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Abstract

Purpose - Competition among cities around the world are rapidly shifting from competition of production factors such as
labor costs and quality of raw materials to competition between the consumption factors such as quality of life, settlement
environment, culture, and place. The entry into the era of competition between consumption factors is not only attracting
investment for strengthening city competitiveness, but also actively inducing urban image reconstruction and new image
making. Therefore, various studies related to urban marketing are being carried out. The object of this study is to
investigate the effect of city brand image on city brand recognition and city loyalty based on the questionnaire of external

citizens about Changwon city.

Research design, data, and methodology - The data were collected from 200 Seoul and Busan citizens. Reliability and
exploratory factor analysis were conducted through the SPSS program, and confirmatory factor analysis and structural
equation modeling were conducted by using the AMOS program.

Results - As a result of the hypothesis test, six hypotheses were adopted among the nine hypotheses. In summary,
pleasant image, dynamic image, and good administrative image have a significant positive impact on city brand recognition.
The magnanimous image did not have a significant effect on city brand recognition. In the impact of city brand image on
city loyalty, magnanimous image and good administrative image had significant positive impact on city loyalty. Pleasant
images and dynamic images did not significantly affect city loyalty. In addition, city brand recognition positively influenced

city loyalty.

Conclusions - First, it is possible to say that there is an academic significance of this research in its contribution to regional
revitalization by investigating mutual influences in urban aspect by combining place marketing with image, recognition, and
loyalty. Secondly, kinetic images such as pleasant image and dynamic image have more influence on recognition, and static
images such as magnanimous images have more influence on loyalty. So, further research will be necessary to establish
theories. Finally, In order to increase city brand recognition and city loyalty to local city, efforts should be made to improve
urban images such as pleasant image, magnanimous image, dynamic image, and good administrative image.
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ZA| OpA|Eo| EhdsH HiZE2 AW, Atz|® O E(Social
Marketing)t O|0|X| Ot# El(Image Marketing)”7|'H2| T A|OHA
g0 H=O[Ct. ZA|OFAECl o|21t MF= AR|H O &0
HEIE £ UCE MR, 33 HAY JEtE E A=A
O Eel HEe SadEe 2UC=E 3t Y= ZA|OHFAHE
ol MEE|7|0 O|ZRXICL *O|O|X| XIHE AlEo] & == UACP
2t= 7HEe O|OjX|OAEE ZAH™EIIE0|A =A|00|X|=
HE0| 2 = ULz A2 HOIFA =k =W, 7|L=F2|
(Entrepreneurialism)&sto| TA|ME0|CL. AY7|H =0 =7
T2 ZAOE =Q O|F0 o|O] =A|AE HEE|0{RCE
1990ELCHO| E{MA H|ZA HAZAF(Place Management)2|
70l E=AIOEAE 2ok FRE7| AESIACE ZAIGRO
ZAOA ROl AHE A2 FAZEN HEO 7|7 A
(Entrepreneurial City)2}= I{2{CHRIQ| ERMDL HAt=ICtD &t
= QUCh EAIS0| 7|YFe| migiriae =l M2t ZAE
H|=L|AXM(Business Like)?! BfAloz A0 SiCt= 2HH
O Xt2|E T7| MEBICL Ol EAIEOA H=xd, FII, 0
718 O 4T A ZAIER E=AZ|1717F &
SUCEL AW, ZAE™E7IELl ™A HTOICL ZA|ZHZt
HAZ[0] WMELDL SAIMEIIE0] ZAZNE 2|7 fIT
ATME RAMSE7| A|ZSHCHBarke, 1999). O|2{sh ZA|Q|
7l EAIMEIIRZ Stoig EAIGRO QME|E, £, Ol
Ol2te 27t F=2 Q7oA ECh =A|OA o] o2
o GMER0 =tHEel AgtE oA EICh £t o|0|X| 7t &
20| E = UChs M20| MET| A|ZfSIHA O|O|X| O &0|
MM3| ZA|OA B "ZE7| AIZRHCHAshworth & Voogd,
1994).

ZAOAEE 42| 0|F0| ot 4ES Mot AH]|
St 7HE FHECQl 0|30 o ol HFHX|D RUACE 2hA
EXtRteL 7Y, QR AT, A S Al LHo| |5k
SAXQl O o 7|8t £ 4EELCF MH|A0 XFE F
of EXtX], O[0|X] 7HM, EA|BYH et 52 Y =HE
Sl1 QICHPaddison, 1993). EESH Burgess(1982)= T A|OHA &
Of CHsi =A[O|OX| QQISE ZXSIH Al O|0|X] 7HMQ
SREE AL EA|MEL] o|OjX| 2|7t 0 25t
B2 ZA| O[0jX|E nAo|A &2 QAMCE ofEHE &= U=
£ TAE SESD 25 Al BUEQ A0 ZEL|T
RUCL ESH EA| EMEQS[ HEZ fIsiME= E=A| o|Ojx|e| +
=0t ARLUAOM, 227} 012 SQSICE M2k ZA| Of
A Sl a2 ZA[Q| O|O|X|0|H Ol EA| EMEE J4LS|
ZYFOICL Og|1 TA| EMEE A9 X 7HHE ¢
FEINLO 7|0/ EA|RIS0| Ef ZAIQ ZAIE TEE
e 7§E0| ElCHKavaratzis, 2004).
sHH E@Al= 20104 E-RA|, OREAL TISHAIZL S8Hz/Of
SHERIAIZL E|QIo 7|AAHY, RpSAHAY, ZHMY S F|
A SO AHH7E YEE|O A= ZA[O|CE ST A9
A o7 RE SC= oot JAZHo| AEE IF&FSHT| ¢
of Cirot diots =25t TAHStn QUCt 22420f, o=

A rekrir

B ofm

Of Al T HEE EstY FStL lol, SYFX
= XS ot ot ot st Soel o3 2ds)
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Zagh AHA OISTAS S st Wolg B¢ =4l £
el | ot
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Mt 2 et HEA0] st ol ARlEe 222 Ht
Y22 LAl HIME O[O|X[7} EA| HEHE OIX|Zo EA| 5
GE0f 0Kl g TS SiCt Oof M2t EA| EE
E X|=et Al SYEE =017| RBHIME O A 22
E O|OIX|E =tiztd AQIXIE A0, EAIE Ed=istl

EAl 7HK] SHE ISt AMEE MAISEAAL ottt Eok 7|E
o §EZ T 2ot O|0[X|, AX|E, SYE2| 2HAH ATLE T
2 O SN M ZAl O "0 BS5t0 S8 o

S& S =Al EH 3 g3t Wots RMSIOX; Sic.

