creative
commons

C O M O N § D

OI2Xt= otele =2HE 2= R0l 8ot 7S

o Ol == SH, HHE, 85, Al SH L 58 = U
o OIXH MAEESE HdE = UsLICH
Ol HHES del SR 0|8 = AsU T

MNETEAl Fots BHEHNE HEAIGHHOF SLICH

o 7lot=, Ol M& =2 MOISO0ILE HHEZ2l H<, 0l A =0l HE= 0125
S Bt LIEHLHO10F B LICH
o MNAEAXNZRE EE2 3IIE &2 0lE ZHE2 HEL X ZSLICH

AEAH OHE 082 dele f12 W20l 26t gets 2 X ZSLICH

01X 2 0l Ed = 772 (Legal Code)S OloiotIl &Ml kst 23 LI CY.

Disclaimer |:|._'|

Collection



http://creativecommons.org/licenses/by/2.0/kr/legalcode
http://creativecommons.org/licenses/by/2.0/kr/

i 3

n

(LS RE S

RBEEER S

PN SN

2/

20134F



o] Fi = BULE M LEMy o= st

20134 2H

RS BOGEE FEEMY fmcs aRHES

FhERE
% H
% H
% H
% H

YIPN PR

20134 2H



The Effect of Authenticity in Cultural Heritage
Tourism on Tourist’s Satisfaction and Loyalty

- Focused on Hahoe Village -

Eunkyung Park
(Supervised by professor Byoung—-Kil Choi)

A thesis submitted in partial fulfillment of the requirement for the degree
of Doctor of Tourism Science

2013. 2.

This thesis has been examined and approved.

Department of Tourism Management
GRADUATE SCHOOL

JEJU NATIONAL UNIVERSITY



}ﬂ %%...".".".".".".".".".".".".".".".".".".".".".".".".".".".".".".".

1. ﬂ?g’l uH?é

"

T 2

o

X

I

1) FEBEGAFO] T orrerrreeseesssseis ittt

10

O] ZPU E B Q] ceenrni e

3

) ek

2

22
22
24
30

9. BBFOAFTITFO) A 8] FUAA coererssseessssssssssssssssssssssssssssessssssssss s s s v

=

o] i

puze)

O

s

D

43

43
49

=i
=

4= A

2)



57
57
60
61

)

o}
N

1

jpuze)

Ao
Cn

jpuze)

0

</

65

CE:ELQ /}__jﬁ]

1.

65
65

67

153 RS =N [ (R TR =1 S 7 B OO

S

2) AIAE SRS = A

72
w79

73

75

77
7
80

3. ﬂ:erJ }_}\]. /}_iﬁ]

82

82
82
84

E
=

1. &9



o

2. SuFY A4 R By 2

87

88

w992
92

o

94

No

105

T
g

A

+ 105

o

o

=
g
<
iz

108

=119

it
eyl

119
123

125

125

%
pR

129

139
140

ilg

3. 7|&

—_—

X
pR
L

144

iii



91> B EGAFO] TEET] ZJ O] rrrvvvvesssmensessssssssssnssssssss s 9
2-9> B3 ATl MY W B8] 11
2-3> EFFF Aol T BF TP Q e 16
04> FFIO A 2] T A wevrrrrrrerssesssssssssssssssssssssssssss s 25
2-5> Cohen¥} MacCannell®] ZIAA] ImQ] v 26
96> TFHL AT ) A Q] FIAIA] corrrrrvvvssmsssssnssssssssssisss s 97
2-7> AAAI Q] ZFQ] st 39
2-8> AAA Y] METF TP A JEA] oo 33
2-9> AAA L FQ ST} F 1 v 33
2-10> FAAA S A B QA o 34
9-11> 1] + 9] AAATAESY] ZIAHA EF s 40
2-12> AAA #&d 243 BFA ] gFF - 9] A AT e A1
2-13> TFEE o] o] TaF U+ @ A AT s 46
3=1> M AIEBFGAE S A 7] S5 e 66
3-2> EFIAG] BB 67
I I I B = O 68
3-4> AT WEupL T T L O] AZ s 71
3-5> 33| uFS U] - 901 HFEZN F B} e 79
S=6> AATLO] JLA] i 79
4=1> T EA] i 83
4-2> ZIA A O] FEA S crevrereerereeenenes s 85
4-3> FANAI META AZ HTE FIF v, 89
A-4> ZAWMZE0] T A QOIEA] cnervrvvssisnssssssis s 91
4-5> SAWHGE TFY] AP GR coreeerereeresest 92
4-6> AF7HA L] FZA T i 96



<E 4-7> AR EIATAA), A& L 2ET B4 AT 98
KHE 4-8> WMEAF ] W2 AAA Q01 ZFo] ZZ s 100
<E 4-9> #38E Fojo]Bo| wE AAA QO o] AT s 101
KHE 4-10> #332F €30 WE AAA QoI o] FZ s, 102
<E 4-11> A4 819 AR w38 wHEe SR vA= 9 - 104
KFE 4-12> 72 ATFO Q OF crorveriieitt s 107
a8 A
KB 1-1> TG TE v s s st sses 7
KB 2-1> FEFTTAL S8 v 20
<28 2-2> AAA (authenticity)Q] B Q] e 923
<18 2-3> Kolaret Zabkar(2010)€] S F-HLE] v 58
<2¥ 2-4> A5 HAAH(2007)9] S TFERLT] e 58
<28 2-5> A8AT 1AM, 0]F(2010)] ARG e 59
<28 2-6> WREI ZAHJ(2010)2] G TEHLE] oo 61
<2 2-7> ZE]S(2000) 0] G TEILT] wrvrrerrerienienieiien s 62
<18 2-8> o|B)% W], Fx]0(2012)9] ATEELE] e 63
<719¥ 2-9> A. Yuksel?} F. Yuksel, Bilim(2010)8] AG-EE s 64
KB 3-1> GTEIEG] ittt sttt st sess 73
LR 41> TFAFO] £8] crrvvrrrvsvmsmmmmsisssssesess s 84
<1 4-2> ZAWZ20] B A QO HA] cvrriinis s 90
KB 4-3> AT EF Y] ZAE i 93



A 2

=
I

alg

4

d

e =AeA 2

skt}, 1

fite)

A AE s BokE 7

oA &

<
B

ol 7t

KeX
=

4, A XA A (authenticity)

£ 5 A]

%l

e R )

EEE RS

REEE

o
o8

alg
|

=

Ay ghef| A

T oAb gt

el

ojr
&
!
3
1.wo
T

;OL

%

=

‘o e}

3
=

I

Z

B} ygHow

A

3

E
= T

I2A A7 B0 R T ehe

Z

=
o

2]

jgxse]

4

1) R. Handler(1986). Authenticity, Anthropology Today, 2(1), pp.2-4¢] W&< ol H

= W

™o
o e

THOE,

KN
=

235} HISTOQUAL

J-
=1

%
T3, 36(7), 964 AL

44 4]

%
%
2
1, 33(6), pp.37-54.
3) E. Cohen(1988). Authenticity and commoditization in tourism, Annals of Tourism Research, 15,

p.37300 4 A&
4) D. Chhabra, R. Healy, E. Sills(2003). Staged authenticity and heritage tourism, Annals of Tourism



SRk

rlo

283 e wE BEgadel slojde] WAY A4

H A Ve BFe FgEA AFoA T8 FAR gFoAAE=H6 o
= A9 dsEstE Astr] fgte]l ofdel AEELstel w3t #AS zt
= olfE AvVE7] st dEAte] AA Aol A A ¥ (authentic
experience)?oll M-S Fi AT Aolth IAle} F8E Ut oR st 8
Abgel A TR E AL WFdAe] AF oA FeF #HEE= ouEt ofy g,

wFAe] Bgdso TAS Fe WAl dFEHL A o

Research, 30(3), p.702.

5) olefs - W] - A9 (2012). EstEEAe] A Ao NSRS ARk A= 9
g 2011 A Ad ARSI SRS FAom THgsd+; |, 36(6), pI6.

6) Y. Belhassen, K. Caton, & W.P. Stewart(2008). The search for authenticity in the pilgrim
experience. Annals of Tourism Research, 35(3), pp.668-689; Y. Reisinger & C.]J. Steiner(2006).
Reconceptualizing Object Authenticity, Annals of Tourism Research, 33(1), pp.65-86.

7) T. Kolar & V. Zabkar(2010). A consumer-based model of authenticity: An oxymoron or the
foundation of cultural heritage marketing? Tourism Management, 31, pp.652-664.

8) A3 - AA(2006). &g Aol A EAEF A #3ANTAe] #AAE FAHLE
Fehsgsted 4t | 30(1), pp.11-13.

9) D. Chhabra, R. Healy, & E. Sills(2003). Staged authenticity and heritage tourism, Annals of
Tourism Research, 30(3), pp.703-704.

10) Z=E19(2009). 544 Aol #F W dlFolkd WA= JFg 2 IuES FHOE
FaFAT, , 23(4), p60; WFE(2011). MEA PN ] B34 57], AN2EFT, F2FT7F 71
AA AT vAE 9F AL 2HEHE FAR, TH3AY,, 2 Az
APEZ(2012). EA T A ] RAA el dek g A nE TagATEE, | 24(3), pbl.



_ZTI

s

o

w

o obrt w3 A

2ok g

9]

bn AFHoR 1

O =
—1]_0

W

fite)

o
amo
el
ol
ar

o wgAe] &7

W

™
fite)
:AE

!

el
7o

vzel
e
I

—
fite)

o

2

3

fvze)

~/

]

AAow o

—

A

il

B
2

il
o

AL
;OO

‘._mo

o}
N

o

A

o, A= AFFAL Al

w

il

FAF 7FXFF 19 Laddering 719 &

gk

A AE BT

11) 33 %(2008a).

BHALEES =B p2l,

3

£3

E
=

)

pu

12) A AH2012).

p.18.
13) T. Kolar & V. Zabkar(2010). A consumer-based model of authenticity: An oxymoron or the

foundation of cultural heritage marketing?, Tourism Management, 31, p.656.
14) H. Han, Y. Kim, & E.-K. Kim(2011). Cognitive, affective, conative, and action loyalty: testing the

impact of inertia, International Journal of hospitality Management, 30, p.1009.
15) S.-I. Cheng(2011). Comparisons of competing models between attitudinal loyalty and behavioral

loyalty, International Journal of Business and Social Science, 2(10), p.150.



%

A Heh ATt oW @

7]—0

|

3

= o

=

FX]

0]
pul

0] 3

=]
5

il
o

o

o
)

R R

]

AHow FEHYER

bol praAbel &7

°

=
=4

)

e
o

0
o
il

<

o
alg

—
fite)

)

A =efe) el

Nlo

=K

=

=

b1 9
| gle,

°

s

2ol ol

S|
=
3t

]

-
R

=

[e)
=

Ael Ael

-
o

st A4 2

o

3} 3

Jge o

Z] 0]
1w

ﬂo

-

bearh 74

°

stel @l 2

2}

P el

g gt

RS

245

1 o
a0

Nlo

—

=
= 4

=
oy

)
™

fite)

—_—

o

=
oy

)

by

)

R

<
ol
A

oz v BFA AA YFIEE o

o,



A&}

3l Mg T1EH e aystoior &

] <

(14

1

;00
otz
il

CER

g 3

A &
|

o
)

o

o
)

I

o =0 g, FAMe T

s

3)

Heh o o]

o
o)
oF

fuy

5y

Uz

Ao

o)
B
_ZTI

o

o
=)

=
Y

A gsh= =3

Z

=0
a a2

)

1]

2 FAs

Ao

gl

Al 7FA

Y

o

ToR
o

ol
NJo
pul

—
fite)

el
70

fvze)

e

G



el
B’

ol

o

EREVEIREE

AT

B
o

Bt

—
fite)

—
fite)

il

214 ¥ 22

]

o

2012« 7

Fol 20123 9€¢ 30¥9%-H 10¥ 74 7HA

Xg S

il

T
Tor

o] § o]

2% SPSS 19.0&

Ay

ol

) &3t

# AMOS 18.0<

2=

~N

ox
—_
fite)

ey
el

i)

SRR

EER

—
fite)

el

TN

22|
ol

—
fite)

%0

)
e

o

™
w

%

101
NJo

ol T-testE A}

S

Aol el

AT

fite)

—_—

o

o

o Ao



=
=

<a¥ 1-1> 94749 =

A 2

Gt
fri

K
Mﬂ
TR
o)

Bl

A-ef A

AT A=

oze)

ruzel

X
8|

I A9 24

ATe] ZAF A

ZAA 9] T e

w
xr
o

=K

or
of %A
= <
= —
w <
o
g

Ao
R
B o]
o
o
T

B

RO 543} 74

)
w

AT A % A

or
of
o

Bl




0. o2& w7

16) =z 3¢ 98], www.unesco.orkr

17) W. Nuryanti(1996). Heritage and postmodern and tourism, Annals of Tourism Research, 23(2),
p.251.

18) International Council on Monuments and Sites(1999). Cultural tourism charter, Paris: ICOMOS,
www.icomos.org(retrieved February 11, 2000)¢] W8S B. McKercher, P.SY. Ho, & H. du
Cros(2005). Relationship between tourism and cultural heritage management: Evidence from Hong
Kong, Tourism Management, 26, p.o4lol A A o1&

19) AAFA2006). oAl dg-2 Al #g @4 AEEstEA slA, , Ag WkE AL p.245.



Mo

o} 2]

fol @tk webA Fae -

S

_ZTI

=]
5
ol

tol el

S

|Fes 7%

N

B
)

sk
=

§ o

9]

B} 2Ry ool

g

=
=
<]

X

% 7}

-

il

=QHAY EE oo}
%

ZET

il

o
o oF

ol A1

i

w5

ToH

B o
.

o N

&L

o N

A X

H B

Ko

vl2~3 3993, www.unesco.or.kr

[e)
T

A5

o
=l

el

oF

0

il

e
—~
fite)
ol
I
el
Lo

x
N
sl

Mo
o

X

4
W

—_—

g0 o vt <

= Uirojzitian %,

o

o

ol

/1\1,

[e)
IT

ki3

t}.22) o] g

ki3

sta Qolok

B

}, %A A (authenticity) <

S

[e]
Ae

20) B. McKercher & H. du Cros(2003). Testing a cultural tourism typology. International Journal of

Tourism Research, 5, p.48.

21) ™ <(2006).

Tor

il

=

N

o

o|

No
il

3)A]; , 6(1), p.oA.
22) 2539 3] (www.unesco.or.kr); &3}

(www.cha.go.kr).

3

ps



Al AAA AL QL

A

==

t}.23)

o B W X W N O W of W oy r
A o wd_w R g Ry
= ~ ! — T ~ — N Bo
R T T
wﬂ _ 2 3 .._m—l ﬂArO © ;OL ‘_II,VU_
o T A W) S B O N T n
Eo 1_,_Al z.*o ZT . Zﬁ _ o ,UF 0 ~r
L i) . - W o T ok T 7
. - T2 X = W
R A TR ooon
< (ro I S I o} als e o HEH &o; e J)ML %
B e - % - ox = B X
R B oo TNy w Oy
=) 9 o o A Jul
H@mﬁﬂﬂ%mﬁ i MEMM
- X o %o o % o oﬁw ) ,_,Mﬂ
R ~ o I
B ™ o o gy N2 = ®
c.l ﬂ UT ﬂﬂ_ ﬂﬂ_ ;&E T <0 T ﬂ N _
GRS = ENW ) o 3w w_rM - otz T _ZXT.
M o o mm o o % % 4r
™ T _ . : C TR
aw I ETEg 2 E I
W,_ Vo o om W X & Ca m—u Wooph w
sl T S = o ® oz
_ S 4N 2P 5 TR 5
P MM ~ o w < oF - Ho BT X MW
= mmr Nk i gy oF Tn L
T o 2o T TR M T T
G S R G TR )
HOK A ~ <0 WW = e = S w ‘Ulw
) I
ol 1.m._| I N M- ° - < - 0 X
R ) N . oF Do ol 3r
< N o X o < |
oF 2 B i 5 = — ofF e o)
X M ﬂ ‘mwl X X UT ‘Ul
o = el 20 o)) < N oy HJW_ o
o < 5 S T % W
M T o o) oF o o R Woook R

& AR

D.L. Kerstetter, J.J. Confer,

pp.453-461;

2E

=

Tourism Management, 25(4),
Graefe(2001). An exploration of the specialization concept within the context of heritage tourism,

Journal of Travel Research, 39(3), pp,267-274.

26) A 4(2006). AA=E, po4.
- 9141 3] (2011).

ok3r
= 3L
2362 A

g

&

study of new Lanark world heritage villages, Tourism Management, 18(2), pp.75-87.

25) BM. Josiam, M. Mattson, & P. Sullivan(2004). The historaunt: Heritage tourism at Mickey’s

dining Car,

30(1), p.239.
24) A. Becho & R.C. Prentice(1997). Conceptualizing the experiences of heritage tourists: A case

23) Y. Poria, R. Butler, & D. Airey(2003). The core of heritage tourism, Annals of Tourism Research,

27)



To!
e
el

o
)

w

ojn

A,

o
)

o

A

=

34 s} Au e

=
RN

Zrs Gaba -

=
L]

o ALgE o] g2

-

1

St

7=
C}.30) T}FA]

=
=

3
=

I

Z

Far

fite)
<0

¥

el
Plo

s

Ho

ey
al?

Akl

Jo ojgsls Aoz ol

.

iy

=

=

sk

mwo
i
| e
T O W
GO
B oar =
Wl N
wOOTnAr
o o W
w
B
7 oF
il
at] P
ofpy
B om0
20 N w
Vo oy
o R
Ao
o
T
=T % oF
— PR
= oon mk
e
&
——
< g
o Wo
g
<&

713 YA}

e

Nk

L

A 100

o}
5|

=)

(arts tourism)

T4, 31(1), p.&0.

