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Questionnaire

Dear sir or madam, welcome to Jeju.

This study is being conducted to identify relationships among
Brand equity, Preference and Loyalty of Tourist destination. This survey
consists of the image and the brand of Jeju island. Your assistance in
completing this survey will provide invaluable, confidential data
pertinent to this research topic.

The data will be used for research and statistical purposes only.

We kindly ask you to participate in this survey which will help us
make your future stay here even more pleasant. It will be conducted
anonymously.

We greatly appreciate your assistance.

2008. 9

Researcher : Kim, Yong I(candidate for doctorate degree)

Tourism Management, Cheju National University. C.P: 011-699-3301
Advising professor : Huh, Hyang-Jin

Tourism Management, Cheju National University.

Tel: 064-754-3133

% Below are statements which refer to your visit to Jeju. Please Mark
v/ the number which corresponds to your opinion.

B Your visit to Jegju is  ( )times.
B The number of days visiting Jeju is  ( )months  ( )days.
B You came to Jeju with
@ fraternity/community (2 alone(on business) @) friends @ co-workers
©® family(with kids) © family(couple only) (@ others ( )
B The number of your party is @ Less than 10 pax (@ Over 10
B Your trip to Jeju was organized by travel a agency. D Yes @ No
B The purpose of your visit is for
@ rest and relaxation (@ business @ leisure & sports @ learning

(® honeymoon trip (6 excursion/experiencing culture (@ others( )
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% Below are statements which refer to Brand Recognition and Service
Quality of Jeju. Please mark +/ the number which corresponds to

your opinion.

contents si':rongly disagree |neutral |agree strongly
disagree agree
I am acquainted with Jeju. @) @) ©) @ ®
I can tell Jeju from other destinations. ©) @) ©) @ ®
I cap egsﬂy imagine Jeju as a tourist D © ® @ ®
destination
I cap p.romptly imagine Jeju a tourist D © ® @ ®
destination
contents st‘:rongly disagree |neutral |agree strgpely
disagree agree
Tourist facilities employee and local
residents are friendly towards tourists. @ 2 ® D ©
Experience in Jeju is attractive. ) @) ® @ ®
In overall, experience in Jeju in familiar @ © ® @ ©
to me
p;l‘iléip to Jeju is worth every Euro/dollar D ) 3 @ ®

¥ Below are statements which refer to cognitive image of Jeju. Please

mark +/ the number which corresponds to your opinion.

Image of Jeju st:,rongly disagree| neutral | agree ol
disagree agree
Jeju is convenient for shopping ©) ) ©) @ ®
Jeju I}as high quality D © 3 @ ®
accommodation
Jeju can be easily reached. D ) ©) @ ®
Jehu has diversity in nightlife. @ ) ©) @ ®
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¥ Below are statements which refer to emotional image of Jeju. Please
mark v/ the number which corresponds to your opinion.

Image of Jeju (Sit;;n:lgliz disagree|neutral | agree st;;);egely
It is pleasant to stay in Jeju. @ @ ® @ ®
Jeju is exotic. @ @ ® @ ®
Jeju is safe for tourists. @ @) ©) @ ®
Jeju is clean. @ @ ® @ ®

#* Below are statements which refer to Brand Preference and Loyalty on

Jeju. Please mark v/ the number which corresponds to your opinion.

contents sl:,rongly disagree |neutral| agree stz 57
disagree agree
I'm favorable towards Jeju. ) @) ©) @ ®
Jeju provides more benefits than other
1 @ ) ® | @ ®
destinations.
I prefer Jeju to other destinations. O @) ©) @ ®
If T had to decide destinations, I would
i o @ @ On| @ ®
choose Jeju prior to other destinations.
I will often visit Jeju. ) @) ©) @ ®
I would like to recommend Jeju to
, , @ @ ® | @ ®
my friends and relatives.
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% Below are for general demographics. Please mark / the number which

corresponds to your opinion.

B Your gender is @ Male @ Female
W Your age is ( ) years old.
B Your year household income is
@ Less than $20,000 @ $20,000~$40,000
@ $40,000~$60,000 @ over $60,000
B Your academic background is
@ High school or under (@ College/University
@ Graduate school @ Others( )
B Your occupation is

@D student @ office worker @ government official @ self-employed & housewife

® primary industry(agriculture, fisheries, forestry, etc) =~ @ others( )
B Your nationality is ( ). And You live in ( ) city.
B How much did you spend in this trip per person ( ) US $

@ Thank you very much for your time and answers.c»
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ABSTRACT

The Effect of Brand Equity on the Preference and Loyalty for
Tourism Destination based on Market Segmentation

by Yong-yi Kim
Department of Tourism Management

The Graduate School of Cheju National University

As the uncertainties in the tourism environment are increasing, there are
rising interests in ‘destination branding’ as a mean to secure competitive
advantage and become distinguished as a destination.

