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Summary

Image has been shown to be an important influence in the selection of
vacation a destination, but most researches have focused on static structure of a
destination by examining the relationship between image and behavior, not on
its dynamic nature by investigating the influences on its structure and
formation.

The purpose of this study is to discover the influences affecting destination
mmage formation and the relationship among them. In order to accomplish this
aim, this study will include the analysis of such detailed areas as forms of
stimulus(the type of information sources), tourists’ socio-demographic
factors(motivations), and evaluation image factors which are intervening
variables. these include affective and  perceptual/cognitive evaluation image
revealed by the literature review of the influences on destination image.

In order to test the above-mentioned destination image-formation model,
this thesis assumes the following four hypotheses:

Hypothesis 1 : Affective and perceptual/cognitive evaluations which are
evaluation image factors significantly influence the overall image of a tourist
destination.

Hypothesis 2 : Perceptual/cognitive evaluations significantly influence
affective evaluation images of a tourist destination.

Hypothesis 3 : The type of information sources used significantly influence
perceptual/cognitive evaluation images of a tourist destination.

Hypothesis 4 : Tourists’ motivations significantly influence affective

evaluation images of a tourism destination.

To test the above hypotheses, 246 persons living in Seoul and aged 20 years
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old and over were surveyed. The hypotheses were tested through path analysis.

The empirical findings of this study are as follows:

Firstly, it was proved that affective and perceptual/cognitive evaluations,
which are evaluation image factors, significantly influence the overall image of a
tourist destination. However, the effects of perceptual/cognitive evaluations on
overall image were much stronger than the effects of affective evaluations.

Secondly, it was found that perceptual/cognitive evaluation images, such as
the quality of experience, and value-for-money, and environment significantly
influence affective evaluation images of a destination.

Thirdly, the hypothesis that the type of information sources influence only
perceptual/cognitive evaluations, while tourist’ motivations influence only
affective evaluations, is an important distinction.

In a short, affective and perceptual/cognitive evaluations, information
sources and motivation significantly influence overall image of a tourism
destination. However, the effects of perceptual/cognitive evaluations on affect
were much stronger than the effects of tourist’ travel motivations. It was
therefore proved that the intervening role of perceptual/cognitive evaluations

between exogenous variables and overall image can be validated.
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o ol A2 BREOE ofn|A AFE MY AFANe] 2AY EFEHE FHET

MEFEo A ol2x Ratx e AAo|g),

-

_I

25) Ibid., pp. 191-209.

26) Gartener, W.C., “Temporal Influence on Image Change”, Annals of Tourism
Research, 1986, p.637.

27) Gartner, W.C., & Hunt, D.J.,, "An Analysis of State Image Change Over a
Twelve-Year Period”, Journal of Travel Research, 1987(Fall), p.15.

28) Gartner, W.C., op.cit., p.207.

29) A 3%, AAAM, pH.

_12_



2. BFA olvz 9 73

#3a oju Ao thyk BFoIM 71 gl PolsdA 1 Qe oA #¥L A
(Gunn)9] ®&Heh & & AL ZHolth 0 i P o] o fo wa} o]n| X
o] HAL ek Aoz setdtm BFA o|uAE f71H ovA % {FIH o]y
A2 BEste Hxg B3 oln|Ag #PPFH Auste AYsn A /7
A olu = Aol A9 e ABujAY A Fo Hrde iy =& FAH
HAEE Holn fAH ol i #Fx o g AHHY HE o] BBAY
gx el wHe £ F3n 59 ZF Ao o FAHE ov|Aod. o7
#2713 olujAE BRAF dFE wAA e b FHAHL WA 52 T 2
717ve] AA ZH ol Aot oA AV oluAE olF @RS #FA HH
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7o olu)x §8& ugoz oA TEE(Fekeye & Crompton)3l'e <1¥
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A #Eae FAHA et BFA o dis) HuAy W2 ovx 3FE WA
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7b BololE o /T 2FE ol TEHoZ ARG A Hoh q471M o
#3327t AR 5714 olvjale A an #FA viAEC o 2 Hen
olujA 5 g 7oz HrEY, o BA Az FA BAAE o FFA g
f2AA oluAE A Hu ARHoZ FAH T {71H oA & 7+ wh

30) Gunn, A.C., Vocationscape; Designing Tourist Region, 1988, p.24.

31) Fakeye, C.P., & Crompton, L.J., “Image Difference Between Prospective, First-Time
and Repeat Visitors to the Lower Rio Grande Valley”, Journal of Travel Research,
1991 (Fall), pp.10-17.
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Vacation Destinations: Application of a Choice Model.”, Journal of Travel Research,
17(Fall), pp.8-13.
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S3HAl sl Holth olgfdl oju||9] Age iujzte] FujdFAE e HEd
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olmlz9] g T Ago] disfr] M =9} Ezlo] ~(Maclnnes & Price)e © °l
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33) Phelps, A., “Holiday Destination Image-the Problem of Assesment”, Tourism
Management, 1986(Sep), p.168.

34) Goodall, B., op.cit., p.62.
35) 78t “r|dolnx] A M #E A¢", TAGE=F, . Al4H, 1992
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o #dd HAY dAMg AF 293 543 #AUE £33 onAR EAE 9
A dM 2 e A DA e 7HA, dHeln| A, HFEou|x|, Pikx]|oju]z|
& X JIdeln A% o] AN dre] EFgdt: & 5 QUry36), 9z
GA7 AFETF ALY AFol vAE Z]Ad B ATFE BFEGAMNE E37] o
DAENEHTY QAEES FHoE ATy} o|FoA g

AWH GA A #FA olm X7t #FA| Me JAAA A Fo W
Addtz Ade BT A& (Mathieson) 9 (Wall), vhabd(Mazanec), & 2(Goodall)
an EdE F9 2dol EHIUI, o, D (Goodal)e 71E9] 4w} ¢
A FHAO mE2dAE #3219 Ho d Hddo AAAHQA JFS Fe Heg o
A g ARt BFAANAFHAHE 8 F-F7] -0 A-Hr-EdAH-B %
3 22 dd9 9AZ Y o<y 2-2>.

o}

%
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pp.215-235.
%) HEE AL Tl FBE vlAE AQeldlA add e A, ot =
, A& dista diste, 1999, pp.9-10.
) SAE, BB HAT B BAN B AT AL AEL, RSt o
891 1992, p.34.
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242 Goodall, B., “How Tourist Choose Their Holiday : An Analytical
Framwork”, In Goodall ed., Market in the Tourism Industry, (London: CROON
HELM, 1968), p4.
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38) 3t & FA=EF, p.lo.
39) Um, Seoho and Crompton, J.L. “Attitude determinants in tourism destination
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20,
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choice”, Annals of Tourism Research,1990. 17(3); “Development of pleasure travel
attitude dimensions”, Annals of Tourism Research, 18(3), 1991, pp.500-504.