2. O|2H i
2.1. TA| EE o|O|X|

ZA| OO|X] &3 A= 1950 AT R E AIRE|RISH TA|
o 241t 7|5 S0| H|XT EAIE2 EA| 4ES XHEIS
7| of@7| mj2of o|o|X| MeZ S0 EHMEE Kzt &}
= Zi0| =Q3}CL Lynch(1960)= EA|0|0O|X|(The Image of
the City)2l= MAOIM ZAlQl Al2|& o|0|Qt 7|5, YAL &
218 HEf S 22 ZHOM ZA| O|0[X|E HIISIRLH,
ZA| o|ojX|gt =A|Qt BHHEE|O] 2F JH74Q1e| O|O|X|Qt HM™E
StLtel & O|OjX|2 21 QCt

ZA0f Aol EHE AM2 F2|NQ 2, Xjoetd, A
O 2 SOl Qls CHASHA LIEFHCE M2t EAIQ] S2(H
Ol StAwOE ofL|2t ZAoA EMEl= RE ST ZAQ|
2o|Z AEY & ‘EAlZHE OF0M ddElE ZE X2
AE DL O|E HIECE Al HE O|0jX|E HolsHH
CiISH ZAltZa EAIQ] &4 Q2|1 ofoff et AH|XIe
FEN ZAYOo|Lt AMZ mIsh SHAQ QIA0|X} ojOjzt
3 h

J2|n EA] EHE 0|0|X|= EA|Q Alikimageability)S
LIEtLfE “=A] O[O|XPet 7fEdcoz FSEEE 7HX| QUCh
Al O|OX| E3H ‘A0 CHSY AMEFSO0| L7l= TAEQl 2
o2 Oslix|7| U{ZO|Ct SEX|TH DA E&Ol ZHOM O
o 22 3 J4X|] XHo|Eo| ULk

AW, TA| E-HE O|0X|= ZA[Ztel Z™EQl dEE 7|
gtog2 StE2 o[0|X| |3o| He7t EF =A| Lo o|OjX|
Ol sFEE|X| Y=Lt & EF ZAIQ HluE|l= o1& =A| 00|
XE Zgst UCL O|E S0, AFEE0| s &8 ZA|
of O|O|X|Zt ‘HMEPSICYE= O|O|X[2tH Ol ‘HEEts 7HE
off CHai =77l= 74elel QA nt BH CHE ZA[QFe| H|w7} O]
O|X| =&0Pg0| Zgte|7| I{FZ0[ct M2t TA| EE 0|0
Xl ZA|O0|X|2CF Z2XQI HR|E JHEICtD g = QUL

=M, o[o|x|e| &8 AT =N Ko7t ULt ZA| Of
Ojxlof et M2 TA| 249l I S5t TA|TIe| &
of A Ao XS F1 UL SHX[T £A| E-E O|0[X|=
ZAol 42X JHK|0f =53t £A| O|O|X|7} EFEA|QF H|
g I o3t zold1t S5 S 7HXn Y=t F=5t
I QCH O3EZ TA| O|OjX|QF EA| EHME O|O|X|= &
T|0{Of BiC

ZEAE™MER = JiEO CHs HSe=2 -3t skte=
Anholt(2005)2, & EA|EMEX|(City Brands Index
Hexagon)ZHO|A ZAEHEE FAH, EXE, 9454, 48
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7tsM, ZA|Z|HAY, X[DBlo| JhEdat XAEBCR RS}
RUCL Ol H2 SXIE0| O|E =M CHYs} 6tof ARSI
C}. 12|3 Keller(2002)0] O[6t3 BEHS XpAto| TLAS Q|

o gdkl= 70| oftl QIX| — TEh — ZHd — Ef=QF 20|
HAMOR Xt =2 +=F2| MO E 2 FOo= YUHSH
EICE T A0 CH3t o|0fX|= QXA HItet FME HIIe| &
o2 ZAOf Cigt ojO|X|7t WYE £+ A2 2AX|H o|0[X|
o FHMAE o|O|X|e| Aoz FAEC o[o|X|7t HYEICt
(Fakeya & Cromption, 1991).

Kim and Kim(2011)2| G0 = ZA| EZE O|O|XIE A
A-22H8 0|0fX|, Atz|-=HAX O|0fX|, X, HI| A
O|OfX|, 0| o|olx|e| 57tX| QP2 FF/3SIY HOpdQl
IRd, &42d, 2E21de 37tX] oo AAE 2HE2M
oz QUSSISLCE

2 AR AMe Kim and Kim(2011)Q| At-Z31& 0|0(X|,
At 2td® o|0|x|, g&H, H2|-[=& o|O|Xx|, HO|& o|n|
X[o| 57X| HFE 47IX| HFE TR0 MHESII2H,
LAl E-E O|O|X|E 2{&3t o|0[X|, X8 Oo|0[X|, 45X
O|0lX|, 23 o|O|X|e] 47|X] ez &350 GTE
Tlgst et

A, HLHoIE= B0 EZ o= HEEINM
(Preserving Amenities)0jA| K& ARE|QCM, “Ql0joF & X
of Y2 Z0| RUAes ZWol2tn Holst Hb QUL Freeman
(1979)2 1ASE2 FES X|Y0| A= BHH, MASELSE
HHo| HEE|D Cf7|H0| Mot X0 At A2 A5t
St =S FARIME 242 (The Ministry for the environment:
MFE)OIA EAIZHEY X7 7S 25t AFE A &7
E2 DAY ALE flst ZAIQ] IHEY SAELE HAISH
SCHBell, 2000). Lim and Lee(2014)= TA| XM tHE S3t
TEAIES| HEM T4 A S HFSIRICE

2 g0 E=AIel A o|Ojx|of #el 7|E ATE
HIEO 2 SH0[Lt 0| ¢ OLELCIRM, EA| XiX2| 7|
27t Eht= 2| O|0|X|E {H Tt o[O|X|2 Ho|StAL.