The purpose of this paper is to theoretically study the variables of
destination such as ‘destination brand equity,” 'destination preference,” and
"destination loyalty” that are core concepts of brand management and which are
currently gaining much attention in destination marketing field, and to verify
the structural relationship between the identified ‘concepts’ in order to provide
implications of destinations.

For that purpose, a survey was conducted on 582 domestic and 367 foreign
tourists from the major segmented markets (korean, english, japanese, and
chinese speaking tourists) that visited Jeju island during the 15 day period
from September 30th to October 14th 2008, and the results were collected for
statistical verification.

The following is the summary of the empirical study results.

First, from reviewing the structural relationship model of brand equity,

preference, and loyalty of destination through documentary study, it was found

- 146 -



that the routes of the study models and suitability of the models were
significant.

Second, ’concepts’ of brand equity such as ’destination recognition’,
‘recognized quality,” and ’image’ impacted destination preference’ while
"destination preference’ impacted 'destination loyalty,” the deciding variable. To
elaborate on this, out of the "concepts’ of brand equity, 'recognized quality’ was
most influential in raising destination preference, and this preference acts as
the medium between brand equity and destination loyalty.

Third, after reviewing the validity of the study model routes and model
suitability by segmented markets (Korean tourists and foreigner tourists), it was
found that in case of domestic tourists, all routes are significant, but for foreign
tourists, the image of the destination does not affect preference of destination.

Fourth, in terms of segmented markets by language, 'recognized quality’ was
evaluated to be important and analyzed as an influencing factor on destination
preference for both Japanese and Chinese speaking tourists, but recognition of
Jeju island as a destination was found not to have meaningful influence on
destination preference for Japanese speaking tourists, whereas recognition of
Jeju island as a destination had influence on destination preference for Chinese
speaking tourists. As for English speaking tourists, there is no meaningful
influence by all three "concepts” of brand equity elements.

Fifth, in terms of the number of revisits, other than the fact that the
"destination image,” which is one of the important brand equity factors for
revisit market, does not have meaningful influence on destination preference, all
routes of first-visit market and revisit market were found to be significant.

Sixth, in terms of types of tour program, recognized quality of a destination
had more influence on destination preference compared to other factors in both
package and FIT markets.

Lastly, from studying the routes of models and suitability of models for each

segmented age groups of tourists, the image and recognized quality of a
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destination was found to have significant influence on destination preference
with people in their 20s or under, and all three concepts of brand management
had statistically significant influence on destination preference for people in
their 30s-40s, whereas only the recognized quality of a destination had
significant influence on destination preference for people over 50.

In conclusion, in order to enhance the value of brand equity as a destination,
there is a need to adopt a strategic approach that reflects the characteristics of
each tourist market segment. That is, as the brand equity of Jeju island is
insufficient, the core element required for branding strategy will be to enhance
the quality recognized by the tourists. Also, as Jeju island lacks effective brand
equity for foreign tourist market, it is vital to promote the island’s image by
internally enhancing overall service quality as well as externally put in efforts

to improve the recognition level of the island.

- 148 -



	Ⅰ. 서 론
	1. 문제 제기
	2. 연구 목적
	3. 연구방법 및 범위

	Ⅱ. 이론적 고찰
	1. 브랜드와 브랜드 자산의 개념
	1) 브랜드의 개념
	2) 브랜드 자산의 개념

	2. 관광목적지의 브랜딩
	1) 관광목적지의 개념과 유형 및 구성요소
	2) 관광목적지 브랜딩
	3) 관광목적지 브랜드와 관광목적지 이미지
	4) 관광목적지 브랜딩 모형
	5) 관광목적지 선호도와 충성도

	3. 시장세분화
	1) 시장세분화의 개념
	2) 관광시장세분화의 변수
	3) 시장세분화를 위한 통계적 방법
	4) 제주관광시장 세분화 관련 선행연구

	4. 국내&#8228;외 선행연구 고찰

	Ⅲ. 연구의 설계
	1. 연구모형과 가설의 설정
	2. 조작적 정의와 설문의 구성
	1) 조작적 정의
	2) 설문의 구성

	3. 조사 및 분석방법

	Ⅳ. 실증분석
	1. 표본의 특성
	2. 변수의 타당성 및 신뢰성 분석
	3. 연구모델의 적합성 및 가설검증 결과
	1) 연구모델 검증 결과
	2) 연구가설 검증 결과

	4. 분석결과의 요약 및 시사점

	Ⅴ. 결 론
	1. 연구결과의 요약
	2. 연구의 한계와 향후 방향

	참고문헌
	설문지
	한국어 설문지
	일어 설문지
	영어 설문지
	중국어 설문지

	ABSTRACT


