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C. Gartner(2007). Customer-based brand equity for a destination, Annals of Tourism
Research, 34(2), p.403.; S. Hosany, Y. Ekinci, & M. Uysal(2007). Destination image and
destination personality. International Journal of Culture. Zourism and Hospitality Research,
1(1), p.63.
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pp.100-103.

3) P. Kotler, & K. L. Keller(2009), Marketing Management(13th ed). New Jersey: Pearson
Prentice Hall. p.281.

4) C. F. Chen, & D. C. Tsai(2007). How destination image and evaluative factors affect
behavioral intentions?. Tourism Management, 28, p.1115.
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O

Ale T "RAAPFATa, 10(3). p.81-83.

6) 9rEA 8/d%-9gX1(2008). R UA BHES] mI|PEZT FAX ] U)X 9T FEGA B
BT X|Alab AbRojBo] A%k FopAE AL, 23(4), pp.51-70.
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8) o]’gu]-¥As](2002). QAUAE o] &st= 179l /A BRiE X|Alo] BAE ZJ4do] n]x]= G
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sfeHE Hde 2day}. Tt {7834, 36(8). pp.838-839.

10) F. R. Esch, T. Langner, B. H. Schmitt, & P. Geus(2006). Are brands forever? How

brand knowledge and relationships affect current and future purchases. Journal of
Product and Brand Management, 15(2), pp.99-101.
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promotion{one-way) path A

noise

[ARUAAE A

‘ g | ‘—»‘ 258 ‘—» { A7) —»‘ o= 3 ‘—»‘ | a2 ‘
i .:t \ . uH 5‘4] :
| noise )
SEM e e
communication(inter-active) path B

Note. promotion= path A, communication= path A + path B
A& Kotler, P., & Keller, K. L.(2009). Marketing Management(13th ed). New Jersey: Pearson
Prentice Hall. p5145 B2 A+A7} AFA.

32) R. A. Kerin, S. W. Hartley, & W. Rudelius(2007). Marketing: The Core. New York:
McGraw-Hill/Irwin. pp.332-334.

33) K. E. Clow, & D. Baack(2007). Integrated Advertising, Promotion, and Marketing
Communications(3rd ed.). New Jersey: Pearson Prentice Hall. p.5.

34) C. Lovelock, J. Wirtz, & P. Chew(2009). Essentials of Services Marketing. Jurong:
Prentice Hall. pp.170-172.

35) 174 ¥ -2HdoH2015). AAIA. pp.4-5.
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A 5 2 ol mE B3 AdE g8t 5AHS guHor dAEy] 9
3 et e o xtAhFolgks Mo R Aodd 4 itk

R EAA v AL AFUACIALE A BAE ZHAE o]Eo] He AT
& st AR AYETtse nebA #FEAA] uA" AFUAel A A
JetA, BFEA A wAY 7] T(DMO)3D, AR #3371 F(NTO), A
F717HRTO T LTORZE 72 2219 FEdA olsjdAIAES o=
S AR Pt vAR AFYAl e gt AT & 9t}

=

off
o
k%)

(

s

g

o

ol

o 7}

= A3 0 BAHAY BAS Aik] Jolss AL Fo BHoR drks 4

ot} ol EHE 2

ME, A9, =7 % ARSI} AFAA 2 BASd Y o3} HA= o)
A

Ao N# BE 5& Sod

S. Pike(2008), op.cit. pp.262-263.
destination marketing organization
Regional Tourism Organization T+ Local Tourism Organization

36)
37)
38)
39) o] 8AH(2009). TAu]A oA (A4T),. 737]: StAAL pp.290-291.
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A% BREAA wAY ARUANAL AR A WA T 2H
o AN daen nas AL FAEA AU BANAE BEA)
dete] Aah T ARUACA BEolth A BBEAA AR ARY

Aolde 2 HXA e} AAGEA o] BAE I8 A oraE B

(2) #FEAA vpA" AFyAolde] el
A AFrUAClA FAELNE AHEY] A AeUNES] A" Ha2s A
g Fart vk vHA" e 4Peias vHE, #F, AlE, SR A o

T FAM A vAE ARyl mae] diloltad FH o= oAliEe] 4

<77 2-2> wpIE Hash wAE ARl s

utF| g 4P "2

{marketing mix)

T AR T 5
| | | .

Ba PR R Bl 012 Haf
(advertising) (public relations)| |(sales promotion)| |(personal selling)
715}

A5: Clow, K. E. & Baack, D.(2007). Integrated advertising, promotion, and ,marketing
communications(3rd ed,). New Jersey: Pearson Prentice Hall. p9& EWZ A7} A 74,

40) P. Kotler, & K. L. Keller(2009). Marketing Management(15th ed.). New Jersey: Pearson
Prentice Hall. pp.285-290.

41) S. Pike(2008), Ibid., pp.262-263.

42) 7789 -2Hd0oH2015). AAA. p.4.

43) P. Kotler, & K. L. Keller(2009). op.cit. p.534.
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A 1]

o,

gZ}elo] ‘advertise’ o A @

[e)

T

ato] A" FE3hE L
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S

|

b1 9
EEE

Wyom ofd ~EAT} A
[e)

3% 11 (advertising) 9] ©]

1 A (propaganda)
L A o]

29l
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G. E. Belch & M. A.

The Role of Interactive Advertisements in

2}l 2 A pp.354-386.;
). AAA. pp.14-21

. op.cit. pp.554-555.

69, p.459.; P. Kotler & K. L. Keller(2009). 7bid, p.538.
- 15 -

Separate and joint effects of advertising and placement. Journal of

P. Kotler,
Developing Consumer-based Brand Equity: A Conceptual Discourse. Procedia-Social

and Behavioral Sciences, 155, p.99.

47) R. Uribe(2015).

46) S. M. S. Busen, & C. S. Mustaffa(2014).
Business Research,,

45)



LA ARAFEA S Bia(informative advertising)® A AES EA8 AU 7]
=49l 85 758 el AR E = Farelth dS552 9] Fal(persuasive

AFH vastil AEARl 8 &5 F5ske Aotk 79549 #Fil(reminder
advertising)¥= 2B A9 AFo g AZS FAAIA F7] vl 53] A=

#3332 A= P al(destination advertising)s= A A FEoA BAHA S =FA
A BFav et AFUAClASHY] st A= Folt, FFHo2 I 54

48) R. Bravo-Gil, E. Fraj-Andrés, & E. Martinez-Salinas(2007). Family as a source of
Customer-based brand equity. Journal of Product & Brand Management, p.190.

49) 7789 -2Hd0oH2015). AAA]. p.118.

50) I. Buil. L. Chernatony, & E. Martinez(2013). Examining the role of advertising and
sales promotions in brand equity creation. Journal of Business Research, 66, p.116.

51) P. Kotler, ]J. T. Bowen, & J. C. Makens(2010). Marketing for Hospitality and Tourism(5th
ed). New Jersey: Pearson Prentice Hall. pp.379-380.; R. Uribe(2015). op.cit. p.459.
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b i ek
= Holth5) o] d HAS s dstn FAE vddd WA YaME a1 A Y
] SAE A Add Fark desta, gewe] O 54X Blse ok 3

7 A EAA S
o Aejuh

AFERAAEQ015)2] ARe] BEW AFE BFEAA S04 20129 28

PR(public relations) 3td3s] Aostd FoHAE #Este= Aeolgta & 4
ATES6) v PRY 3] (2015)= PRS =23} old|dAIAEZHA S FF 1 F5 &9

A AR TEEE ALA AR

Sy
[ 2|
)
2
>,
)—U
o

i
-
rlr
=
N

RS x2Z 9 734 (effectiveness)

52) Unique Selling Proposition: 0]4&(2004). AA|A. p.368.

53) S. Pike(2008). op.cit. p.268.

54) E. Martinez, T. Montaner, & J. M. Pina(2009). Brand extension feedback: The role of
advertising. Journal of Business Research, 62, p.305.

55) M|FSEAA| = WF7gAuK(2015)0A 2 AR BEFI) Ao T2} F7is Ats.

56) 174 Q-2 doH2015). AAA. p.9.