F+

o]~
2]
- A

11

o274 weir}

}

ke
w

]

4

o

=

o3
El

L

L

st

S

A
)57} %

AL, p.298.

gl

=l

p.301l A4 A

(educational travel)
(ethnic tourism)
30(6), p.136.

A%
30) W--21(2007).




T -

Bz f

-

1

3

s

o
)

)
w
—~
fite)

4

o

il

AA Ao 3L B4
B4 A3, Ay

bt A

°

OX]
i

4
Folu} o4} -

(¢}

il

T, 29(1), pp.9-26.

tATs, 29(1), pls.
WAy, 18, p82

=H

&+ IPA:

ke
[

1

8

],—v
T,

e
gus
A

39) K. Chhabra, R. Healy, & E. Sills(2003). Staged authenticity and heritage tourism, Annals of

ke
pid

@ gl o

B

G

1

8

O AHE 3144 24

}

s
il

Fege] AHg7A

5}
- 9FE5(2006).

A, 18(2), pp211-225.

34) We

2-2>9} 2t}

»
3

3

a1
o AR FIf

Sty , 34(1), p18lL.

- 714 81(2010).

[

o

=

b <
I 3]

L

c 2o

o

Research, 23(2), pp.261-283.
36) MLK. Smith(2003). Issues in cultural Tourism Studies, London and New York: Routledge. p.29.
Tourism Research, 30(3), pp.702-719.

o2 3=

Yoz,
35) G. Richards(1996). Production and consumption of european cultural tourism. Annals of Tourism

31) P. Keller(2000). Tourism and culture: Managing change. AIEST, 42, pp.9-43.

37) ZAAFR(2005). SALBDER SALBDE

EET ISR L
38) FE2006). AET At

32) AAFE(2005). &3t

Fd= 4y

33) ol



]_

)

0
!

v

=

AR B 7HA

Yoz o

T

=
of

)

)

il

4
T

p—

0
X

)

A ok e g

S

7

SA = A

g0 44

A}

B

A}

T
ol

)

<

oF

g4 wepq Es

}

;OL
ol
2]
el
0
ot
X
)

ox

+

o

1

el
!
ﬁo
o
-
Hr

)

t} 45)

-
1

)

!

o

o
)

o)
b
Mo

)

40) A =(2001).

41) R. Prentice(1993). Motivation of the heritage consumer in the leisure market: An application of

the Manning-Haas demand hierarchy, Leisure Sciences, 15(4), pp.273-290.

t IPA:

3
s

@ &l o

3%

O AHE 31554 24

- 714 81(2010).

i
35

3

Sty , 34(1), pp.181-182.

&

r

gdo =,
43) K. Chhabra, R. Healy, & E. Sills(2003). op. cit, pp.702-719; ©F4 3] (1994). SA+-4 <]

jze)
T

=
™o

o

AAAT, | 6, pp.9-22.

Ty -

T4, 34, pp.160-178.

2k
=3
Sl

=4 QT FA5HY

AT4(2008). LT

%
2} 74

[s13
S}
%

EH_
_Tr‘:]:

008b). =}



o

el

S glrha

sk
=

3

W92 ol

o

AA BF=

1

s
o A

3|
~

.49 o)l et

?;51_

AR 2zl FAA AP Y

)

<)
oF
|

—
fite)

]

H

wIE &

Fel el eapz

)

|

o)

p—

0

"
A
A

I
—_
fite)
;OH
2

el

0

2]

sefehelolm, SabA 7h4 7k

o
Run

T A=

™

- AAF(2006). A=, pp.9-27.

3|4, , 6(1), pp.73-82.

%}
2006). A F=E, pp.93-101.
st

ARF

)
)

SERE

s

3

h=}
LA

2001).

= (
(

A
47

48
49



ol

oFe] SIT(special interest tourism)3+33

=]
e

|22 BEY BA

o

o] 7

EEE R

Hskel HEo 1

A FFo=z g

=
=

3|
~

3}

250 2t

=
=

ol 2}

ol

Mol ek

&4H4) o

bo %

s

= SL
= X

)

Mo

ol
T8

1oJ
o
I

fite)

Abe 2E]an w3

sl

o]
Aoz Aol

Aol Z+

=
=

Fal )

S

st =

)
I

—
fite)

o

e

=

Agon AAH

)
—~
fite)

N

o
)

)

=13
=

o]t} #7170

—
fite)

&
Hr
ﬂo
)
B

—_
fite)

vzl
eyl
el

o
)

—_
fite)

50) E. Wickens(2005). Cultural heritage tourism being, not looking: Beyond the tourism brochure of

and  Cases, Elsevier

Trends

Issues,

Contemporary

Tourism:

Niche

in
Butterworth-Heinemann (online book).

51) B. McKercher(2002).

Greece,

Towards a classification of cultural tourists, International Journal of

Tourism Research, 4, pp.29-38.
52) J.C. Confer & D.L. Kerstetter(2000). Past perfect: Explorations of heritage tourism, Park and

Recreation, 35(2), pp.28-35.

=9 (2006). A=, p16elA A1

ki

53)



¢

o ‘%) AGel Frl7} ek

o HAMEIL B tia 7R3t

A5 MK. Smith(2003). Issues in Cultural Tourism Studies, London and New York: Routledge.
p.3o.

54) M.K. Smith(2003). op. cit., p.35.

55) S. Formica & M. Uysal(1998). Market segmentation of an international cultural-historical events
in Italy, Journal of Travel Research, 36(4), pp.16-24; J.L. Crompton & L.M. Stacey(1997). Motives
of visitors attending festival events. Annals of Tourism Research, 24(2), pp.425-439.

56) 2748 - 54A(2006). &=l dFAe] Zstdd Ejel #E Rlal AT 4 S FHoE

FgbsgA+ty , 21(2), pp.141-154.



7]t st

del7] &

d

Z

%

alg

%

=3

;OL
o

3|
pud

1eE58) o] 9}

3} 2 =}

=
=

bo Apalel ofvls} 73t

o
el
ot
To
ﬂo
T

p—

0
X
v

—_

NI
B

—
fite)

i)

Joll &

1, A 7]z

S

1 AolE Raz

9]

Ao

o
)

o

;OH
2]
el

%0

il

-
R

g, o]o McKercher2} Cros(2002)

?;51_

52

g

ol ehaL %

A}

s

e

}

FTh o)

S

Q

At skt

=
=

M eos v

el

B

R

X

o
=

2} o] T} 62)

&

3)

$3 o]

BAe) xle} £HE W]

Foh ik

’

=27

s}

A

o
)

=)

O

Langer(1989)7}
Aol A el AF AN wFATE =

A vk

S

-
1

R4

3kl 63) Boh A A o2 Moscardo(1996)

a1 zF

3|
~

[e)
IT

£ (mindfulness theory)’o| &7 3lo] &3}

[e)
IT

}3i ol Langer®

args

E D)

LR

(mindful)’

she

2%

57) D. Chhabra, R. Healy, & E. Sills(2003). op. cit., pp.702-719.

58) @ (2006). HA=E, p.82.

59) B. McKercher & H.D. Cros(2002). Cultural tourism, New York: Haworth Hospitality Press, p.138

(2008a). A A=, p.20o1A A A&

=
R

o g 33

60) G. Richards(1996). op. cit.,, pp.261-283.

61) D.J. Timothy(1997). Tourism and the personal heritage experience, Annals of Tourism Research,

24(3), pp.751-754.

62) &4

(2008a). A A=, p.22.

=
R

63) A 4(2006). A A=, pp.94-95.



Fre AGL Ads] Bahfdol} GAFAAE Rk F B ngs
oA Aol Ak @ Az Sole] sl fuH A
AE WESE A0E Ao & Uvhe TRt BAd §

A= ]
= T
Ao FYHQ wALet At Ao FAYL B FHonn AF

-

4 waaad AAE 47 Adet BAAE B

Z71e] 3 FES @Y ¢d FHEoE HEstE A=, 1970t Fuke]
A 1980 e Zwkol]l gkl AR ske] JekE olafsty] fske] WFA
ol gk 7 AAZE FAHATS FA AN HFAe KPS VIES M T
A QAFEANTEH AdAeoy A, #3dE, A58 aga Ad =z
Hets Aol el ¥ (psychographics) o= ERFHATHS tHxHow
Plog(1974)2] =& ] g3 -9k %] & & (allocentric-psychocentric) 33 %} =
< WFARe] Frel A wFA AY A A3k @A o s Aok
A oty d AR A5 AVAE dEsteA ek dEA F3 & Alst
itt. Cohen(1979a) Al dFAke] Fa 3ol wigh A=<l A

ot
o
4
I
ol
i)
=2
>

64) K. Brown & R. Ryan(2003). The benefits of being present: Mindfulness and its role in
psychological well being, Journal of Personality and Social Psychology, 4, pp.822-848.

65) G. Moscardo(1996). Mindful visitors: Heritage and tourism, Annals of Tourism Research, 23(2),
pp.376-397.

66) Y. Poria, R. Butler, & D. Airey(2003). op. cit., pp.233-254.

67) W F(2008a). A=, p.20.

63) S. Hosany & G. Prayag(2011), Patterns of tourists’ emotional responses, satisfaction, and
intention to recommend, Journal of Business Research, p.1.

69) BHAIAR2001). THganAal s, | AE oAl pl22.



chop

ot

o
o
o
jaii)
i)
offt
N
il

ZNZ2 o] FAldow FYE, AEH(existential

mode), A& FTd, 7|43+ (diversionary mode), A ¥ & (experimental mode)
o2 PR APEFo| st FEetAT v FEF Y VR HdEd AFA
= A g S 2R X Wb, AIAF, HAEd, AEY #EAE

B8RS Faske AR Aol AT 259 #FE7i= AN o =z
dgs

Hamilton-Smith(1987)+= <17 &S ‘Fa2 A A’ A3 (34) 7324
84 Ador #FAY qs S FIHsE 7 ATt AT 7)A
FHA AD AL EAEA g E A, S 24 Fde ol S5t
© Bolely &3 A=, ¥ o AAA S 9wt Yiannakis€}
Gibson(1992)2 7|& Aol 273t #5798 &5 1449 dLE=E 1 F
Fde TEAT. TAACR YAA-R

T8t 4 (symbiotic) ¥H3AF, R A ola 7olg APS F o= AU

G2 2 AN FolY FxAgy e 54 dEo FJFTote Wety #

Pz BFe7)a 3 Weaveret Kaufman, Yoon(2001)& A2 A=
5

b 7IMisk= dlE& A&t Ftsths Fdol tE

70) E. Cohen(1979a). op. cit., 179-201.

71) LE5$(1998). Jet7 BWOATE) Hgee]l Pt #£%¢ Annals of Tourism Researche] 7=FS 54
o sl | 22(1), pp.207-229914 A 91E-.

72) A. Jansson(2002). Spatial phantasmagoria the mediatization of tourism experience, European
Journal of Communication, 17(4), pp.429-443.

73) P. Weaver, T.J. Kaufman, & Y. Yoon(2001). A market segmentation study based on benefits
sought by visitors at heritage sites, Tourism Analysis, 6(3-4), pp.213-222.



rgekan gl

2-1>3} 3Fo]

McKercher(2002)7} & 3h

8 B2 AQe] Lol

ATk 29 EIpEA 18 BRe wEA A" A w34 w719 SeAH A
o] zlol& agste] Fdatal vk #FA W A Estddel o T
A3k AQe) gelut v el el(el)d AEE FHHBA FE2 R
k.7
<2 2-1> wakadAe] 49
(=)
Serendipitous Cultural Tourist Purposeful
(Sursl Ssinintx) Cultural Tourist
(=5
==hehE R
HE
5ol
= : . ;
Incidental Casual Cultural Sightseeing
Cultural Tourist Tourist Cultural Tourist
2ol (YAl (R
=2haERh =2t =2taE Rl
M (E)

HE) (eeessssssssssssssssssssmmmmm) 1 (5)

214 &712] 5249

o

%3] B. McKercher(2002). Towards a classification of cultural tourists, International Journal of
Tourism Research, 4, p.32.

WA, %49 (purposeful) ¥ HHFACee FaA/del A ADE DA Y
2o F9 o7} thE Bt fibe] wekel daA b golm do] A B

Farel watel dug e 2

ol AdS skt A A (casual)

74) B. McKercher(2002). Towards a classification of cultural tourists, International Journal of
Tourism Research, 4, pp.29-38.



alg

;AU

—_
fite)

el
=
{r
™
)

alg

-1 ¥ (incidental)

o,

nin8

fite)

=

fite)

(serendipitous) 3}

alg

=0

H

=, #FA =

A

0

ol+7F = A]

!

)

R

N
>
1o
I

—
fite)

el

R By

=, 1

2 A&}

Wshe o

Bywater(1993) S A] 312 &7]e of

1= =]
T

3} gt} oj7bazke] o

o
1=

Fo2 A

H =2
T

ol
M

alg

Bop FAHeE by

FA 175 Poria®l Butler, Airey(2003)&

2 JE3s

H =2
T

-
1

Z}(tourist at heritage places)<}

she

=
=

Z}(heritage tourist)

7, Ael A

alg

%

=

=

FAer® A

bo 47

S

o AR o7l BPA T

O

2]

oo F o WA

=

75) M. Bywater(1993). The market for cultural tourism in Europe, EIU Travel and Tourism Analyst,

6, pp.30-46.
76) Y. Poria, R. Butler, & D. Airey(2003). op. cit., p.248.



Hop FAA o2 G723 McKercher(2002)9]

=

=

g, ©

-
1

o]

=z
LN

7]

alg

ﬂa

toh. Hall(2007) A #H3

°

Zo] Bt

o
)

)

3 2},

[e)

=

bet o

°

4]

=

=

B

| Aol glofA 1 7]t #H

Foek )

°

ato] Ay

o

A NRR TR

o
)

p—

0
X
v

—_

NI

fite)

A

ol

fite)

ALl

g

R

2

<
Tourism

)
)

Fol w3l paat
T, 52), pp.29-49.

The fakery of ‘The authentic tourist

3}

h=}

Rl

H2003).

Management, 28, pp.1139-1140.
[¢)

78) <& £.(2006).
8(1), pp.29-30°1 A1 Al ¢

77) CM. Hall(2007). Response to Yeoman et al:
79) A




A4S ovshi= C‘authenticity’®] AFHZA A& ‘the quality of being
authentic; genuinenessS0= ‘XA 'gh= o2 o] &= ‘real thing(A Aol 2,
‘legitimacy (" &), ‘believability(B-& F+ AS) So|l™, ‘authentic’ <Al
‘veritable(Z1 A 3})’) ‘bona fide(FA#2])| ‘reliable(2S "H3H)| ‘unquestionable(2] 4]
g A7 fle) To dolgt fAbg o R <y 2-2>9F o] MY Ernsh
HUp AR 244 o]dS Ay H, Webster A A A= (a) H U
A §1Ade] gle @dgt AAG34, 14)4; (b) A& A& 7IvHAR]l BEa
14211 AA(EA); (o) APl AY &<l A (d) A

A
=
goARe A, oS SW FEE (0 2, U A (B B, A A
g2

¢ A&Hol & AFel FAs] BAF, o5 BW BH(EHR): (h) DA A
sﬂ

<19 2-2> A A A (authenticity) 2] A 2

A H | EH(real stuff)

ra

&, Tl &E(real McCoy)

TR, A E(real thing)

HEH(legitimacy)

FI R {genuineness) Z17E 44 (authenticity)

7R {genuineness)

H & (legitimacy)
A2, 2 (credibleness)
F174 4 (authenticity)

2| (credibility)

Z+&: The Visual Thesaurus(www.visualthesaurus.com, www.thinkmap.com), Thinkmap, Inc.

80) Random House Dictionary(2012). Random House, Inc.

81) The Visual Thesaurus(www.visualthesaurus.com, www.thinkmap.com), Thinkmap, Inc.

82) R.W.K. Lau(2010). Revisiting authenticity: A social realist approach. Annals of Tourism Research,
37(2), p.434.



ol e} o] AbHA om o] WNABAPL WF, A, 2 AP S Hepr, oj| A
A, Abg, B Ao EEAQ FHARE UFHI Jubsd o yolrp xAS
(authentic) 312 d@olgh “ErFE xR o g 2= 299 A4d& 7}
A% A el (unspoiled, pristine, genuine, untouched, and traditional) 733" 9]
DEtthsh SEAIRE U] AT A= olel gk ofne] WAL S 1A, X
4S9 9uE T8H o] AMgH =, I T WAl E e &
A5 AedE. 22y /A2 °E A3 HEE = ‘554 (uniqueness)’o] 2k
oul 2 "= A] ‘WA (real, genuine)d FLoE vl I AL 1 ool A
A 7F Absgrolv A 3 o] opd AlEo] kXl ZEo AHoly 5/ £A40%
PE)©o & ‘authenticity’ @] o] ¥ &= ZFol7)

oje} 2 IFAE o FE AAdolvt EACKN)S 9wl AL EIE
el A A FEEIL & o= F
o = & 8l 9vle RS PG Ad T ABAH G A (objective
authenticity)e] WA olald = Ao}k =, WG 5A 37 A= 9F

& Eetar O AFe] e AAAQl Aowm

o
e
Jr
fru
il
-
E
i)
(i

=]
Solth) o] Lpolrh WAL AAE WA FAQxTe] AT et
AZlel §l el ekl AT Aztebs =g elE & 5 QIEhSD uphehA
w AFolM = Cauthenticity’e] /WdE IAQREN)SZ 7hR7E obd A=
2O adze] A 9%, JFEA, AP oviste o= el

A @k,

2) ¥agol Mol WA v

83) P. Vannini & JP. Williams(2009). Authenticity in culture, self, and society, Ashgate Publishing
Cogs WZHE(2011). A A=, p.193elA A&

84) R. Handler(1986). Authenticity. Authenticity Today, 2(1), p.2.

85) BHA4H2001). Tek=rel A, , A& AAME

86) AAFA(2006). T=rAlTFE: A AF dAJo] AFEsE24 dA, , A& WakETAL

87) R. Handler(1986). A Al+=% pp.2-4.



