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° o] 4 63 426 81 485
7120-294] 39 26.4 63 377
o1 7k30-39 4] 41 277 56 335
= TH0-494) 48 324 32 192
504 o] Ak 20 135 16 96
153 £¢ 23 155 % 156
. AR <] 24 162 19 114
o )&t £ 87 53.8 100 59.9
o3k A8 o) 14 95 22 132
1009+ w1k 1 0.7 2 12
1009+ ~1999+51 14 95 9 54
R 200~299%+¢) 19 12.8 31 186
ST 300~399%F¢) 28 189 41 246
400 ~499%F¢) 5 169 23 138
5007+ o] A} 61 412 61 365
A 16 108 14 84
3|AL 8 55.4 98 58.7
2103 T 4 2.7 16 96
R A4 19 12.8 20 12.0
2+ 4 9 6.1 9 54
7]t 18 122 10 6.0
S 5 34 1 06
9 e 13] 12 81 9 54
%q_]oq b 49 23] 16 108 18 108
(F 39) 33] 30 203 % 156
43] o] 8 57.4 113 67.7
SR 28 189 28 168
Sslolal 72 13] 37 25.0 44 2.3
2= 3a) 23] 28 189 %5 21.0
A= o8 33] 23 155 28 168
43] o4 32 216 £ 192
S 9 6.1 5 30
e og 13] 21 142 18 108
(e ) 23] 2 149 24 144
o 33] 30 20.3 22 132
43] o] 66 446 98 58.7
7 Zelx Q) ~E} 12 89 60.1 133 796
55 AP Ho] 28 63 426 43 257
2 v]T] o) B2 24 162 52 311
wA (28 GEH 41 277 34 20.1
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< 43> FRlH 290w Y] B FAA
M B B SE. CR. P
2dn|Ho]
ARUAIAL | 34331 1 0.769
7R A o)A N
24v|to] 15704
ARUA A2 | 34921 | 0973 | 0716 | 0085 | 11435 —
7R A o)A N
24w tol 157 o)A
ARUA A3 | 33233 | 0825 | 0612 | 0084 | 9874 —
AR o)A N
aAv|Ho 15 o] 4
ARUA N4 | 36762 | 0954 | 0624 | 0095 | 10.063 —
ARUA A "
HA= 9% Hes QA1 | 35714 1 0.7%5
vas 9% BT QX2 | 32127 | 097 | 072 | 0082 | 11.89
Ba= 9% BT QX3 | 34349 | 0983 | 0749 | 0.08 123
BAE o]n)x] HUS o2 | 35460 1 0.782
R R BT olmX3 | 36825 | 0885 | 0659 | 0.077 | 11485 .
v o]H]x BT olmX4 | 36635 | 1.132 | 0774 | 0083 | 13681 -
Helsoln|%| BT olmX1 | 37524 | 1.089 | 0757 | 0082 | 13.363 -
Yol e 5o w2 35873 1 0.778
PEo v o3 33048 | 0853 | 0792 | 006 | 14274 sk
PEo| e P Eomq 34286 | 0814 | 0777 | 0058 | 13977 sk
PEo =0 w] 34934 | 09 | 0765 | 0066 | 13725 .
#xp<0.05 *+xp< 001
SAERY a7z MY FHETE, AHETEE 43537 f18A
Q97 Aa#A 2 CR, AVE & &3 A= e <3E4-4>9F 2}
<X 4-4> Q217 4#AA 2 CR, AVE
A
_l_eﬂ]l:]q E%E ?_]X] E%E O]U]Z] 3 %___O =
AFYA A
2]t o
812
757U Al o] A
B 2 590 81
HAs oln]x] 680 672 8%
PEow 637 634 735 830
CR 885 852 8% 893
AVE 660 657 632 683
Ozt AVES] AlF2



M2l Al CRS 852-.808 ¢ M= BF 7 ooz Al
om AVE & 657-688 7HA] W91 BF 5 oo s FHEY
T3k AVE ¢ AlFS 811-830 744 W2 7Hd 22 811 o] AadadAF <]
A# 590-.735 oA 7HF & 735 B A7) wiEe] e EE T A
ks @lxe] B Mg ERlE AT