40) Gyte, D.M., “Repertory Grid Analysis of Image of Destination : British Tourist in
Mallorca”, Trend Workin rs in raphy, Trend Polytechnic, Nottingham,
England, 1988.
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AGunn) e ‘e wuby] A, Hxel olmx FAGAE AL #FA A4
Hol Al wje FQ 3 WA o BZI(Brokaw)E ol A7t FFol FFE 9lA
7] o]Mel 1 olu]o] FFS HAE US| FAUANE ok AL FLJH"E
T F39o E£3 ZH(Goodal)e olvlAd] G vlxE 2AEd dd obs A2
EYARS BAst3 om @ olu|A 7t A of" MEAZA FX€E
AAR s olupA gtk AMdd FEHHTHS),

ol A ol e A2E T BHAY B YHE FFT ET &

o)

HA7E 4483 ol% wges BAXNES B, Brlse RN YAHE Ao=
geld guh ¥ AME old #BA ouAE FAA st ARl F¥E v
Ae 2% Wl AR

1) g7tejr] A 82l

BRASe BHolY Faol AZAH, FEH W AHE FA wach oHAY

B ouAAT FHol B ofuE A ik 2AHA Hrlelgs F 7
A 7o FASAZ AWEGEH frEe A7l st Ack

41) Gunn, A.C., op.cit. p.24.

42) Brokaw, S.C., An_Investigation of Jewelry Store Image Structure, Unpublished
Ph.D, dissertation. Florida State University, 1990 p.32

43) Goodall, B., How Tourists Choose Their Holidays: An Analvtical Framework. In
Marketing in the Tourism Industry, 1990, pp.1-17.

44) Dobni, D. and Zinkhan, GM., “In Search of Brand Image: A Foundation Analysis”,

Advances in Consumer Research, 17, 1990, pp.110-119.
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g Ao, AFedold A7), M, e, #F, 2Y, FASE T e AT
3 AAY EAAS Ut AH QAL ZFARE(ANF, F7), A%, 44E, AAEY,
AR, B0, 2971 §3% #E #3A AN 5SS T o3 F osix 89
7 @33R0 FAH Az FFE F7] WE] FUF AT hsN MAei}
08 A4S A dte olf7t Bk F, AW EE AL o AL £ Q7] g Fo
EE Aol dia] MHHoA d Fatel g3, depM A BE MYy =& MY
A g5, AdH d{olgte AAAAHE A

FH BTz HI2F AFANME #AF Fit AZ- AR ojuA %}
HAH oA ztede Mde AAd}T Ach(Burgess 1978, Hanyu 1993, Lynch
1960, Russel and Pratt 1980). Z4 9 AFAHA £Ad g 22L& 2zt .AAH F
dedd 8 BEHT AAY FAHLE F29 ZAFY Zo @ Aol w3
Fae FAAH olvA(overall image)E 7HA YEdl, o] FAFH oluAE Hio
et x|zt ZAH ok #AH Hrbe] An AR, ol d Aale BAH=o
oA g BHES HET F, oluxd auAe deolun AAH HARAEL
AR F gAHE A4 qgHoz AAHAY) 829 A 248 FAHAGH
ZES W2 dv HY9 Wz (Dobni & Zinkhan)®e] | Pl E 4HE 4 9}
§H Azt g X|(Echtner & Ritchie)®e #3A] ojujz] 23 #Adg 37

i

5) AAY o, TAvAg e, | YHdEHAL 1997, p.320.

46) Mayo, D.J. and Jarvis, LP. & - <£did, A4 @ 2 ToqrazdAes, | $irss
A}, 1991, pp.41-94.

47) Baloglu, S. and McCleary, K.W. “U.S. International Pleasure Travelers’ Images of
Four Mediterranean Destinations: A Comparison of Visitors and Nonvisitors”,
Journal of Travel Research, Vol.38, 1999. pp.144-152.

48) D. Dobni. D. and Zinkenz, G.M., op.cit. pp.10-19.

49) Echitner, M., and Brent Ritchie, J.R. “The Measurement of Destination Image: An
Empirical Assessment”, Journal of Travel Research, Vol.31(Spring), 1993, pp.3-13.
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A5 : Echitner, M., and J.R. Brent Ritchie, “The Measurement of Destination

Image: An Empirical Assessment”, Journal of Travel Research, Vol.31(Spring),
1993, pp.3-13.

T3 oo 2 aeln ZYE(Ward, Russel & Pratt)30% “Fae 1 F29 8
gl A 2ol o8] MAMH R AAHA 7] Wl ojwAE FA JdstEte
gl ol Azt - A=A Hrigk YP& A FAE M el Aoz FEA, o]
g AFYHoRE B34 #RA oA E AFsted HBEA @ AHE1 o

50) Ward, L.M. Russel, JA. and Pratt. G., “Affective Quality Attributed to
Environments: A Factor Analysis Study”, Environment and Behavior, 13, 1981,
pp.259-288.
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51) Balogly, S. and Brinberd, D., “Affective Images of Tourism Destinations”, Journal
of Travel Research, Spring, 1997. pp. 11-15.

52) O'Neill, M.J., and Jasper, C.R., “An Evaluation of Models of Consumer Spatial
Behavior Using the Environment-Behaviour Paradigm”, Environment and Behavior,
24, 1992, pp.411-440.