Tl A A

AN A, MacCannell(1973) 9]

il
o
HJ

p—

0

4

=2

kel Al

!
ﬁo
o

)

N
1o
ﬂo
)

uhsl o] #AAo

o

o

= 4

o Abgrolut Hgel AAMAE Lheh

=)}
=

3

S, bk}

tste] <]

Ho]

i 3ssx] gk B adg2 o}

5

—L
T

(o)

|
Gl

o

O

o 74Ash o] ¥7be ol

3]
=

A

(o)

Authenticity - What do they(tourist) really want?,

Marketing and Sales(Feb, 6, 2006).

A&

tourisme durable et marketing,

Authenticité,

V. Hamon(2005).

www.canadatourism.com;
Espaces, 228, pp.42-56.

—

X 2-4>9F Zo] ¢

TAH R <

A4 o] H7pntSrmeh Ao o] vl
Sty , 36(6), p.98elA A1

| 1A 1Al

9]

sk
de 5

=
RN
Z

- $A9(2012). ¥

=z
- 1=

& 2011 o

L
T

]

WE& olefs
89) ©]A<(2010). AA=E.

88) N. Wang(2000). Tourism and Modernity: A sociological analysis, New York: Pergamon Press2]
%7
% A



= UEWF= A aga @3EAAe 3k -k, GAE AAdY 22 Bt

%ol drh} tEx, obd pHEAAe wEsel AAHE ods A A7

Mg AbEl 2 Hojzbe Aol tiat W) Aol Arjat old AEHA @
3R 99 TR Polde Fash o A8 AEAL WA Iyl f
AR o grelAel WA aen AGe] A3 AN G Bl A

<3} 2-5> Cohen¥} MacCannell®] ZAA =9

4
Q
wa -8
L Goffman®] AWREZ #F27} dutd oz HlA He= 37 = o 5}l
YT 2 nad g £y
a Goffman9]
¢ 2dA RERI|Y FHEXHY Ro|EE el #Psts It AUWE 2 -

e Goffman?]

| Ty
697 Goffman®] FHF= #3374 o4& Fr|stele Abgl it 9 34
A9y B agzel AANE Lw QA4S 30 a1
C dAz=de
o AAZ ARZAL zEA v #3271 1A Aoz x| k= Ft
o AAA
hljrq%i}%] 5 7)o Aol = Hzksl= =
e 19 7]'7%]’, 6’]:F'§ lllu:];ﬂ oﬁ'_i ;5_]7%]’, axﬂxl w 517"1'0}7: oﬁ'
094
n
gy Az UK FROR WAAR WAl G A A4 Fos
RIS FE e ) a1

Z+&: Cohen, E.(1979b). Rethinking the sociology of tourism. Annals of Tourism Research, 6(1),
p.263} MacCannell, D.(1973). Staged authenticity: Arrangements of social space in tourist
settings. American Journal of Sociology, 79(3), p.598, MacCanell, D.(1999). The tourist: A new
theory of the leisure class. Berkeley, Los Angeles, London: University of California Press
(Originally published: New York: Schocken Books, 1976). pp.101-1025 ZFx1sle] 2j+-4.

90) V. Hamon(2005). Authenticité, tourisme durable et marketing,” Espaces 228, pp.42-56; Marketing
and Sales(2006), www.canadatourism.com.



e B

Boorstin(1964) ¥} MacCannell(1973)

ki3

[e]
AdE =9

KN
T

}od Boorstin

S

ofH =l gl o

B
c
il

ol

<0
o}

o

olo] MacCannell> “Ftj3te =

™

“frAko] Wl E (pseudo-events)” 2}

A A (staged authenticity)”S A

o] Hop FAlHos <

Goffman(1959)¢] 71y

st 1=

a7y

2-5>¢} o]

-
it

A (front stage)et WA HF &HA| (back stage)=

o}

alg
B8r

o

vzl

e

0
ES

O

il
B

X

X
it

—_
fite)

!
ﬁo
el
0

vzel
=)
™
o
o
ol

o
)

fite)
i)

TR
o
)

poze)

ruzel

&)

ofn
R
T
Mu
=L
o
=y
il
el
=
ﬂ
s
)
=
<R
T

o
Nk
B
T ok
o w
U
£ e
~ Npo
o o
B @
ok )
ﬂo

Te)

]

o

A& PL. Pearce & GM. Moscardo(1986). The concept of authenticity in tourist experience. The

Australian and New Zealand Journal of Sociology, 22(1), pp.126-128.

ol

i eto Al Cohen(1979b)

?;51_

]

=

(e}

belch AAle] o)

78

shel

H| 1l

o
)



_:

R

Uz

fvze)

e

&2
Foll A o] FEof3tel 1A Al(staged authenticity) L]l

©

3 (denial of authenticity), 7},
[e]

AAZ FHE B

_:

o

B
_Z_ r
&
ool
ﬁo

o

%

o o

A 39t Pearce®t Moscardo(1986) <A #3-=}

=
=

I

A

Aol B

}

0]
pul

73

—L

bol, el ojulE

°

b Aol

°

el Aol F=

d o]

oA &AFGA7E AAlZ EA)

e A

o
al7

o] Puh} thEx], 183

ol

’

i stell <]

woERY g deb 9n

=<

or

= A

B
L

kel

2

£

El

)

—L
L

o

o
o
il
)

—
fite)

AE A omEdel i 1

el

o}
el

%0

%

o
B

What do they(tourist) really want?,

Authenticity

2006).
www.canadatourism.com; Source: V. Hamon(2005). Authenticité, tourisme durable et marketing,

Espaces, 228, pp.42-56.

6,

91) P. Lwein & JP. Willilams(2009). A study of ideology and practice in punk subculture, In
F Authenticity in Culture, Self, and Societys , London: Ash gate, pp.65-83.

92) Marketing and Sales(Feb,

gAAT,, 17(1),

7 -

3

o

EEE

93) HZ14+(2005).

pp.229-245.



do

o199 e

=
=7

el

)
—~
fite)

oF
il

o
)

I

I

AL
00

el

ol A

8|

S
™

-

SR

A} Wang(1999)o] #3343

1

ke
o

. ool ALE]

o

el

bl ot

°

bol ol

°

bl ot

LN

)=

°

1A A (constructive authenticity) &

A (existential authenticity) &2 -

(objective authenticity), %34

%

o

N

N

)

&
j=
=R

A

1ot} %) Wang(1999),

ol

=

AT

(o)

=
o

Reisinger¥} Steiner(2006) 123 Kim¥} Jamal(2007)

)

e

14

kel

A o
Al 3

[e)

L

HAEH O "

=

w ope,
St} © ol7h Cohen(1988)

Agt A,

- AA(2006). A=, pp.9-27.

LN

HH

Aleel ket ol w7}

A

A

=
L

=
T

1
rgse) A,

=

2H2001).
3]

=i HelHow
o]

e

3

o
of mzh e
}

94)
9%)



R

2

-

4ol 7

3)

_ZTI

_ZTI
&
()

~

o
T
ol

fvze)

e

2k A 2 MacCannell(1973)3F Cohen(1979b), Pearce®}t Moscardo(1986)

_ZTI
o)

"
NV
)
o)
1.wo
=

i
M

A}

ol

—
o

gt Hof A

-

1

&t

o

=

&
A, Wang(1999)2 ¥

27F Al

R

o

)

CINE R

3
Aol A L8 AAF A7 vl ol

I

Z

3|
A

=

pNl

A X

wl
k)

3 el of

Bhe e,

A4 AgHon T

19 ¢ Z3stol et

N

|

5]

°©

bl ot

@ Aoz A

, Ah ARE ] whagel o

A A (emergent

el Aol A A A

—
o

3}
P 1o A

°

FHA R A o]

Fobar A<k
o7 ZAxIAY ‘FHAL wEZ A F(invention

°

o

1

8

o] 7}

Sy
bubol

°

=]
Ak A el A

[e)

L

Aoz
%3}o)

=

-

1

Cohen(1988)2 X #HAo] &4
o,

=<

e
authenticity)’
of tradition)’ ¢

[e23

ol
7o
vzl
e

o

o, =

al

K

th=

}

;OL

= o of

9]

HA A o

3|
A

Q0] ofuel, BBAIF =7 A

1
o= MdstE L vk Au7bA A ATl

1

2

€

IR R
10

3 O

[e)
IT

gel oy 77 fe

%

1%_
ol

96) E. Cohen(1983). op. cit., p.380.



HA A44 aRn BRREE FHOR Aol AT e uHE AN o
Hahe AEH AN el A o 2ed 14y, A4ed FYe

A, WX A A (cool authenticity), A4 ZAA, 82 HAA (performative
authenticity) & 2= AFAvict th& FHAA Zp74o] Aoy o] o ® et
al U9
2 9ol Chronis(2003)= %4 A} AE4 A, F4a4 IHZA, A&
A RG] oAl sH9 A OE o] A
A 3191 Th100) Reisinger$} Steiner(2006)= #5902 -
T4 #AH H2F A E (theoplacity) = T 7F4] F
Al AEFo% AHNE Wang(1999), Poria®t Butler, Airey(2003)+:=
3

ZA A ] =R =W X x]5YL) o ol AAA Iy AFEL 73
oo T A= AR 1= Lo’ L A = 1o

A 44, AAH ARH O 7

kit

97) T. Kolar & V. Zabkar(2010). op. cit, pp.652-664; N. Wang(1999). Rethinking authenticity in
tourism experience, Annals of Tourism Research, 26(2), pp.349-370.

98) T. Selwyn(1996). Introduction. In The Tourist Image: Myths and Myth Making in Tourism,
Chichester: Wiley2] W8S N. Wang(1999). Ibid, p.351c14 #1<1-&.

99) Y. Reisinger & C.J. Steiner(2006). Reconceptualizing object authenticity. Annals of Tourism
Research, 33(1), pp.65-86; F.F. Wherry(2006). The social sources of authenticity in global
handicraft markets, Journal of Consumer Culture, 6(1), pp.5-32; H. Kim & T. Jamal(2007).
Touristic quest for existential authenticity. Annals of Tourism Research, 34(1), pp.181-201; P.L.
Pearce(2007). Persisting with authenticity: Gleaning contemporary insight for future tourism studies.
Tourism Recreation Research, 32(2), pp.86-89.

100) A. Chronis(2003). The consumption benefits and the role of authenticity in the heritage
experience, Doctoral dissertation, University of Nebraska®] W& o] ef< - vl - 34x3(2012). &
stagEA o 18 1o FrprES el AT ol m A= g9k 2011 WA A AlAESEA
& FHow, sl | 36(6), p99elA AL



<E 2-7> AAGA ] A

Built environment (socio—spatial dimension)

Spatial (QIEE (A13]33H4 44))
(B3, A2A)

Authenticity

(R44)

Natural environment (A+¢33-7)

Psychosocial Values (7}4])

(A elAre] 4, Arel A e 4)

Behaviours (3%)

A2 A, Mantecon & R. Huete(2009). The value of authenticity in residential tourism: The
decision—maker’s point of view. Tourist Studies, 8(3), p.367.

o
S
>
Yoty
>,
AC)
2
™
o
oX,
|o
fr
=
r o
2
N
)
X
)
09:,"
offt
o
He
ot
)
)
Y
ol
N
X
rx
09:,"
re
-
i

AL AgtstAtt o E(etic)d #A- Ao gl el
a1, o 2l (emic)d TAL ulde] YA o} Eee A4l
1

FEols aFA7E A +

r o
ax
ro
=
ot
|o
fr
/A
=]
o
0
\V4
=
m
s
o
AC)
ol
ol
s
i

101) H. Kim & T. Jamal (2007). op cit., pp.181-201; T. Kolar & V. Zabkar(2010). op. cit., pp.652-664;
G. Sedmak & T. Mihalic.(2008). Authenticity in mature seaside resorts, Annals of Tourism
Research, 35(4), pp.1007-1031; N. Wang(1999). op. cit.,, pp.349-370.

102) A. Mantecon & R. Huete(2009). The value of authenticity in residential tourism: The
decision-maker’s point of view. Tourist Studies, 8(3), p.367.



4 54

A4l

3} o

19
A=y

2-8> XA Ao 7

<3

o

o
=

T4 213 A (constructive authenticity)

poze)

ruzel

8|

KR
)

o] F5of
b g 4

9

=4
o

S

]
Al

il 2, olm«], 71d), A=, A, (A3

95

I

of

(ohject-related

pseudo-etic

S

J

SEEEEEEREES

A=

authenticity)

approach

g2 o)

5o E
- »AO»AO
B
W N
= <
mﬂmm%
)
Eoiumo
I
o K
WO o=
Otdﬂﬂmo
- T ™
B
2 %
g2 =
evt.urL
= o
=
aﬂ‘mﬂ
=o
g %o B
E M7
7z ¢ E
.m‘u,vﬁ;o
g Ko
o <
X g AF
~ )
e
oM
N 3
< R
Lol
w 3 ~
) s =
- To L T
ERAO SR =T
" L2
o E 2
1Ho g 5
o 8 ©
Q
T £
N L8
}L.mr
IR S
Ut ma

Zt&: N. Wang(1999). Rethinking authenticity in tourism experience. Annals of Tourism Research,

Fol A+

9

o2 pp.352-3659 WE&e

26(2),

o

2-9>9} o] HIAAME

Kolar®} Zabkar(2010)+= <%

Zh

3)

tel A wgkeh. -4

3]

_ZTI

el
ol
3
Mo
o

X

4 (original sites) <}

ok 18

S

B gt

ul
=

]_
)

7

,_—ll.

2 &3tet o

Faold o

b, 2o}l dl ol e}

S

o
o

o

2] A2 (original
=

9
a
Q

= 57,
B

=) -
5l=
3T
=

b
del g7

WP
sites)/ -9l 3

)

}

A5 T. Kolar & V. Zabkar(2010). A consumer-based model of authenticity: An oxymoron or the

foundation of cultural heritage marketing?, Tourism Management, 31, p.695.



4

|
—~

i)

)

o
)

Wang(1999)

AT

S

1

O
RS

=

o) A
Ao T

b <

[e]
2o e

Gl

o

o
o
el

—_—

0
Uz

vzl

Al 7L

=]
RS

Z A
U |

|
g

e

N

)

=

2-10>3 2t

;\_J:]L‘_
o1} ¥l

wlo] A%

N

o] A

KeX
=

s

ol

I

N

T Ak

sk
=

3)

I

24 2

278 &4

EEE

B

A

=:]
=

¢}

[e)
IT

2-10> 21744

<3t

"

el
rvze]
A
®

poze)

L
L

ke

I

1Ho
o

v

1Ho

Wl

A4

= W

A

ol

ol

S (back stage)Z AA|

H M
SO
N N
i X Mo
Y )
ZITg
™ fo TP
P
W ooy W
I3 < ~
HJ w.lu Mm
O
& w
o= A
n
HJ =
W
Y
& o
= 3
= W
T
o) X
o= e
T
X H =
"o N
o N
Mo X
w o <
B 14_:“” of-
o B F
T E g
.%W OT oﬁa
al] T "
< 4
B ool
Xq
ﬂo

~
Ho
myl
]t
)

o<

g

<M

5

o]

[z

o

Np

p—

0
X

XM

103) D.J. Boorstin(1992). The Image: A Guide to Pseudo-events in America, Vintage Books, A

Division of Random House, Inc. New York, pp.77-117, D. MacCanell(1999). The tourist: A new

London: University of California Press.

theory of the leisure class. Berkeley, Los Angeles,



Aol Aol obd, A Ao AAAdS Fov= Ay wFA g W
)=

°of = A& EaL wFAEhs AR SHlA Al 74 Al Ao R
TS FAA SR Wang(1999)9] 175 nig o R ddviH =] Y e

) wEel nEE AXNY mel AL TAH A YL B Ax2 B
A9e e QAEE Aoty pHow AwEE A4 984 498 FAo

(Originally published: New York: Schocken Books, 1976), pp.91-107.

104) EM. Bruner(1994). Abraham Lincoln as authentic reproduction a critique of postmodernism,
American Anthropologist, 96(2), pp.397-415.

105) C.J. Steiner & Y. Reisinger(2006). op. cit., pp.299-318; N. Wang(1999). op. cit., pp.349-370.

106) AZ47(2002b). Ar2d Q1A= FFAPke A, THFAGEAF, , 6(3), pp.69-87; E
(2008). wstdgA el aFAd D FFRE, GY de mAE 43, sy g @Ak 9) e
p.26.