57) u]=PR&3](PRSA), http://www.prsa.org/aboutprsa/publicrelationsdefined.
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g Tl Fesol B FAHTE Jdelrh ol#d PR& F3 olsi A=
& grEHon AA e (benefit)S Fod= BHI HxEE AL vk =Y
PRE &vzpe] ofW Aol ek A 7S FAse e A4 s ksl
Zidel oA PRE 7193 1 7Ide] Aakshs A B Au| 2o s
A A, ol AAA, FE A WA ' VI wee] 1, s Ea

Aol GFe MAAY FAA BAL fde GTe Asht AR
gelel @ Welgy @ & Ao 2 2

A8, olmA#, wavel s B wEAm WEs 2 BEo] YTk ol
g #AolA PR Faslsomi wrolg, 719 ARUAY, 7],

o
5
P
=
(@]
]
@)
w0
®
Ll
i
o
rlr
=
ol
)
[-4 |
of
o
)

v
ry
)
e
)—U
Y
o,
=
N
T
>
K
=r
T
X
=
2

Ao To3 gHor uyET] o

Fol olel@ A4S welstd mlRT PRASE Ede At Frkea 9l

PR 7Nd2 1 tide ds

sste] ARYUAC|Hat Wi A7) 52 Bests dgon dYne

58) L. Edwards(2011). Defining the 'object' of public relations research: A new starting
point. Public Relations Inquiry, 1(1), pp.20-22.

59) R. A. Kerin, S. W. Hartley, & W. Rudelius(2007). op.cit. pp.336-337.: C. Lovelock, ]J.
Wirtz, & P. Chew(2009), op.cit. p.179.

60) J. M. Penrose(2015). Understanding and Using the Relationships Between Business and
Professional Communication and Public Relations. Business and Proféessional
Communication Quarterly, p.2.

61) P. Kotler, & G. Armstrong(2010). op.cit. pp.472-475.

62) Z. Hou, Y. Zhu, & M. Bromley(2013). Understanding Public Relations in China:
Multiple Logics and Identities. Journal of Business and Technical Communication, p.309.;
P. Kotler, J. T. Bowen, & J. C. Makens(2010). op.cit. p.396.

63) A. Barry(2002). PR Power. Inside Secrets from the World of Spin. London: Virgin
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7332 % 2] PR(destination public relations)< PRS &&3F #3422 % AN
Aol e E g Wy T solty #FEAHA PR AA BFEXA wjA
¥ &2 Al E (publicity) F&3 ol #AA #eet= F 7HA Za4dE 7HA L 3l
ot 4 wjA HEEAE PR&EFS] 71 7HAA ARz oled Adite=
Fadn] AAAolw Hoh =2 AFEE HoFe iUt 7] wiEd] olE A
= 8% Jdart Ak

2 ola|AAA #Ele FWolAe] PREEo|th FHFiofol A9 PREE
& B Aol mlsiA ol ol Ao ¥EAol AR Ak vz A
2181, B AT @ A9AFUY T Al A #olsuAdEH
sl 7)3lE e HaAds AX T8 wFols R A=}
AAA ZH], AGATYUE BA, AGIFAARE, vHo]dA, R84 5 EA
g S & Fstol AxyAeldstry] = PR &&stA HATHD

weba A2 PR 1 R4 A Y] oWl EA S fste] o] BAAEI A
TFuAleldste vdd SdEom A9y Jidelth olgg dFds vyojw
A, 54, =rgs, AFUE A sl 3

AFEIAAE(2015)0 MEAE A FE+= 20123 653], 201313 663], 20143 46
sl= F1773]9] 52 A PREFS A o r yewr. 53 7Ad 2% 3
Fol&= F1008]2 dA| PREs F 56.5%= HHbFolde] vHlF& x}X| s}
2 45966

=} = O
T

Qe

rr

=7l

) =31

Zuf 2% (sales promotion)> WA Z4H <l Qo] A

o]
l
71del A Add GFe JAEE S Fot= Jdelth. S Ak

el
B

o5 37 x#;xfo] =5 FHufEF (consumer franchise-building promotions)¥}

Books. p.2.

64) G. McCartney, R. Butler, & M. B.(2008). A strategic Use of the Communication Mix in the
Destination Image Formation Process. Journal of Travel Research 47(2), p.185.: L. Dore, &
G. 1. Crouch(2002). Promoting destinations: An exploratory study of publicity programmes
used by national tourism organizations. Journal of Vacation Marketing, 9(2), p.147.

65) S. Pike(2008). op.cit. pp.288-289.

66) AFESEAR = $g7gMaH(2015). AARE.
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op.cit, pp.554-556.

P. Kotler & K. L. Keller(2009).
K. E. Clow, & D. Baack(2007).

op.cit. p.308.

K. E. Clow, & D. Baack(2007). Ibid., p.308.

P. Kotler & K. L. Keller(2009).
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D BAE A0 AdE T4

() Ba=e] 7

HA=(brand)2] o]¥& nd LA Zvol(the Old Norse)8® 2 Ef$-THto burn)
o ouQl ‘burndrell A FHg TR Agole HEs Ho V59 1 AFFE
Uetie] & AMEEY 75 FR=YE BA R ARSI TSD mmuAE P s
2 Jafari(2005)9] BE=gk (AET AH| 25 AR>SO Al Q14 (identification) Al 7]
Ay ZAAY] RS AESA7I7] A FHoR ARgste olF, &of, A,
AL, gkl E=e olgfdk s Xio|thsd) olyg Bals= i AEEnt
oly e}t AlEA 4D (product line)oll &= H-of3t 4 Q) FH o= BHEE 'ojH o
Bzl FEE O Bl gk SR¥g Ay, Bds A AA

5289 Jeju 719 FAgE MdeR MAA A wEl thE P
A& stAFL AZH 7HH el 71 sk stk A Al (entity) @b st QITESY)
BA=o] AL AHAbet 71g e #AA Urel & 5 v AEA Aol

w0 A, AAEel HE ARe] dHd, Ad R nE HFae

r{m

80) 3719] 9ojz A= Germanic Languages & 3} =2 North Germanic LanguagesS A 3h
https://en.wikipedia.org/wiki/Old _Norse.

81) M. Healy(2008). What id branding?. RotoVision SA. A1-&X1 (2009). TR Slo] HHTIQAT}?,.
AL 125, p.14.: https://en.wikipedia.org/wiki/Brand.

82) D|=Z0tA|E @3] (American Marketing Association), Attp.//www.ama.org.; J. Jafari, (2005).
op.cit. p.5b.

83) Wyner, G.(2015). Who Is Your Brand?. Marketing News, http://www.ama.org.

84) K. L. Keller(2003c). Understanding brands, branding and brand equity. Interactive
Marketing, 5(1), pp.7-8.; P. Kotler, & K. L. Keller(2009). op.cit. p.277.
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8o Bill= zake] A Bl mAe vg&d s HAWE olnAE
AZFUY = FAFo 286 Bl ojuxi= Halgo] o s wEo] )8y
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[e)

olx Y BA;AYLE AlF

f|rt

el Aelge Fxeu wE @

BAYEe B AuAE] FATFEE FEHAY 2t 2n gE od A
Foluh Aulzol g A4S wHsste] 2ulx} o AAGRY S FASA Shol
F3 7 AFIG AuAE AFHE A ANE AT AT

85) J. Jafari, (2005). op.cit. pp.55-56.

86) S. Boo, J. Busser, & S. Baloglu(2009). A model of customer-based brand equity and
its application to multiple destinations. Zourism Management, 30, p.219.

87) E. Kneesel, S. Baloglu, & M. Millar(2010). Gaming destination images: Implications for
branding. Journal of Travel Research, 49(1), p.69.

88) P. Kotler, & K. L. Keller(2009). op.cit. p.278.

89) K. L. Keller(2003c). op.cit. p.8.: P. Kotler & G. Armstrong(2010). op.cit. pp.262-267.