=N, Z&X O|0X| A ATE HmEH Bernard(1999)
o mE #H X|ENA ATFO0M BH|, K|, A2l Y
o= FEoIo MAEN E4nt AN EMHoE AR FX
G0 Fod(Legitimacy)dt &0, ZX FHoM HY
(insertion)l} "3, Al2|E3t FHo|M QUEDF F{Z(belonging)
S9| 67tX| XIS HNA|SIS 2O, Rajulton, Ravanera, and
Beaujot(2007) & O|= 2 CIT0|AM XHEd 3 HEBLIUCE =2
AN = 7|E AFE HEHOE X999l TA|TIS0| EF XY
Rloj= MEHMo= XI™Stn MESHH, oMM S #2|stn 23t
£ 3R/5k= 2 O|0jX|E ZEX O|O|X|2 FoISIJAL,.

AR, 9s& o[ojX| A MFE AHEM Chung and
Kim(2009)Q| ¢1Tt0M= EA| O|OJX| Qg #CHA o|0|X|,
=E£3% 0|0[X|, ¢=& Oo|0|X|, X3t O|O|X|2 T&3t0] 1
Z 938 O|0X|= 7% EA|, SHQI, HHE ZA[2 Folst
o ZA| 2& 240 & UEELE Ato|Q] ZAE ESIIALCE
Lee and Lee(2012)= T A| O|OJXK|Q] MMAE =M2 IH o
S8, 554, 84, YHHerR EF/S 1 & 938
2% ZAlL SHQ EA, 80 Aes ZAL XFHQ ZAQ|
471X Qoloz2 E=EIgLC}

2 dFoME 7|E g7 E HEeRE 9F& 0o|0[X|E 50|
TITlst ZA|, ZAIOM CH[REEXIQE &7| AFEXIE EA|0AM
SOER Y52 &7 42 82 o|0X|2 HE HolStRAL).

AW, PdF OOjX| E AFOAM A Westbrook
(1980)2 LABEERS| S 19| E4F5F, 7|8, =3, 2
AN o, £d, 52 o o9 7t A HY SH2
olstALt. dgiez TR HE AMH|20f CHEE 2HE2 IRl
70 ofst Hg7|el ATl Zutof thet TRelel H2|
o goto|ct. nzHo| st A H= SN J|HsES
SEAA E W, ¥Fo| 07 =g Hold 5 UCKRichins,
1997). Skelcher(1992)= IRl HHYMHIAE HIts= XER
MH|A B4, CHOL 2|, AMH|~ 2tE, D70 oo IA 47+
A 7| 02| =2 TGSt

= A0 Rt HAYZAME|IL0 S o|0jX|2 24
@Y O[O[X|2 H=E Yoloto] Ale] SFHUS0| Zotttl 42}

otal, Ale] Ol Ef XS0l 227|7t EICt 4245k, XX
7t 22 @82 7K1 AUCk= WE2R BieE YOI

22 £A| HEE QX|E

XHEAlQ QIXIEE O EA|Q A=t XAECE 2
OlL} 7|1 E= XSS g2l 3T AL X[Yo| @M
el JHEICE MATH DA[O|ALE ZA|HE Aot X HE
£ T E2& Z2 20 BXe| tidoM ®MelE =50 8
Ch MEtM XHEA|] EA] EHME QX|Z=E =0[7| fIot |
AHel =He 0j? SRSICE

BEE QIX|z=gh EHE O|F0|2ts the FEO| &3t 7|
YT g HYsts QA2 2ME /40j| Chst AH|Xt| HItLt
FE el BEE X|Aol2ta g £ UCh Jd2jM EME Of
E0| 2H|Xte| 7| £of A2 T U= YZE LIEHH, 2
Z} CHE =0 2H|XVL BEMEE FE5I= =& 2|0[5H|
SICHKeller, 1993; Aaker, 1991).

BHE QIX|=x= 02| SR EMETL FO{T HEHOM
HEE 7|95ta UA=XE LIEH= EXQXZM FOT
MEO ofsi €1 A= H=E 20lSt= EME IHlat B
E7b MBEX| 42 HEfOIM 2HIZE SAY = Us HIE

|.|-|

B
B

= —_— — O —l_E

£ =8¢ + Us S8 oHE A2z Ho| SUAAYU 2%

o SACE e REY 4 9l are
o

2 Mot HOEM 19| 01850 SUE 9AS
Lt 27 He2sot st Zo|ch ozt elIx|of 9lof
Of ChSH MB SOIN HUCES J|ostpin BT SACS
s8] ot ZL0|cH SAUS SAX|TIt AHRISH 7
SE|QIChs HS SUCT ChUS AET BHON A5t
27 YUoht X1 He2Evt 52 olo|siCHKeller, 2002). I}
api| SUC WrMe SHUC AXTI 2 F ATUS
gyelol MELSHI MeEE SIMIZIE o, ojxe
AH[TIS0| RS SAUC HEYLE 0 alEel EXo|
BtD x|zt AlZ|st7| mEo|ch.

S3et st RO ol AN IYOIM HeEX| Lt
AHXESO| 7|9f 20| Hop UX| OB 1 SHC=S S 4 glo
o2 SHUC AAS TEGH A R SIS AHIXISOIA KAl

H

n Jsne J
n muin 2 |o
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O] HIHEE OIX|A| }=0|CHANnderson & Gerbing, 1988).
JEE2 HHE QIX|Z& HEOIDXE AAAZ|= H7HE
¥

N
rir
itk

ostg Blm, AEo| JHK|E MESe 9E2 sio|, HEo| of
s S0 HYAS KTt e SEM OY HRLH
oMol 7|Exol 20| Hct. SMs =y} Pof 13 =
BE Po| mEEOf Ye HS HE FOf Al HUEE 0124

o] MEE 7|=|E MSSHEE AH|XL oAHATO A0 ER3t
1PHO|CHAaker, 1996).
HAE QIX|== O[St H|EO|Lt MH|ALl BHAME

=2 M, AHXOIA MES F0icte 420 sy &2 W
of &M CH&o| & = U= BEUMEFOE J|AE|A = 5
St £=Et0| =ICKYoo, Donthun, & Lee, 2000). &, A0 &
=pio| PYSER|O| HAC OIX|TE BYIHK|T} YA
of MeElQ(o] S3t3, T BBAUSOH LN Uk UL