53) Bagozzi, RP. and R.E. Burnkrant, “Attitude Organization and the Attitude-Behaviour
Relation: A Reply to Dillon and Kumar”. Journal of Personality and Social Psychology,
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o o2& EMsHAM, #AH AP AAH AL M2 Fzadde] Y& Aol
gt 7bA&ba, @ ZD(LISREL)E o] §3ta] $jAjutQla} ofolale] ddatdef =2 d
oxgl ZAAH-UAY AL vwsdrh ATAHN F 2 Fxadde] fle A
o2 Uehdi o84 Zwlox A ubg AAH wgE FEIE Aol HET
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A 349 FALAR FAHA dx, didely AEFe) £A6
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g8 gan QAd 929 BAAY 84F WMo s 33 KA Adolt
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49, 1985, pp.45-57.

54) Gartner, W.C(1993)., “Image Formation Process”, In Communication and Channel
Systems in Tourism Marketing, edited by Muzaffer Uysal and Daniel R.
Fesenmaier, NewYork: The Haworth Press, pp.191-215.

(1989)., “Tourism Image: Attribute Measurement of State Tourism
Products Using Multidimensional Techniques”, Journal of Travel Research, 28(Fall),
pp.16-20.
) kv, “ubgh ZATRAte] w@dolu| s} wrEe #E AT, Fddstn A, A
Ab=%, 1997, p8.
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56) Woodside, A.G., and S. Lysonski, “A General Model of Traveler Destination Choice”,
Journal of Travel Research 27(4), 1989, pp.8-14.

57) Um, S., and J.L. Crompton, “Attitude Determinants in Tourism Destination Choice”,
"#FaqdT, , W& HA}L, 1998, pp.75-100.

58) Um. S, “Pleasure Travel Destination Choice”, In VNR’s Encvclopedia of
Hospitality and Tourism, M. Khan, M. Olsen and T. Var, eds., Van Nostrand
Reinhold, 1993, pp.811-821.
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59) Fakeye, P.C., and J.L. Crompton, op.cit. pp.10-16.
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in_Tourism Marketing, M. Uysal and D.R. Fesenmaier, eds., Haworth Press, 1993,
pp.292-215.
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University of Hull Publications, 1978.
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65) Nickel, P., and A.I Wertheimer, “Factors Affecting Consumer’s Images and
Choices of Drugstores, Journal of Retailing, 55(2), 1979, pp.71-78.

66) Walmsley, D.J., and J.M. Jenkins, “Appraisive Images of Tourist Areas: Application
of Personal Construct”, Australian Geographer 24(2), 1993, pp.1-13.

67) Balogu, S. “The Relationship between Destination Images and Sociodemography
and Trip Characteristics of International Travelers”, Journal of Vacation Marketing
3, 1997, pp.221-233.

68) Husband, W., "Social Status and Perception of Tourism in Zambia”, Annals of
Tourism Research, 16, 1989, pp.237-252.
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69) Baloglu, S., and K.W. McCleary, “U.S. Intemnational Pleasure Travelers’ Images of
Four Mediterranean Destinations: A Comparison of Visitors and Nonvisitors”,
Journal of Travel Research, 38, 1999, pp.144-152.

70) Ahmed, Z.U. “The Influence of the Components of a State’s Tourist Image on
Product Positioning Strategy”, Tourism Management 12(December), 1991, pp.
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71) F.J. Engel, D.R. Blackwell, W.P. Milliard., Consumer Behavjor, The Dryden Press,
1995, p.63.
72) wHAE, TAAZRJAR | AAIAL 1994, pp.234-235.
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75) Moffitt, M.A., “A Cultural Studies Perspective toward Understanding Corporate
Images: A Case Study of State Farm Insurance”, Journal of Public Relations
Research, 6(1), 1994, pp.41-66.

76) J.F. Engel, R.D. Blackwell, P.W. Miniard, op.cit., p.33
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77) Ibid., p.198.

78) AV~ E. 2&9 ¥ - TAA F HAA, p2l

79) Rossiter J.R. and L. Percy, “Visual Imaging Ability as a Mediator of Advertising
Response”, Advance in Consumer Research, Vol. 8, 1980, pp.621-624.

80) Rossiter JR. and L. percy, “Attitude Change through Visual Imagery in
Advertising”, Journal of Advertising, Vol. 9, 1980(a), pp.10-11.

81) Ibid., p.12-15
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82) Chon, K.S., “The role of destination image in tourism: A review and discussion”,
The Tourist Review 2, 1990, pp.2-9.
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2Z}5 : Barich and Kotler, “A Framework for Marketing Image Management”, Sloan
Management Review, 1991(winter), p.27-35.
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84) Kotler, P. and H. Barich., “A Framework for Marketing Image Management”, Sloan
Management Review, 1991(winter), pp.27-35.
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A8 : Fakeye, P.C. and J.L. Crompton, op.cit, pp.10-26.
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AEEE 7HA A Jew, 2 ggog 7k - #7329 1.5738(0.11249), B3 =etaql
1.3005(0.0929), &3} - 421 1.1375(0.0813), £ - 2389 1.0349(0.0739) £o.2
e, #3357 89 FolAE ol 9289 48025(0.2528)0] 7+ & HHY
& 7hA ez oo A Q<1 30016(0.1580), E¥ - FE 1.9644(0.1034), A3 A 8
Q1 1.3928(0.0733), 41 1.1805(0.0621) o]} ).

Zt Wgreh glAtole] AanA FEE el 2AREFS gQo] FHFHy
Aisl & FEE 9ulsty, 77 ¥ E(Communality) & 24 FollA 89lo] A

Pah PA RS OB,

e

U
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<E 4-3> AZojujA] Hriale dE 2AEHY

capui| COG 1| COG2 | COG3 | COG4 | COGS | I.
SRUZ| siom |ohal - gz | wmeina| 2ot - gu oy - oay COMMUNAY
x2 | 08170 | 00458 | 02299 | -00021 | 00642 | 07266
x1 | 07580 | 02434 | 01428 | 01074 | 00033 | 06685
x3 | 07580 | 03045 | -00128 | 01569 | 01098 | 0.7071
x8 | 06943 | -00254 | 01245 | 02750 | 00749 | 057%
x13 | 01595 | 07767 | 02422 | 01098 | -0.0847 | 07065
x14 | 01640 | 07277 | -0.1885 | 00438 | -00159 | 05941
x12 | -01178 | 06679 | 03298 | 00934 | 03852 | 0.7252
x11 | 01766 | 05614 | 00350 | 02360 | 00256 | 04039
X7 0.0698 | 00224 | 07662 | 02840 | -02257 | 07240
5 02419 | 01177 | 06770 | -02703 | 02767 | 06803
X6 03524 | 00963 | 06218 | 03059 | 02297 | 06790
x10 | 01597 | 01556 | 00583 | 08216 | 021257 | 07733
x9 02664 | 03052 | 01784 | 0.7085 | -00999 | 0.7079
x4 01596 | 00107 | 00400 | 01028 | 09181 | 08807