90) P. Kotler, & K. L. Keller(2009). op.cit. p.281.
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BYE A2
(Brand Knowledge)

HYE QAR 2= olmz
(Awareness) (Image) ;

[ | I I | |

BA= 3 (| BU= A HYZ o3e] || 2= Age)l| B A9 (| BlE G4
(Recall) (Recognition) ey ALY AR, =54
o) HE 4
b= A 2372 Product Non-product
o) gl L i ik

A= Keller, K. L.(1993). Conceptualizing, measuring, and managing customer-based brand equity,
Journal of Marketing, 57(1), p7& EUZ A7x7} A4,

B Ao g9 FAHLAEMNO HAt JAXEE AA, g Z
Top-of-Mind®92) &4 % 1193 7]¢2] Z}F%(memory strength)9} #H &= Wb
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A2 Keller, K. L.(1993). Conceptualizing, measun'ng, and managing customer—based brand equity.
Journal of Marketing. 57(1), p8¢] W&& EE AFx7 1go =2 Qokste] A4,

95) K. L. Keller(2003a). o]Aql-A&A-5]335] Z(2007). AAA. pp.104-109.

96) D. A. Aaker(1991). Managing Brand Equity: Capitalizing on the Value of a Brand Name.
OPgR-BAS W FHY FA(2006). THAS A MK Qs Mg HIAUARA,
pp.46-48.. D. A. Aaker(1996). Building Strong Brand. New York: The Free Press. p.382.

97) 274 7(2009). Tl Aa] J|m e} v A, AL QUOE|ERA pp 96-98.

98) K. L. Keller(1993). Conceptualizing, Measuring, and Managing Customer-based Brand
Equity. Journal of Marketing, 57(1), p.8.
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99) F. R. Esch, T. Langner, & B. H. Schmitt et al.(2006). op.cit. p.99.

100) P. Kotler, & K. L. Keller(2009). op.cit. p.517.

101) A. Barreda(2014). Creating brand equity when using travel-related online social
network Web sites. Journal of Vacation Marketing, 20(4), p.367.

102) K. L. Keller(2003a). o]d®1-7&A -2 83 5A(2007). MAA. p.118.

103) C. Bianchi, S. Pike, & I. Lings(2014). Investigating attitudes towards three South
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consumer-based brand equity(CBBE). 7ourism management, 42, p.217.

104) R. Huang, & E. Sarigollu(2012). How brand awareness relates to market outcome,
brand equity, and the marketing mix. Journal of Business Research, 65, p.92.

105) M. Konecnik, & W. C. Gartner(2007). op.cit. pp.400-421.
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106) L. Percy(2008). Strategic Integrated Marketing Communication. %-=3] <(2011). TEH=
oA ARUAolA: IMC FA3®¥a. 471 (F)UE. pp.238-240.

107) K. L. Keller(1993). Conceptualizing, measuring, and managing customer-based brand
equity, Journal of Marketing. 57(1), p.3.

108) g2 AEE 7732 (2008). "ERIH: FFA oA ARYACA FAs G710 AL
p.14.: S. Stepchenkova, & X. Li(2014). Destination image: Do top-of-mind
associations say it all?. Annals of Tourism Research, 45, p.48.

109) M&7-7-9174(2012). AAA. p.87.; HFe AaF 77d%(2008). 7M. p.24.

110) b= A&& 778 2(2008). AAIA. pp.11-12.
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Ol§Z QFLA(2012). FE-ReFRRIAS} BYA| ofu|x|e} W o wo] AL FF A F2Q
ety A 284S SAHoR. FEda, 54, pp.127-128.

112) K. ®2 9J=, A. Zehrer, & S. Muller(2015). Perceived destination image: An image
model for a winter sports destination and its effects on intention to revisit. Journal
of Travel Research, 54(1), p.96.; G. ¥& 9%, & C. Ryan(2012). Antecedents of
tourists loyalty to Mauritius: The role and influence of destination image, place

o

attachment, personal involvement, and satisfaction. Journal of Travel Research,
51(3), p.342.
19) G52 A A AOIBE009). AAFY ANl 715G A} wAE M F71w A el

PoHRA A et al Al s, 15(1), p.75.
114) National Tourism Administration.
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116) S. Pike(2008). op.cit. pp.181-182.

117) o] 0] 4%H5(2010). F=A|Eaidde: Aty A& AF7IE ALY, p.12.

118) G. H. Lee, L. A. Cai, & J. T. O'Leary(2006). WWW.Branding.States.US: An analysis of
brand-building elements in the US state tourism websites. 7ourism Management, 27, p.818.

119) M. Konecnik, & W. C. Gartner(2007). op.cit. p.403.

120) S. Hoeffler, & K. L. Keller(2003). The making advantages of strong brands. Journal of
Brand Management, 10(6), 9. pp.422-423.

121) 1Ao7 H(2008). AYARTA] Mg e] Bae QIX| &, oJu]x], MEwe} F/dwof wst
AL, ToEIMEE L, 10(4), pp.227-228.

122) N. Morgan, A. Pritchard, & R. Pride(2011). op.cit. p.271.
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123) A. Sartori, C. Mottironi, & M. A. Corigliano(2012). op.cit. pp.328-329.

124) H. Qu, L. H. Kim, & H. H. Im(2011). A model of destination branding: Integrating the
concepts of the branding and destination image. 7ourism Management, 32, p.466.

125) M. Konecnik, & F. Go(2008). Tourism destination brand identity: The case of
Slovenia. Brand Management, 15(3), p.179.

126) N. Morgan, A. Pritchard, & R. Pride(2011). op.cit. p.225.

127) S. Pike(2005). Tourism destination branding complexity. Journal of Products & Brand
Management, 14(4), pp.258-259.
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128) D. A. Tasci, & M. Kozak(2006). Destination brands vs destination images: Do we
know what we mean?. Journal of Vacation Marketing, 12(4), p.301.

129) S. Pike(2009). op.cit. pp.178-180

130) E. Kneesel, S. Baloglu, & M. Millar(2010). op.cit. p.69.; N. Morgan, A. Pritchard & R.
Pride(2011). op.cit. pp.104-105.

131) N. Morgan, A. Pritchard, & R. Pride(2011). 7bid., p.40.

132) N. Morgan, A. Pritchard, & R. Pride(2011). 7bid., p.56.

133) N. Morgan, A. Pritchard, & R. Pride(2011). Ibid. pp.104-105.; S. Stepchenkova, & X.
Li(2014). op.cit. p.48.

134) J. A. Garcia, M. Goémez, & A. Molina(2012). A destination-branding model: An
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Singapore’, 2000 d ] ‘Uniquely Singapore’ = Althol] we} EA|BH=9l &S24
= 77 WAs stk ‘Uniquely Singapore’@] 41& AS3she] 2010
W 3¢ A7txE #3FAHS YourSingapore' & M EAl A8t Fl(Formula

One), Al (Casinos) At S AAIte] By &5S A7) star JQuh135) ofghd
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=
oll,
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2] E(UAE)2] o} ftin]= Z @l 2030 dgFe] dstoz Bal= o}l t}ln](Brand
Abu Dhab))E &AIstal, Hdl=o] 3k x|} Bll= 73S Fsle] FIFA

H=4, Fl(Formula One) 132X 29} 22 ey =AloHIES ] 8} t}.136)

v "lAl A S0 AF ¢FE Y 2 (San Antonio) WSl S wl A, AdA A

2 Abeoltt, dnlz mEE AL

a9

‘Open for you' Z8#H|Q1& AAI&] 23 At} ‘Open' BAH=+= ZAsHAS By
7] 918t £33 (Open for Shopping), ANE EH AW E(Open for Entertainment),
T2+ (Open for Investment), 3Ht]4Fd (Open for Hospitality), H] 24 2= (Open
for Business) 522 H#ME=Z 34 (brand extension)dte] AFE3ta QT 13D
= F&Ae] A9 2008 ‘There is only New York City! €213 21%
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Love New York' AL & Fo] AAA on|xE FdI A AAXSE A