A 2EHES0| O X MHY THs¥0| =O0tHE 2lofetrt

23. EA| B8

ZA| 2HES| HOIN S E(Loyalty)Zt AMBXIIF EF B
BHEO| ZS 7HRl Ofkto| M T O|Ch DHE(Satisfaction)e| 7Hd
2 AFEAPZE B3 AR E-T CHAof CHel =7l 7|tz
20 CHst WotEtH, S8 E-TE o st Ytz M
D 4T0|CHAaker, 1991). [MH2tA 11 £+ CHAO| CHsH X|&
MOl 2o, BtEXOl ojet 22 WSS SEISHA ECHOliver,
1997). SHEIt =2 AH|KfO| ZR 7HARSIL UA|IFQl H
oz MOjXoz E RIZGiA 871 MUIFHo=R OFYHO|
o, 10 2} HE8x: E88o=2 ALRE 4 QIO d2/1 &4
£ MEistof] Ao MEHZ S|USt= ZGMO| Ef=E ZA|0] Cf
ot SMETt =OFK|H TA|Q| JHK|= =OIEICHZhang & Zhao,
2009). o|E ZEOIM EA| SHEEI =2 ALBX 9A| EF
Xdof cis A% 2alE 7HE 7tsio| =0t SHETL B2
ot 242 O2fe| #EItsdof Chet Mot £/ X[XEHQ| O
o] 3¥&eIez Ags5H7| WHEO|Ct HIZ Oof2{st ® UfZ0
KXo = 2HERHR 70, X|GEN S CHEsh YAE S
M X0 CHst A SEE o2 2T 82 XHHeE

}[u|

= ZdEXEe OAHEHE
| Ed3 MHALL HES
SHEE0|n Y{E[H FOfSIAX} SH= =2l E=O|CHCliver,
1997). Yutdoz NARLRS| FEI7t X0f Q=8 F7HAA
N oM ZHEE FOICtn ZHFEE(n QUCKOliver, 1997;
Bearden & Teel, 1983). 2|1 =MEol 2= HAFOM=
SHEE CHA| NEECR L0 HEH SHEe Bi=X &
NE2 HEEEICHAssael, 1998). X7|9| E0| =X =M
20| el MHE[JCHH X2 HAPS2 EfeE FEEQ S8
42 O] LA AL H5H Tdzet EjeX SHEE &
H g8ste d¥E 20| Qrt #FH ZdE= MUE S
AH|XL @Sl Zuto] EHE £ UKD BIEN SMEE=
M o=t S AT o5 = U= 2210[2t= FHO|
M O &3t 90| 7iX|n QICt HEN FTHdte FiiE T
CHet B0 S2| 2018, BN SHE2 EHE, M &
of AFXOl 20l matstn QICt ol2fst M= CHYs
=O0F0lA{ O[O|X|, BtF, EF, 7tA| Snte| datdE 8 A
TE 8% X&FQl ZYGetAQl Aol ChA0o| T ZCHChi
& Qu, 2008).

[no

A

—_—

3. 74 8
31. EA| HE O|O|K|Q} £A| HEE OIX|O| BH

MK Lavidge and Steiner(1961)7} 7Hst ZIHAHS THO|
Me, Foizks "@S0| O|F01X|7| flsiMe= QAX|IZREH AlE
St LEe| HHAHEE AMAM =XEQl 2t wdlsicta 5t
RUCL of7|ojM Fo HMEQ Fd A2 AH|XL HEZ[H
2 CHAOf ot QIXIE, Ejed, WSHE KRSl 242 H
22 = Aol, ¢7|M BHME QIX|= 7|=HQl X|A+=FES

got= QIR AHRQ| FEaAEM HIMEO| CHBE QIX|7h
2 A2 FOIAIE EHEY CHD M= EE O|E0U= &
O|Zt & £ QUCt OHEZ EAZS THEO XHHAM &
HHE XpAO| JHEEOl FRRAE FEISHH, 2EHMEXAO| H
g8 X7| BHE QIX|=Qt BAME O[0|X|7 M1, O[S0
TS0 Ef=A CHAQl BEME M EIF WAMED, OXee
B AEH CHYQ B FEET dMElE IEE AXA
EICt= ZO|CHKeller, 1993; Aaker, 1991).

2|3 Kwon and Choi(2012)2] 0= ZA| O|O|X|Q
HHA O|OX| 7o QOI(KtHStE, TAIAME, ZAISTE EA|
stZ)ot =A| O|OjX|2| &AA o|0X| FHRel(EAldE|yt,
AAbd, EAZ|S, Q& O|OjX|)2 EA| EHE FHMol £y
29lo2 EjE, XL, MSE, SHMEE S0 T A| 0|0|
Xt ZA| BHME QIX|Z=oto| BHAE HESIRUCL

ol2{st MAATFO| ZHSI0f Al EHE O|0|X|= EA| B
HE QIX|=0f 28AQl Fek2 O|E A= FHSQULCE et
A CtEat 22 7HdE +EdIRACL

<7td 1> ZA|Q] Xt HEE O0jX|= &A| HAME 0

—

X =of o Sets OjE AHo|th
.l

b 2> EAl9] EEHOl HAUCS O[O|X|E EA| BC
OIX|=0f ol Wk A Zo|c
b 3> EAlQ] UEXO =S O[D|XlE EA| =S

OIX|=0f iEo| FetE OIE ZHOICt
<THM 4> A9 24 #H O|O|K|e EA| EE QKT
of | Set= OjE Z{o|ct

3.2. TA| H2HE O|O0|K|Qt EA| SMEO| AA

O|0X|t HMEO st AFLE EH, WX Martenson
(2007)2| SATOAM Z|¥e| O|O|X| & 7Py AH|XEnt Yot
AOHHHFO| Cigt O|0|X|7t SHE0f E&2 0/X|n E3| 3
st O|0|X|7F 523t Ao 2 LIEFGLC} Bauer, Stockburger-
Sauer, and Exler(2008)2| HTO|A El AZX0| AN EJHC
o| o[O|X|7t Mol ZE=0 O/X|= Y2 FxUHPACE A
ZlQICt Ogda and Tan(2009)2| AHAFOAM £2 =2HE 0|0|
e D40 58=0 3¥H2l I 0jAE s, 1
Zo| X|ZtE EAN THEEOE FY2 O|™HAM DM HHE0
SYUSHH X|H7ts%t o|YMso FE¥2 OEZ fHsRICt
Kim, Hwang, and Song(2014)2| Alz|™ xHolzt=qp 7| 0|O|
A W 024 SH0f 0jX|l= G20 st A0 7|2 At