Eigen= | 40009 | 15738 | 13005 | 11375 | 1.0349
value
BaF | 03221 | 01124 | 00929 | 00813 | 0.0739
waEar 03221 | 04345 | 05274 | 06087 | 06826 | (68.26%)
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<HE 4-4> B3E7] 24 A 84

MOT 1 MOT 2 | MOT3 | MOT 4 | MOT S

ojgt-&&| XA |oH.zg2| Agx oAl Communality

Ho
0%
e
fol

x19 0.88276 | 0.00148 | 0.11168 | -0.04633 | -0.00871 0.7939
x20 0.84134| 0.06308 | 0.08322 | 0.00068 | 0.08354 0.7266
x21 0.82401 | -0.07943 | -0.06321 | -0.13309 | 0.07639 0.7228

x22 0.75400 | 0.21083 | 0.05806 | -0.02872 | -0.01215 06173
x30 0.03923 | _0.84068 | 0.19353 | 0.05052 | 0.03918 0.7498
x29 0.07057 | _0.78850| 0.05099 | 0.05772 | 0.14523 0.6537

x28 | -0.05269 | _0.71669 | 0.24869 | 0.06420 | -0.09444 0.5913
x31 0.14636 | _0.63788 | -0.09396 | -0.12897 | 0.44908 0.6552

x25 | 00881 | 020616 |_0.74989 | 0.34331 | -0.03125| 0.7316
x24 | 006239 | 005524 |_0.71864| 0.11649 | 0.16803 | 05653
x26 | 008227 | 032521 | _0.68689| 0.36837 | -0.03742 |  0.7214
x32 | -0.01826 | 0.07671 | _0.55485 | -0.30073 | 0.36042 | 05344
x27 | 015091 | 0.4439% | 0.46976| 0.16214 | -0.03073 |  0.4678
<37 | -006563 | 0.11063 | 0.12468 | 0.85190| 0.09983 | 0.6583
<36 | -005275 | 003281 | 0.14784 | 0.76859| 0.26562 | 06870
x23 | -0.10842 | 000407 | | 0.18772 | 0.,64377| 0.17306 | 04914
<33 | 009881 | 0.13933 | -0.06802 | 027651 | _0.72755| 0.6400
X34 | 006494 | 001916 | 026360 | 023207 | _0.66960| 05763
<35 | -000300 | 000729 | 050733 | 027654 | 056193| 06583
Bigen™ | yamps | 30016 | 19644 | 13928 | 1.1805

value

A 0.2528 0.1580 0.1034 0.0733 0.0621
0.2528 0.4107 0.5141 0.5874 0.6496 (64.96%)

c

il
R
M
r)-

A3 BAUF B4

1. B39 oA ¥4

Arsol dg BEel Az AXH Hrjolu A FAH HrlolnAL 57 A==
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Z48Ax, FAY oluAE 73 AEE FAHFAUY <H 4-5>04 BXo] onz ¢
Jogd 27 347, 404, 5122 vy F& e EMHAY

<E 4-5> B3Pt oju)z] B4

ol ZYyHS Yy | BEFEEY N
x1) ARY R 3.45 0.85 246

x2) #HF7IHAA 3.43 0.89 246

x3) oA 3.37 0.80 246

x4) oFHHE 4% e | 30 0.79 246

x5) &utAlAd 3.02 0.94 246

x6) FEZ4 3.04 0.94 246

Azt QXY | x7) A HJYAFTx 3.38 0.87 246
Hrtolulx] | x8) A 3.33 0.82 246
x9) 3} 3.74 0.85 246

x10) AR B3 /3 3.45 0.84 246

x11) 2% & 4.19 0.87 246

x12) 7} 3.74 0.90 246

x13) 3487 3.78 0.79 246

xl4) 71 % 3.56 0.91 246

g 347 0.86 246

x15) EH3 < {3t 4.05 1.27 246

A3 A x16) A F3 < wjHHA | 410 1.27 246
Frtolulxl | x17) RFYyc— Hog 3.95 1.30 246
x18) e < Fuigle| 404 1.21 246

S ¥y 404 124 | 246
f]:]'f] x38) 343 5.12 1.16 246

A2t QA A Hrtolv| A 29 F AAdZ A W 7H 394HQA oluA & X1
Ae AOR yegen FARH, 3, 7HA, 71F 59 FEolM HEg o4 e
AFAG. EF AT g BAH HrioluAle oA #FAEL FHstn v
Holv] o] e Rold FEoM HIrt A Hrtstzn Ade Ao BAHAY
et AT g FAY ovAE vlEAH FL& AT Yeldm ot

n



2. 3549 4% 5+ R 2357
1) B3R 733 5

AFE #FEHANE A8 o FasiA 474stn Jde R
24, 74, 33, AA - G- w22 FES 4] FEo2 HFAE ZHSAUG. A
2o fEol i HARL 3322, AEs = 5)7 F2(3.43), A wjA
TV #3(337)00A ddiHez ¥& g BAY, A - 93 - 7230400 H B
g olate] e delide =T AF A3l gl Fxte FRAY HFL 273
2 ey, HaHor A 7t FRAAA FFHRE GAse= oz vey
O<#E 4-6>.