3k Al Abgo]th139) T Love New York' 78|l e T A] olW|X & HE=E

empirical analysis based on stakeholders. 7ourism Management, 33, p.647.
135) N. Morgan, A. Pritchard, & R. Pride(2011). op.cit. pp.185-192.; http://www.yoursingapore.com.
136) N. Morgan, A. Pritchard, & R. Pride(2011). op.cit. pp.209-210.
137) N. Morgan, A. Pritchard, & R. Pride(2011). Zbid., pp.285-286.;
http://www.sanantonioinsider.com.
138) N. Morgan, A. Pritchard, & R. Pride(2011). 7bid, pp.312-313.: http://www.nycandcompany.org.
139) =|A18(2014). AFo] Bl Zgaf Aol wet A4 FxRFPu|oolg,, 17(2), p.202.
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<E 2-1> F8 #FFRAAL Bise 231
Destination Hyeb N
level name 2" Bd=s o=d
country va)H]o} bs Confident escapers rather than cautious socializers
FAAN= bs 100% PURE NEW ZEALAND
de o] Alo} b/bs #beautiful Malaysia/Discover the beauty of Malaysia
FoldAe bs Rediscover Nothern Ireland - see, feel, discover
2FEUE bs Live it (vs €% Live it, love it)
&2 Yyo} b I feel Slovenia
A7t = b YourSingapore
NI = bs Wales, golf as it should be
Zhof bs Real Africa (vs B2t o}l Authentic Africa)
2 bs A natural inspiration
= b/bs Amazing Thailand/Discover Thainess
HF bs Land of the Incas
Elsn bs Imagine your Korea
city T F/A bs I Love New York/ This is New York City
(state or ~ ZZ2AA 2 bbs DISCOVER Los Angels/That's So LA
province) ~ HFEA R} b/bs BCNeta/Bacelona for the environment - and you
A bs Dynamic Busan
ARTEY Q b/bs San Antonio/Deep. In the Heart
ok b/bs I-Seoul - U/Seoul Together We Stand
Sl b/bs Brand Abu Dhabi/Travellers Welcome
o] 21t b/bs ARIZONA/GRAND CANYON STATE
SNE b VisitOrlando/Destination Imagination
of £k b/bs Jerusalem, holy city/Jerusalem, the city of three religions
A7 b/bs Only Jeju Island/We Love Having You Here
SRk il b COPENHAGEN, Open for you
A 2} bs Nation's Capital
a}etol bs The Island of Aloha

Note. 7Fv}thss; b: brand; bs: brand slogan(or tagline)

A5 Morgan et al.(2007). ©] A& AL Zokgk &9 (2009
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146) M. Konecnik, & W. C. Gartner(2007).
147) M. Konecnik, & W. C. Gartner(2007).

148) B. Cal,

The effect of hedonic and utilitarian consumer behavior

& R. Adams(2014).
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Behavioral Sciences 150, p.478.
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149) M. Konecnik, & W. C. Gartner(2007). op.cit. p.404.
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L, F=wrold L, 23(3). pp.408-409

151) S. O'Leary, & J. Deegan(2003). People, pace, place: Qualitative and quantitative
images of Ireland as a tourism destination in France. Journal of Vacation Marketing,
9(3), pp.213-215.

152) N. Tapachai, & R. Waryszak(2000). An examination of the role of beneficial image in
tourist destination selection. Journal of Travel Research, 39(1), pp.37-39.

153) B. Pan, & X. Li(2011). The long tail of destination image and online marketing.
Annals of Tourism Research, 38(1), p.134.; K. & 9%, A. Zehrer, & S. Muller(2015).
op.cit. p.97.

154) N. Morgan, A. Pritchard, & R. Pride(2011). op.cit. p119.
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156) A. Beerli, & J. D. Martin(2004a). Factors influencing destination image. Annals of
Tourism Research. 31(3), p.658.; H. S. Marti'n, & I. Rodriguez del Bosque(2008). op.cit.
p.263.

157) M. Konecnik, & W. C. Gartner(2007). op.cit. p.403.; W. C. Gartner(1993). Image
formation process. Journal of Travel and Tourism marketing, 2(3), pp. 191-193.

158) 1. Rodri'guez del Bosque, & H. S. Marti'n(2008). Tourist satisfaction: A
cognitive-affective model. Annals of Tourism Research, 35(2), pp.553-554.

159) B. Pan, & X. Li(2011). op.cit. p.134.; K. Hallmann, A. Zehrer, & S. Muller(2015). op.cit.
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160) S. Stepchenkova, & X. Li(2014). op.cit. pp.47-48.
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i S5 2 ArE 9% AEAdE olsjrt §oldtes ATL¥ BTLoleh=
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£ w7} B4, AYe BA4 Bdsoln, BE IA, A%, £BF 5L Fi
=
[}

al
$-(2005, 2007), Hosany et al.(2007), Konecnik & Gartner(2007) 52 A3qAT+=
TAR HAFEAANZA Y AFE stue] BaAER2 hgeto] AFESEH
Keller(2003a)¢] HE&= x| 2o sido] wel #3521 o] gk Bal= A2

$H2A7 AAwd oMAR THAHNE Aow wgth HAE A4 4L
dstol vhet ol BAX QARG ojuAe] TARN FYFHS 27 T4
stol ZAsTh 53 24X ouAe] i FFHE AAF olvA 8w

340) °o]gnl--d4t&(2010). AAA. p.20.
341) M. Healy(2008). opcit. 1551 94(2009). FAA. p.152.
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EXZA] JAAEE A3 98t Boo, Busser & Baloglu(2009), Ferns &
Walls(2012), Garcia, Gomez & Molina(2012) 59 APFAF+=S u et B

= AE A4S Y3 gEe vas Aoy Az IS = s 7

o,

7]

f

olth 671 FA A FAATELS BFAEZM ] AFTHA (reputation)e] A%, Al
TFE X (aware)st= AR, #FA AF7F A W E=(recall) A%, a3
= <l A|(recognition)st= A=, AFE EAHo] W Z=(recall) A%

=
AF7F A eHA] HBlSo| 18 A =(picture in the mind) 3 == o] Fo] Ht}.

EHA] oluz2E F43saA Brito & Pratas(2015), Buil et al.(2013), Jalivand
Gartner(2007) 59 d+E n#ZAAT #AFEH A

&
olmAE Tt Sl £4e Akl AAAH omAet AMA olmAE T

A QXA ojm Ao Uit FAHIFTELS BFA 9 HH E(safety), HAHE
(cleanliness), A 99 3kt (friendliness), #3421 Z & (infrastructure), =% - 7
=] (scenery)?] ol&ths, 7] % (climate)2] Aoz FASAT thZoz AHA

2 olu] X (affective image)= ¥FA A2 vl Al (attractive) A=, QS

A

(relaxing) A%, 442 (impressive) A%, &4 Al(pleasant) 3t A%, 4%

Sk(enjoyable) A%, $1| 2 7 3H(exciting) == T8t

WHE oo #3 HAE =AHEES Chen & Tsai(2007), Horng et al(2012),

Jeong(2009), Papadimitriou et al.(2015) 52 95 <AZ I 4 WUE
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fite)

(AVE)¥} 7
B3l YR
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°
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—~
o

No

]

2] Tk 39 XA o)

1]

o

b1 9
X?/df, RMR343), RMSEA344), GFI345), AGFI346), NFI347), CFI348)9}

°

=

A3

=

=

= (model fit)

=
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342) Az Aol X5(2011). F
345) goodness of fit index

2o Xa} Aletwsde] XA}
7]

TR

A

=2
NFlo] 25 &
SPSS/AMOS

st

ol
=

!