107) D. Lowenthal(1992). Authenticity? The dogma of self-delusion,” in Why fakes matter: Essays on
problems of authenticity, ed. M. Jones, London: British Museum, pp.184-192¢] €& K. Grayson
& R. Martinec(2004). Consumer perceptions of iconicity and indexicality and their influence on
assessments of authentic market offerings, Journal of Consumer Research, 31, p.30204 =] <14



TR®ITITHERY  RTETTIRRD T BT R
< I _ . o T & Ho AR
“rfiafzaieizifiiy PRLES
bW S S Yy W R R 9 T OE o W4
TR =R T AR T o= T X RN AR R
o g ® P N Wy Ry, S T
C I T WS e T oo o o ~ X 3 -
m O o T oy o = W N o T — T =
g o X g up 0o & B o X g X < s e o=
o) N —_ ‘Nv_ﬂ — ,Ul =
an - E o= e X n — o - oo & o =0 = SR R
iy 3+ To O o 0 =) o X oA
EX — - 0K o 4 A X = W o wOR o %0 i) =y —
5 S B ERN g R e X WoE IR B
0 - R R g = X = ~ oy i o i~ - X R
S T TR N kN — % X o o
B I mﬂ T = i I7 0
7 omow AR W = N B T
X Togow TN o I S VI G
oD - 0 o Mo Y = W S G L
Mmozmo_ewoﬁrﬁ&ﬂ,m%mﬁﬁmﬁﬂ L RE R
~ o mr XD - = B ol © %
HRel 8% ST o md Mg s o EELEE I
R o T o = P -~ < B N =2 U o = o <0
P — N5 o m w Mo X e S w9 w
B oW sz 27 T T T 5wt oo
w g w RSETY 11or| 70 of W gy 70 3 < B m " Tk ‘myl;
L oy i m .m g N o KO Wﬁ % = ay %0 ,mr 5; o ._m o} M !
FS T B B A TR
A = X9 .
Rt EE R ol F oy p E DT oo oW X
_ 0O Mﬂ < W:.D Zﬁ! ~o O_E —~ ‘DrE Oox Q . rze]
~ K -~ K o p) 7 X
N oL o X9 Fooow oW oy S e 8 T o E X 8 9=
® N Rr ook mu i o . & M9 M ] T Om W,_ X2 qr = X
PP 22X =d o ®@EFw s Ew RS g BT R
BT T T o @S W o = o mw . ) ® o= = K o Wﬂ
:i ~— o 3 O ﬂ,ﬂ I e TO o M]ﬂ W ‘Ur = . T 1Mo - 5 Jl N
Y 3 o gy TR e 5 = Y A
drREtT s raT i MTerd PRI EE o
™o W R o o X N e wr# NooRE %o i T o © e
ﬁﬂﬂmﬂﬂ&ﬂ%@@%ﬂa%mmﬁr s T L ®x R
— 0 ) _L o
x%@mwfﬂ.ﬂﬂﬁaﬂﬂ Lo T IS )
GO S N R I WO R PR FT B T B X

111) M. Mkono(2012). A netnographic examination of constructive authenticity in Victoria falls tourist
(restaurant) experiences, International Journal of Hospitality Management, 31, p.388.

109) Y. Reisinger & C.]J. Steiner(2006). op, cit., p.74.

108) R.W.K. Lau(2010). op. cit., p.493.
110) N. Wang(1999). op, cit., pp.349-370.




= 19

of AAr

A}

o
Ao A8 A T4

—
o

o

ol

o]l Cohen(1988)

Y

14902t BeEs Aot o

9]

A 2} 3}

, 71tk wg ol

e

A

kel 41 3}

bl ot

fite)
o
el

A "ok 4

S

121!
2}

o

A

\.—_mﬂo

2 nel A 7

A= Aol Azk oA 914 o)A

%

=

ol

1oJ
o
Iy

—
fite)

54 7ol o

A}

-
1

o] AA BTt

/2)1—

2

o

<0

o
)

%

ﬂa

1%_
ol

+

W

=g

gl

A1
&

3)

oW A7tow

el

%0

0
e
™
[
)

%

ol

112) A347(2005). AA=E, pp.229-245.

113) M. Mkono(2012). op. cit., p.387.

TBDEH e, L 12, pp83-99.

= =,

I BIEIR T (R

114) 7 2142(2000). Holsgo) Ml E o} A

115) °]

CRR

i

=. O p=]
&5 U

o o
= v

Ao A A

g A

pu

SR e

o] Al
S|

A(2011). #3Ae] 1/A
FRRE AT, | 35(2), p

k=3
AbE =,

o
=



ol i Tzl me] A siAEel A vk aeme TAH Agye B
ggel md SAelu ele APl wedHy] woks BT AL BRAA
o olulAu 44, 715 B wastel Jure] 8 Ay FH WA O

A& 24 A (existential authenticity)< =422 7ide] dsta Yygo=z o
v 2220 AT EARA 53 ogu S ZHA " oY AEA IAA
= wF el ik gl o WABAe o FUF AAREHA Ferhlh A
A Aol WARIA ofdA] oy oD A Anprt X
Aol A=Ak el it AEA AL ddsE #AFOEZRYH "oy

9

st A7) AaAl ~xg2ol A SHbeing true to

)
o

oneself), &3 183 Q7tAe)m A~AR9 YA EAES Hele E(being in
touch with one’s inner being), Ato}2]2]3}e] Z3}(harmony with one’s sense
of self), AtAlo] nlet= T 717 ¥ & =(being who you want to be), 212 9]
Ag ddstr] Aol AFE FEle A ddEo] girhis)

WFA7E AR A7) AT A dd

I

Ao AF3 A Ao RZRE o= AR "Holx = FahoA LA
HH oz AgstA Frh Heidegger(1996) = A=
A AAALE 222 gigh dEo B3 Aoz E ¢ on drozr) A

-
How FEA Aol Bt A olge] Aod Aol APstArii ojeld

116) Y. Belhassen, K. Caton, & W.P. Stewart(2008). op. cit., pp.668-689.

117) N. Wang(1999). op. cit, pp.349-370; C.J. Steiner & Y. Reisinger(2006). op. cit.,, pp.299-318;, H
Kim & T. Jamal(2007). op.cit., pp.181-201.

118) M. Crang(1996). Magic kingdom or a quixotic quest for authenticity, Annals of Tourism
Research, 23, p. pp.415-431; C.J. Steiner & Y. Reisinger(2006). Ibid., pp.299-318.

119) S.N. Jones(2010). Negotiating authentic objects and authentic selves, Journal of Material Culture,
15(2), p. pp.181-203°1 4] 2} -8, M. Mkono(2012). op. cit., p.388.

120) A5 - Aex(2010). AlEga28 Y IR AP WS AR B
FTHo=, THgstAF; | 34(R), p.299.

il

r_‘:ﬁl

BAE ART S



1 (B fiE) 24 ol A €]

o1 %

HPA 2227}

AsA B =,

=13
=

A

_:

)

—_—

AAH EAE

=

Aol &4 ==

=
L

o] #BA7F 2419

35
)

2
il

kel AAAA opdA el o

= A4S T34 (intersubjective)

07 E

APt

=
oy
1o
it
fite)
1.wo
ﬂa

fite)

o)

el
B

a3}

=
=

N
A

!
ﬁo

s o)

A

oA 7w o)A =

Agt Agatele] &

1%_
ol

vzl

e

A4Q 7 A A Fe Ane Aba A

1%_
ol

R

%

Holth,

2

o] the

~

o
)

o

o)

A Hife] wh

w
<

3 G o] R of
lebs A AdozAe 4

L

bol A= e Aot

=] O =]
s 55

d

AeA

=
L

o] AR

o} 3}z

=}k
=

KeX
=

Aol A A4

Bz gl A

= O
2=

AT

oH
)

"
)
~
!
o)

o7
NR

p—

0
X

XM

fite)

N

el

%

AR A8 A A

ﬂa

=

o

to

Ao}

&

A

=
L

2 B Arwo)

FA T A= 7AA =

S

121) N, Wang(1999). op. cit., pp.359-365.



2-12>¢} 2t}

-
it

)A
dr
2
—_
fite)
<

—_—

°
el
7o

fvze)

2-11> ) - 9 APATH

-
it

<

)

)

)

)

q (experiential)

S
5

3

Kok
=

(activity-related authenticity)

(objective) T-/3 2 (constructive) 23 (existential) 7

(ohject-related authenticity)
f-AFo] ¥l E (pseudo-events)

=

Ul
gl

Foi3lel 2 Al (staged authenticity)

7

(2006)

A2}
Boorstin(1964)
MacCannell(1973)
Bruner(1994)
Cohen(1988)
Mkono(2012)
Bagnal(1996)

Reisinger & Steiner(2006)

"

Kim & Jamal(2007)

®

Steiner & Reisinger(2006)

®

7

Kolar & Zabkar(2010)

7+a-5 2184 (customized authenticity)

(2012)

ﬁ_

®

puze)

ruzel

8|

&)

~

(2011)

]

A %

]

!

poze)

%o
8|
®
N

®

e

poze)

i

s

™o
o

(2009)

e
il

50

OFsE

Jamal & Hill(2004)




Chronis(2003)

e

Ax14(2002a,b, 2005)

®

®

®

A (A 2A)

S - 9 AT

=
T

}

0]
pul

4 (attributes) / ™8 2~(attractions)

.

S}
o A=, &4, A A

2 o)

A AL o s, el

o
=z

to] 24
, AAA: authenticity

2-12>

Lk
-
it

o177}

<
Cohen(1988)

Hannabuss(1999)

. 0]

ZH

3]

3

ot}

B

Hinch(1996)

— 41




3L
7

&, A3k ool a),

}

2
gl

(interpretive signs) A A|, |F

ERER

Graefe(2001)
MaCannell(1999)
Richards(1996)

Kerstetter, Confer, &

Moscardo & Pearce(1986) SA}4

ak

il 2am]

"o

SR

s

pu

<)

R

3}, AHE], 244, EA olml A

=i
o

i,

2 A% T3A onAg o

a, Anel A
87} ot 9l A

=

i

. AL

A AE

ol
-
Ay

(2007)
(2009)

9
(2010)

]

. /Ho
. o]
A1 (2006)

Smith(2001)

Selwyn(1996)
g
11]

A

]

ka

e

—_

W

proul

=
=0

(2011)

o
mJ
3n

=Rt A

i

ko)
pal

(2004)

.]




Fdg - AW Ao AN EA7A ] Ao %A

ZB1%(2009) T3 dE &S
Z1W = (20065) A AR S Hol F= gl B9, A5E, AA A T

A2 G. Sedmak & T. Mihali¢(2008). Authentic in mature seaside resorts, Annals of Tourism
Research, 35(4), p10162] W83 & s APAFE Faste] A4,

WA wEEe dd AFAsd daAse Tad ATFARM 49 59
M= mlel eele) F2 Sdold A fEe] A AE 7 e 9
gdez FHI, FACdAE 1960dW = ol Bl AFEHE FAR
A ar Aeh1z2) 1930 - H viAE SRl A ghgake] ghel] i <l

i

A3E ZASHH = A7 TS Al Ak, dbA o2 g wkEo
A= Oliver(1980)9] 71d-Ad 3 ELA JAAAAE F

CILe] o] Zell ot WEHE= AR Frulfd Zldi ek AeEolup AuHj e A
H Aol gk 149 Blue] o5 FHEH= Ao
H zolE oumgttal AHeithin) 2EUH, SR
7R AA A2 At AW whEeta a9x] god EuEste 7diet A

o] Ed A g ARG er = 5 Q)

r
o
juta)
o
fu
o
!
R
=
%2,

kv

o

el
N,
=
o2
o
%
_|>L
o
o
N

L
K
f

122) W. Xia, Z. Jie, G. Chaolin, & Z. Feng(2009). Examining Antecedents and Consequences of
Tourist Satisfaction: A Structural Modeling Approach, Tsinghua Science and Technology, 14(3),
p.397.

123) R.L. Oliver(1980). A Cognitive Model of the Antecedents and Consequences of Satisfaction
Decisions, Journal of Marketing Research, 17(4), pp.460-461.



] yol7} Oliver(1997)= Q1A% SWHI A 2H FHE SAlo 1
O F3siaA BHees ndo] FH3 vtgorw 7o Argy Ay

B0 o3 SWclAe] mATEL Aulst A3
o]

olo] #AA WEEL BFBEA O AAA - AN SeHe] ol
o S5 ot F4¥ WG w=eHrh Bt

a
Aol wrHE wad § AYA FANE R FAAR] wAdel ek AFAe

o=z Ak Zldel wE A FF AEE wEHoE HUTH12 Bakert
Crompton(2000) %= 333X =

Gt = sAA] A7 vbSolgtan Attt oleh Zo] whEEE A A

124) Oliver(1997: 28)¢] &S AK. Jaiswal & R. Niraj(2007). Examining the nonlinear effects in
satisfaction-loyalty-behavioral intentions model, Indian Institute of Management, p.6°14 #j¢1-&

125) Churchill & Surprenant(1982)2] W-&-< S.-I. Cheng(2011). op. cit., p.151°]A #] <&

126) HK. Hunt(1977)¢] &< J.J. Cronin, M.K. Brady, & G.T.M. Hult(2000). Assessing the effects
of quality, value, and customer satisfaction on consumer behavioral intentions in service
environments, Journal of Retailing, 76(2), p.204°14 j<1&.

127) S.Y. Lee, J.F. Petrick, & J. Crompton(2007). The roles of quality and intermediary constructs in
determining festival attendees’ behavioral intention, Journal of Travel Research, 45(4), pp.402-412.
128) C. de Rojas & C. Camarero(2008). Visitors’' experience, mood, and satisfaction in a heritage

context: Evidence from an interpretation center, Tourism Management, 29, p.526.

129) W. Xia, Z. Jie, G. Chaolin, & Z. Feng(2009). Examining Antecedents and Consequences of
Tourist Satisfaction: A Structural Modeling Approach, Tsinghua Science and Technology, 14(3),
p.403.

130) ZE(1999). &3] AeA Ay vt @A, nHuista gishy waehg =i yds
B3 (2008). A A=, pd2el A Al

131) Geva, A. & Goldman, A.(1991). Satisfaction measurement in guide tours, Annals of Tourism
Research, 18(2), pp.177-185.

132) G.F. Ross(1993). Destination evaluation and vacation preferences. Annals of Tourism Research,
20, pp.477-489.



2o BYERAAE v gESAE oAg FAHoR TS E Aol o
¥

UMD o= wFEA A e s e WMIHRE FHEE VT

133) BM. Velazquez, 1.G. Saura, & ME.R. Molina(2011). Conceptualizing and measuring loyalty:
Towards a conceptual model of tourist loyalty antecedents, Journal of Vacation Marketing, 17(1),
p.66el A A QAL

134) J.W. Lounsbury & J.R. Polik(1992). Leisure needs and vacation satisfaction. Leisure Science, 14,
pp.105-119; T.H. Truong & D. Foster(2006). Using HOLSAT to evaluate tourist satisfaction at
destinations: The case of Australian holiday makers in Vietnam, Tourism Management, 27, p.843.

135) M. Kozak(2003). Measuring tourist satisfaction with multiple destination attributes, Tourism
Analysis, 7(3/4), pp.229-240; G. Prayang(2008). Image, satisfaction and loyalty: The case of Cape
town, Anatolia: An International Journal of Tourism and Hospitality Research, 19(2), pp.205-224.

136) E. Anderson, C. Fornell, & DR. Lehmann(1994). Customer satisfaction, market share and
profitability: Findings from Sweden, Journal of Marketing, 53(3), pp.53-66.

137) S. Coban(2012). The effects of the image of destination on tourist satisfaction and loyalty: The
case of Cappadocia, European Journal of Social Sciences, 29(2), p.223.

138) T.A. Oliva, RL. Oliver, & IC. MacMillan(1992). A catastrophe model for developing service
satisfaction strategies, Journal of Marketing, 56(3) pp.83-95.

139) M. Kozak & M. Rimmington(2000). Tourist satisfaction with Mallorca, Spain as an off-season
holiday destination, Journal of Travel Research, 38, pp.260-269.

140) 315-5-(1998). A A=, pp.207-229.

141) C.G.-Q. Chi & H. Qu(2008). Examining the structural relationships of destination image, tourist

satisfaction and destination loyalty: An integrated approach, Tourism Management, 29, p.626.

142) ©]8}R1(1999). €@ #FAe Ul #FPFo] AT dArAA vAE I, THFAT,
22(3), pp.262-2176.



B

o
)

ox

+

)

o

bol Sy - 9 AR

S

bl ot

S

2-13>3} zFo] Ay

-
it

ted <

Aol B3k = - 9] dAyAT

Nd

A2

oju

4 H
Iy

Hape] ol
&)
=

s
s

A1(2007)

o

50

[e)

H}
=

7}l A

3

oA 71 3 AAY A7 e Bl - %

&
A
o

o

(2007)

A

oL

o

o

o)A

7}

3

3

= 914

A en}

(2012)

o
N

E

o A2 9]

In~

ﬁo

B =

)

AO

Al AA A

3

pu

3
T

#3749

Baker & Crompton(2000)

o 42 9]

_(')/]

Crompton & Love(1995)

Geva & Goldman(1991)

7}

3

Fol 0@ 2017l %

Q149

Kotler, Bowen, & Makens(1996)

Lounsbury & Polik(1992)

1r
=
ﬁo
_,of
ol
ﬁo
=
el
oy
=
~
i~
=
1!
)
~
G-y
4
Mo
o] R
EACE
o
— o
X —_
or X
ul 1 os!
W =
~ T
2
()]
—
=
0]
2
o

7Bk AA

Qu & Ping(1999)

143) M. Oppermann(2000). Tourism destination loyalty, Journal of Travel Research, 39(1), pp.78-79.



124 7]

A

A7k 3] Aolo] o

ey

3
Astoln A3 o] FA7}

i

ko)
pal

AR PR
Aol o3

Rojas & Camarero(2008)
Truong & Foster(2006)
Tse & Wilton(1988)
Williams & Soutar(2009)
Yoon & Uysal(2005)

1%_
ol

=
I

o

ol
M-
[mt

p—

0
"
e

X

fite)
™

B!
el
M
=l

p—

0
X

Al

A

<
T

5)

=

HFAEol WA

-
1

F

R

d

%
o

—
o

, o

=

gsbar Q144
21t} Camarero®?} Rojas(2008)

-
X

o~
T

=

o
sk
=

a|

S

B

.

)

S 3z 3
=2 =
0 F o

el
ojn

R

[
)

fite)

=

el

-

ol
M

B

Aol

-
o

o

9]

A9 w7

25

d 714

she

w3 JrE 2A

L o] 146)

S

ﬂa

N

fvze)

Mo

iy
o

alg
mmO

o

AL
;OO

1T} 147)

g ukA of A

—
fite)

ol

_ZTI

ol
o

jang
I

satisfaction: A structural modeling approach, Tsinghua Science and Technology, 14(3), p.403.
146) J. Alegre & J. Garau(2010). Tourist satisfaction and dissatisfaction, Annals of Tourism Research,

destination loyalty: A structural model. Tourism Management, 26(1), pp.45-56.