<E 46> BRPY f¥T 4

oj2M EYHS gz EFHEUXN N
x39) AE7te] = 3.45 0.85 246
Ll x40 7R 3.43 0.89 246

ApYe g5 (=
grde #9800 @ 3.37 0.80 246
x42) A - 43} Fa 3.04 0.79 246
Ha 3.32 0.83 246
AEel & | x43) AR F 2.73 1.44 246

2) #3%7]

SYAER Z4% AF B /o e FBANE UMY - BN FAG

4ozRE Hold, 2EdAst 1AL, A9 EFozrEe) B, ol4H 3
& Bato 48N AY, AFEAS SR, A4 Hu), e Lo A

Bg4el AYel RN AA $29 BT 28380 EA FEHRY<E 47>,
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<E A4-T> DAL BBEI] BA

olzH % EYHW S HA (EZFHX| N
x19) 2Eg 29 1Fd 4 3.53 098 | 246
x20) Yo 2HE Bojyr] s 3.70 092 | 246
x21) AA A - ANA FLEE A8 374 086 | 246
x22) A9 EZAA glojur] A8l 3.52 085 | 246
x23) 7Y JAYE 2.19 114 | 246
x24) FEA7)E ojd dg 3dt7] Asl 2.48 106 | 246
x25) 283 ZRA7 e old Rg Fo} 2.44 089 | 246
x26) REAHE TFA 171 kil 2.50 093 | 246
x27) Aulet eF§ F 2.76 100 | 246

BES||x28) M2$ AL i 11*4:% @3 2.87 112 | 246
x29) ot Z3lo} AggA Fgstr] s 3.11 093 | 246
x30) AAlel A HdE wigstr] A8 281 095 | 246
x31) Mg ol MEd A E BE 3.34 095 | 246
x32) B3 HFL Ad A vhd 2.20 091 | 246
x33) ATFEH $HS £ A3 291 1.10 | 246
x34) 2AFEo] 7k7 £ ol Al of 7}7] 43| 265 107 | 246
x35) 7Y AtgEdA qd3dS 977 A8 | 253 119 | 246
x36) 319y Abol| FA 7] 9a) 2.30 107 | 246
x37) AHA EH o2 2.26 124 | 246

g 283 1.00 | 246

AN S 290 B ouA ol

DR FAH olu Ao W MAH SHQA @ Ao|E Foprma wihw
e AAE AdE <E 4-8>F Zoh

<E 4-8>°] YegRol, AFzd td FAH olmxE ¥, AHd RAAE A
o7} gl Aoz Jehdy 88 Y, 25, HEIAF dHHE FAFE 0
M FAReZ FoHQ o]zt de A2 YERH.

|



<E 4-8> 7§ A EAo| m& o|n|z] z}o]

£ ololx|

Py | FFEAR | F-# Pt df
A 5.04 1.10
A =]
S Py o4 1 051 | 04739 | 124223
20th 507 1.34
300 5.12 1.02
of
= S | 40 500 09 0.28 0.8374 3/240/243
50d 5.38 052
TE 5.00 0.89
1E 5.19 0%
o & t}]ﬁ}zﬂg/ gg igg 7.31 0.0001*** | 5/238/243
WE 5.19 1.05
e /A 509 068
34 4.42 1.22
A2TFEAYY 4.65 1.14
NG A& H 467 1.22
ALS-2/3] A1) 5.32 1.09
Xl [e3]
B g/ AR 532 0.82 261 0.0129+= | 5/238/243
WA ZE A 487 1.01
F5 5.00 1.04
7] €} 4.86 1.28
509 o) 429 1.44
50-100%H 4 5.23 143
100-200%+9) 5.06 1.04
A =
=7 | 200-3002+¥ 5.21 0.92 219 0.0123++ | 5/238/243
300-4007HY 557 051
4007 oA 4.33 1.37
03 5.14 0.38
13] 5.38 1.06
ST | 28 49 1.04 3.19 0.0140%* | 4/239/243
33| 470 1.24
43] o] 5.02 1.36

-?—) * D<0.1 o D<005 xx D<0-01
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A4A NHEAAF

2 d39 e AFs dd +38 BEARE Jez BE IARIY
Yiza+bXi+ e ol A HFENS Fojg Y 4R s &) e Add 74
£ 7o 7 FHugo AP 4L vAE RE SHYHTE BT IAR
A} (Multiple Regression Analysis)dtgith 28ln tF3 AR A3 o FE2HoR
THE ZAERgoM Z+ 2289 A& Casual Effect)ot #3219 FA 2 o]v] A
g dAsted o} viAdFEN &S s A% - AAH HrtojuA g BAHY H
7bolmlz] @919] &g Yolrmzt HZEA(Path Analysis)S HAIAH o= &
TRYo| RE WFE FHFEA olujA 9 g 54& FRHY WM 2
e r7] A Aol

1. 3 AovA] FHRA3] JFAARA

1) g7tolu A Q3% FAH ojv|A el qF3HEY

Baxlel A7k AAH HrloluA A FHA Hrolud KAEH A
A4 olnlAste] 4ERAT ¥AST, F4uss HHo nAYL 2 SYPAS
o MHEYS Yolui GFAALHel o §HUL BPAY A% A b
vl aARA A3 vehd AW A, X - 84, oA
9920 5 8ol 2A9HFY BAH Hrlo|vAE SYAFE 2 FAH ol
uA @9le] $4WSR FoiHe] Yt A%E <E 4-9>% 2ok



<E 4-9> FAH oln Aol g wifAFe T3 HEH

R ey Sgds AT | EEA T-value P-2t
242 grjoln | 0.2994 0.0978 3.06 0.003+**
FAA | 489 A 0.3390 0.1067 3.18 0.002%+*
olulA] | 7}x] - 37 0.4947 0.1059 467 0.000%**
23} . FAb 0.2879 0.0919 3.13 0.002% %+
A4 -0.12 R? 041 F-value 2691  Prob 0.000
F) =+« p < 0.01

<H 4-9>0lA Yehd upel o] A7t AR A HrleluAE AARAE A3} Y
B A8 A 7bA - 3, 23} fare Al 7EA 89 AR A Hotolu A 7b wd
o] FAH oju o AH(+)e] FFE vAE Ao Yepgrh oq7M SRS F
£W42 HdsFe AAATR? )E 0412 41%E HEsgoy, old g {Fo4d
st FEX7F FYFE 005 +FNA FdHA Aoz FAHUG
dua+ F FAA olu|Ad Ve HE, F AAATY FLEE HHE
o A" 2(0.3390)F 7Hx| - $7(0.4947), F3F - F2H0.2879) % FAHAH Hrpolu] A
(02994)9) #Ao.2 vehdm ok

2) 284 FrholulA 25t A2A GrholvlA 2Ae} hFH AR

B A Hrlold 4L HAE 20T FYY A, A - B, B
G 2544 4% 0% 59 BBAY A7 - AXH YoiolujA Az B
257 2<o] Avks 7MY sol o]F 2AEL FYWFE sn FHY oA 29
F4u52 oo dPWAE A0 A BFAARNS F9skdn, 1 23
T <E 4-10>7 Zo.