ﬁ.._%mwu

CUGH
A_ul_:n_,._mo
T —

r o
=

HYmdo] X'og
348) comparative fit index(
(

=
=

346) adjusted goodness of fit index
o]

347) normed fit index(®

349)
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p> o =05, X%/df<2.00, RMR<.05¢0]" %3 &1, 0o 775 wd HgAgde

i
fo

=< Ao R Mt RMSEAE 1
o)L, 0.80]stel %5, 0.50]8}0]
ol GFI$} AGFIE= GFI=AGFI’F A#ats AL 79rato] 3

AGFI>90°]¥ ¢33 Ao ATt NFI®E CFl= tiizAQl 4 3A

=) o
o
flo
pou)
lo
fu
)
(2
ol
2
O,
()

Cﬂ
S
N
N,
N
N
)
sl
b—
V
o
=

FAAS EHAT. Al AAZ A3DA= S viyfAsTE A4 S5

2
BN AASG o AduAE AZEAGA

O

AFHow Wi uEI A5 7 wAolA AANBAL BAY Fol5E
A Feld dRRATL Jojok shx, AR BEAEAAS ghel A3
£FAAANAS gueh 2 0 mush b Ao wuasdo WA 0@

g4 md RS 27 ANSgh o2 dds] ssted FAZzade
SPSS 22.0% AMOS 2205 #o] AR&-3F3ith

pp.324-325.; % (2012). MAA pp.361-362.
350) 952(2012). P52 wao] pRYAFA R JFat olsla. Alg: shuETAL p.366.
351) Aol Jdr=(null model or independence model)HT} AtjA o2 A ZXL]Ql=0] X
58 UEUE A4
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T FEXEE 2667l i AEe P 1261 (47.4%), 14 1409 (52.6%) o =
747y FA o] Aol FAREY Tt A FAEJT A#E> 304 969
(36.1%), 20t] 817 (30.5%), 40t 599 (22.2%), 50t °]’Fo] 307 (11.2%) o=
Zbzk vepd 30di7F thE AR iR tha A ZARE AT gEe giEe] 159
4(59.8%), A AFel 42 569 (21.0%), A& ©]t7F 519 (19.2%) 2.2 747k e}
U & vl go] /Mg =2 NEE A3

Xl e 3ALgdo] 1667 (62.4%) 0% e ow Wkt 4\ F JHAASS 3
9ot o137t 331 (12.4%), 3 91¢t =¥ 5 91k o] 57k 80 (30.1%), 5 ¢t
Z3 19§k oldtrh 1107 (41.4%), 13F $4¢ 23} 1953 $j¢t olat= 254
(9.4%), 154 9ot 3= 18 (6.7%) o2 77 yely 53 9o =3 17k ¢
ob olsle] AEAV /M L2 WS A AT

dPPele] MEmt: MEAYPS HFe Foko] 2119(79.3%), 7)Ao 3
S Azshe Hdo] 559 (20.7%) 0.2 77 yEhY o dge A Aase A
o WAtk AFE W Al W A {7 28 3°e] 1017(38.0%), 34 4
AL 819(305%), 4959 o] AL 609 (22.6%), 1822 0] 247 (9.0%) o= 77
Vel 281398 JH AEstE Ao @ 2AEATH olake ulgd Ul §E%

o

i

—
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S A e 5 () H] & (%)
4l A 126 474
o4 140 52.6
7l 266 100
Sk 20tH 81 30.5
30th 9% 36.1
40tH 59 22.2
50t o] 4 30 11.2
7l 266 100
B AEHE ol s} 51 19.2
= 159 59.8
st & 56 21.0
Al 266 100
A 3] A 166 62.4
A5 13 49
A+ 4 35 13.2
T5Y 7 2.6
71EHEHAY, 5 F) 45 16.9
Al 266 100
4 7HAxE 3,000 ¢1et o]s} 33 124
3,001~5,000 $I¢t o]} 80 30.1
5,001~10,000 $J¢t o] 3} 110 414
10,001~15,000 $j<t o]} 25 9.4
15,000 #1F = 18 6.7
Al 266 100
M5 o] e 7| o 3 211 79.3
7 7] 2] 55 20.7
7l 266 100
s o 7]7t 1429 24 9.0
2813 101 38.0
3uk4d 81 30.5
48159 o] 60 22.6
Al 266 100

352) n=266(AFE Yt 4ol e 4% 2EAL 738 o= AT F).



i
4
fo

o1 %A (exploratory factor analysis)S Attt 2AF&S FAE

A (PCA)S o]l &3to] afrFh(eigen-value) 7w o2 1HT}

th A3 a2 A7bs duA] F oW el W (Varimax) W& AFS-3sF3
a 04 ool =¥ Fo% Wy=E 15

W FEe Ao HFE7] wessd) WMol 991 1+ g

= s AREstTh wlE o] 8 1A A & (factor loading)S ©]-&st 7t 54

S FEA (communality)S -89 AL #2 05HT 2 A4 ETS g9l

g M we £ 08 o]l AS =2 AoE T T
agwA el ke oRE dAdsly] 9184 Kaiser-Meyer-Olkin(KMO) 1=
o} Barlette] THAHAAAE Axteta w2 HgdS Fdsdr. KMO ¥

353) RHAIQL(2007). TALS|oFSERAPYHZ2(3H),, A]S: oJdAE A p.384.; D. Papadimitriou, A.
Apostolopoulou, & K. Kaplanidou(2015). op.cit. p.308.

354) A5G &|o]4#(2011). FSPSSWING o|&3t FARAASH). Ale FH74FAE p.2ll: D.
Papadimitriou, A. Apostolopoulou, & K. Kaplanidou(2015). 7Ibid, p.308.; 4X]Z&(2009).
RAA. p.105.

355) A&EY-x0o]7H2011). ArAA. p.185.; D. Papadimitriou, A. Apostolopoulou, & K.
Kaplanidou(2015). 7bid, p.307.; £X|&(2009). AAIA. p.71.
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HE AT(a)
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194
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-
[¢]

A

Q3

36.993 332
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808
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=
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AFPRe] #4] (interest)
AlFPRel Wit 7 & (experience)

Q5
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=

XE
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.802
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21910 816
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97

(safe)
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Q16
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24005 878
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X?=404.631

#He Ag(a)

|

A

’
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2 Q1% A (confirmatory factor analysis)
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=
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T EAF%(AVE, Average Variance Extracted)¥} 7
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=
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=
=

Z = (CR, Composite Reliability)
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05-0.95( 94 C.R.>1.965 p<.05), &7t
B35 AVE>5, 7Y 212 %= CR>.7Y v eldAo] Jd& Ao 7HF3H 3%6)
= I A

] =

A (discriminant validity) S 7531

B <a® 4-1>3 2ol wastE AAE feldo] Ye

<Y 4-1> BHH e mde EESAF Fol4

CFA Z33A5 CFA v3Eshd 3|71
B9 ——w={ A01] 7
o ZES E SW E SE CR p
222 Ad  — A 662 439 1000 s
(e——w] a3 :
1 Ad  — Ad3 523 274 842 034 10063 swx
G Ad > AR 87 T2 139 120 11315 e
(E——w{ or1 | Ad  — Adl 780 609 1240 110 11229 e
1 @
@ 1 ° PR — PR4 745 5H6 1.000 o
& ‘ [y PR — PR3 687 472 & (59 489 s
&) | ors | PR — PR2 839 704 1163 (081 14377 s
E13—w{ 5a1 | PR — PRI 889 790 L1299 (077 14710 s
Eri——m] maz | 4
" mlom] DBA — BA4 703 49 1000 s
. : \ [BA — BA3 731 53% 987 (087 11295 seex
@ , e IRFA — BA2 789 622 B6 080 11907 sk
£15 : IBA — BAl 709 502 891 (081 11003 sxx
G3— 4
g! ! e \ DCI — CH4 694 482  1.000 sk
Aol : DCI — C3 758 55 L0l (096 10951 s
) DCI — CI2 715 511 9% 096 10346 s
S A DI — CII 670 449 989 101 9809 sex
G1g— '
G ° ' DAl — AM 740 548 1000 -
G ' DAL — A3 825 680 105 072 1318 xx
) DAL — A2 817 667 109%5 (77 14183 s
€23 _. DAl — Al 88 702 1046 072 52 e
£23—
Co— [ w1z | o DVI — V4 693 480  1.000 sk
= . : DVI — VI3 619 384 813 090 9679 sxx
€&l DVI — VI2 723 523 989 (080 11085 sk
DVI — VI 832 692 1119 093 12067  skxx
X? d X¥df* p RMR” GFI AGFI?  NFI° CFI’ RMSEA?
302358 230 1532 sk 020 916 890 2909 966 041

Notel. E: estimate(EF3}/8] £F3H197); SMC: squared multiple corelation(#| &tk 71]]—?)
Note2. ##xp<.001; A= U35 7] —.—357) a<2000 bH<05 ¢>9 d>9 e>9 > 9 <.0o.
Note3. Ad:#3L; PR: 35¥A413%2]; DBA: Z4A] QA|=; DCL 2144 o]u|x|; DAL AA % o]u|x]; D Jl'ﬁ_r CIh=,