37(1), pba.
147) Y. Yoon & M. Uyal(2005). An examination of the effects of motivation and satisfaction on

145) W. Xia, Z. Jie, G. Chaolin, & Z. Feng(2009). Examining antecedents and consequences of tourist

144) Ze(2008). AA=L, pd6olA A&




o

=

—
fite)

_ZTI

o
o

el

2149 $A7L wgel] o
olsh wel, FAH e

o
=

Fgel

A

o}
N

!
T
1.wo
)

4

JJ
M

Gu

au

|

_:

B

=

%

_ZTI

o
[}

|

.

}

;OL

™
—~
fite)

olo

el
G

et

fvze)

_ZTI

ol ¢ #AZF Hlu

_ZTI

ﬂa

=

i~

el

=

RS S

37l

o
)

\.—_mﬂo

;O

Backer®} Crompton(2000)2] o] 2o u}z}

-
1

_ZTI
!

NI
)

—~
fite)
fvze)

4(1999). AA =
149) C.-F. Chen & F.-S. Chen(2010). Experience quality, perceived value, satisfaction and behavioral

intentions for heritage tourists, Tourism Management, 31, pp.29-35.

150) Y.K. Yi(2009). op. cit., pp.46-58.

151) #&(2001).

o

152) H. Song, R. van der Veen, G. Li, & J.L. Chen(2012). The Hong Kong tourist satisfaction index,

Annals of Tourism Research, 39(1), p46lolA #j<1-&.



2) &= A B A

TAEE Azske AfFold BAE, MuAE wHEsA st ERQlol
FAs B 2vAe] &5 dEomolthls)  viyR FAEE v A

SLTh154) o] 2 g

al
o] QJATEID) FPFo] AT HLE& M HbEA o] of &(repeat patronage)
ojuf iRl R 5 AFoly Bzl tidh mAo A ofLow B

o]

gomz mAd 4% FHES stefs

N
2
il
2
g
o
10
.
o
of
oX,
H
o
o4

=
Hol HA-L Aol ATt AAE AEFstEHE FAAA 2 (desire)o] ™, wF

el e de Aoy Aol B2 dEuAe Jdoer dgd
o

,_—r’.
AEE ettt ool Butcher, Sparks®t O’Callaghan(2001)8 A v] 2o o) 3t

Znjzte] E=AEE Ay A ofFo g Awele] om 1600 Dicky Basu(1994)= A%

153) R.L. Oliver(1999). Whence consumer loyalty? Journal of Marketing, 63, p.34.

154) S. Coban(2012). The effects of the image of destination on tourist satisfaction and loyalty: The
case of Cappadocia, European Journal of Social Sciences, 29(2), p.224.

155) RE. Anderson & S.S. Srinivasan(2003). E-satisfaction and e-loyalty: A contingency framework,
Psychology and Marketing, 20, pp.123-138, G.J. Tellis(1998). Advertising exposure, loyalty, and
brand purchase: A two-stage model of choice, Journal of Marketing Research, 25, pp.134-144.

156) R.E. Anderson & S.S. Srinivasan(2003). op. cit, pp.123-138; A.S. Dick & K. Basu(1994).
Customer loyalty: Toward an integrated conceptual framework, Journal of the Academy of
Marketing Science, 22, pp.99-113; H. Han & K. Back(2008). Relationships among image
congruence, consumption emotions, and customer loyalty in the lodging industry, Journal of
Hospitality and Tourism Research, 32(4), pp.467-490.

157) S.-I. Cheng(2011). op. cit., p.150.

158) C.-F. Chen & F.-S. Chen(2010). op. cit., pp.29-35.

159) P. Rauyruen & K.E. Miller(2007). Relationship quality as a predictor of B2B customer loyalty,
Journal of Business Research, 60(1), pp.21-31.

160) K. Butcher, B. Sparks, & F. O’Callaghan(2001). Evaluative and relational influences on service



o AxE, AMulze] dF FAHAEE FEste] AHEUTI6D vk Handt
Back(2008), Han¥} Ryu(2009) 1#] 3. A. Yuksel, F. Yuksel¥ Bilim(2010) < A]
Ak ole &, A B

A 5A4e onst=d, Dicky
Arnto e AdEo] FAEE I, olEA FAdse
o] EFiLsttkal FAE AT

o]ol Bandyopadhyay 2} Martell(2007), Bigné, M. Sanchez®} J. Sanchez(2001),
Bowen¥ Chen(2001), Evanschitzky ¢} Wunderlich(2006), Oliver(1999)¢] oz <1
Tolld = olggt AE A S B FHe F A AdS BF E3s

AE Y. olg ol FAEE 54 Aulay AF @ 2wz Tl

lo
r (o3
dpx
oX,
s
ofo
gqm
-
=2
N
olr
oX,
Sy
lo
of

;9
i
i)
N
o
ol
o,
k1
= oy
ro
it

nj
T
o
=
N
N
)
)
=
o
%)
=
T
>
j)
o,
(e
=
9)
<
j)
o,
(e
@
[NS)
(@]
o
<
rlr
o|N
)
[40
2
i
)
-
=2
o,

S} FololEe #4349 FAE} AARFI A8 g o3 7ol
T Aol gEks e AFAQ FAEY F UHA Y-S AW s th163)
Oliver(1999)= Htu} FAHo =z uNFAHEE QX% F4 X (cognitive loyalty),

A4 FA E(affective loyalty), 5524 F4

PH
o
o
5
Q)
S
=
o
=)
<
o,
—+
<
LI
)
Rl
o
off
Y

A= U AR ARsdih stAT AMEAY BEA SR FAs] o

v}

%ol Yoz grRy AFE YEH JEE dFscd 5EH FAYRR
sttt 1o 1A FAE olEak WES AMEW, FHE FHHE
UAE dusas 3R AYSE SAAT TAYeR 14 FYE <

AA (A ), A S BAA Z0)

R4

loyalty, International Journal of Service Industry Management, 12(4), pp.310-327.

161) A.S. Dick & K. Basu(1994). op. cit., pp.99-113.

162) V. Kumar, D. Shah, & R. Venkatesan(2006). Managing retailer profitability-one customer at a
time, Journal of Retailing, 82(4), pp.277-294.

163) J. Ganesh, M.J. Amnold, & KE. Reynolds(2000). Understanding the customer base of service
providers: An examination of the differences between switchers and stayers, Journal of Marketing,
64, pp.65-87.



T ool N P o E_ o| % H X © 2 oF X oy
_O ) \-I
N " By TN T oy W < oM
TR o i e L I H ﬂw =
w oW~ W WO T wm OO S W SRR
_ oy of L, = W o ® O & B i o ik
Wz B X s o
J = o o - < ol
O Top T o Ry oA X ow oo
N ’E ° o —_ = X
Ao i M = M—M ~ " . BB ol %Vo m mm _xo N
G .OMH@WQ%WH Koo
~ .= ~ — —
feoe TrREsfziio 5z
—~ T —_— ) o) N — Z.
N T o O X wm R e W o Ho
S S O R o Moz T
= o Mo 2 T T N —
P2 La,IfrEesty :
H T T = % in uw Ao - M Vo T
~ I —_ N o %o = N I ‘mm
mE R E Twoaxw oMy B E = Tt
HooN OE 1o o X R = Y- S ™ %
R A U - B A Mo o
T WM _ = 0 m N F T S W - R A
L e B i w 2o <HE oz =
7 H eI R I G M T S o
pek PREIodafTITe 2O o3
i 10_.% Lf bo OW e T :MH ‘UI ,ﬁ E! %E NM = ~ 1__/| < \LI_H_/W
‘_mlyﬂl .MM_- E ﬂl MNM O_E ,UF E Hi_v i o ,Nro O—H T o) JE;M &
AL S T oo B OF oo R B = W w9
T N o Y oy AT EITG o) Fm T Mo mo o
X3 w oy boe AR R S o A =
RToah o E U o ko B W 8 T oM
do &y o %o T o g X = W 7 o ox M
PP e vT TR Esis T T Toax
. W Koo 3 = g Tl o o X o
o TR ST E o e Moy oF G
—- ® T B o - o B o= — W e cy B ®
w9 s lo 6N B —— f— =
4 - ® BRI xom g Mo D 4R S
®T S s e ol = N =T T RO
T W X OB OB SRR | NI B O Y S - B~ Sy N

intentions,

S. Shoemaker & R.C.

The future of hospitality marketing. International Journal of

and post-dining behavioral
pp.563-573;

satisfaction

of dining

Determinants

study of online service dynamics, Journal of retailing, 80, pp.139-158; R. Ladhari, I. Brun, & M.
Customer loyalty:

Morales(2007).
investigation of University students’ travel behaviour. Tourism Management, 27(3), pp.437-452.

168) C.-F. Chen & D. Tsai(2007). How destination image and evaluative factors affect behavioral

International  Journal of Hospitality Management, 27(4),

Lewis(1999).
intentions? Tourism Management, 28, pp.1115-1122.

Hospitality Management, 18, pp.345-370.
167) M.G. Gallarza & L.G. Saura(2006). Value dimensions, perceived value, satisfaction and loyalty: An

166) L.C. Harris & M.M.H. Goode(2004). The four levels of loyalty and the pivotal role of trust: a

165) Y. Yoon & M. Uysal(2005). op. cit., pp.45-56.

164) R.L. Oliver(1999). op. cit., pp.33-44.




N

of we AT e BAE

™
W

o
Nr
T

™
Nr

T

o
)

ol

o, W Aol A

AAsHA ==

A=

)

)

]_

il

A=

tel A 747

A} .= 3

1]

)

I
\I_r_
0

fite)

al?

I

I

=

;OL

O

o

fite)

ol

Gitelson?} Crompton(1984)

b

& =
35

O 2 ekt el of

p=2
o

e 2’

fite)
el
!
T
o
)

o

o

ol A

_z_o
o
0

ol
He

o

£ 7+

ATHIT0 o tpolrt AR EE A7)

el

|
b

i

al?

o

—
fite)

I

fite)
4

!

o] Aiw

s

o =7} A

FHAe] AR

-
1

ATHIT o] o Butler(1997)

shel

I

)

)

ox

™
fite)
A
W

il

%

o 4

3
=

HA dot B3 A

HE E

2

pol =

)

of o

A

s

-
1

A

iy

= o] Fol A,

—
fite)

3|
A

. o]/K

2193

Hr
b
£y

169) M. Oppermann(2000). op. cit, pp.78-&4.

170)

ATy, 27(3), p.168ol A A o1&
171) R. Feng & S. Jang(2004). Temporal destination loyalty: A structural initiation, Advances in

r

Hospitality and Tourism Research, 9, pp.207-221.

172) ¥zHE(2011). AA=H, p193o01A4 AL,



)

Hog oFoAo .

A

A oA

)

;O

=

4

’

Xg /\1 3|

AL
;OO

AN
iy

!

Ny

0
No

o)
)
_ZTI
&
1o

o

=)
B
_ZTI

j
a-

A

T A

T =
=

3

A

A5

j
a-

27F vkttt Aol M = |

s
=

SR

o

I

il

fvze)

X
_ZTI

%

)
i)
Ao
T

ol
hSS

I

=

;OL

bl oAg b 5

A3

oA =

T
=4

]_

A
o} FHE

e

)

o] 9JA}
ARE nHEeg BguA o)A

=
=

A BB

Z}
=

X7

p—

0
X

vzel
Mo
o)

o
)

o

M

s

g sleld 7 AlE

SEES

A

=
=

of R

=Ne]
=

gl wHAH

hul)
2l

1o 1) o) 2 @

S

T8

&3

~

%0

p—

0

4

)

_ZTI

)

A cognitive model of the antecedents and consequences of satisfaction

173) R.L. Oliver(1980).

decisions, Journal of Marketing Research, 17(4), p.466.
174) P. Mechinda, S. Serirat, & N. Gulid(2009). An examination of tourists attitudinal and behavioral

loyalty: Comparison between domestic and international tourists, Journal of Vacation Marketing,

15(2), p.132.
175) J.-S. Chiou & C. Droge(2006). Service quality, trust, specific asset investment, and expertise:

Journal of the Academy of

Direct and indirect effect in a satisfaction-loyalty framework,

Marketing Science, 34(4), pp.613-627.
176) S. Bandyopadhyay & M. Martell(2007). Does attitudinal loyalty influence behavioral loyalty? A

theoretical and empirical study, Journal of Retailing and Consumer Service, 14(1), pp.35-44.

177) W. Xia, Z. Jie, G. Chaolin, & Z. Feng(2009). op. cit., p.403.

178) Y. Yoon & M. Uysal(2005). op. cit., pp.45-56.



A& we ARATNN A B FHH Ao F

3 st ow 54 Ugel UE FHEE BHY i gk o) X Ay
=g HER ZUAM A%yl Y FAES AAA 3%, AAH F

T TAER NS dAder AT

HEd =
(cognitive loyalty)«= A @oll A% H ARy Aesk o digk $4, 42

o wrele vokstar 2 Aol o FAHAY, AxPd ol ity
3

2
A\
=}
X

4% Z0e TPss A48 AR PG A7) +
IR Aol @ Azl 2AG FE] FEA HF ANH AR B 5

179) K. Back & S.C. Parks(2003). A brand loyalty model involving cognitive, affective, and conative
brand loyalty and customer satisfaction, Journal of Hospitality and Tourism Research, 27(4),
pp.419-435.

180) K. Back(2005). The effects of image congruence on customers’ brand loyalty in the upper
middle-class hotel industry, Journal of Hospitality and Tourism Research, 29(4), pp.448-467, C.
Lin, D.B. Morais, D.L. Kerstetter, & J. Hou(2007). Examining the role of cognitive and affective
image in predicting choice across natural, developed, and theme-park destinations, Journal of
Travel research, 46, pp.183-19%4.

181) V.A. Zeithaml(1988). Consumer perceptions of price, quality, and value: A means-end model and
synthesis of evidence, Journal of Marketing, 52, p.14.

182) R.L. Oliver(1999). op. cit., pp.33-44.



IR e

0
~

ﬂo
)
it
M

Uz

Ao

A = (affective

Aztew AFAGIN FA

AAA SAHERT § zlo

-

1

loyalty)

)

o

G

I

—~
fite)
el

0

il
M

0
No
o)
)
_ZTI

el

}

R4

HI T/ v Ap ko] dAG AN 2 el o

1T} 185)

0]
pul

o

=
=

|

)

BAH %A

=
’

a5 T}.187)

19
A=y

skA 7

o

sol thep

3

AHoz BRAe] 4A

ﬁa

)

—
fite)

v
o

p—

)
N
0
b

ﬂo
)

A
oy

%0

Ao

N

customer loyalty in the lodging industry, Journal of Hospitality and Tourism Research, 32(4),

Influencing factors on restaurant customers’ revisit intention: The roles of emotions and switching
pp.467-490.

barriers. International Journal of Hospitality Management, 28, pp.D63-572.

and cognitive, affective and conative loyalty. Tourism Management, 31(2), pp.274-284.
185) R.L. Oliver(1999). op. cit.,, pp.33-44.

183) A. Yuksel, F. Yuksel, & Y. Bilim(2010). Destination attachment: Effects on customer satisfaction
184) S. Bandyopadhyay & M. Martell(2007). op. cit., pp.35-44; H. Han, K. Back, & B. Barrett(2009).
187) H. Han & K. Back(2008). Relationships among image congruence, consumption emotions, and

186) H. Han, K. Back, & B. Barrett(2009). op. cit., pp.563-572.




554 F4%(conative loyalty)= 54 HIER ZXo] W3 9w} ofHow
A o] & (conation)oletal AW EM, 54 AFolyd BA=S A rste s o=y

A2 el BA 3k FE(commitment) &2 AW THIL) o] TAY FALEE

183) R.L. Oliver(1999). op. cit.,, pp.33-44.

189) H. Han, Y. Kim, & E.-K. Kim(2011). Cognitive, affective, conative, and action loyalty: Testing
the impact of inertia, International journal of hospitality management, 30, p.1010.

190) K. Back(2005). op, cit.,, pp.448-467, H. Han & K. Back(2008). op, cit., pp.467-490; A. Yuksel, F.
Yuksel, & Y. Bilim(2010). Destination attachment: Effects on customer satisfaction and cognitive,
affective and conative loyalty. Tourism Management, 31(2), pp.274-284.

191) K. Back & S.C. Parks(2003). op. cit, pp419-435; S. Bandyopadhyay & M. Martell(2007). op. cit,,
pp.35-44; H. Evanschitzky & M. Wunderlich(2006). op. cit.,, pp.330-345.

192) Y. Atila, Y. Fisun, & B. Yasin(2010). Destination attachment: Effects on customer satisfaction
and cognitive, affective and conative loyalty, Tourism Management, 31, pp.274-284.

193) K. Back & S.C. Parks(2003). Ibid, pp.419-435;, H. Evanschitzky & M. Wunderlich(2006). Ibid,,
pp.330-345; R.L. Oliver(1999). Ibid.., pp.33-44.



s M H

=
3

ATk wEbM A=

T

a4

B
.
S
)
~

o

Eg® Kolart

=

=

A

19 &)
(=i

o2 FH3E Bruner(1994), Cohen(1988)3}
N

RS

& (2006) <]

[

Wang(1999) —18]x 733 A}

o

A

Zabkar(2010), <4< 222 (2007)2]

o

ERE R

=
=

A

ook <28 2-3>3

o7 SFE3s

Xg }\é [©)

2

3|
~

N

|

el

alg

B
alg

£

=2

&z

[e)
IT

Ao u}

7o) Kolaret Zabkar(2010)2]

o

o

shgleh100

o

]

AE &4

o

aF

O

3
194) T. Kolar & V. Zabkar(2010). op. cit., pp.652-664.




Ly
0
Hio

[e]
(loyalty)

T

t, 31, p.652-664.

&

EY
Y

(existential

ot
=
il

authenticity)
i

Chasof o
(object-based
2HEH
authenticity)

<18 2-3> Kolar$} Zabkar(2010)9)

—
o
e
2T
TE
0o
=
E

ﬂ
o
i
ol
oH

At T. Kolar & V. Zabkar(2010). A consumer-based model of authenticity: An oxymoron or the
foundation of cultural heritage marketing?, Tourism Managemen

(2007)8] A7 A3 A

o #73

el
~

alg
jang

3
N
{r

o

!