S5 Mol ¥S2 ol0jX|o] Rolst FES OjxT 7|%o] o
ORls 2% S4= o] [0 Y2 ORI HO2 L

E}StCh Chen and Hsu(2014)°] A0M= EE 0|O[X|=
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EZE IR S0 Ej=X SMHEet HEH SHEO
0|&E F>HSIUCE Shin and Kim(2014)2] A0 M=
& O|0X|, 7| o|0|X|, Z&A o|O|X|7} 12k Azl 8
SHZ0| Ol g2 dFotel Foot 0| e A
oz ZoIx|ALE

Rha and Kwang(2011)Q] UM Z|o|l XAt &
2EMYO| CHet QX174 71 o|O|X| ¥l HHE B
Zztof e AFStem 7ol o|OjX] M2 EHE F
2o 37EHQ g 0|K|= ASE LErRCH

olzfst MAUGTES EME Al EYE 2AX|EEs EA

g0 S84 Sgs Xl A= FFSIAC

0x 0@ XA
02 09 1M
2 mjo rin

0x jn ot

of¥

<7td 5> EAle Mot BERME O[0|X= =A| S0
£ t

MY 6> EAlo] ZEHQI HAUCS O[O|XE £A| SHEO

Fo| ¥ 0ja Zolck

b 7> EA0] HEHOl HAC O[ojRlE EA| Y0
Fo| g2 0ja Ho|ck

Mg 8 EA9] £4 WY oOlxlE EAl FYEO| EO|
¥g2 0" Zolct

s
o

33. EA| EHE QIX|EQt EA| ZEE9| A
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<Figure 1> Research Model

Keller(2002)=, X| < c ol
2 CHAE Sofl, I 2 Azt 28 O =
A ElCtn Stk o|EA ddEls XY 2EMEE T

=l

EH57| fl6tof CHAst He XHtel fLdarsg ait
AZZHOl ZHEo Ef=A Kb, QIX|A KHY, HMEfA XHAS
ATzgo| st QIX|A AHUQI =A| 2EHME O|OjX|(2
O|0|X|, #{==0|0|X|, FX} O|O|X[)7t Ef=& XtRQI EZHE Ef
2o g2 0jX|n, BE Ejfzs= EUME ZSHEO JES
&S nEsIQICE XHeMaES| K Bl SHEA = Ay
O|0IX|2 F2&|= QXA Atnt the OIX|XHAOICE A
O|0|X|= EE=0f CHYt XA HI7F W FEIEE HX|EN
2= o|OjX|2 AAA o|dO|X|, 7|&& o|O|X|, ZEA o|d]|
X S 5™e = Qon{(Park, Jaworski, & Maclnnis, 1986),
Che= QIX| XpRIo| LA E= XXE MV|Lz BEHE X[t
HAHE 7| SO HUEO Cfst ZEXN X|AM+=F2 SHY
== QCHAaker 1996; Keller, 1993).

JB|n £ W SHOS BN Klojch 2=l of
5h S40] CfeF GINE Z2 QX H132 HHA O0j=0]

SUCO) Cfgt sUT E= FANQ BIE 8oz

HAMC Mot HElE EfE S5 Z=XSHCH(Keller, 1993). A
R, RN X2 =20 2P JHENOl s FEEQ
HILE HIECE MEO=2 FI|10X} St= FAEQl AE|AEY
ol FOje|=et BEHE FHHEE ZFHSILE MXe #F5o=
Tl = ERE F0f SO& FEoICL X9 2EHMES 5F2
DA EAel AHOM ARE(ACH, o2t HE2 XY =2
E ol F2 FHRAE FFGH= EHAE YUHNIJACE CHA
Zdfl, ol= SHO| Cigt X|&, X|9EMEL| QIX|E, HHEO
CHot nZio| EfE, BEHEE Y= 0|0[X|, &E0[|& 0|F
B0 Cfet SHE S22 FHolE =+ ULk Kim(2017)Q)
AN = HEAIRS HEQ2I QIX|E, L2zt T4
Z7to| A0 HEAIZO CHet QX |=es XHEAE & F
drof g2 0|X|l= AeR LIERICE

O|2f3t MHATEZ HIEOE Al BEHE QX|ZE TA|
M0 IE2 0| Ho=2 FHSIRALCL M2t Ch3ot 7+

2 SISIC

_|

<Itd 9> ZA| HEE QXEE EA| SEE0 Eo| Y
= OJE Aotk

=g
4. 2524
4.1. Bigo| ZEPH o

= AFOM ZA| EHE O|0|X|Q EA| EME QIX|E 8
Al SEE0| BAE mefstr| Qs HAlOl Chsh M, &
A AF MBS ez dEZAE HAISIAM. FSAT7t
2 DSHAEDIE, KTX(Z|XHY SO0 BHEJ0| tfel ™
He 8¢ dEZAE HAISIACL
AN AR E B0 ZYEY2 A ATOIM AE
SIS A2ldat BHEYo| gEE SPYEFE 2 Ao BF
Of +=85t0] ArESIRULE A =A| HAME O|0fX| B T 3
X3t 0|0|X|, ZRX 0|0]X|, YEA O[0|X|= Anholt(2005)2]
G0N AIBE ZHIUS BEHO A 32YoR X
ALt PHY O|0JX|= Skelcher(1992) S2| ATFOA AL
E SEEYE 2 70 A Y5 3oz FFIIA
Ch CHS TA| HME QIX|Ei Keller(2002), Aaker(1991) S
o AFM AT SYEEE = A7 A +TSHA 3=

riz Mo
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Z EHSIQUCL A SMHEE= Aaker(1991), Oliver(1997)
M OAFBE SEEse = oo I 250l 3

Mo ojn ook
0% 1o |o
re
411
=2

4.2. ZALHEe SAYH E8

A A CHst M2, 24 ARIE Moz SEA §
M2 <Table 1>1f ZC|

<Table 1>2 2H SEXIQ| AHE2 M2, SE4ATIe 2
CF HIS 7|Z=3F SARSIAH RA8H0 207} 25%, 30CH7} 25%,
A0CY7F 25%, 50CH7} 25%2 LIEFLCE Ao u 50%, Of
50%2 EEEH ARSI FHEIRICH, HE XG2S £it
40%, M2 60%E TLABIRALC.