<E 4-10>0] Uehd uhst o] A7 Ax Y HrjolujAE QAR A3} vet

o

c u

Kl

tjo
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G AEe A JhA -, #gdxd, 28 74k 2% - 289 5749 8 T F A

Age Foxz AHnd Ao H(0304N% 7HA - #73(02472), &% - %
(0.1026), °1¢EE(02047) 2] AR HrtolnA] a7 H(+)9 &L vA=

M

’

Aoz ey d714 SHusrt $5u5 ¥eE A9 2AFR? )
04022 40%E A¥stn Ax, ool e FAHE Fgkol e FEA7} 7952

0055 A FIHQ Roz $AHA.

<E 4-10> A A Hrloju| Ao th - AA A Hriolm|z] 299 g5 3ALHY

E&HSL sy B HAH S BEZQXt T-value P-24
2Ege A 0.3047 0.0692 4.40 0.000% **
A4 7hA] - 874 0.2472 0.0711 3.48 0.000%*
Hrlolulzl | &% . og 0.1026 0.0502 2.04 0.042x%x
ol¢t - & 0.2047 0.0586 3.49 0.000%**
A4 047 R% 040 F-value 1517  Prob 0.000

F)ap <01 = p <005 +p <001

3) AZt-AAH HrlelvA 2A%} AR FFH G AL

AE7te] 24, 7, Fa, Fx - G- wooh 22 AR F¥H #FAY A
Zb. A HGrrolu A ARBAI X olF 8AE] ¥

71 913 4712 AR Y fES SHPEFE A AN A% dEbd 5714 AF -
Alstda, a2 Ade

ux

A PYrioln|zl 84S FTLHEFE FYdd dFHALME

<E 4-11>°] Yyehd v} 2o
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Sgds
BRYUT  xyojje xx| . od 3|
l-_;_a:‘l T o g 1 u'l%z } R? F-value
HdEo H 1085+ 1939+ ++ 24730 = 3T30ss+ 125 859
7tx| - B 0714 .1436++ 1775+ 3264+ +» 106 6.06

F1) »p < 0.1 «+ p < 0.05 =+ p < 0.01

<E 4-11>01AM dehd vieh go], 2zt AAH Friolm g AT A3 4
Ehd 5712 89% FR P {8 807 dFIALME AN A, AL - IAH
Hrlolujx 89 F FPAZe} 2QH F3-FF, &9 - 22 7kA 2dIAE F
oatx] ¥ Ao vehd vt AFe A 8 shx - ¥ 27HA] 8AFE fe
FF 00504 frodt Aoz YEp

FH ZYPWS F AP 4 897 kX - A 8J JdEe AR, F YAASF
o 252 AHyw A - 98- FA(-037300 A A 2<dd ()9 dFgS
e Aog vehd whd, 7£3(0.1939), HEZFY xA(01080)E AE A A3
#A - 93 - §2(0.3260), TH(0.1436), AE7kel 24(0.1714), F(0.177B)E 7HA - &
A 899 Zz H(+)o] 9FE vlHEe Aoz Yepdd oo did {44 Ftdl
g3 BEA7 FYF5F 005FFAH FAHA Aoz EANHAUG

4) EAA oA 2% FFLALY BF AR
g olu A gAol plAE FPadez HAY BHEF/] A% FuU 73,
A7t AW Hoholulx a9l BAAY ZAY Hrolulx 2% FAH olv)x e

o] JFWAEZ Yolry] & GFAARNES FYsAR, 2 FFHE <E 4-12>9
2o
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<E 4-12>o) e vhsh go] BRF7] 2AL SARNE A% Uehd olg- g
Z, A4, 2952, A4, 949 509 89 F s % AoE Uehd 3
898 A3t olgk - EF 22(04485)2 H(+)9 FFE, A4 82(-0.1391) H(-)
o 3o FBL nAL Aoz Yy o474 SYUST FE5USY wHE Y
AFs AAASR e 02402 24%F AP A3, olo P FIHE Fakol
gE BEATL FA5E 00552ANN HHA Aoz BAHY,

<E 4-12> FAAH olv]A] 2A ofd th FFaAite] gF AL

E&HE s E B AT FEx} T-value P-4t
E 0.2296 0.0981 2.34 0.020%**
24 - A3 - w2 -0.1784 0.1032 -1.73 0.085*
B 0.2044 0.1108 1.85 0.066*
F44 7bA - 87 0.4934 0.1123 4.39 0.000%**
o] u} %] 23} - FA 0.2454 0.0927 2.65 0.008* **
ojgt-&& 0.2034 0.0983 2.07 0.039=*
2] 4] -0.2832 0.1094 -2.59 0.010%*x*
ZAA ooz 0.2541 0.1032 2.46 0.015%*
R? 0.4823 F-value 13.67 Prob 0.000

F1) p <01 = p <005+ p < 001

2. 7435

7 2% (Path Analysis) AR AARE AU+ 47
Atolo] #AE BAM3te 7IMoZ, AR S A% Adold. F, A
#AE Adgste AARA AN 25t gy A7y
oGS AFHEA wolth webd A2 EAMddAME AHHA A HHHA &
el ez yetd F Qe AAERE FAHAY 5 Ao 97N AHEAHE JAR
AEYAAM SHARF7 FE5EF e 43 F dAASFE Juisted duryo

rlo
g
o
o
rie
rO
2

e
rE

HU
A
rlo
Ji
£ o 4
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2 A2ENAME AAsI ZEAFIE €0 221 FHEAY SHAFS TH
Wy Alolol wij@ st EAEte A SHUS] AFst oy sl o v
FTEPE dgse Z9Z, iAbF Aloldl e AHAAE ¥ A ZHHE,
A AN dFIAFAAAST R © ERAREZREH FAT ALY &
g o A AYsta AYe 7tE HAFE d, vt R FREYAME F2A

