 ZIAL] M 0|1 A

100

=
10



V.dE ZHAAMH

X
(=]

%

Pay What You Want Pricing Model=

=

2 ARE H

H

o

=
o

=

K=

~

ANEX 'Ol E S22 SHIE MH[A0| et
7S,

S mE= o

Al X
]

5.1 _A|ALH

MH T}
I oR
8 5 o
ol 8% ol
Ki 1o e
K M_ |4
pl D ) =
TR Ofn i
S5
o X[ ™
M_o Ki 82 T
of o ol
Ko o0 g O
= |L =
T o
=0 el ol il
Ne 20 M
ol Jol T =
= ok
= - m
Wo ﬂ 54 @l
M# rh o &l
a _l_l _HL ﬂA:ﬂ
ol =i < T
& K ~ ol
o LT ol
Kl o El
LA_W ol gg O U
< T KON
ol ur 3l



-

‘/OHNSON, J.W. & A. P. CUI (201 1) REFERENCE PRICE ANCHORS IN PAY-WHAT-YOU-WANT PRICING: HOW DO CONSUMERS

CHOOSE WHAT TO PAY2 JOURNAL OF ARTS & CULTURAL MANAGEMENT, 4, 109-127 2011.

KIM, J.-D. & C.-U. HEO (201 1) ANALYSIS OF CURRENT AFFAIRS AND ASSIGNMENT OF REGIONAL TOURISM ON THE NEWSPAPER
ARTICLES USING CONTENT ANALYSIS : THE CASE OF JEOLLABUK-DO PROVINCE. JOURNAL OF TOURISM AND LEISURE
RESEARCH, 23, 493-512 2011.

MARSH, E. E. & M. DOMAS WHITE (2003) A TAXONOMY OF RELATIONSHIPS BETWEEN IMAGES AND TEXT. JOURNAL OF
DOCUMENTATION, 59, 647-672 2003.

PAIVIO, A. & K. CSAPO (1973) PICTURE SUPERIORITY IN FREE RECALL: IMAGERY OR DUAL CODING?2 COGNITIVE PSYCHOLOGY,
5,176-206 1973.

HIE & ST (2016) ZHYSNS E0| MH|A A F AL S44F FOI2 =0 O] X|= S (MOBILE SNS
CHARACTERISTICS AFFECTING RELATIONSHIP QUALITY AND PURCHASE INTENTION OF AGRICULTURAL PRODUCTS : FOCUSING
ON ONLINE COMMUNITIES). & Z & X S+ 38, 157-182.

datrt & A2 (2010) A Al =D AEEMZO| 7| AL ®A| XHO|Of| 2tot At EIref A1 10, 39-72.

U2 s HiTiet (2012) HHAEQ| HO| & Mot S Qo 7= FRO| A2t} /X 5 0/AFRI8HA 7 12, 31-40.

dE22 & dE5 (2017) 2 BF HAME S UAZLX[F QJArb R HO4 2| =0 O|X|= B A/H/2E F8/8/A), 18, 1-
22.

AM=9Ql (2017) ME|A 7% 2|2 O|AFZA (PSYCHOLOGICAL DISTANCE, GROUP NORM AND DECISION MAKING). 8F=2/2/8}
BJA: ALS] & F, 31,103-123.

FY0H (2012) 2SOl 22t FAAM = ME20[7|2t UETE. 2F=2ES 2, 56, 114-140.

HAET|ARS] AT - MY WIL MEH LY, HEES0| 0Ks 98, 7Y

Mydo o
for
1z
~
o
o
S
|_
i
1A
hr
|.|-|
>
[}
o

0|2, O| 21t & =& (2007) 22t 2HIXO| HAXOQIE BM gt ALA 2515/ X/ 12, 85-98.

H2H (2015) 72 TE2XO| HA0 Chsh M2|& 2T ZH (NEWS AUDIENCES’ PSYCHOLOGICAL PROXIMITY TO NEWS -
FOCUSING ON THE VARIABLES OF EMPATHY AND COMPASSION). J/C/0f Z X 9f 23F 13, 60-103.

u\/ e