356) $%4(2012). AAIA. pp.165-166.
357) &52(2012). AAA, p.361.
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Ad PR DBA DCI DAI DVI
Advertising(Ad) 1
Public Relations(PR) 246™ 1

(.061)

Destination Brand Awareness(DBA) — .284™ 199 1
(.081) (.040)

Destination Cognitive Image(DCI)  .255" 228" 501 1
(.065) (.052) (.251)

Destination Affective Image(DAI)  .367" 1417 578 654 1
(.135) (.020) (.334) (.428)
Destination Visit Intentions(DVI) 3017 234" 345" 4507 496" 1
(.091) (.055) (.119) (.203) (.246)
CR? 739 760 746 739 7163 741
AVE? .668 775 .663 654 766 631

Note. *p<05 #:p<01 *+xxp<001; a 7Hd A1F%=(Composite Reliability); b. AlAbE it EAFZ
(Average Variance Extract); FFEFZA Q] Hd7|E360: g >7, b =5 () ¢ko] =2k A
A5 7 @4squared correlation among latent constructs); YHEEFGA A7) FE AVE >@2

EMN

AF-Aowr  Arrwy XXChi-square)#tel  352.358, dfy= 230, XY/df=
1.532(p<.001), RMR(Root Mean-squared Residual)®] .026, GFI(Goodness of Fit
Index)”} 911, AGFI(Adjusted GFI)7} .890, NFI(Normed Fit Index)”} .906,
CFI(Comparative Fit Index)”} 964, RMSEA(Root Mean Squared Error of
Approximation)”7} 0422 Z+ZF YEbY AGFIZE 890 AlQlsta Z X9 4%
71 #k o]l A= EAHAY. 2d AFEd 2AHE AGFI 3 >

AGFIS] ¥54% #9rd o) A9 F571% 9 /e %oz £8 5

360) 5=

ruE

(2012). AAA. p.165.; £X]F(2009). A A. pp.325-326.
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AA olw A et FA A olm A PRI HA A Q1A% PRI Q1A A o]m]A]
bell= Zzb AR #AA L RFE53AAGT gate] tih #AE NEAA wiEd
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il
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rlr
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o))
V
=
i
Au)

L =9 ®Fd R? HsA3
9 wg R Hs ASg P e
1 DBA w37 Ad 263 4827 w169 Y?
DVI @39 Ad 206 5474 sex 187
3 DVI  t=3#  Ad 237 4336 wx 234
DBA 223 4083 sk
4 e EEE cl>c2 YP
1 DCI =37 Ad 194 3499 001" 138 Y?
DVI  ©<=3]91  Ad 2060 5474 w187
3 DVI  t=3ld  Ad 239 4485 sk 286
DCI 320 6.140 sk
4 w443 cl>c3 YP
1 DAI <391 Ad 338 6345 sk 214 Y®
DVI @39 Ad 2060 5474 s 187
3 DVI t=3+ Ad 169 3167 0027 312
DAl 375 7014 e
4 LSRR cl>cd YP
1 DBA <39 PR 175 3142 002 131 Y*
DVI  ©<=3]9] PR 190 3419 001" 136
3 DVI  ©=3# PR 1442 2646 009" 202
DBA 260 AT ek
4 B4 A9} d1>d2 YP
1 DCI ¢34 PR 200 3603 e 140 Y?
2 DVI  ©<=3]9] PR 190 3419 001" 136
3 DVI t=39 PR 1228 2282 (0230 247
DCI 341 6333 sk
4 e EEE d1>d3 YP
1 DAI @391 PR 107 1900 058 111 N
DVI  ©<39] PR 190 3419 001" 136
3 534 PR 1454 2866 004% 307
DAL 416 8208 ek
4 B4 A9} d1>d4 NP

Notel. #p<.05; ##p<OL; #0p<001 Y Q1T o N Qlm A 91es Y™ wlAleA frol;
N oAl Qe o 5AA Bao] tid ZEsAGg; & HAA PRl didh 238415 6.
Note2. mi7i&ze] @3: 1GA-398A 72 & 22719 377 > 39A9 3714
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019 QQRAS AW F B ATNA AXT TN e TR BAS
A5 Astel 4 Ak AT e} FEPP mARHS AAS,

el )l b wACl e o FFAVIS A= <& 4-T>3 o] EH A
A AletR g e A3 A FE XP=397.169, df =235, X¥/df=1.690(p<.001),
RMR=.026, GFI=.906, AGFI=.879, CFI=.955, RMSEA=.0472 e} A= A5

7 =A== @At %5 SFow Huygrh £AYE GFIE 9rth tha uix
T a7 2Hs Aer2 B 4 QY] wiEd AR AR A
2 Q& 4 ot
<HE 47> ARY AFERFY] ARAT} HMEAS A

oA w4 7k BEAFE A 7HEA) | e
714 A= =3t Wil SE CR D 52
H1 DMC — DBA ) el
Hla Ad — DBA 260 244 062 3.946 otk A e
Hib PR — DBA 142 139 065 2137 0.33° A e
H2 DMC — DCI A&
H2a Ad — DCI 190 194 066 2911 004 A e
H2b PR — DCI 176 183 072 2626 009" e
H3 DMC — DAI S
H3a Ad  — DAI 3% 337 063 4.966 otk B
H3b PR  — DAI 070 076 063 1.115 265 712}
H4 DMC — DVI A&
Hda Ad — DVI 128 147 072 2,050 0407 2 e
H4b PR — DVI 123 147 074 1.988 o7 A e
H5 DBK — DVI L
Hba DBA — DVI .008 010 101 100 920 712+
H5h DCI — DVI 181 203 100 2042 041" A e
H5e DAI — DVI 313 346 103 3.351 ok A e

Note. #p<.05, *xp<01, #xp<001; DMC: #3542 wlAY AFYA|A, DBK: 544 HH=
A4, ACTHEAA B3, PR BREAA gEes9e, DBA 244 QA% DCE 244 147

i el

oln|x], DAL E#x| A7 olmx] DVL EZ% W& % SE Standard Error, CR: Critical Ratio.
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(1) AR1AZ EAA AP AFUAI AT BAA AT 3 DA PF

7Hd Hla: #3547 Fals 545 Bille QAR s nd Aol

7Hd Hib: #3524 PR 544 Bl QA= g v Aotk

AT7HELE AHS A3 Faeh BAA QAR 3 #Al= HEZESH AFTL
244, CR.o] 39462 p<.001 FolA fos Aoz e 7 Hlave A8 5
At PR¥ HAA JAAE 3P #AE BEEI AlF7E 139, CR.ol 2.137%
p<05 FFEAM BAHCR o8 Aog YWt <X 4-8>2 wHAY ARY

Aoldxt H4A A= F FodS £4F Aol

4 £

A Fael EAHA A= 7+ JIFFAA = Aghaei et al.(2014), Busen
Mustaffa(2014), Bravo et al.(2007), Huang & Sarigollu(2012), Kim
Hyun(2011), McWilliams & Crompton(1997), Villarejo & Sanchez(2005) 52
TAI A et o] Folgk Ao w yetwth Fart HA A QAR m A= o
o p<01 FFolA Qs F a9l el JAAAATE U= ASE e

Fusk BAA AAE 2 ARAANN B FHA AA =l 2609) T
X

A 4 9tk 53 Buil et al(2013)5 #Fale] FA7F BE&FE HAE A=}
Eopxitkal Aol A ¥rs|aL Sl

Aghaei et al.(2014)2] AFZAIAE X A3} T}
7Hd Hla®t Hlbve EF A ¥ o] miAIGAFUA]AY BAlE QAL
Av 344 (+) AFAA7E d&= Aol =it ol 7Hd H12 A= 5] Sk
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<3 4-8> 7} H1¢| A=A T 94

BEAFE EES IA7FEA) T3} A e

W 4= — 2 L
HEsl  SE. CR. D AS o] -

DMC Ad — DBA 24 062 3946 s 260 ) &
PR — DBA 139 065 2137 033 142 A &

Note. *p<.05, =*xxp<001;, SE: Standard Error, CR: Critical Ratio, DMC: Destination Marketing
Communications, Ad: advertising, DBA: Destination Brand Awareness.