2 A0l 30%E 7HE =A LIEtRen, MEtdo=z
N2 2ESIYUCL &2 iEO| 59%E 7t =2 LIELRS
o, 77 A2 A = 2009t 0|5}7} 8%0|1 2018+
O|&0| 92%E LIEISHCE E4X|= M2+2 30| 33.5%, &2
Z0| 31%0|1 1 Q| X|YO=Z L}E}LLCE

<Table 1> Respondent Feature Analysis

M
A

4.3. CHAX}

o

8 L T ol

A

= AF0AME ZAl EHE O|O|X|S] Zt Y B, EA|
HE X, =A| Y=t CHEYLR FHHESE =
ASH, Ol THIXHAY, =Y, Efdd S &= Efgst 1t
g2 AL

A 2} 2o Cfeh CrEXtaigar Melds gelstr| ¢

= = o — =
of, EPME QOIEN U LN UBNS SOISIYCE CHax
M2 gRio| H2E0| TS SHS FHOLD U0OF FITHE

O|0|(Anderson & Gerbing, 1988)2 =7{0|Z0|
7t Zast Jpgez QIMEILE Oz Y g=do] QlAlE
S0 CHSHY LA LerdS mpefsict.

<Table 3>01A BOIEl 2N 2t g2 A2 Y20 FA
ABAS7E 058 Enfetn 9lof 2 YR RE Byse
TESMI £2 NBYS JIXE HoZ HQIEf Mt
oA 20| MAZIX| oict 2|3 MY QoleMe S8
CHIxtell EMo| Chef, 242to] DE @RS chy A
48 ZYote 2goz =olmgion], RNYAE B2 &

A Lot HAE g2 AU

Frequency | Percent <Table 2> Analysis of Unidimensionality and Reliability
Category " -
(Person) | (%) ltoms NumberJ Eigen | Factor Loading Value
20's 50 25.0 of Factor] Value | item#1 | item#2 | item#3
Age 30's 50 25.0 City Brand Image
40’s 50 25.0 Pleasant Image 1 2.288 | 0.863 | 0.889 | 0.868
50's 50 25.0 Magnanimous Image 1 2.139 | 0.909 | 0.874 | 0.740
Sex Male 100 50.0 Dynamic Image 1 2.189 | 0.833 | 0.879 | 0.849
Female 10 | 500 Good Administrative | 4| 5 464 | 0.881 | 0.936 | 0.901
Residence Busan 80 40.0 Image
Seoul 120 60.0 City Brand Recognition 1 2.024 | 0.803 | 0.821 | 0.840
Worker 60 30.0 City Loyalty 1 2.142 | 0.898 | 0.867 | 0.764
Public Official 21 10.5
Teacher 10 5.0 <Table 3> Least Item verse Whole Correlation Coefficient by Each
Job Specialized Job 15 75 Item
Selféltzmployed 30 15.0 Number| 1655 M | o nbach's | Removed
udent 36 18.0 Items verse Whole
otc. 28 14.0 of Items Correlation Alpha Number
Less Than High School 40 200 City brand Image
Level of - Gre}duate
. University Student 32 16.0 Pleasant Image 3 0.694 0.844 0
Education College Graduation 119 505 )
- Magnanimous Image 3 0.503 0.790 0
Graduate School Graduation 9 4.5
Less Than 1 million won 6 3.0 Dynamic Image 3 0.632 0.814 0
1 million — 2 million 10 5.0 Good Administrative
Income Per 2 million — 3 million 45 22.5 Image 3 0.740 0-890 0
Household 3 million — 4 million 64 32.0 City Brand
4 million — 5 million 45 225 Regognmon 3 0.560 0.785 0
More than 5 mllllgn 30 15.0 City Loyalty 3 0.533 0.795 0
Masan, Changwon, Jinhae 17 8.5
Busan, Ulsan 62 31.0
Daegu, Kyungbuk 24 12.0 4.4, ZQ|X Qo 2M
Hometown Honam 8 4.0
Chungcheong 9 45 CHE2 =old Q0 BEMZ HMAISIZCE 249 Tool2
Seoul, Kyunggi 67 335 AMOS(Analysis of Moment Structure)I{7|X|Qt SPSS(Statistic
etc. 13 6.5 Package for Social Sciences)E ALE3SIQIC} 1X} SHQIX @0l
Total 200 100.0 MOz AT 20| =A| EE 0|O|X] 3t2(0f 47tX] 2212
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2 FHE=X 55| I5t0] 24 2ol ol 2A4r H
HASHRICE HERHEO| 21X Q0 FMo| Auk= CH3ol &
StE A™X|HEE 0|823}ULCt CFl(Comparative Fit Index: 0.9
O|AtO|H HIEHRISH, GFI(Goodness of Fit Index: 0.9 0]4t0]
HfZhZISH, NNFI(Non-Normed Fit Index: 0.9 O|AO|™H HZHZ
gh, NFI(Normed Fit Index: 0.9 O|AfO|H HIZtZIEH, RMR
(Root Mean Residual: 0.05 O|8}™H HIZtZIEH S9| X|£=E A}
8510 2Ho| M E TTHSHRICKKIm, 2010).

A o2

<Table 4> Reliability Analysis and First Confirmatory Factor Analysis

1% QI QOIEM DY) TSt M QIS At Mt
ol MBzol MBS +52 LIEHICE Z2to] 20l HXjX|
7} 05 oMoz Jid Et(Construct Validity)O| H=T|QACt
Zt Q0| B==o| Wy EAFEZ(Average Variance Extracted :

AVE)2 05 O|dez2 =olg|of ==EEt4d(Convergent
Validity)0| =EEZ|QACE M AIZ|E(Composite Reliability) 7t