HRLA01
A7
: 77042 -d—.
4-20]cof B - &
S LA 0|H : HS L0l
BLAOl
SR fat—(eD)
79
. - SAC IR
SHEDIAI3 ft—(E))
64 PEEERT
.76
78 =2 E0[0|X|2 1—.
scololx| 66 &
68 =21 =010[7]3 ft—E1)
=S 0|0|X|4 1
521 4—@
16
i 78 #5252 4—69
0|z 79 ==
#5053 |t—E1)
A5z 4—@
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Bal=o

_

WA, GEE BAZ

datr] faA TN 2de T AL 2R 2Be o

ulles
VAN
=5
—~

-5>¢} <29 4-2>9F 2l 2= 167.719 oW */df = 1.973 o]aL IFI & 961,
TLI ¥ 951, CFI &+ 961, RMSEA & 056 o2 X% AF 7|F=3ke %359
ol wEbA Fx3)F 28-S Hestclar vebykoh

<¥% 4-5> FzxIARY] 1Y HI= A
IFT TLI CFI RMSEA
0.90]% 0.9¢]%% 0.90]7¢ 0.1}

=4 0 ZAAI2009). New AMOSI60 TZ2EAARY 4] A&k

<% 4-6> FRIAEYY Y AF=

2 df Y2 /dt IFT TLI CFI RMSEA

-
B PN
o tob
X

167.719 85 1.973 961 951 961 056




<% 42> Arngel PE

& EEEE N
EREE eb)
L IR Y
BRI
66 B
e18
el Z5AR1 g 76 gl BEET |
e. 247127 by A40|Cig 15 Heo
__________________________________ S E 0| e
G T A A0 sl e oy
S pg RG] T
74 43
=21c0|0|x
HECORIR ) o
R e
SRR =)
ERITERR
el ERENERE

2) A7skeel A%

Angoe] AfyAelde]l BAll= Ao wA= & IH(B=664, p<.001), &4
o] AfuyAeldol BAllE olm Ao m A= F3H(B=.741, p<.001), BAE=S]
A7} FE ol kol = ZH(B=326, p<.001), A= o|n| X7} P kol 7] X

L EHB=431, p<O0DE Fo@ wHo] zvitle] ARUAelHe] AEeE
of WA E o 95k eksit.

S|
B B SE. CR. p

aAvto] 75y Aleld > BAEA] 0.899 0.664 0.102 8.825 okt

ZAuitol 7y Aeld > Bill=olw ] 0.876 0.741 0.09 9.783 skt




HE=EJNA] > Pk 0.37 0.326 0.091 4.095 ook

Hilsou R > JFok 0.561 0.431 0.121 4.643 ook

Anjtjo] AFUAeld > PFolE 0.233 0.152 0.176 1.325 0.185
#xp<0.05 *xxp<.001

aAngo] ZlFyAeldst BAl=lx], Bl=olnx] fAAA ]G o] &

719 A o]gak A= 7k AR Aozt EA EAEI] HEA TUA
Aekom BAZ Auts thg <F 4-8>¥ 2ok FEHTIA 2¥(*=277.959, df
=170, x2/df=1.635, IF1=.950, TLI=.938, CFI=.949, RMSEA=.045), =4 5d44 =¥
(x3=292.334, df=181, x*/df=1.615, IFI=.949, TLI=.940, CFI=.948, RMSEA=.044),
A2TYA 2E(\2=318.35, df=186, \*/df=1.712, IF1=939, TLI=.930, CFI=.938, R
MSEA=048)¢] A@=e Foatd vHeuth Jdeedsd BF4 S48 =
b Fhol Al Aolgte FolskA @A JEbgern dAnkAQl AFPE Aol
mH] kA UERETH(AY2=14.375, df=11, p>.05, AIFI=-.001, ATLI=.002, ACFI=-.
001, ARMSEA=-001). 54544 23} A2 2P JlolAlw Aolgt
& st ot ARkA <l AFE ol ghE wH| A WEFRTHA Y =26.016, df=5,
p<.05, AIFI=-.01, ATLI=-.01, ACFI=-.01, ARMSEA=.004). wetx 71 Az

