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Tab. 3—1 Respondents' Characteristics

Characteristic N(%) Characteristic N(%)
Gender Male 121(41.9) < 1 million won 114(39.4)
Female 168(58.1) Monthly 1-1.9 million won 69(23.9)
<2 49(17.0) Income 2-2.9 million won 60(20.8)
20-29 95(32.9) Level 3-39 million won 22(76)
Age 30-39 53(18.3) 4 million won < 24(8.3)
40-49 54(18.7) Before University 94(32.5)
50-59 26(9.0) . In University 72(24.9)
60 < 1242) Edfgjslon University 111(38.4)
Marital Married 145(50.2) In Graduate school 3(1.0)
Status Single 144(49.8) Graduate school 9(3.1)
Has Yes 134(46.4) Family 163(56.4)
Children No 155(53.6) Friends 93(32.2)
Company Employee 40(13.8) Companion Alone 20(6.9)
Businessman 46(15.9) Group 6(2.1)
Agriculture & Fishing 5(1.7) Etc. 7(2.4)
Public Official 17(5.9) Acquaintance 127(43.9)
Octc.“pa* Specialized Professional 26(9) TV/Radio 41(142)
ion
Housewife 29(10) Source of Brochure 20(6.9)
Student 102(35.3) Information Internet 27(9.3)
Banner/Bus Ads. 34(11.8)
Etc. 24(8.3) Fe. 400138)
Total 289(100) Total 289(100)
42 S0l Qol HA H QoEae] O B AT AP A /12
Zkel RMR 0.05 o]k, GFI 0.9 o], CFL 0.9 ©l4,
A 5] A
=geo] B A=) ol Beld o TLI 0.9 o], RMSEA 0.8 ©]3}, AVE 0.6 ©]%, CR
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Tab. 3—2 Confirmatory Factor Analysis

Variables Path Estimates St;ndardlzed S. E. t AVE | CR
stimates
Festival Cognitive Image “— TFestival | 1000 .89
] 903 |.949
Image Emotional Image « Image | 930 876 064 | 17,2205
City Image as Residential Area < City 368 N 067 | 12.864x
Brand Image as Sights < Brand 1.000 779 732 | .891
Equity Image as Investment < AUy | gsg A | 075 | 12561
Enthusiastic word-of-mouth < 388 759 062 | 14.328xxx
Recommendation of visiting 871 NES) 059 | 14.886%*
Positive word-of-mouth 974 811 062 | 15,661
Regional o Regional
Loyalty Contribution to Development Loyalty 877 775 060 | 147707+ | 686 |.939
Revisiting Intention — 344 764 058 | 14.454%xx
Trust — 957 .806 063 | 15153
Friendliness — 1.000 801
x? df p RMR GFI CFI TLI RMSEA
98.463 .000 019 946 978 970 060 970

4.3 7[S9 R MRI=EN

ZAHFe] Ui 7|5 AR A3= Tab. 3-3
I 2ok SAlY] AAF oluA|7}t 3.600F IR
oA BTt #A UERTE EABMEAA =
#4A] olu)A7} 3.67F 7 =gon, Y ofE
T 3.67% UeRdt

A% A5 A= Cronbach's a7F 0.6 o4
g AFTr} e Ao dAdE sy, B ATolA
£ 24 o|u]x] 0.953, EABA=AAE 0.903, A
HE% 0.92002 AF =7} =A YeiTh

Tab. 3—3 Descriptive Statistic Analysis &
Reliability Analysis

- Standard | Cronba
Variables N | Mean Dserion | aifs @
Cognitive
Festival| Image 289 | 357 62
Image | Emotional w2
Tmage 289 | 360 65
Image as
Residential | 289 | 345 67
City Area
Brand | Image as 903
Equity | Sights 289 | 367 76
Image as | og | 333 | 75
Investment
Regional Loyalty | 289 | 367 71 920
4.4 MEEEM
SRS FREAE A% 23 Tab 34

10
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Tab. 3—4 Correlation Analysis