7 FHA™ 4 Ao A ARASFE 78 F AY BE FEEYCAAME
ol & ool tFIAZZAFEYE T FBAFgolgtn FET),

B AP olgd Myt ARAT}E dotrr] A, MY FEEdE 7
Aste AW fdFE FE5UFE 1 OdFIARHS dAL, 0@ Wy

2 7 #3E716N de2 FA)e Ay ddss

Mol A4&g . 2 Az AAH Griojv| e AAHH Htolv]A &AL o]
AR Rl o dAH Adwise FIH AR FAH ovx g #AS WA
e Ao WAES d8s FA Fdste Mzt Ao @ 274 A
A frtolmxl gl =3 ZAH Hriojuxete]l #AA ol AFAF} FAHH o
oA ske] BAE wjfEr| e Pt

AaHREs dotrr] AT AR EAA o] EMatar ste ¥sE e 9F A7
of that o2l 71xst] AT 7HEHA ZERIF(ATFERD) AFE A 4T
AXLA 48 Ao &) FAE ARAF(F2AF) 4T JFHAE HEHHD
<HE 4-13>3} o

st

i
O

fuf

106) ZHHA, AR S A% AFYHE, , FHE G4 1999, pp.239-267.
107) A, A7HA, p.246.
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<E 4-13> 4FEHARAE 7Iftez FAHE 7|8 ZF22d9 Y3ga
MM
w4 - A%
HBET  eaa o a8n  BAR og
ojo[x] ofo{x| N
(Z™E'
M2ole =t 1216+ 0801 0644
T+ H 20T2exx 1535+ 0007
g a 2300 xx 1657 1937=
EE| - A3 HA - 335kxs 290 xxx -.1436+
olg- &tz 21595 x+ 1388+«
X A -.0208 -.1625%+
. &2 0420 0674
AbB|H Q0| 0195 0388
9 M 0378 -.0489
adse 2906xxx 2092xxx 1262
Jbx| - 8 %ees  2Blews  TT03ews
ztolma} 0053 -.0206 -.0004
23} g4 - 0081 18Gwes  1587ses
et 4d 1103+ 0163 -.0282
43 xo0|o|x| 1937xs 1638x*+
R2 125 106 406 411 482
F1)»p<01~p<005 =+ p<001
F2)' 2 FF2%AM JHE HA™Ho|o|X| UL EHHSTE CIFIHBEME

Y WMo F2AT(EESE AT - BAHT)

1) 47714 1

([H7o1d 1] 23X gotolo|x] 2l X2 -
#3xo FAX olojx|jof 72|t &

olo| x| =

<E 4-13>0A HX

o] B39
A 298 FAH olulxst K% wAS

A2 -

1A% 7ol

7FA 2L

..74_.

& °lo|sich

g

o} A

2913 7 A

e Aoz ey FAHo=

QIX|X ®otololxiet ZHEH HI|

o] 3 ZHo|ct.

g 7}o] 1|



AHEE 2zt QA3 Hrlolnjx A 7HA] - #A(0275D)F BP9 H(0.2092),
3t - 54H0.1865) 3 A A Hrboln Al 21(0.1937)0] FAFE 005 FEAM 79
A2ASLE e Aoz yegd E=F 27 - AAF oju g AAH o|vA R
FAE Hrtolux a9l HFH AFEFQ BRAY FHH ol 9 MF W
41.1%9 A98s 7t de gda gz, olejd dEy F 7hA - 84
29l £9 2zt- A3 Hriolujx] ae] ZAA Hriejujx] gdrt o & HY
de Aoz ey
H <H 4-13>0] Jehd wie} 2o Aue ¥ wAFs], Az - AQAH B
olu] ¢} ZAA Hrlojujx] A& FAH ojujA] WF 482%F HW1 UcH
ol Azt AAH Hrioln|x gz A HriojulA] gl oAF HdFH 41.1%
o My w, FAH ojnAE YRE o F v o dyol shest
I8 4tk o] F §o5FE 00655FAN FAY oluAd i FFyHE & 9,
2z}t AR A FHriolulA] 299 74x] - B74(0.2703)9 F#He] HF st olof
4d FHrtolulx] 291(0.1638), 3} - F4H0.1587)9 +o2 JFYE UAE RO
eba Qo

M

rs‘-'

‘
P
o
fu
i)

O

=)
il

o
P
=

¢

2) 4714 2

[A77IA 2] & Hrjolojx| o9 X2 - AKX FHItolo|X|& AFX9 &
o= grlolo|xjof Feost H2 ol Ho|ct

<E 4-13>4 BEo| A7- A A Hrtolujx 2de BHAY FHH Htelv]
A folol §o4F 005 AN Fo8 dS A Aoz uysgn F2AT
4dpw Zge A 802069 7HA - $7 202125)0] Fel@ FFE vl
Aoz tehdm BFdndst 23 44 2dd BHME FelA R R
Geha elo

]

rie
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U AR Hrt ojuA o i FFE LHRH, FAFE 00657FANA FEY
A, 7EN BT, ol - BF F71(02159)90 A EReol, ZAA HrtoluA] gl dig o
FH2 A - AAH HrrolvA] 2o #FF 3 FFr o A FHEsn

X 9 X2t - AX|H #HIjo|o|X|of F

[
4
N
x
@
_a
5
e
]
h
e
30
ot
rlo
e

SAL #FA A7 - AAH Hrto|u| A Jgg v]H Holg: NHHE HFE7]
A Aolth <HE 4-13>elH Hxo] Azt A H7t 2 F Ao A 7} -
873 8ddt F4FE 0057 FMA FAdT A2AFE R Aoz Yy, o
€ 0 7ANCR HuRd, A7t A3 FnE AP FHAEIA F 02072
7hA - 87 0.1535), A - 43 - FA(BEY A -03345, 7hA - #7 02928) 89
T 2o 25 §ofF A2AFE Holi AU 53] AU 93,
EviAel o tdolut HA, ARG R, BAIIVAA T WMFE TAY FFY
A 8L R A2AFE e Ao Yy
Zh - QAR A Hrrolw A9 A A Hrto]n)
A 8ol tiF HEYES AHRY 23 299 HRY FEL AL AAH Hrjo
PR 2 B Ao WEA 125%, 7HA - B 9] WEel 106%9 4EYL e
A2 Yeuzn Add. E=F FAH olmAd dizk AFS AWrw F3(0.1937,
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4) 47714 4

olel 2337 adxle UHE Frlolojx|of 7o

AT 4 HHE7 90 BB BAH HrolnAehe) vAE L 717
stn AEAR] 9% Aolth <E 4-13>0] YEEol wx olgh- $E(02150) F
laddgtol folg AAsE 2 Ao et £3 #3519 Az - AxA
Grholul Al aole FAA Wrholu Ao Wl 406%) dFHE /A m U= RO