rlr



<E 4-8> 71 AA ol & AA 2] wdd Ak

X2 dft | N2t IFI TLI CFI | RMSEA
Fejs oy 277959 | 170 | 163 950 938 M9 045
23594 292334 | 181 | 1615 M9 M0 M8 o4
=45 UH-
B 14375 1| -002 | -0001 | 0002 | -0001 | -0001
A2594 31835 186 | 1712 939 930 938 048
=45 UH-
26.01 . 0. 0. 0. )
mer s A 6.016 5 0.097 0.01 0.01 0.01 0.004

olel 71 Az} oA Az T A FrAkE shste]l &S MlaLd
A= vE <E 4-9>3 2o 2A8vYo] iy AelddA BlE 19
2Avy o] AxyAolder FTore] A=, 2dvte] AiuAolAl
A BRlEolu A A=, AA A FForel AR, BA=olu Ao yF
grel Az & 2Avye]l AxuydAelded #Eolx=e A= (Ax*=19.852,
HEolm| Aol A 5 o E(Ax?=20.742, p<.001) = FrolskAl YERSE
tomEbd advhe] AfyAoldels Bal= QX Bz ojw]x]e] WA=
1 Az} o] Ak AZE Aol 7p flom Bz ofm x| 7} #E ol ko
d= 1) AR o] &AL AlFF 7he] Afel7t = AS® UEREHL
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ljo{l
_\7,_1‘
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<E 479> 71 AEI o] &4k AlA b A= A ok

df Ax? D
ZAvtle] AfyAlold —> BAlEllA] 1 0.011 0917
vl AFYAeIA->YFoE 1 19.852 000055
AAut e AfYelA > Bal=o|n|A| 1 093 0.335




BA=AA > 5= 1 1.852 0.174

B zom x> Fol & 1 20.742 0.000s#

719 A M= aAdn Yol Ay Aol oA HAll=RlA] A =(B=.885 p<.00

, e ® A R(B=.841, p<.001), B =oln X R (B=.857, p<.00D)= ol
gkl o] &2} Al A M= AAdnt o] AFyAoldolA Bal=QlA] P =(B=67,
p<.001), BAl=olm =] ZZ(B=774, p<.001)7} froldt g Ha=olx oA 3
B % AR(B=Al, p<001), BN ol Xol A WEe|E 42 (B=847, p<.001)7}
Frelarse,

<E 4-10> 719 AR FERER S ol 84 AF FxREYY] dE A

B B SE. CR. P
Aol ARUAeIa
- N 0682 | 08% 0.13 6793
-> HA Q1A
o] ARuAeIA
- N 0702 | 08&7 | o118 | 727
714 > 2dzeli
Az BAsA > Yo% 0198 | 0205 | 0126 | 1621 | 0105
BasoluA-> PEoln 0033 | 0036 | 0135 | 0267 | 0789
2Au o] AFYA A
" 066 | 0841 | 023 | 3615
> PFolE
vt AFYA A
" 0.903 067 0128 | 7043
-> BAER
ZARIEo] AFIACA
" 1006 | 0774 | 012 | 803
o187 > By
P BAsA-> PEow 043 041 0112 | 3809
BaAso|uA-> Yol 092 | 0847 | 016 558
AAn|t]o] AFYA oA
o 0447 | 0316 | 0241 | -183 | 0064
—> AE=

#xp<0.05 #xxp<.001
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b
o|N
ol
O
N
Ho
ofr
-
o
o,
f

5oz AAdvgo] AFE F ARY ANFHE Ao
(Median=3.33)& 4F&3te] ol& THo=z Ast Jue=z
wakth A e Hu 3F ARl zpolrt =R FAFEH] e HAAd AleFe