7 2]
g], ©

=
=

-

AA -

= e

H

2A| 7}

2 YJegth<ad 2-4>). FAFo =

Al

o

0
<0
~dl
o
o
el
R
R

p—

0
X
v

—

NI
ol
<0
ﬂo
)
pr

¢}

5

,_—ll.

-

&

=

2 (2007)¢]

]

pp.103-129.

)7

3}
.

o]

<a¥ 2-4> FgFe Az

=

=

. authenticity



A3 0] F(2010) €]

]

~H

%

o

o] WAmh 3

AL
;OO

‘._mo

14
N
[mt

o}

~

o
)

ol

SERS

3
(Chhabra, Healy & Sills, 2003; Cohen, 1988; Naoi, 2004; Waitt, 2000; 7 *] A -

X

d

ud

91 0.7, 195)

p—

N

fvze)

eyl
I

, 2010; &4,

#Hz1H, 2007, zE<d, 2009) v

A - ol

§4

, 2009; A, 2011; #HZ5, 2002ab; A

e
R

o

7], 2012; A<= -

Ao

(2007), =i

&l

(2010), &9k

=

A2, o]

%

ol A

A

B (2009)9] ATolM= ARG A

¢}

(2010)9] A3

e
R

<y 2-5> A EA3 AAA, of

ks

Ll gFele] Aolg FAow

=}
24

3]
=

4y 7

b

- 0]8(2010). LT

SAAT, , 11(2), pp.181-1%.

3}
.

% o

J: authenticity

* XA

il

o
)

w57 9

—
fite)

=3 AA

=
L

A

.
Qe wrHom,

ol

S

4

o

I

195) G. Moscado & P. Pearce(1986). op. cit., pp.467-479.



‘._AJV-O

o

)

Naoi(2004)

ol

[ez]
S

2l T} Kozak(2001)

o
)

ol

—
fite)

el
ol
T

o

=
oY

o

<19 2-6>7 o]

-
1

(2010)

AL
;OO

‘._AJV-O

p—

0
X
e

—

NI

5y

Uz

No
ol
o
fvze)
e
o

%0

71(2012)2] AT oA © g9lew T

Ao

7
;OO
jgase]
B
o)
o

5y

%0

Ao

%0

vzel
e
I

7}

o vttt ojg e 2

A

m A=

KeX
=

1 74 7ide] ol &

Aow Amet) wepy w3

W
o

hSS

el
%

0% Fwsto] 4

Ao

HAA =}

3|
A

I AE

Flom,

¥t Kolaret

-

o}
P

1

%

N

o)
_ZTI

<y 2-3>3 2ol wY

-
1

Zabkar(2010)

N

N

(2006). A Alw=E, padelAl AL
- Z20091(2010). )E I3

Bo

T

T, 25(4), pp.245-258.



FrelM el WAgel vael AA B we FFS WAL FHEE FYSHE

d, fo% 4L B Ao oF & vk

<y 2-6> HIEI 48201009 ATEH

g AR - 2 Au(2010). E @A) B51A U] AAA 2L JFEA! widARNS F
Aoz THsgaAd, | 254), pp.245-258.
x* XAA: authenticity S o3k

A w1 9lo] 74 (Chhabra, Healy & Sills, 2003; Naoi, 2004; Waitt,
2000; A A4, 2011; 74, 2002ab; &9 - HZ1HE, 2007, 2, 2009; &4,
2007; &A1 - ¥kxlo} - o] 7], 2012)9F XA FAAE FHe] HA(HIE - 24
v, 2010; &AW - "Fxo} - o] % 7] 2012; Kolar & Zabkar, 2010)&= 2+ #4704
T EPAoR olFolxnt. 1 T HAAMI o] F(2009)°] ATk X (2009)°]

2 AL 9oy, 2EHYP2009)] ATE DAL o

o
(@]
o
L
lo
re
-
K-
o)
rlr
g
i)
do
r>~
o
fu
o)
=
ofl
ftlo
ol
e
r
r 2|
o
=
lo
=9
rE
)
[40
rlj
I
k1
K-y

198) A - 0]F(2009). HA =, pp.37-54.



¢}

T

d

<28 2-7> ZE%3(2009)2]

3}
.

JAT , 23(4), pp.59-80.
& o

¥

r

i’

* 314 authenticity

—
fite)

p—

)
el
—_

<ad 2-7>& Faste] 29 (2009)9] A

wK

Nir
[mt

o
T

o
)

N

A 2

S

Ao

3}, o)

)

;OO

jgase)

%

N

Nr

A7A}

o 2 eyt Moscardo®t Pearce(1986) 2]

b

)

o
il

15,

A ergie

o

.F_H

I

o WA

}

N

e

2]

vzl

&
G

~

pyl

,_—ll.

d

] %4 (2012) €]

[}

’

jgase)

O

o

=y
G

)
3

il

Y

;OO

jgase)

el

N

o

—_—

N3

el

N

B

I
X

~

o

]_

SRR

2ol

7}

Fqorh <1y 2-8>

el



o
>
]
o,
)
o,
N
[
X,
s
nj
\
XN
_O|_l
rr
o
fr
rlj
I
ol
N
H
=
o2
f
o,
ol
of\
fo
ol

3 Wado] T EATE2000 ke M+ (Xia, Jie, Chaolin, & Feng, 2009;
A. Yuksel, F. Yuksel, & Bilim, 2010; Baker & Crompton, 2000, Kozak &

N

Rimmington, 2000; Sui & Baloglu, 2003; Yoon & Uysal, 2005) &2 574 =9
8 AP8RE F stHEAN #AFAe] MESE7 BFERAAE A ALY o

ArEE A FHEEE Jro|A HH3 A FIES Foldc)

|

<39 28> olel% 3} wFe, G012 AT

ALE: olBg - WY - X 9(2012). E3tEG=A o] AAA <lle] vl
= 9% 2011 HEE A AARSEAE FAR, Tagstd,
x* AA: authenticity S 2|3t

Es} Aol we] w4

248 + Q& BEd FA4 FH50 9Y UAS Adon FYs

3k A8 (Back & Parks, 2003; Back, 2005; Evanschitzky & Wunderlich,

o

199) $41%] - wFol - NFAQ008). B34 HEA L FA-fe) 29, WEEe] JFAA BY AT,
Fehsgad+t; | 23(3), pp.401-423.

200) P. Valle, J. Silva, J. Mendes, & M. Guerrio(2006). Tourist satisfaction and destination loyalty
intentions, International Journal of Business Sciences and Applied Management, 1(1), pp.25-44; M.
Kozak & M. Rimmington(2000). Tourist satisfaction with Mallorca, Spain, as an off-season holiday
destination, Journal of Travel Research, 38(3), pp.260-269.



AAH 54

=N e]
=

2006; A. Yuksel & F. Yuksel, Bilim, 2010)

A. Yuksel?} F.

==
=

o

<9 2-9>2 #

-
1

Yuksel, Bilim(2010)¢] €154 3}

I
3K

el
B
700

jgase]

AT

%

¢}

T

A

<719 2-9> A. Yuksel® F. Yuksel, Bilim(2010)¢]

2xH z4=
(cognitive
loyalty)

rn %)5]5

=
[=R=2am

(conative loyalty)

J

AME sdEe
(affective loyalty)

BEs
(satisfaction)

EHAONEE
(place

attachment)

Destination attachment: Effects on customer

Yuksel, A., Yuksel, F., & Bilim, Y.(2010).
satisfaction and cognitive, affective and conative loyalty. Tourism Management, 31(2),

A5

p.274-284.

I

o

Aol = A

Back(2005) 2]

o]T‘:_

15kl

slo
1 =

=
=

Zb= Ao g oA

el
W
;OO

‘._AJV-O

%

M

B

™

—
fite)

il

Oliver(1999) 2]

LS
W
o
oF
o)
N

M

B

5y

Uz

Ao

w
)
—
fite)

el

0

il
M

%0

Ao

N
0

p—

0
fvze)
NH

o

=

—~
fite)
el

0

il

=
oy

#HA ¥ o] 9 31201) QOlivere)

)

gl ou 7k ok

-
1

eEEl

tol BHop Al A o=

S

SR

201) KK. Boora & H. Singh(2011). Customer loyalty and its antecedents: A conceptual framework,

APJRBM, 2(1), p.160.



a7 2AA

.

ZA AR MR

1.

7 £.202)

ki3

of i

<)
oF

al?

A

3}

1D AlA

Educational,

UNESCO(United Nations

71711

Scientific, and Cultural Organization)+ %

alg

A A%

9 A

3}

i
B3 ¥ e (Convention concerning the Protection of the World Cultural

Farzk 1972\ AlA

HES

ol
=

HS

<)
oF

B

ok
2

and Natural Heritage;

I

=K

=K

751—0

3-1>3

ezt
\%

g te

3

]

ol 7}x

3|
~

= 7A

AAESFAE e 2 52

A

3 37

el

(authenticity)

o
\mo
alg

o
gl

X
X

alg
</

o aa b 5AHe A

ki3

A7k #oof

I

=3

N

Hr

I

—
fite)

B

el
3

gt

Ab# o] of of

&

X

o oz

0

oF

7}

ﬁo

A,

=
o

71

202) vl 23329 A 3] (www.unesco.or.kr); 3% (www.cha.go.kr).



3-1> A A

3
ar

<

— =
N " H = o S
H N G e b o0 = JRK o
o w2 i R = TRTER o @K
X - ~ l —_ O—H 0
3 Ci iy el ﬂ T .0 Moo e
] —~ — 70
o fo | B do 5l p AL S
i o] e i * R S
D Cle |2 P e ¥ A T A
i o | | 5 T o o oxom o®
e W= S E | ~ | = = HON _ 4
< ) No 5l S ol oE ofo 5 Mo ) i ~ % =
N | | @ i B oo = T B ol B
e A = F P X et G o B
AT N o LT N < D o 2
g e TR 3 5 ok I ~
o = o> = = o T o cﬂo HL.E S y UT Mu_l R
3 B uir A of oo 3 T &S ,UF il 53
T oo | o % oy oy | N | T %) S S o
= o - RE oo . Plo oF N oy R
| S I = S S r - w52
A Gl - ol ol - B T —_ T o= 0 = ™ mo
wo| w2 | e R g o Nome B ok
BlwmX | 5| L e - I -y — b T o W e
Tz o | Mo | mE | Mw | B E AN -
%o ) Njo ol <A = = .m T W o~ —_— i ==
I I R o R ~ T T
ﬂ._l ° T _60 Oru ul Et = o} o A {r vﬁ O_E ﬂ
v T | 2 s T w3 7 3 X T T W
= M % | o M g3 | % = = m o = N- T o pm R
5 = | = =) ZXT <~ X | 2 Z LT T o W %o o
=X W=y X o CU o 5 O > 0 P
ST N W (S ey = W ok O TS =
W X = I e I E %) Ho - w2
S = B |5 a} ﬂmﬁ N
%o T —_— R ) ) </ 0| nl
TN LT Wﬂw Wool | o | o ﬂmwwﬂhmﬂwﬂ
~O [ )| ~ vy . —_ L .
S I A W | R = W o ow PR T
s | e | T | FE o S| ok In <] ~ B o= ™ 5%
I - S - R g 4w BT o0
o) | o ® L I T | e <] i U T
B | %X grow | = = M o ol o ™
" <~ B i 7 ol y o= o Vo =
— - o o ~X S n o 1o
= = - = m .o T ook w2 <) op B
* MM o- M wm 8 o) oF T
Moo S W ON W T

— 66 —



ole]

BELE R
W@ALel st ol

A=

T 9 o o m om oo B T
0 TO = =0
) o] 15_.0 oo RN F ofF
o & B Wy By A
N Wy oF T A W M
= H o ou o ox
o s Ty 3 w2 S « T ol
= o xooH Py o o T
R4 | B m — oy B
" ) 4r o} o D
B o : o F o F oy = W T T
5.0 H_NO ‘QO H ‘UAI.O = [oxal
e - i = o ,m_ [y o
= © A T 4R T b T
—_ i’ == ~ ﬂ ‘mmo
o | z TN o = i o =
© 5| A e OO L - ST <
Moo t L
= K NIr N R A o)
R - B do o T .o
~ ﬂ.]ﬂ [a¢) ‘m o . 0 ‘mﬂ ~9
N of W B 2w
gl o - o T om & -
5| 5 S IS T o o o O
;o.ﬂ oW ~ ﬂ_OI ‘rlxl EA ox mnAO ~ c.l 1
R - = X W
3 -y Ko ) To - = o - T
= o= —_ O_E O—H ,ﬂﬁ NM N — —_ ll =
T oW | o = R N R
w | I o M P
Mo O H_OI < ,_ﬂo,ﬂ Y o ‘Iyl = o
- o ™ oy xEOS o M s 4
%= T Fomow FE DTS N L
07 % EErFsEcLPz
£ - O
w3 | § a9 T T om oML
w8 2 S O
TR 7 X T R
o = u]r P =N N T
I ay T Booi o T D 5 -
LU T T A SRS - S
i N BoO® BT o B owp M
~ M < % %° » ® T %

ol
REE

| =

A

s34 7

LN

)=

FRrol WA Az

(www.hahoe.or kr).

AL, p.318.

}

o
]

s
3

1l

=
=

}3]
\l X
s

°©

=
[}

)

2t
1

[}
e

rebgote

A 214+(2005).

gy, 11(2), p.186.

203) =-2}A A (www.cha.gokr);

204) #1°%<-(2001).

205) 49 -



3-3>3} o] TaWE

-
it

Al <

[ez]
S

bl glow, shalvhe

°

tol 3ol el
4450 ek,

°

(1984. 1.10 #4)

3

A122

__i
e

vzl

X

s 17, FRNEARI0, AHY 17 Fo] T YR

4)

bz

®

vzl

X

R |

=
s

):131)

S
8

=4

=
T

5,288,008m'(¢F 1,599,622
1277}%/2374

4375 (32 ek7k 102, 271 204, 71EHEH

TR 2/ BE 4/ A FaugEAE 10 /

7VT/AF
A E3)

sl 83l

£4 9

o7

Ll
ﬁo

[e}

A A

bl A7

S

314174 (2004).

h=}

AL

A5

F2 FA

el

—
fite)

N
e

el
Plo

o

»A
Ho

—

ol
)

(o)

ol I 2] Eus FotEy] ek e ¢

¢}

I

A A



Lol o

=
L

=

A=)

I FEo
A el g

=
L

A=)

=

.
moT )
R i)
e Wy T R
= sl T E R
: = = o o)) v r RN
<t X ) ~ —_
Z M%%%% ﬁﬂrx&w%ﬂ@r 1
< W — w T 5%% oo < T T ®
ﬁﬂ,ﬂV% mﬂ%_/ @}uaP
ﬂéﬁ%@wr@\q _fzﬁi1%ﬁ JA@4@H§H,
2R @ w9 - m T g Y o= z N
Ar il do ) —_ als W N T o X W He o CE)
NS o m o X - Mo L ) S oW T X o5
a Nw T o o i 5 & = W SIS X s
Vil 5o ﬁ@a ) o = oo ﬁur.%mﬁg
e — il ) — i — N g 1o —_
Wz R I N = 2L n e = T Ao RIS s G
e N m«; o ﬁ o - M_w M_; mm o £l Wr el o mw CEE) _,ﬂo ¥ ow Sl E N
s = g K - 3 o0 . ~ —_ ol — 5 X o | ] >
%ﬂﬂzmwm T mﬁoﬂoﬁv%zﬁwoveu%ﬂws
m I o N o . o= = =y = = | -~ B iy
A_EM}MOM 4xq¢_g%gi e — s 573
G X g B o o <F o ™ o W F R - oo I W o
g = ﬂﬂmzcosy%@wwﬁﬂgg4wlﬂmﬁ@wov%%zﬂ
= = 7 W K =) _\@ S o & R <) m.E =y o XU on Bo o) = N ] ol N
e} oo = Jo 2B i o= T < N 7 O - T o puj
X ol S <" o) ) =R of o ¥ o I i I M %o O - T
.HL Wr T Eal X — X i —_ o~ i esel X O,ﬁ ﬁo N w ow X ~ Eo =
a0 o . ® 4 o ron U ~g b ~ el ~ oo o ®° g
o 50 o N b i oo 60 oF ") ~O ot o+ = X o R» o
H/E\ o 7y ﬂ;M > 3 X ﬂw_ < ° y oty ARy M__/l w5 < @u e o oF ) o o %0
ﬁ%%%n%awgmgi%wﬂoq ﬂ#ﬂwoﬁomigwo_gz
e NI o 0 o o T B w T oo b < o < o = B
Z 4 o o & W NI T <2 mﬁm G+ T i Mo o X M T WW i o = ﬂ
21 oo = o T 2 wr. x B W £ RO v T N o How X
n N~ iy o5 Wr = N W L G o oy R Uo o Al ol oy | oF
o @ o = r WE\. o 5 A\ 3 X = Do ]W = e o N Jn i o wrooo) =
%mﬁw@ﬁ;ﬂo gﬁ@o1w_aﬂm},u%oéﬂ@mm wr%%ﬂﬂeo
N Rt T o o 5 < = oF CARpS = e oM o T wo X E S <
R me rA RN 0 = oy T N = ol o o B o ~
mwﬁrm = %% o) wmﬂld %ﬂ% O_E?_s o 02
=3 o X 0 o oy o X o R icy oy T X T ~) _ o) _ -~
7O = o = N T Jo X o S ~ ™~ B B Yo = N ™
BN vl 4 E o= X o X 5T ) Mo T sl B
Jo R ]T i _% = wOX N = " 0 A ™o R ok ey ooy JM o = N
oéwwaﬁoﬁ_gaﬂﬂ%a = ,mqﬁéﬁmﬂo
oF IR qop - o o T vl N o ~
U P E T GG G > o o
< @ T T SO zu - KX = = = ol &R
= o ‘M ,UF ot ,UF < %o M_@ i, EF -
o P o o R ﬂA_la ‘m > ol o
oy ul w® ‘_M?_*l FOoxe o
o BN mw
NoXB

- 69 —



2 AT Y00

Uz

)
e

N

g 7H

-

A HE
o2 Aol

=

AFHoR

fupee AEv}

A}

KeX
=

ba A4 )

fite)

A

alg
4

X7

3
ol

oj#f W& FstA ot} 3hEvhe

el

o]#] e Axpu

N
oF

p—

0
I

o
M

5

OE/\_]

=

¥l 45w}

=

& ool FAAew S o

ol
NJo
pul

bH
s
el
o

X

o

el
—_
ol

0
el
—_

o

=57

==

AR ZHA A A

el
)

Aol

-

1

5t

°

e Al Bahk ohyw Rzl Bah

pp.21-39.