0.7 O|Moz2 L= ztMd(Internal Validity) £= S=ZHEHRM
(Convergent Validity)O| ZHe T|QULCt.

Variable Observed Variable Loading Error CR AVE
b The environment of Changwon city gives pleasure. 0.797 0.292
I;Zae”t Changwon City has beautiful landscaping 0828 | 0261 | 0873 | 0.697
Changwon has good weather 0.784 0.288
Changwon citizens are warm and kind to other people. 0.879 0.146
Magnanimous " - -
Image Changwon citizens easily share culture with other local people. 0.835 0.224 0.854 0.668
Changwon is safe. 0.583 0.530
b ) Changwon city is an exciting city. 0.746 0.296
I)rI::g:Zc It is easy for short-term visitors to find interesting things in changwon. 0.816 0.256 0.855 0.663
It is easy for long-term residents to find interesting things in Changwon city. 0.757 0.359
Good Changwon city officials are good. 0.805 0.209
Administrative | The administration of Changwon city is an example in other areas. 0.921 0.110 0.926 0.808
Image Changwon city has a good reputation. 0.851 0.209
Changwon is famous nationwide. 0.705 0.427
City Brand | know what Changwon city is famous for. 0.683 0.519 0.789 0.555
Recognition Changwon cit is model for other cities in terms of culture, science, and ’ '
S 0.759 0.289
administration.
| want to move to Changwon. 0.869 0.158
City Loyalty | want to invest in Changwon City if | have business opportunity. 0.792 0.234 0.865 0.685
| think that Changwon city has good convenience facilities such as school,
. 0.637 0.432
and hospital etc.
Goﬁidirr‘]zs:x o | x2=230.113, df=120, GFI=0.900, CFI=0.941, NFI=0.900 NNFI=0.925, RMR=0.044
<Table 5> Second Order Confirmatory Factor Analysis
First order factor Second order factor Loading Standard error t-value
Pleasant Image 0.61 0.072 8.56**
Magnanimous Image . 0.60 0.074 8.14**
- City Brand Image
Dynamic Image 0.57 0.071 8.05***
Good Administrative Image 0.46 0.068 6.94**
Goodness of fit index X2=102.53,df=50,GFI=0.92,CFI=0.98,NFI=0.95 NNFI=0.97, RMR=0.064

*p=0.1, **p=0.05, ***p=0.01

2K oy QQoI7M AL, Moz +X|7t Hglot
LIEFLHRACE 2Xt2Q1 =A[O[O[X|7 47H2| 1Kt 210
YUSO| FlSHA LELEM 2Kl 1Xt2012 Zot
£ 7M1 U= A2z =lERfCh

Ch2ez e Efgds mefsr| flsty Ha 7o s
EES(AVE)ar it g2A(p)2 MEaatel HuE S 4
SHRACE. H7te| FoEMFE(AVE)O|l A (0)2
ZXEC 7{OF BICt <Table 6>1f 20| HEA Tt A

X rir mjo

>

TH of
P

o| MEgtat AVE X|=5 H|mslUCh MEASIt 7MY =2
He 0.67401 ESH O|O|X|QF TA| EAME QIX|Zo| A 0]
Ct. 0|2 MZ8lM 04547} |1 XSt O|O|K|QF EA| =24
T QIX|E9| AVEZ'S Ztzb 0.6971t 0.5552 THHE(SHAQ|
712 Nl "“BR2AFEAVE)RO| HEA(p)2l Tk
EC} {0} $ICH'E CHESID 2 EHHEE 0| 2HEE|RACHNOh,
2014).
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<Table 6> Correlation Matrix

Correlation
Factor 1 2 2 5 6 AVE
Pleasant Image(o?) 1 0.697
Magnanimous Image(p) 0.541 1 0.668
g g p (0.293)*** :
) 2 0.602 0.482
Dynamic Image(p®) (0.362) (0.232) 0.663
L 2 0.422 0.442 0.467
Good Administrative Image(p®) (0.478)" (0.195) (0.218) 1 0.808
. ) 0.674 0.531 0.604 0.536
City Brand Recognition(p®) (0.458) (0.282)** (0.365) (0.287)" 1 0.555
. 2 0.526 0.607 0.565 0.578 0.673
City Loyalty(p’) (0.277)* (0.368_** (0.319)* (0.334)* (0.453)** ! 0.685
*p=0.1, ** p=0.05, ***p=0.01
<Table 7> Structural Equation Model Analysis
Hypothesis Path Path Coefficient | t-value Standard Error Assessment
H. 1 Pleasant Image — City Brand Recognition 0.39 | 3.631*** 0.097 supported
H. 2 Magnanimous Image — City Brand Recognition 0.124 1.363 0.083 | Not supported
H. 3 Dynamic Image — City Brand Recognition 0.207 2.011* 0.109 supported
H. 4 Good Administrative Image — City Brand Recognition 0.22 | 2.653*** 0.087 Supported
H. 5 Pleasant Image — City Loyalty -0.036 -0.339 0.104 Not supported
H. 6 Magnanimous Image — City Loyalty 0.277 | 3.265** 0.084 Supported
H. 7 Dynamic Image — City Loyalty 0.142 1.476 0.11 Not supported
H. 8 Good Administrative Image — City Loyalty 0.219 | 2.757** 0.089 Supported
H. 9 City Brand Recognition — City Loyalty 0.347 | 2.815** 0.133 Supported
G‘;ﬁd;fjfx of x2=230.113, df=120, GFI=0.90, CFI=0.941, NFI=0.90 NNFI=0.925, RMR=0.044
*p=0.1, ** p=0.05, ***p=0.01

45. 714 HdH

2 QITOIA AMOS ZEIU2 A8 PEUYA By 2
N2 Sclo JpHo| AES USRI o[z WXE Sst
=

SMzN FI0|REZFS  230.113, df=120, GFI=0.90, CFl=
0.941, NFI=0.90, NNFI=0.925, RMR=0.044 S0 =2 MHIHMo=z
DY Mot oM Hglot =X|E LIEHHRACH

HX ZA| EYE O|O|X|Qt ZA| EHIHE QIX|Zo| ZHA|0f|Af
=S O|O|X|7t £A| BERHE QIX|Z=Qto| Ao CHt <7
1>0] CHst F{Aot O[0|X|= ZA| EHME QIX|=0| R &
o|gt F2 ¥BK(Y=0.39, t=3.631)2 O|XC}. Z A 0|0|X|7}
ZAl EE QX0 Mol Fy¥a O/E Zo|2H= 7+ 20f
OS] =8N o|0|X|= ZA| EME QIX|=0f Ro3t Ft=
LIEFLHR| QERICHY=0.124, t=1.363). [MEtN <7t 2>= 7|2t
ZIJACL FSH O|0[X|7} £A| BHE QIX|=0f Ho| &2
O/& Zi0[2t= <7+ 3>0f CHsl 9&X O|0|X|= ZA| EHE
OIX| =0 S0o|t FO| &7} LIEFSICHY=0.207, t=2.011). [}
2t <Ttd 3>2 MERE|QICEL R+=WE O|0|X|= ZA| EHE
QIX|=0of Ho| gek2 D|HE Ao|2ts <IHd 4>= 258H 0
O Xl ZAl BEHE OIX|=0f 0§ Rost 1IFo| FBk(Y=0.22,
t=2.653)2 O|ALCL MM <M 4>= REHZ QU =S O
OXI7t 2A| SHE0f Fo| g2 O/E ZHolgks <7Hd 5>
MESH O|O|K|E Al BEZ0 FOTH S O|KX[X] U/ACH