2 BA3 Ay v <F 4-10>3 2
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FeHl 5 I 2P (*=258.018, df=170, y*/df=1.518, IFI=.951, TLI=.938, CFI=.95
0, RMSEA=.041), A5 Y B3 (*=278329, df=181, x*/df=1.538, IFI=.946, TL
[=.936, CFI=.945, RMSEA=.041), B 2% 94 X3 (x*=281.163, df=186, y*/df=1.51

2, IF1=.947, TLI=.939, CFI=.946, RMSEA=.040)¢] A& %+ dSstAl et

FUlEAY 2P} SPEAY BY AAolAF Aolghe Felsl vheont

005, ATLI=-.002, ACFI=-.005, ARMSEA=0). 4544 =23 HA=sdA
B Frol Al Aol gk ek fgkon dwbAeQl A9 Apolgh: winls)
Al YERSTHAX?=2.834, df=5, p>.05, AIFI=.001, ATLI=.003, ACFI=.001, ARMS
EA=-.00D). ety 2Advto] AR A2erh vhe fas) £ fJd F 4=

& Hlush] 3 44 dsEHATL = o vk

<E 411> 2A8nHo] AR AFE7E v Hu #8 Hd g9

FU4 A

ARY x> df x? /df IFI TLI CFI RMSEA
P44 258.018 170 1.518 951 938 950 041
R 2718.329 181 1.538 946 936 945 041
IR

SHE A o] 20311 11 0.02 -0.005 -0.002 -0.005 0
BAEFYA 281.163 186 1.512 A7 939 946 040
SR
2.834 5 -0.026 0.001 0.003 0.001 -0.001
A= EAH o]

ool 2Av o] Fre AE7F v A 22 4w 7 A=
S Jtete] E3E wad Ade ohE <E 4-11>3 Zrh LA ol Af{uA
ojAlel A BRlE Qx| AR, 2Av|to] FquleldelM BilEeolnA] F=
T Fole dEe ol mEkA 2Anto] AFyAel e BAE /1A, B
A= oluAR WA= Eabe 24vIYo] AR AFEe weh Aoz gluka
At

i
+



<E 4-12> 2Ante] ARY AFEr e Ay o g 1d Zrhx ek

AR df AX2 p
A Yo AFyAeld > Bille Q1A 1 2.583 0.108
aAvH o] AFYAelAd BHE o)X 1 0.675 0.411
AEY A= ARG oAM= AAr Yo AFyAoldolA Ba=lA] A=

(B=.347, p<.01), B =o|n =] ZZ(B=558, p<.001)E G213 wtde] AR Al
Fx G dME 2Auigel ARFYA) A BHE=lx A Z(B=698,
p<,001), BAl=oln %] ZZ(B=.740, p<.001)7} 23t}

<E 4-13> 24| ARUAA AR A% AP wywe] my

#43
PEX)] B B SE. CR. P
sdvjo] AFYA oA
2 B 0568 0.347 0.19 2093 | 0003
> BH= QX
;](:1‘
au|te] AR A0l
e h N 0352 | 058 | 0095 | 3713
-> B ojnx
zAviEe] AR ol
= 0.945 0,698 0136 | 6939
-> BH= X
%j]
2ol AFYA oA
5 N 0.966 0.74 0.129 7.464 sk
-> BHE o|u|x

#xp<(0.05 *xxp< 001

aavlte] MHE F A4 AHAE FE PFeA7] ANM WAA A
o F94(Median=333)% WEete] o]& FPow Aot guow FEFHAL
4w Aw 4 AR Aot QEA 2ARI] A FAY AGoR BT
e 08 <E 41353 2

Felsdd  EY(P=262617, df=170, */df=1.545, IF1=.948,  TLI=.935,
CFI=.947, RMSEA=.042), S35 YX EIP(*=275.818, df=181, y*/df=1.524,
IF1=947, TLI=.937, CFI=.946, RMSEA=.041), Z4dZ&dAd =3 (*=287.791,
df=186, x*/df=1.547, IF1=.943, TLI=.935, CFI=.942, RMSEA=.042)2] A3 =+ &