206)



N

obgla v}

=

3| ;‘% 1}

s}7} WA

=

RN

al7

I

550l

19]

o
=

= AEA

=
T

=

U

I

3
=

A

ske] A A

U;‘,;]_z—;
RU =
RU

=

=

R

AT A

A28 292 e] Aol v v}

13§ Al
24 on 7} t}209) o] 9

al?

N

%0

o}
_Z.t

w3t

<]

=2

7HEAIA 2

FAAAA ] DA 3t

7714

-
vze)

X

N

o
K

‘mﬂO
o}

e

=
L=

2]

]

A -

do
o]

®

o
)

N
Mo
o
=0

p—

0

o] QT olm, A}

127
A7k A E o] A7

‘u
-

=
L

o B

[e)

o2

ghoh. 1984, w9

-

1

A
- A4(2005). AAI=E, p.186.

=
L

F7)

<
=

32010

o



B

32,850
581,029

548,179

2012(1-6¥)

2011
1,257,351
58011
1,315,362

2010
65,565

1,396,743

1,331,178

2009
45,224

184,272
829,49

2008
818,359
44,265

862,624

2007
23,290
796,203

772,913
FA A A B A 2" www.tour.go.kr

Al

SEY
EER

wK

o

o

)

—
fite)

-

wmo
o

o

ol

P Aow Ba tg <ay 3-1>3 2

=
=

A

shl o,

o



<ag 3-1> d4RY

Fl ™ (authenticity)

S (loyalty)

ABH NPy
(objective
authenticity)

UXH 4=
(Cognitive loyait)

7tds5-2

EER NRY
(existential
authenticity)

7ha5-1

:ﬁ I-X‘i I:II"‘-E
(C\erall

satisfaction)

7hd2

7ha

588 848E
(conative

loyalty)

TgH uEY
(constructive

HHE 38E
authenticity)

(affective
loyalty)

7had3

2) A7

A (Jaml & Hill, 2002; Kolar & Zabkar, 2010; Wang,

1999; &= - HA, 200NN G Ade 2kl =2l 718t

of BT FHelAE Aua AT T4

174 44, BB S
= gEd Ag4ez FAse 2 A 2t JFRAS FEAnd GeH 2
o Hae Ags

L RSN Bl B A3 A=Y APl fol @

ARAT WE e BAE A

M 2 o]y A8 (Chhabra, Healy & Sills,
2003; Cohen, 1988; Moscardo & Pearce, 1986; Naoi, 2004; Waitt, 2000; 1 #] A



, 2007,

J

<

o

=0

(o)

. 2002ab;

¥

</

]

, 2009; #

5
R

- 0]

o

w

—

.XE

el

2y B M 8 H(Kolar & Zabkar, 2010; W k5

—_—

< 24 2010; AW

7o

wmo
o

o

74 sl ojw)

-
1

e il

o

N

Fek FAH o

S

st staLat

A] = A]

]

[e]
= ¥

_ZTI

x

el
;OO

Jmu-o

)
o)
oF

5y

%0

No
o}

o
)

ol

A H(Sui & Baloglu, 2003; Valle, Silva, Mendes, &

o] &
Guerrio, 2006; Xia, Jie, Chaolin, & Feng, 2009; Yuksel, et al., 2010; 7 =4

- 0]

ol F71, 2012; =H <,

_Eo

j
a-



S|
=

22 7

e AFsnAd e

7}

a3l ot

d4s

[e)

=
Y
o)
N

5y

%0

Ao

d Mg AT (Back & Parks, 2003; Back, 2005; Evanschitzky &

)

Efz 21X

= o
=2 =

Wunderlich, 2006; Han, Y. Kim, & E.-K. Kim, 2011; Oliver, 1999; A. Yuksel,

F. Yuksel, & Bilim, 2010)

o

I

_ZTI

p—

0
X

5y

o)

o
)

—_
fite)

oF

—
fite)

A

il
M

%0

Ao

p—

o)

"
NV
ey

o)

AA A F4=ek AAMH

7

st ek,

o

A3 B a1 A}

AR oz

B

.XE

el
700

hgo thedt ge 7

=

=

J2Hes =4

(e}

hSS

—

.XE

el
700
o

o

o

)

ARR e Ba v oae v,

)

—
fite)

o)

o
ﬂo
)

w
_ZTI

o
)

ol

%

el

_ZTI

ol A Wang(1999)°]



]_
3
]_

ol XA ol =0 5 _ —_
S N R - - 2
o MR s N — o T T 5S
- AR o < 0 = o T . o
A—u X = T T so % o Wr H oo
o R 5 & w o GO N
! o O_E XL == T KR 17J| N AT
ROX o W= R s M
= x X e oo s X
NN o B o K =g ™ = I
R o o <R R 5 9 -
o T <] ) ) 0 o
RO m = Y = ) C}
= o P TR 7 5 o EoR g o T
© 2w T °T g o T BT
~o =) o =3 70 W= — = iy =
R o Hi NoX H o W
— X . RO _ R R T g = om0
X B -~ »AO 5 OH N~ AT
o T oo . = o oy o Y
o BB s 2w o J) S o
;0 —_ -~ . ~~ O ) ) —
= X > ~ o S —_ = =
HMH_ Mo & 70 1ﬂrr 5 A o = N R 2 v m %om .m M o
N o ~ - o- =N § o Jl 2 o o ud s = r
)| Jow = g © o S o = g TR SR
Po | X ) =g = S o e — X =
o T A = T & = 5 R 2
< X i o KO - = \ul H.t o R .HL © i :i Y ﬂl ZT
R B R N Z o= O R 2
° & W X SR o B ST W om S o= X = 4+ 2
o N XN = i B B c ® oy W o N
RPN SR R g oW °E
wE X 7 2 3 s 9% o .2 o N 5 ~ )
—_— — i [n7e) ,I.VvL —_ Q ~ ;O,._ @) 1_/_A| B M O_E e ~ =
W N \_,IA M Mn o S 3r = i L ‘wo 3 O_E 9 X _E Elg o
< =~ xRN RO T %0 Hﬁ W RO 70 %o.ﬂ T %o Moo ™
T = 7 I~ . pn ) ~ Oﬁ
H o = 7w e KO 5 o) X0 = X0 =t
RO RT e g R g ® I B
o "X 5 — — X & W W T Ko
o) W ome X 0| = ° = - 0 7 ~ — -
= K ~o i X ~o = — X X 0o z” o
o W o0 L oH o o < d o X N - = Mo
‘.:L ‘.:L AO —0 ‘H_Tﬂ — ~ ‘H_Tﬂ 1 Z.t —_ 17_A| X X E‘*
i N N Y N xm T W oM T < Wo 5 SR i
— — - ) —
mog T w " o % T ° Ow T T eowmw ' =
R S A W R Mo o il

7z A Al o

|

8

A =

—
o

s

?151_

o



A %= (loyalty)

=
3

(3)

W oo w® ML ) T
) ~ H r
> xow b Tz o
o N 3 o
G WW c oo Mprr,_
o ) o = o
o E o )
EIM N _— AL ;OU — _ —_
T oL, 5 O G
o X0 8O T w0
1 S W du T b
o] _ e ol B %o Mm
T M]o T T N - - X
SE YR Call o ﬁ
c Mo T O L
M o w T %o
o ; "
Pl - T
- T & e T W
-~ o s T &
3 — —~ T Py I~
L2 EeE 2L
- EO [ae] jal ﬁ o UL Z‘.rl
4 r g
5w g Yo ¥ 2 o b
—_~ IS — — = )
o G o~ H s T o
= ﬁ T £ - % Z - T
T I & 2o B 3 S MW
S Mo ot U A 5 X o
%%T%_d S F T o® B F oo
{ = Y
ctxE Huze Hal
By BT _&o Wz H _&o 5
o G T T %o x
p Lo W 7o W or 7 Mo W
W oo ¥ X & W T o N
e - R o)
o W T TR 9 o X U 8 % W
TR OB W ST ol

= 94 o

vl

g

=

A1 %= (conative loyalty)
|

1) 2%A 4T Awel

el =AL A

3.



el
s
K
alg
ol

p—

0
s

et

B

"
Njo

—

_ZTI

)

o

o
ToR
o

I

3

Z

) 5}

bk el e

g2 745
o

5}

=
Rl

£3

& A (open-ended question)<

£

7N

—_
fite)

‘(H

5}

alg

—
fite)

&l

o2 A7

1=
T

=]

AL Aed= WEoz 67

Q

el

o
alg
X

o

HAl AlA]

S

7 thy

p—

0
o
i

o)

&
Hr
o
T

I

of weh t2A deg § dx AgHeny Asden &

2 Az

o

Boorstin, 1964; Cohen, 1979b, 1988; MacCannell, 1973; Urry, 1990; Wang, 1999)

q G (Kolar & Zabkar, 2010; Xie & Wall, 2002; Yang & Wall, 2009;

[e]
37

L:__jr/]_
=

)

vl 2012)&

ols

. daF
=1

A

FAe FAH o=

bo 745

of #s

alg

%

s

AR Abdel A

[ez]
S

CEEECERE

I

N
N

i)

il

alg

o)
o

0

-

)



i
N

+

°

ak

-
i
frvze]

X
Nr

YT

g

S

3
3

A

g
g

poze)

ruzel

]
]
]

A
AN

[

EU S

s
3

7
:F.
!

Kolar & Zabkar(2010); Wang(1999); Xie & Wall(2002);

&)
®
o N
<M

[

5
S
5

(2011);

o)
A

- 9]

oF)
G
T gr

o o
50

(2007); Z=&l <4 (2009);
1] (2012)

3
. g

S

5] - o]

(2002ab);
ol e} 2]

e
8|
(N

]

Yang & Wall(2009); ##14d

]

W5
w"os
N
po &R
=
o
N &rm &rm
Jlr,._ B B
R T
=z
o E
ﬂAlL UT._ ‘U_lﬂ
1r0 P —
jend N
=
—
(]
S e
=
° S g
R S
X! op
X~ Bo
A
N
= A K
= X =
g5 5
R
-y =
KD R
I "
cSINST
D~
g g A
e s
I RO
o
>~ 60
&
jam
X
= Nr
CONeT

Back(2005); Evanschitzky & Wunderlich(2006); Han, Y. Q1A% A%

9

4 FHE

A

Kim, & E-K. Kim(2011); A. Yuksel, F. Yuksel, &

H
Ao

®

Jo

Bilim(2010)

=K

1
I

\mo

iy
I

plo

14

(54 Likert)

4 5

A

_ZTI

o7

!

7F= A

|

b

Aol A%

alg
X

™
Bt

—
fite)

o SAEe e BEAe 3

)

© % Bigné, M. Sanchez®} J. Sanchez(2001) ¥ 3 Han, Y. Kim¥ E.-K.

il

M

o

=

fﬁ'
EE A. Yuksel, F. Yuksel# Bilim(2010)¢] -l Al A A]

g

AF
=

A 7ol A

O
RS

Kim(2011)2]

WA A=,

ki3

AJr
il



bl ot

FTAHAEZ FAT
I 9

3|
~

ol
frod)

alg

gto 2 7H Likert ¥ &%

127 &

=
¢}

—_
fite)

=1
=5

glto 2 7H Likert

TARez A

=g

BRI

o
Q)

s

14 3}

o

3

A

bl ot

S

2 74

45

]

o=z %

UNESCO Al Al & &}

A=

ZAHH

)
Mﬂ
el
i)

Njo
<

o)

B

)

iy

Mo

X7

X

™
W

"

"
Hr
‘.mo

%

o

I

sk
=

A7 EA

A

o] ¥

ol 7Y

¥} 22

[}
=

2012 74 21

NS

S|
=

’

]

™ %z

st ek,

23

=
=

AE Frob AP 2=AL

7N

)

N

s

s

]

2012 94¥ 30¥H-H 10" 7A7HA 82

EARS

—
fite)

2 DA TN -

o
Q)



2=
N
o

ol
o

=0

N

alg
X

AHeE 89.2% 9]

shel o,

o Ah-&

=K

-
1

e A5

+

gl

Zg 798 SPSS 19.0& o] &

ta T & A

A&

il

B

ToR
o

0

ad

B

]

ROLN
—_
fite)

ey
el

i)
M

p—

jang

tel 74 Jid=el o

o]-&3

KeX
=

AMOS 18.0

—
fite)

ey
el
T
i)

Aoz AFEE AL 9= 0.059 0.019]

AEEEERECE:
1Sl

S

gr=

]
o
s 7o s

N

o

%

e
i+
o}



T EALE <E 4-1>7 gown, QAFEATH SAddA FAo] 2298 o=
42.8%, ©17d°] 306 o= 57.2%<] Bl &S A, AFdl= 3007t 1578 2
& 20.3%°] 7HE =2 Ale R Yyt 0ds 1317 0= 24.5%, 20t 7t 8918
2 166%, 50t7F 79 o2 14.8%, 1007} 43 o2 81% Eo= 60d o] o]
BHOE 67%] H&S HATE FEAe] wHFFEES UEAE ke gTEY
o] 349W o F 652%9 HE&R AW, 1FTuw ZH{jolsrt 118H o=
22.1%, e o]Alo] 68 O 127% o2 FALE AT

e AEAo] 1599 &2 29.7%, AHFA oy e Aol 91 o2 17%, A
S 4o 157%, FH7F 83W o' 155%, Au|=F o)y Fuf o] FALEE S

Ho® 75%, A9dd FTAAIL I6HOE 6.7%, EoE VE e 7]
Qe Agozs Aabz dedl 27w gy HY F=H Folgtn Su
sttt € HAl RS 400WHd ol o] 1527 8 28.4%, 2008+ ol A 299%F
o] 118 o2 221%, 28] 1008k ol A 199%kglo] 799 0 2 14.8%, 3007+
o 4 39972 76 o2 14.2%, 1008+ w ko] 129 o2 22% o2 e
I SEEA 2 AUt 98P o2 183% = FlEH AT

A SHEAF 535 5 A5 Wk A7F 307H o= 574% 2 YEF AL, AW
Sk 27} 228 0 2 426%9] M| &2 ZAE AT FHtg e = 7oy J 3 g
7 RS SEHAF 303 o Z 56.6%9 =2 HE&S HAx, Iy Ady g

7l kg A= 1519 o2 283%, A E Rt 4B o R 82%, VHERE 4, §

=3, 7hQlH B9 o= Fste] WEshdths SHAE 3THeR 6.9%9 HER



gyt HES A3 ARE AHUYS o] &3 2t 212W o2 39.6%, T3 o]
1499 o2 28.0%, SHulAzt7F 48 o2 9.0%, WAL 10Mo2 1.9%, 7|Et=
116 o= 21.7%7F TV, A, Bw4d¥ &= sot] s J58¢ Jox 24
HAdk a2l BE A ekE 33| nSol] tidk x2)o] Qe A& ‘A &
g’ e sl zprb 15 o= 28%, ‘X Egr}vb 7TTH O R 144%, ‘& L3
PR} '= 8Ho Rz 165%, ‘W & L3 JqATU) I6H R 6.7%E “HF o]
el 23k 27 319" 02 596%2 =2 dH&=2 eyt
<E 4-1> mEO 54
T X2 $(Y) v&(%) T X2 5(8) v&(%)
w4 229 428 ARA 159 29.7
A —
o4 306 57.2 Aqu| 2/ ez 40 75
ARA / BE 9l 17.
10t 43 80 e /e J 0
AR g4 36 6.7
20°h 89 166 za % 55
30tH 157 29.3 1A U 157
A=
40th 131 245 7€} 42 79
100-1997+¢1 148
600 o] 4+ 36 6.7 00-199 o
A% 200-2099+8] 118 2.1
TEE T Zo|F 118 2.1 E
MA2E 300-3991H¢) 76 142
52 5} 7] 5+ =
S oA/ OE 39 62 a1 oa
)3kl o4 68 127 Hoo 98 183
wpa AL W 307 574 7V ) A 303 56.6
) = AE/ ddal 151 28.3
39 A 28 ©ne °
e AR 28 44 8.2
g 2 dw gdt % 67 e 6o
4 ok 9ioich 88 165 QlEYl 212 396
IR ]
° Bt} 39 596 . A 49 20
X]é} o o}_ )]
2 i} 77 144 AR e o 20
e ' ° o g A} 10 19
A3 2} 15 28 7)eh 116 217

AA 3 4 5359 (100%)




A a1

S

A4Sl A5
8

=
K3

1]

°

sho] <19 4-1>3) o] PBE

S

[©)

soll o

Q.