(2) 7HE2AE BAHAA AY ARUA AT AAH olm A 7k A AF

pE4 [¢] = A
7Hd H2b: #3524 PR A A QIAA ojujA|o S nd Aotk
AT7HE2el diE Feld2 wAE Ay Aleldel XA olm Ao mA =
FFHAE ATAAT. T Bd BAS Fsto] #anA" ARy Al

A3 HE4A AL 7+ #AAE A5 A3 <F 4-9>9F o] YER
G Fael ZAHA A A ojujx| 7F BAAME vEF3 AF7E 194, CR.
o] 29112 p<01 FFolA Foldt Aoz velyka 7Hd H2ae A=A o]

23 ZA¥E= Bravo et al.(2007), Buil et al.(2013), Govers et al.(2007),

T WHAR PRI AR QJAA ojm ] Ik #AdAME BEEsE AT 188,
CR.0o] 26262 p<01l FFolA Fo3 Aoz FAHJY. ol2ld FolaA=
Gary & Balmer(1993), Govers et al.(2007), Hou et al.(2013), Panrose(2015) <]
ATHAIE AAGE AoRE YET 53] Panrose(2015)+= PRoA &-&3t= <l
HArjAl = F2 =g oo Thste=t ZFo] SEHA 7] wiitel] AAA ofH

.

Al G F= Aolekar gl

32
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DCI: Destination Cognitive Image.
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[e)
il
-
3
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.
o

+3t A7 337, CR.o] 4966= p<.001

176%% e, Fa7F PRE Y

Aol g AgH(H) o=
PR

Ad

%
7
7 <
_;:__'L_

ol
(3) 7h43
2
b

1

0]
yul
L

T

]

WFeAE Ay A el Aol

(e
714 H3:

=
<]

Aghaei et al.(2014), Bravo et al.(2007), Buil et al.(2013), Pan(2011), Martinez

et al.(2009), Stokburger—Sauer(2011)

Note. ##p<.01;
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ATt

PRI} 22 AAA oA 2k @AM wEESH AFIE 076, CRel
1115, frel &8o] 265% e p<05 FEol A 717 E Ack, whebs Hias A
H 9 X ut H3p= 7|2 e = Ao xw BEAE Q)

B AT FEIASLE N xE aadstd Fust BREAR GAH olu]x

of A= FAA FFS p<00l oA 325%2] FdFo] AAT PRI} A A A

% AR PR ook vk AuE BAse] AF 7bH H3E i Al

<% 4-10> 714 H39 AZAF o4

BEATE ETS IH7FEA) ¥#3} ) el

sl SE CR. D A T

DMC Ad — DAI 337 068 4.966 ok 325 A €
PR — DAI 076 068 1.115 265 070 712}

Note. ##:p<.001; DAI Destination Affective Image.

(4) FHARF BAEAA wE AR A BHA PR O% 7k B AT

7Hd HA: ¥35AA vAE ARuAloldS HAA] W oo S v Aotk
7bd Hda: 3547 Fae 544 W o= 9FE 1A ol

7Hd Hab: #3544 PRE 544 W okd &= v Aol

r:i

BEHA A" AfUAeldd W o= 7 AAE HTE] skl #
A AAssrh E4 A9 <G 4-11>3F o] Hda, Hab W57 QI3baA7F Sl
Ao R e

T HAA Fast B o= 3 @AM BlEEst As7h 147, CR.o

2.050, fFrolgEo] 04002 YERY p<05 FEAAA Fod Aoz BAEA.
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o}, 53] Byun & Jang(2015) &1

Byun & Jang(2015), Liao & Cheng(2014)
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R

ol gk o] FA
A A] BF=

=

=

3
SEEEE!

7} #33A] (tourist  spot)

o
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Njo

o

QA FALE

o

[€)

HIEE3F Al7F 147, CR.o] 1.988,

=3 37175 A)

SE.

4-11> 7} H49l A=A 52 o4
42 A (1]

Ay A
st

Edwards(2011), Esch(2006), Penrose(2015)
<

0472 27} YJERY p<05 Fa9

o
T

-

R

1A o] o1 3L
R
b A7)

kel

o
IT
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e
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0407
047

CR.
2.050
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DVI
DVI

DVI: Destination Visit Intentions.
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AlA FrefatA] w2 Ao wAEe] 7hd Hoaw <3 4-12>¢ o] 7|7 H Sl

Thxox JA%] QIAA om x| e} Wi o% 7 AA A= v EF3} AT
203, CR.o 2042, S88S 0412 77 YEhg p<05 FaolA fold Ao
= gRlxo] 7HHd Hbbe <3 4-12>9F o] A™HEJAT. HA A Q1A A o]n] A]
B o=el A FFE F= Ae: YEyY Balogluie &
McCleary(1999), Hallman et al.(2015), Horng et al.(2012), Senthilnathan &
Tharmi(2012), Tessitore et al.(2014) 59| ATZAH}Z= A A5}

pA Ep O B g A X A A olm x| e} HA A T & I wAlC gk &
Ao A= HlxEEs AlS7E 346, CR.o] 3.351, Fo8&S 00082 7H7F e
p<.001 FEol A ol Ao g% daL, 7Hd Hbee <3 4-12>9F o] |
A Qlt}, o]8)3 A= Alvarez & Campo(2014), Baloglue & McCleary(1999),
Elliot Papadopoulos & Kim(2015), Horng et al.(2012), Senthilnathan &
Tharmi(2012), Tessitore et al.(2014) &¢ ATE AA = o= g1 AT

-

rlr
o

53] Elliot et al(2015) 4k JAH oulx b BAATANA GMA o]
A BAAY FgAel FFS VAL AL AFHAch

b Hoas 717se] BB aA AAEs) W % el AnwAzl g
Ao HFAAL, BFEAA AAH - AAA ouA e} P % o] JF
Aol e ztzke] 7bA Hobel Hoe: Adslo] Qsaazl Qs Aow 245
oith. H5b9} Hoecol A5 7h7 1813 31302 UEhy Q1A A ojnA =

nrbe A oAt JlAeR 2 41 9T F Aom AU

<& 4-12> 71 Hbel A=A frolA

BAEATMEFE IAHFA) T3} 2| o

4 B — 2= C
sl SE. CR. D A o 5

DBK DBA — DVI 010 101 .100 920 008 712}
DCI — DVI 203 .100 2.042 041 181 A €

DAI — DVI 346 103 3.351 sk 313 A &

Note. *p<.05, #*+xp<001, DBK: Destination Brand Knowledge.
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<A 4-2> AR A

oA E AR A el A (DMC) #AFEAA BA= A2 (DBK) HHE 2l =(DVD
SN
92900 ° @00
Lad1 |[adz2 ] ad3 ][ Ada | 3y 1[8ay [[8a3 |[gaa
A e Hla:.260: Q60 o

=
e 299 Q
) VIL_[v2 [V /14

219 (3.227*%)
X 2 otel.
H3b 070 (1.115) . DBA %A ade
- - - DCL: 91A& o]u]=]
+ DAL 3413 olulx
[pr1 |[PR2 I[PR3 |[ PR | [an [ap Ja |[ama | - DVE R332 9x

+ BA! brand awareness

>y » CI: cogmtive 1mage
é é@ é - Al: affective image

= VI: wisit intentions
NoteZ. #p<.05; *+p<01; **+p<001: e! measurement error: D: structural error
Note3. Model Fit: X?=397.169, df =235, X%/df=1.690(p<.001), RMR=.026, GF1=.906, AGFI=.879, NFI=.897,
CFI=.955, RMSEA=.047; a: E¥3 A% b: C.R: —— »! o050 FOsA G2 AR > FHYRA=R

3 Azwde 4%

Al

5 Ssy] fElA AZE AlFA F7Eeke] s A B2 (equivalent model)S A

AHATE 7|22 AR AAH oluA| e} AM A ofmx] ko] AH

i

SEATE AA A ol R e} FAA oju[z] FF HEZE Beerli & Martin(2004),
Hallmann et al.(2015), Lin et al.(2007), Matthes & Beyer(2015), Tasci et
al.(2007), Qu et al.(2011), Yacout & Hefny(2015) 52 A5 o234 wHdo=
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I ool = AFaErt 128, (FHEFI} 138¢] 747 Ak Ao R YERT
PREI}= HA A Ao 142, AAA ojm Ao 176, A2 o]m| Ao 137,