2 Yetydz e, olF Az - AAH Hrieln A ale] o dy o] HBF

L

SARY o B HFS A AFo]l =it
dH #FT7] 299 #FA FAA oA WF IFE HHRY, ojg- g

£(0.1383, p<0.1) 8902 AH(+)9 FFE, A (-0.1625 p<0.05)E ()9 9L 1
AE Aoz yeryd.

3.3 a9 =4

7 2 ¥ (recursive path models)ll M AHEFHE A A2AFE 9v)ste 853
g 3AAFd pAFFEZBAF) g8 FHE + dx, FHERE dApESET)
EAets F JAUFAM fARTE T WA o2 F AYEAHE F@
A% 2o HHE AR oFd, AF8A7 57189 FAH ojujx|o uj)
Mg T8 Mo R 38 XA, Y HGrioju Afde HHAHE
A ARY FE AS8Ado]l A4 - AAAH Hriolu]z 9AL T Wi JaFuto]
At o] F A5 AT ZE dFBAE F2AFd J8 349 F Qo

d &9, A8 F 7HL AZ - AAH Hriolnx 298 Fi BAY Py
ojuj Ao Aoz FgE v ol FHo] ZAHAH Hrlolu|z] 2le wxE

-
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A EIE (0.2072)(0.2906) + (0.1657)(0.2125) = 0.12 A + Aok <2 4-1>2
dnEHe 25 A8 GFHAAEANE T 006FTAM FIF Rz YEhd
Az AZASLE BAT Rolx, <E 4-14>E ol Anans A7 9

Ag Azedelse AMEet YR 1D FARARE ANE Bl

<1¥ 4-1> Z2EY

7 w‘
2480 =l 0.2092
023 Z¥ol &
%)
<+ 0.2906
-0.3345
A
AR da A 2R X 0.1937 A X
0.1535 = 7}0|0| X| ’ olo| x|
2150 .2125
o|lg- &t 0.2751
0.2928
7tx - #Z8
-0.1625
x| A
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HX| - A5l A 20035 | -0.035 0.004 0.004
ofgl- &t& 0.214 0.214 0.042 0.042
x| Al -0.163 -0.163
PR 0.291 0.291 0.056 0.056
J}x] - 342 0213 0213 | 0270 | o004 0311
25 xo|o| x| 0.164 0.164
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& dolE sttt EF ol F 2AEol A7 AAH Hrioluj| HHH H7}on|
A 298 Az BHHeR P FAY ojv| A FFE HFHE YT
2N i A BE4E AT 2 ALY 54 sdes HAT B
3571 897 A7 - AAH FrlelnR] 8RS QAEM S AAHA FFE Z 50
Aol 2dE FEutst dHATE F3te] JHYE AT A, 10749 g

BRoN wEgwd £2o2 e TAMEY BH34E AYn Y Ao no}
Ao,
Y B AN SAE 74 pavse) WFRAL Fo BE 54 % g4 B

B olulx BY, BE7), Anste Y $87 AuH 247 AFEAY
Ho| e olulx ol2 MY AW} AFEA U Az AN HrloluHe A
Feo Add®, AQH, 23 A, 7% 5 AQH S4o] os) FFolae e
wol 394 Aoz YEi, f st hPHoln Fuze Folde 7HA
7% Hol AAHoT FHHQ olnjAB 21 Uk Aoz EAHUG o= AFE
2E BREVE BAT 2HA dADE, AAH A FA, 2EQ2S YL
5o %20 4uzor Fa¥ Aoy HHE AW 1 AS olse A
Z ootk Ed wEa] A8 Fzete AR f8dME AgHoz BA - g5
FaolA Re @e UeEd ot AT hy e RYH HEER g Aoz
A3, vlrjojol W olulx e WAL AVEn Y= Ao HrAYA,
U 2 ATdA MHE ATEES 4l SPuss 149 FHUS(aY o
FRY W@ 748 AnBACl ot 24e YA SPRss 2he) spEs B
1709 F44)2 vastetd d7s40 oa Jgnde A2e A ol
HaAFY A, BRAG g@ A7 AN Grloluj A AN FriolojA &
Ao BHA olv|Ae] YL vk ML FoHA Aoz yeon HAW
BN AL ZA 144 gAWEA A3 - AAF 54 geng o 2 49
£ AUn UAe Ao yehdth BB ojux] Ao 2ol WAESEA Xzt A
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ol 2 2] o] 2] (Baloglu & McCleary)10®)¢} R 3=l Holt),

T3 Az QA H Hrioln| x| et BFA ojujA] Ato]o] wiAMEEA FAHAH Pt
olo|x|o A hF sHHAME ZFYP A 7HA - FHLAH} FL AZF - AAF
Hrolulx] g9leo] Fo3 Aoz Yo 1y FEAY FIH Az - JAH
Hrlolujz oo} BANE F HEVFY 2AE A 7H, Fue H(+)9 IEFE,
F2 -4t s 80 B9 4% viAe Aog veud vA ez AU
E4 89 BFEVY LA Hriolv|A g BAVMAAAE o] - EEF T8
vho] A(+)9] 43 vAe Aog wezd.

Hol M FEHE AP @A onjXe aRHA FH 4 #YE
daiMEe BTN =ejgfol 71E9 A7 - AAH] ovjA F #FA9 B
A &4 2ok oplel A olnAE FAld Teisjol doke Aot £ HAH
2o AZEANAN & F AXol FAMH oluAdl dF AFAE AT - HAY 54
298G ol F Hrieoln|x 831e] A#H7 Fstdte AddA dFHUAGZ T F
Ak,

(]

108) Baloglu, S and K.W. McCleary, op.cit., pp.885-886.
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