3}
=

&

S
&

e
247 A

3}

o

o] 589%% ¥ W&E yehygrh ‘AdF ohyrt,

o5} ol

32.9%% vLbERYITH

ol ey e

|
—~

)

—
fite)

1= A 2

Z

j=3
H

o
Q)

-
1

AT 2

o %

j
a-

g

A

o]

o

—_
fite)

o] 47.3%= ek, ‘O

o]
G

—
fite)

15.3%

K

[e)

i

oll jof

3.9%

<9 4-1> #FA9

BO0
B
Ok o7

OH

2(E)

HA
EI-EE'
HE

192%= H & ¥

43.6%

29.5%

2315 5712l 524

7.7%

H(E) (e sseeeseesssssssseeeemmmm—) 1 (=)

M)



A

Y

otz
&
=

To!
el
o

;OU
(LS

ol
e

o

al?

o

42> A4 T

et BBy 77.%=2 o= ATk

BA7F 3.9%, B

]

]

50.5
249
174

133
93

|23
=

13l

S

78.1
84

45

418

HEog

A

105

B
Ho

</

X

3.0

16

s

oo

sl

15

5.0

27

0.6

Ao
=

0.6
0.6
1.1

1l 73

SR
7 19

=4

o

A)

T} E o] A,

19.8
21.3
249
56
2.1

106
146
133
30
11

4% ot}
w$ A8 oh}

HEo
- °dth

176

s

oo

sl

14.0

16}

g

oo

sl

==

A

4-2>7} 2},

-
it

A= <

74 Likert

=

$go] 105%2 vl&=2 vebykd A

A
— 85 —

]

-

1

3o
S

-
1

[e3]
2R

o] 849%, L& HEolg}

j=5

H

w9 2E o F 5% % UEbskan, vl



0

K
A
T3

Uz

fvze)

%

o)
o

A ow ofwd o

=
-

ol

‘ofUthe] WS 9% Lbebt)

o= 8elH ) Holo] ‘he

j=3
H

o
Q)

10.5%2] Hl&= A AT

gt A

s

[ s

A7e) AgEAIA A}

=

To
_ZTI

fite)

o

fvze)

5

fvze)

X
]

el
o

el

)

il
M

vzl

X

I

—_
"o

fvze)
_ZTI

—_—

o

o

Q 912X (exploratory factor

EEE

(confirmatory factor analysis)<]

analysis)Z Z}ol| B3]

o] T} 210)

|
—~

ol

H A

g

AAZFE A A %

ol @go

210) D.W. Gerbing & J.C. Anderson(1988). An updated paradigm for scale development incorporating

A

=

TEUAA ZYEAY,, St p3belA AlQLE.

=
-

Aol ut

EERE

unidimensionality and its assessment. Journal of Marketing Research, 25(2), pp.186-192
i

(2008).



1]

°

]

<l

=

[e)

=

AAREC = AT B o] o=
7N EF3Ad (construct validity),

-

1

gl A}-g® T 21D

-

1

3

257} Az vhske}

W A olE2S AHT

Kline(2005)+=

Y

I e} A (discriminant  validity) 2 4= EFd A (convergent validity)

[©)

p—

o

N

o
o
ol

ol
M

o],

-

1

oA =]

=

=

oA 0oz g F

)

p—

0
X

-
il

)

ol
B

I

&AL, p.46.

=

5, A&

v, pp.346-387.

}

ke
o

1, A&

pp.94-9501 4 A <¢1-8-,

A

Z*H

7V
)

3

A 4(2009). A,

Aol g SPSS/AMOS EARZAT W, |, A2 2141714 p.3l4.
New AMOS 160 T

FAMOS A to Z
213) R.B. Kline(2005). Principle and Practice of Structural Equation Modeling, 2nd ed., NY: Guiford

=

Press. pp.204-205
214) A A(2009).

211) $#=(2011).
212) A d14(2009).



ol

Ae e A= NyY Al E(construct reliability), I 1F A3 %] 4 (average
variance extracted), AF=7} A EE HAUe= o] 2o AT E3o] B
& Aol gHsA AFeAE AAGE P (HRE, F928), CMIN/DF(Q)
F/AD, FAR mFol HAl ARE: drvh} F AHIEAE v
GFI(goodness-of-fit index), GFIE AFXZeo] 9sle] ZAHE HAIA
AGFI(adjusted goodness-of-fit index)2} RMR(root mean square residual),
CFI(comparative fit index)S FTAIC & H7IsIATh T3 A =59 FFEHAAHS
Asst7l skl FAEAE AAE AR Hu=% (maximum likelihood
method)& #-&3to] R4S FA4T Ayo] ik A GdAAEdS A8t

gt 1en 5P AFEES Frbes] AT TAAL AGE AFE Ad A

E7F 07017, Bt FAFEAS 05014, Qwkel 3¢]sh, GFI®F AGFI= 0.9°]7%4,
RMR3} CFLE 247 03} 19 /h$4% Agsitn #d@ & 9ok

12k E1A el

%
ihg
=

P
A\

g Bl o
622.092(df=231, p=0.000), Q#t< 3.693, 7124 A4 GFI7} 0.909,
AGFI+= 0882, 914 7F s itztol €] RMRe| 0.058, 7124 ¢4+

C
THgA T NFIZF 094302 10T 30179 #h= Hole= Qfts x2&sto]

Fe N&FTAN AAE, FAF oz A7 1] BN AANLL, A

215) AA(2009). A AA, pp.371-374.



ol¢} #o] 3

ol A A= L.

d

]_

A A

4-3>9} 2t}

-
it

<

-
1

‘.—_mﬂo
M
ToR
o
o)
Njo
T

Uz

3 A

19
A=y

4-3> A7

<3

o

B

o

v

X
~

#

1
ol

v

X

427510(168, 0.000) / 2545
0.929
0.902
0.051
0.956
0973

3t

0O

0.05017 / 3wzt
0.9
0.9
0.05¢]
0.9
0.9

AGFI(adjusted goodness—of—fit index):
RMR(root mean square residual):

NFI(normed fit index): 3
CFlI(comparative fit index): 7|2

GFI(goodness—of-fit index): 7]1%

CHASE, §23H8), CMIN/DR(Q)ZE(/dE)

show, FAlH o
0863 183 WHE=7} 0874, JdAA FAHEE 0825 4A

o

=
[€)

Ao

3|
A

3

A4 o]
al

45 0.893,
Mde M=% 0.7

1

4

AgA el 0575, FAH
Z

A= A

3}
W 2 4 4 (internal consistency)©]

FAE7F 07498 ¢

3|
~

A% 086252 e
5

3|
~

o
o
=

tha

[e3]
2R

)

A4 AGF1(0.902)

.
-1 H

2 A

GFI(0.929) ¢} =

=
T

3mRke] 25458 Zddk

[e)

L

9) T} 216)
427.510(df=168, p=0.000), Qk

\.—_mﬂo

~

4

o

ox

+

o

o
o

el

)

el

|
—

216) A4 (2009). AAIA, p.46.



RMRe] 0.051, 1o 7}7}b&<

=

= Aga

71243 A5 CFI7F 0.973%%

NFI9] 09562 2 3Folx ¢t}

b |
0.66 [\ el \

~
N A 0.85 U R A
0.38 (ez X2 _'(c-b_j‘ective
o’ authenticity)
P 1 0.84
T
S o ¢
0.62 | X4
el ¥
N 2 TR NPy
047 | e5 X5 (constructive
e authenticity}
I g | 081 i
057 [ &6 Xxe [
\-\._ﬂ).j
r'//i-\ A
=1 0.81
,
H#E4 HEg
1 0.87 (existential
authenticity)
0.81
5
\ y (overall satisfaction
036 | y7 f
\315/
Jr s i
046 |
\f}fz 0.81
G el
/ D84 AR H =4
0.43 '\\615 (ccgnit?\:'e loyalty)
o 0.84
043 (@16 ) vy 10
o
036 (< 17\ !
.36 |
r D.92 BMH 4
0.26 '\\e18 ) y12 (affective loyalty)
— 092
027 (e:]_g ) y 13
T 1
021 (e20) v 14 0.95
e 588 34
T e (conative loyalty)
037 .‘\921\ y 15 BaL

xI: 71 Ale] AR A% E3 A4

5, x20 IA, 2 A AF544], x3 o 24
&3 x5 AEHe AFEE 1A <A,

}\0]—7 X4: ‘Tﬂr7%oﬂ /\E]XH SE—SH%_]_ %:]_%:_ =1 O

A/EEA Aae] 23

]
ZJ R W v8 ThE AR dHo s ¢

BARG o 9§ A, yll
yl3: o #RAEY ¥ F5, vl

5 19

043

wele) Aol =AAE A9, y3 GAHESE 4o gl 4
V5 Ao WE, v6 AE Fael uEel wE, vT g
S48 2,0 AVHOR FFE X, y10 e @
LORE ok 278, y12 oA VB ) JRe] § £,
7137} Folxivke, thl WES o4, yI5 BHRARA, ol 3



<E 44> SANTe] S acly
xl = 2] } ] T EFE I} é b
=] FL3 by ° = a
&?l — "ol © J01__ axﬁjl X]' CR AVE
xl 1 Al A4 AFEI} AAE 4901 0765 0657
ZhE :
x2 A, 2 At HA=44 5249 0850 0332 0802 0575
274
x3 ol ZAE AE el YL 5178 0839 0451
x4 FAo A4 B A5 vLTA 480 0738 0621
TA A ]
x5 AEHS AZES9] 717 A 4897 0815 0471 0771 0529
274
x6 AFAZR A7 A EEA Q) ] 23} 5346 0814 0574
yl GALA Al st B2 4460 0809 0514
nzn v2 Ede AR =AAE 49 4518 0860  0.386
2] 2 A 0.863 0.611
T8’ y3 AaEEtE EMo] gl A 4703 0868 0343
v4 GAE AE3 AAF A 4531 0809 0540
y5 AwkA o7 nhE 4994 0904 0271
Ak
e V6 A F3e] g v 4793 0831 0370 0874 0698
y7 W A 7|geg v 4744 0898 0339
y8 TFE #AAAHT} dH o7 o] 948 3 4179 0812 0457
214 ]
g VO AU oR 259 3 4413 0340 0434 085 0610
6o
y10 U2 @3 E o §93% &9 Ay 4181 0838 0429
yll WHE Bk 2718 4634 0831 0358
RS
e V12 oIAA vE W, o el $5 4430 0915 0259 0893 0736
6o
yl3 2 #AA R o £& 42711 0920 0267
v yl4 7187k Fojxivkd, vhAl RS oA 3983 0951 0213
e 086  0.749
o= y15 WF AN, o] WS 1Y 3694 0912 0370

2

X (df, -2]€8)=427.510(df=168, p=0.000), Q=2.545,

GFI=0.929, AGFI=0.902, RMR=0.051, NFI=0.956, CFI=0.973

a: CR(construct reliability): 7§13 413 =
b: AVE(average variance extracted): %3t



gl
7

il

Nlo

17 gl 7

fite)
0

o
il

N

)

Np

o

gare
o}

~
;00

alg

)

—
fite)

,_—ll.

1

7_]

R

Holm,

S|
=

=

ol Q)2

-

1

35 =old
o] p<0.0191A4 A(+)e] A

[e)

i

2ke] gk 7t

=
=

-
=4

7N

A

3

™

B’

N
22

Ik

ﬂ\_-,o

g

1
0647

1.057

5.044

poze)

S

ruzel

8|

]

poze)

S

27T

0.759™ 1

1

0.804™

0.706™

1
0.726"
0.735"
0.632"

1
0.703™
0656
0.640"
0545

0.714"
0683
0586
0.473™

0.581"

0560
0532
04317
0.440™
0390

1.070
1.128
1.062
1.204
1.442

q T 4844

S
5

I8

H
gl

4

&
Tl

5 A FAE 4258
6 ANH FAE 4445

4

._A__o

760

Nlo

FSPSS9 AMOS®

(2005).

e

c 23

217) 738 A



(least squares method)< ©]-&3% Q#kdt =] AH3d H7} -
(absolute fit measures), % &4 34 9=(incremental fit measures), 7+4F-gH#]4=
(parsimonious fit measures) < ©]-&3}9]t}.218)

<Y 4-3> AR A4S

AXH 4=
(SMC=0.692)

4E% 1YY
(SMCe=0.675)

0.809
(10.727)*

745 1By

2YPAFE: ¢ X (df, 9] &8)=427510(df=168, p=0.000), Q=2.545, GFI=0.929, AGFI=0.902, RMR=0.051,
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ABSTRACT

The Effect of Authenticity in Cultural Heritage

Tourism on Tourist’s Satisfaction and Loyalty

- Focused on Hahoe Village -

Eunkyung Park
Department of Tourism Management

The Graduate School of Jeju National University

Following the expansion of mass tourism witnessed in recent decades, it
does not seem excessive to say that cultural tourism is now becoming
mainstream. Cultural tourism concerns the desire to experience a variety of
man-made items, distinctive of past and present periods, at the tourist
destination. Cultural heritage tourism is an aspect of cultural tourism in
which the inherited culture of the past is involved. In recent years, cultural
heritage tourism has gained increasing attention, and has generated a growing
body of literature. An important attribute of cultural heritage tourism 1is
authenticity, or at least the perception of it. Authenticity is acknowledged as
a universal value and an essential driving force that motivates tourists to
travel to distant places and experience different times. Present-day
authenticity pays homage to an “original” authenticity, and the quest for
authentic experiences is considered one of the key trends in tourism.

In cultural heritage tourism, authenticity has thus been identified as a
future key driver for tourism. However, the characteristics of cultural heritage

tourism have undergone change since the seventeenth century, based on the
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changing relationship between tourism and culture. Cultural heritage tourism
can be explained as a consequence of wider social and economic trends which
mark the periods of ‘late modernism’ or ‘postmodernism.” A central aspect of
the culture of modernity is the quest for authentic experience. Why, though,
does authenticity play such an important role in cultural heritage tourism?

Many scholars believe that the quality of cultural heritage tourism is
enhanced by authenticity. The authenticity of tourism destinations, sites,
events, cultures, and experiences is of concern to practitioners and researchers
involved in the planning, marketing, and management of heritage and cultural
tourism. In this research, we address authenticity under three dimensions -
the objective (real), the constructed (sociopolitical), and the personal
(phenomenological) - and via two aspects that contextualize authenticity:
space and time. This study focuses on the role of authenticity in cultural
heritage tourism. A key purpose of the study is to examine the relationships
between authenticity, satisfaction, and loyalty in cultural heritage tourism.

Much research, mostly qualitative, has been done in this field. Thus, the
particular purpose of this study is to find out how authenticity in cultural
heritage tourism affects tourist satisfaction and loyalty toward a tourist
attraction. The study focuses on the relationships between authenticity,
satisfaction, and loyalty. Tourists can be loyal at each phase relating to
different elements of the attitude development structure. At each loyalty
stage, different factors influencing loyalty can be detected. The study also
investigates perceptions of specific authenticity (such as objective authenticity,
constructive authenticity, and existential authenticity) and loyalty (such as
cognitive loyalty, affective loyalty, and conative loyalty).

The research questions, which could also be relevant to the authenticity of
cultural attractions, are: (1) What is the authenticity that tourists perceive in
cultural heritage tourism? (2) What is the relationship among the dimensions

of authenticity? (3) What is the influence of authenticity on the tourist’s
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satisfaction and loyalty? The paper argues for a theoretical and practically
useful framework to guide research and practice. As an empirical object of
study, the chosen research site comprises the visitors who come to experience
the cultural heritage of Korea, with a specific focus on a village located in
Andong area. Hahoe village is one of the important crossroads of history and
culture in South Korea. It was designated as a World Heritage Site in 1997
by the United Nations Educational, Scientific, and Cultural Organization
(UNESCO) on the grounds of being an outstanding example of authenticity.

The research survey for the study was conducted among tourists who
visited Hahoe village. A feasibility study involved a survey of local residents
and tourists who visited the village July 21-22, 2012. After a pilot test,
questionnaires were filled by 593 tourists who visited Hahoe village during
the period from September 30 to October 7, 2012. A total of 535
questionnaires were completed, providing a substantial set of data to be
analyzed. Collected data were analyzed using the statistics packages SPSS
19.0 and AMOS 18.0. Frequency analysis, confirmatory factor analysis,
correlation analysis, and structural equation model (SEM) analysis were
performed and additional multiple regression analyses were also conducted.

In sum, the results revealed that constructive authenticity of object-related
authenticity  significantly  influenced  existential authenticity as an
activity-related authenticity, with the exception of objective authenticity. The
different dimensions of authenticity statistically affected each other, with
constructive authenticity and existential authenticity having a significant direct
effect on satisfaction, but not objective authenticity. Furthermore, the effect of
constructive authenticity in cultural heritage tourism on tourists’ satisfaction
was stronger than the other dimensions of authenticity. In addition, only
existential authenticity directly affected tourists’ cognitive loyalty, according to
a qualitative appraisal of tourist attractions with certain attributes.

Satisfaction had a direct and significant effect on cognitive loyalty and
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affective loyalty, but not on conative loyalty. Lastly, cognitive loyalty had a
direct and significant effect on affective loyalty but not conative loyalty, and
affective loyalty directly influenced conative loyalty.

There is empirical evidence that tourist satisfaction after experiencing
constructive and existential authenticity is a strong indicator of their
intentions to revisit and recommend the destination to other people. Satisfied
tourists with the perception of existential authenticity are more likely to
return to the same destination, and are more willing to share their positive
traveling experience with their friends and relatives. Positive word-of-mouth
recommendations are especially critical in tourism marketing because they are
considered to be the most reliable, and thus are one of the most sought-after
information sources for potential tourists. Loyalty is a key outcome of
consumer decision—making in the services sector, and thus the importance of
loyalty is evident. In particular, constructive authenticity plays not only a key
role in tourist satisfaction and loyalty but also has the power to influence
existential authenticity in cultural heritage tourism.

Authenticity in cultural heritage tourism is an essential element of national
and regional representation with the potential and the symbolic foundations
upon which a sense of belonging is based. This means that cultural capital
plays an important role in determining heritage and the demand for
authenticity. Cultural capital, acquired and inherited, was found to be an
important factor to consider in the demand for cultural heritage tourism. This
thesis emphasizes the importance of authenticity in cultural heritage tourism
and its multiple dimensions in authenticity seeking. Authenticity is
accordingly crucially important for tourism, especially cultural heritage
tourism. Because of that, the concept of authenticity is of particular interest
in the marketing of cultural heritage sites. It is helpful for understanding
tourist satisfaction and behavior as well as for its strategic and tactical

implications concerning tourist destination management.
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