A vEtETh deEdd 230 45U BN FrolAlE Aelgte 19
A B vEtem WAl A3t Aol gtw wHsHAl WERSTHAY?=13.201,
df=11, p>.05, AIFI=-.001, ATLI=.002, ACFI=-.001, ARMSEA=-.001). 24 %%
A RPN AREAY R gtolAlw Aol fofstad ot kAl A
2pol gr%= mH| A e TH(AN2=11.973, df=5, p<.05, AIFI=-.004, ATLI=-.002,
ACFI=-.004, ARMSEA=.001). wjets] &dv|t]o] mAA] 25 =7F vk o

wo QU 3k A2E W) 08 U4 4FHAAGT B 5 Aok

<E 4-14> 2Avgoe] WAlA AEErE e Hdd 52 fAd Y9

94 A

HA)A] x> df | 2 /df IFI TLI CFI | RMSEA
FeEed 262.617 170 1545 948 935 947 042
ZA4ETLA 13.201 11 -0.021 | -0.001 0.002 -0.001 | -0.001

275.818 181 1.524 0.947 0.937 0.946 0.041

AR R 11.973 5 0.023 -0.004 -0.002 -0.004 0.001

2871.791 186 1.547 0.943 0.935 0942 0.042

olo AAdwt]o] HWAA] AFHE=7F vk Jod =L G 3 G R F7HA oF
= 7tste]l BaE mlud dyes s <& 4-14>9 2o AAvde] AFu
ojdel A EHE Q1A & YAl delA Fsoe F=,
aAdngo] AfuAeldels Bill=olnx] Ar BAH=RIA|NA PEore] 4
2, BlEouAo A fFolre] A T AAnHoe] AxyAelde HA=
AA BR(AY*=5.756, p<.05) ¢k AT Yol FFUAlelde A Bl o|mA] <]
2= (Ax?=4.863, p<.05) = FroletAl wepskth weba Adryo] AfuAeld
oA BA=RIAE BAle ojulxd] mA= &= WAIA AHEF 22 Ad

Lo QoA Aol7} kil B 4= 9t

o
o
i
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X
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<3 4-15> AAvYo wAA] AEE7F e gy =2 g 2y SUFA Sk

R df Ay? D
2Anto] AFYA A > BT Q1A 1 5.756 0.016
AR o] ARUAA > FEo|x 1 1.567 0211
AATYo] AFYA A -> BT o]u]x 1 4.863 0.027
BaE oA > P 1 0.047 0.829

BHE onx] > dFoE 1 0.027 0.87

HAA] A= AFE A= Adu|te] AFUAo|AdoA HaAl=oelnx H
2(B=.327, p<O0D& o3k wtdol HAA] A e TG dA= AAEr| Yo A

Ty Al AN Bl=1x A

@
3
—_
=~
(o]
N
(@)
S
=z

Bal=olnx A= (B=.810,
p<00D)7F Freoletaitt wheba] wAA] AR agde AAduye] 7Ry Aol
oM HRHERIA], Hil= ofu Ao wx= & drt ¥ AstA wEbs

e
kof
A
rlr
2
o,

L
W A1 %) B B SE. CR. p
2Av|Eo] A3 Aol
4 M 036 0181 | 0241 | 1489 | 013%
-> BHE Qx|
@
2glee] AU Aol
35 " 0578 | 0327 | 0216 | 2671 | 0008
> BaE ofvly
e o] AR A
o v o 1061 | 0717 0.15 7078
FS
ZAvito] AfuAeld
s N 115 081 0148 | 77%
-> B o]u]x

#kp<(0.05, **xp<(.01

acaviel Az 24aRE FFe7] AN Adgd nPgvor Uy



of AW Rttt ol% 71 A& AFuAel A ol &2 Az AFyAold Ht
N Ztzte] mIE H7] 95t HAIA 2A3 AR AR sHA Rt
FTaAg0] =A vet Hust F4 HHE AFEste] el EAE A &
AEAstae. =g 719 AR AFYANAS  FCC(Firm  Created
Communication), ©°|&x A&  AFYAlAHE  UGCUser  Generated
Communication), AEY A2 EE SC(Source Credibility)=, WAIA] AFE=E
MC(Message Credibility) 2 <3 4-16~23>°4 A}-&3}]t}.