Image as

. Cognitive Emotional . . Image as Image as Regional
Verighles Image Image Res;(iiztlal Sights Investment Loyalty
Cognitive Image 1
Emotional Image 18T 1
Image as - .
Residential Area 0 Dl !
Image as Sights S5 D01k 6063 1
Image as 502wk A6k 6025k 563wk 1
Investment
Regional Loyalty D1 Tk D615 D06 Dk 529 1
#xxp< 001
Tab. 3—5 Path Analysis
. Standardized
Path Estimates Fstimates S.E. t D
Festival Image —  (City Brand Equity 07 91 .069 11,7525 000
City Brand Equity —— Regional Loyalty 129 559 145 5.012x 000
Festival Image - Regional Loyalty 249 187 137 1.821 069
x? df P CMIN/DF RMR GFI CFI TLI RMSEA
73.093 45 005 1.624 015 959 988 982 047
k< 001

4.5 =H| 0|0]X], ZAEHH=XLA, XY OfS=2]

Zie| 2|

ZA) oA, =R
A QIEMT A%

WA e S ALRE}o]

2EA A3 Tab. 3-6 ;—xﬂ ofm]A]

Aol A0 d@dFE

(t=11.752, p<0.00D), Z=A|B AL
Anel FEFE VA

p<0.00D). AT ZA)

TLI, RMSEACIM 25
= YET

ojmA=

e ez

ZOE  YERTHt=5.012,
A cjzzol Y
< vjx)A] Eh= Aoz UERITHt=1.821, pX0.05).
ATRgel H= A4 Ad= RMR, G, CH,
7lEfe B SEshe AL

11

Wep 74 1 %A oAzt EAEdEAe

Folg 9L 21 Zolth, 74 2 EABAEAY

& AY oz fo3t 9% v1A Holrks A

%H%ﬂ:ﬂﬂ{é%l]ﬂﬂ”?wﬂﬂ§+ﬂ%%
4 Zlo

I 2k M 3e A2

N

4.6 TA|SHEXRMO| DS}

ZA] oluA7} A ojETo| nx= Pk T
A EABASAS o] 92 BY Flolgi=
7HS At RISk flste FERUAAE A
gao] o7l e AT,

T2 2y o3 i) EIHEAS 95}
FEZE-(bootstrapping) & A3 TREFS

rr
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ol g3t} ATIPGIA ANE EABAER L )
N a5 A= A Tab. 3-6 & HH, =4 9]
A7E A olsEe] mAE AHEIE FAHC

2 folmld
FA| olu)A7t A9 o] vXE
omlsA] Z&k 2o = ERtHBeta=0.187, p<0.0D).

Tab. 3—6 Mediating Effect Analysis

202 e (Bets=0.443, p<0.0D),
AREHe f

%, SABASAALE FA] ofHA7} A 5%
of Ve dge HETARE HolT gowl, A
AETE o) WEe SR lETE Hota @
571 9
Wby 7hd 42)
E gl il EABAEALL
2 ROl & A=Y,
iAo wEd hE A% A% T Fig

‘A olulAIZE A ozl 1)

i EIHE

_ 1
Path Direct | Indirect | Total 4-1 % 2o
« Effect | Effect | Effect
Festival Regional - .
fmage Loyalty 187 A3 | 6305
#+xp< 01
Image as Image as Image as
Residential Aea Sights Investment
N 779 753
City Brand
Equity
191 %%%
Emotional
Image I T Regional
Festival Image 187 Loyalty
Cognitive
Image

Fig. 4—1 Research Model Verification
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A Study on the Influencing Relationship among Image of the
Festival, City Brand Equity, and Regional Loyalty

Jiyoung Um* - Jungah Seo™* - Sunyoung Yoon***

ABSTRACT

The purpose of this study is to analyze the influencing relationship among image of the festival,
city brand equity, and regional loyalty.

For the study, questionnaires were handed out to the visitors of 2015 Andong International
Maskdance Festival and a total of 289 copies were collected carrying out frequency analysis, factor
analysis, multiple regression analysis, descriptive statistic analysis, correlation analysis, and
structure equation model analysis.

The result showed that image of the festival had influence on city brand equity and city brand
equity had influence on regional loyalty. However, image of the festival did not have direct
influence on regional loyalty.

This research is expected to further extend the study of image of the festival and city brand
equity, and the study of Andong International Maskdance Festival.

Keywords. festival cognitive image, festival emotional image, city brand equity,
regional loyalty, Andong International Maskdance Festival,
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