W oo 1789 & &7F ZH7 yvEbuth PRO AA A olm Ao tiEk A%

EE 033, HHEAE 104, B oo g APEAIF 123, HHEH)

<E 4-14> HAFEde gl <igy

TH variables Ad PR DBA DCI DAI
%= &y DBA 260a 142 - - -
(o1} g3} DCI 190 176 - - -
DAI 3% 137 - 590 -
DVI 266 178 008 366 313
214 g3} DBA 260583 142+ - - -
DCI 1905 176 - - -
DAI PAVEEE: 033 - 590 -
DVI 128x 123+ 008 181 313
R ET} DBA - - - - -
DCI - - - - -
DAI 112 104 - - -
DVI 138 055 - 185 -

Note. a: EZF3HAG #p<05, #xp<01; #:xp<00]; Ad:TFEAR B3 PR WBEA X FE0A 2,
DBA: 544 QA% DCL 544 AXA o|n|x] DAL 544 A4 oju]x| DV HAX] Wi o,

(4) Ernd A543 Qo
HZzRA AZAFY 7MEAE AxE Qoksld <3E 4-15> ¥ <19 4-3>

I 2o HEAor FREAA RES B4 Ay vAE Ay Adleldd =

- 106 -



HA AAE, BAH ouA @ PE owmsh felg #AR etk T
AY ARUAA a9 29 F Hus AAH oAt folF BAZ e
o Wb PR A olmAsh folahA %o Ao AU BAE A4
wal g F7be 2l Q)

54 5 91,

% 415> AERAe AuARe) HEAE A

oA w7t AEATEF 7FA) B
714 AR %31 WEst SE CR D o] H-
H1 DMC — DBA 2| )
Hla Ad — DBA 260 244 062 3.946 sk B
Hib PR — DBA 142 139 065 2.137 0.33° A €l
H2 DMC — DCI ) &
H2a Ad — DCI 190 194 066 2911 004* A
H2b PR — DCI 176 183 072 2626 009™ A
H3 DMC — DAI L
H3a Ad — DAI 214 21 059 3.763 ok A€
H3b PR  — DAI 033 036 061 595 522 712}
H4 DMC — DVI A€
Hda Ad — DVI 128 147 072 2.050 040° A e
H4b PR — DVI 123 147 074 1.983 o7 e
H5 DBK — DVI HR2 A
Hb5a DBA — DVI 008 010 101 100 920 717}
H5h DCI — DVI 181 203 100 2.042 041" A el
H5c DAl — DVI 313 346 103 3.351 ok A e
FIHAR DCI — DAI 590 597 075 7975 s o

Note. #p<.05; #xp<.01; =*%xp<.00l; DMC: #F =A% vAE AFYAelA; DBK: EFXA
BA= A4, Ad#FFEHA F3; PR #FEAA FFdAEE, DBA: 544 A% DCL 547
124 o=, DAL H22] A4 ow|x]; DVE 54| ¥t 9% SE Standard Error; CR: Critical Ratio.
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oA E AFYA ] HADOMO) #AFEAA B = Z-A(DBK) H-E o] =(DVD
€19 €9)
990 2 98
ladz [ ad2 |[ad3 |[ada | 2a1 |82z [ 8a3 |[Bag
Ad ) Hla:.260 3 (39464 DBA ).

%

.219 (3.222%%)

® R otel.
= Ad: #FEAA Iy
-. DAI | PBA EAn das
T . DBA:E23A JAxE
H3b: .033 (.598) 2 = 440 - DCL 942 oju1
; ; - DAL AX3 o]u]=]
. DVEE#AA 32 9%
lpr1 |[Pr2 | PR3 |[ PR4 | Lan |[ap || as]| Al - BA: brand awareness

= CI: cogmtive image

288 FTEEE e

VI: wisit intentions
Note2. *p<.05; *+pl01; *++p<001; Model Fit: X2=397.169, df =235, X2/df=1.690 (p<.001), RMR=.026, GFI=.906,
AGFI=.879, NFI=.897, CFI=.955, RMSEA=.047: a: £538 A% b: C.R.: Ad:F 3, PR:FR, DBA: 53 A AA &,
DCI: 21414 o] 5] A], DAL: A A= o] 5] A]; ===--- > RSA R AR — > FYF AR — - = F7HE AR
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ABSTRACT

A Study on the Relationship among Destination
Marketing Communications, Brand Knowledge, and
Intention to Visit: Focused on targeting potential

Chinese visitors for Jeju

By Dong Hui Kang

Department of Tourism Management

The Graduate School of Jeju National University

Destinations are considered as brands. It is important for destinations’
managers to build their own brands due to its influence on intention to wvisit.
Therefore at the destination level, marketing communications should be able
to focus on forming brand knowledge to promote and encourage its potential
visitors.

For the last decade, there has been tremendous growth in Chinese tourism
demand. The number of Chinese outbound tourists has increased to
approximately 110 million as of December of 2014. At the same period, the
number of Chinese visitors to Korea and Jeju was recorded at 6 million and

2.9 million respectively. This growth has considerably attributed to Chinese
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tourism market in Jeju.

Accordingly, it is necessary to study empirically on marketing
communication effect especially to potential Chinese visitors, their brand
knowledge as well as intention to visit Jeju. It can also be very meaningful
to confirm empirically their structural relationships due to little research
regarding these variables to potential Chinese visitors.

This study is to mainly examine the structural relationships among
destination marketing communications, brand knowledge along with those
effect and role, and intention to visit to confirm causal relationship. Other
main purpose on this study is to conduct empirically through exploratory as
well as confirmatory analysis after measuring brand knowledge by
multi-attribute approach. Theoretically this study 1is to suggest that
destination image should be measured by not single but multi-attribute like
cognitive and affective image for its exact measurement.

This study adopted reference study through literature review, practitioners’
interview, deductive and quantitative approaches, empirical study as the
research method. For this research, there has been frequency analysis for
demographic characteristics, exploratory and confirmatory factor analysis with
corelation analysis, regression analysis for mediating effect, and structural
equation modeling to confirm the causal relationships.

The main survey for this study has been conducted by man-to-man
interview with probing as well as self-administered questionnaire survey
method in Shanghai China from October 13 to October 17 in 2015 after its
pilot test in Jeju. Data used for final analysis was collected from potential
visitors. 350 questionnaires were distributed randomly. Finally, 266 were used
except some questionnaires with missing marking, questionnaires with
respondents experienced in Jeju from the analysis.

The findings showed that research model was reliable and valid through

exploratory and confirmatory factor analysis. CFA model fit also indicated
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indices acceptable. The linear and multiple regression analyses suggested that
there was significant in mediating effect of brand knowledge with marketing
communications and intention to visit. The result of proposed model analysis
through structural equation modeling showed that partially causal relationship
between marketing communications and brand knowledge, causal relationship
between marketing communications and intention to visit, partially causal
relationship between brand knowledge and intention to visit.

Theoretically, the final results implied that brand image is considered
multi—attribute when measuring brand knowledge so that cognitive image and
affective image can be reflected in the context of unique roles and
characteristics respectively. Managerially, there are some implications as
follows: Firstly, indicated that marketing strategy should reflect its means
according to influential factors out of marketing communications on brand
knowledge. Secondly implied that exposure through advertising and PR
regarding Jeju has been influencing potential Chinese intention to visit.
Especially, advertising 1s significantly associated affective image as well.
Thirdly, relationship between brand knowledge and intention to visit showed
that both cognitive and affective image formations are critical to visit intention.

There are some limitations in this study. Firstly, The result is limited to
generalize for Chinese due to the survey conducted only in Shanghai.
Secondly, there can also be some limitations in choosing words and
conveying those meaning of measuring items due to their translation Korean
into Chinese. Thirdly, advertising and PR only were used as marketing
communications components except sales promotion, personal selling and so
on due to characteristics of limited destination marketing communication.

For further studies on potential Chinese visitors, it is necessary to enlarge
its survey cities, to consider other variables such as word-of-mouth,
marketing PR. Hopefully, there should be longitudinal studies due to essentials

to follow up the global environmental changes.
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