<E 417> 719 AR AFUAel A ARY Mo - F )
z= Folge
oF = go) 2 2
ge 2 Al =& B B VIF DW R AR P s
1 FCC(A)  652%ex 488w 1,000 239 239 0005
FCC(A)  SBbwss 42w 1.992
2 243 0 372
B SC(B) 103 091 199
R 1.39%
1A FCC(A)  5plssx  Al3ssx  1.99%
3 SC(B) 0% 083 19% 27 034 0105

(A)x(B) S8k 186%x  1.009

#kp<(0.05, **xp<(.01

Durbin-Watson®] 23} 29 7}719] 7] ae] glomz zkxje] & ez 7o)
TEE Tk gl VIFGE 1050 Zomz Efus ho] tgaaie] givta
& A B4AYE Ay 7Y AR AryAelds U 29 1d
oMo AueEe 239%2 YEba, ARY AHEE F71E B
H2 243%%2 sttt SR 71 A AwryAelds A Wl
ARSI ARY ANFE7 FHEUFA B QX FAKHoZ fodt

(p>0.05) GFE n A L=l 3TA A TG AF AFUA)AxHRY AlF
o3 =

ol Ao Age] FrtR FYEHEA AWEE 27.7%2 0.0345 7Fst A v
AF oz FoletAl S 7Hp>0.05) 8t AARE 2 Aol A 2] 8hx] k7] wfol o]
= 719 A AxyAelde] Ble QA6 wx= Gl AR AR =



ot

daa7t dvtar & 5 gloh

F 4-18> 71 Az Axrd Aol Ay AR A =day)

5 aa maue B B VIF DW g2 | RS
1 FCC(A) 99 B2k 1.000 Al2 A12 00033
FCC(A) B9 B0 1.992
2 Al18 007 199
2= SC(B) 121 115 1.992
1.978
ojmA| FCC(A) B0k BaGHkwx 1,996
3 SC(B) 119 114 1.994 A20 002 D23
(A)x(B) 079 041 1.009

#kp<(0.05, *+xp<(.01

Durbin-Watson®] A3} 20 7}7k¢] zp7]Abso] gloma Wxle] = 2o
uhEE ol 783 VIFZE 1080 Zonme =adma zhe] vz Aol 9ubm
& ¢ v 2423%E AEd 7 A AxyAelde FAY B2 1d
iAol AW HS 412%= YEEI, R AMEE F o
B 418%= Z7letdrh =ywz=ol 71 Az AR

ZAWEA AR VR FEAF BAS ofuAe] EAMOD F9%
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of
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D
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X
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X
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SAHCR fFolsA F7Hp>0.09)8kA 9kl wiiel o= 719 AF AU
ojfdol Bl ojuxo] mA= JIFelM ARY AHE= =dFart v



<E 4-19> 719 AF AFUA) AT HAIX] AF e 2H-E
=2 fro) 38
o =¢uiql 2 2
- A &) B B VIF DW R AR -
1 FCC(A)  652%+x  A83sxx 1000 239 239 0003
FCC(A) 483+ 366++x 1631
2 261 02 039
A= MCB) 218+ 193+ 1631
1.405
1% FCC(A)  458#x  343wxx 1703
3 MC(B) 236%x 208+ 1692 285 .04 030+
(A)x(B)  330%x 156+ 1013
#xp<0.05, ***+p<0.01
Durbin-Watson?] A3} 20 7171 7] #o] glormz #ae] =Yayz7o
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ABSTRACT

The Effect of Social Media Communication
on Brand Knowledge and Behavior Intention
of Integrated Resort

- Focused on moderating effect of social
media credibility -

Hong-Yeol Choi
Department of Tourism Management

The Graduate School of Jeju National University

Does social media communication affect integrated resort brand knowledge?
In this study, the impact of social media communication is aimed at the integ
rated resort brand knowledge to extend the existing research. In addition, sinc
e the communication created by firms and users can be delivered to the recip
ients of information differently depending on the necessity, purpose, operating
experience, and method of providing information. So the purpose of this study
1s to examine how firm-created communication and user-generated communic
ation affect the integrated resort brand knowledge. Therefore, this study aims
to accurately compare the degree of impact of social media communication on
brand knowledge from the perspective of companies and users. Finally, in this
study, more in-depth research was conducted by verifying the moderating eff
ect of social media credibility.

The specific research objectives of this study are as follows.

First, identify the impact of social media communication on the integrated r

esort brand knowledge. Second, in the impact of social media communication
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on the integrated resort brand knowledge, the difference between the group th
at experienced firm-created communication and the group that experienced u
ser—generated communication 1s compared. Third, in the relationship between
social media communication and integrated resort brand knowledge, social me
dia credibility is composed of information source credibility and message credi
bility to confirm their moderating effect. Fourth, identify the impact of integra
ted resort brand knowledge on behavior intention. Fifth, identify the impact of
social media communication on the behavior intention.

The data collection was conducted on Koreans who did not visit the P inte
grated resort in Korea but responded that they had experienced one of the tw
o communication between company created and user generated. To this end,
a survey was conducted by a representative online research company in Kore
a. In particular, those who visited the P integrated resort to achieve their res
earch objectives, and those who experienced both firm-created and user gener
ated communication were excluded through screening questions.

Collected data were analyzed using the statistics packages SPSS 21 and A
MOS 22. Only 331 out of 5586 respondents participated in the rigorous screen
ing process. Among them, 315 questionnaires were finally used for analysis, e
xcept for 16 surveys that were deemed to have poor responses. Specifically, it
consisted of 148 people who experienced firm-created communication and 167
people who experienced user—-generated communication.

First, it was proved that social media communication had a significant effec
t on the integrated resort brand knowledge. This means that communication
with potential customers through social media contents positively contributes t
o the formation of integrated resort brand knowledge. After all, since social m
edia communication plays a role in enhancing the integrated resort brand kno
wledge, strategic management 1S necessary.

Second, in the impact of social media communication on the integrated resor

t brand knowledge, there was no difference between the group that experienc
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ed firm-created communication and the group that experienced user—generated
communication. After all, from the standpoint of the integrated resort, it is ne
cessary to form an organization that can reinforce digital contents on its own
so that users can voluntarily write positive online reviews while providing bet
ter quality communication.

Third, in the impact of social media communication on the integrated resort
brand knowledge, the moderating effect of social media credibility was confir
med. In particular, it was proved that the social media source credibility and
social media message credibility had an influence in the two relationships.

Fourth, in the impact of the integrated resort brand knowledge on the beha
vior intention, both brand awareness and brand image had a significant effec
t on the behavioral intention. Among them, it was confirmed that the brand i
mage has a greater influence than the brand awareness. This can be said tha
t the image planted in consumers has more influence on behavior intentions t
han simply knowing what a integrated resort looks like.

Fifth, the impact of social media communication on the behavior intention w
as partially revealed; in the case of user—generated communication, it was con
firmed that it did not affect the behavior intention.

This means that simple communication on social media cannot move custo
mers. Therefore, in order to see a meaningful effect on customers through so
cial media communication, contents and communication methods that can leav
e the hearts of customers while appealing to the attractiveness of the comple
x resort are required. Beyond simple content and communication, it can be sai
d that a strategy is needed to create content and focus on social media comm
unication in accordance with the aspect of enhancing brand awareness and br
and image.

This means that simple communication on social media can not move custo
mers. Therefore, in order to see a meaningful effect on customers through so

cial media communication, contents and communication methods that can be 1
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eft in customers’ minds while appealing the charm of the integrated resort ar
e required. It is necessary to produce contents in a way that increases brand
awareness and brand image beyond simple contents and communication and f

ocus on social media communication accordingly.
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