(Y=-0.036, t=-0.339). [}2}M <7td 5>= 7|ZE|QUCH ZEX
O[OIX|7} EAl SE=0| Fo g2 0IE Aol2t= <7t 6>
2 Z&H 00Xz EAl =0 i Flsh 1EQ| kY
=0.277, t=3.265)2 O|FC} M2tA <7t 6>2 XHEHEZ|QICE
IS O[OIX|7t =Al SEE Fo| Fgs b[E AHolgt=s
<7td 7>2 43H Ol0|X|= EA| S0 Relet deks 0|
KIX| GERACHY=0.142, t=1.476). [}2tA <Itd 7>2 7|ZE|QY
Ch. 2 OO|X|7t =A] S0 82| k= 01" A0
gh= 7t 82 R4 00X A SY=0 i Felst
1E(Y=0.219, t=2.757)2 O|HFLCt [M2tM <IHE 8>2 RHEHEZ|RA
Ch. =A EHE QX =7t EA| SE=0] Fo &= o[ A
Olgts <7td 9>= EA| EME QX == EA| SEE0| 02
S0o|st 1E(B=0.347, t=2.815)°| k= D|MC} M2fAM <7t
9> KHEHT|RULCE

5 4 E

51. g5 ZAuto| Qof

ol 7t AT Zut 97 JHd F 679 7HdOo| xHEHL]
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MH|AE EA| HEE QIX|=0f Fefot ©EO| Fghs DO|MC
ZEH O|0[X|= =A| EHE QIX|=0| Rolpt &S OIX[X|
RACE. A HEE O|OIX|7} =A| SEEO OX= 0|
Z8H ol0[X|et 4 HYMH|AE EA| SE=0| RIS IE
o Feks DIMCE XS O|0jX|ek HEH O[0|X|& Al &
G=0| Feleh Yete LIEFNX] GERACH EDH EA| HEHE QI
Nes A SEE0 Eo Feh2 DML FEHCOZ A
O[OIX|7t =Al EXi S EASEE0| OX= S0l Chsl
M 7Kel 7HE e ZIHEIeLt HEtH oz KHEIE0| Fo0 &
Al O|O[X] 2012 ZANQQIRl =A| HEHE QIX|EQ EAl &
gE0f &S OiX|e A= HEECL A 3Hst ofo|x|et
A=Y o|0X|, A O|0|X|= =A| HME QAX|=0f Q|
s oNeLy, 28 oniXe Fge OXA| g2 A2
Al BRE QIX=E =0/7| #3iM= Z8X O[OjX|et 22
FHQl O|n|X|=Ch= X O|0|X|, Z&X O|O[X|, LA
O[OjX| & SH0|1 ZFYXoZ ML= EAl ETHE O[O[X]|
0| O Eect Aol ZNME L= A2 AlzEh) 1
2l EAl S0 O/X= Sol| thsi =8X Oo[njx|et 2
A O|OfX|7F AEHE A2 Ef ZA[RISO| CH3f Z&XO0[L
Yoz 2aolChs O[0|X|7F B A0 Cist SY=E =
Ol=H| SQ3dtth= A2 LIEFHCL ApMeh Zit= A9 AlAb
oM 2L

5.2. A9l A|AA

52.1. StEH AIAPE
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A0, AE SO chel 7|Zo0| @] o]
Ri=-S4mer BRASIO] Ta O

Do A7t 0Kl Y2 AU,
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7|0 2oz 7|chElct
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ZEen, = FIHHQ A2 0|2 FEY Eado| s
Aoz EEHEIC
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i A
BIX AES OO|XE EA| HUS QIX|Zo| HHP Kol
Fo| Y2 DML o= =AlS] ZXTS 07| ks
A=t O0|XIE £0l= =2S Sjof H2 YEeCt Y=
%|zx0| Pa|Lfzt HES| ALZAOR: JHBY FHEAR
WHBIBIN MEHHO| AYBS YD UH U= X% 7t
S ng Eool| ol HHAE HeS MRk Y
200810 BMEZ B3| RAIS 7|2 SXIeH AABHO|
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Hr > o
rrro

g837|= Sttt ot FOIT0] SSAHAHQ FH|AFA|A

= SMLE SEel XA Ep7ol ME =itE
=Rt QU O HEA] AtEet 20| ZF X|AHH= A
ot O|OIXIE eot7| QA =320 St Ol= =A| EME
QRS SIAIZ A2z FEHEICL

ZEH O|O[X|= Al HHUE QX[=0E Flst et 0|
XX @pA2LE =Al SE=0 012 Felst Eof IS DM
Ch. M2k 22 A|ZPS0A s =Al0f Chis SE=E =0
7| RBHIME Z8H O[OIX|E =00F &2 WEDILE J A
7t Bt XHQUSOA Moty EEstn, 228 SRols S
& o Z8H0 oojX|= B XFElEe] S4=E w2 A0
0 Ol MAU=E o/=E =¥ A= TEHEC DHEe 142
87t =1, AH[A IR0 HOHKX|H MHEE o|=2 0|0
CHKim, 2017). ot Z&H O[0|X[E &0[7| ?hM= FHH

ol LHECt s =AITS| Ef X[HTof| g NBEE =
O, 2HHet OOIX|E F& SO =30| SRS AlArett

CHE 984 olb[Xle =A| S0 S OIX(X| BE%
oLt EA| HEME QIX|=0f Felot iEo| BekE DMLt e}
M RXHH= EAl EHE QXK= edE 28 955 0|0l
s flol =HsoF ottt L2 FY|= St 16EE 2
of MMA AEHRES RX[SIACE AEFHEE QEHQIHMET;
ZtojE St Sl M HRLER HRUA MM
Of CofTl HE=M, NAS2 T 20|z MY Ald(a=
ZZAHE, OFFOHEE, HAE| §)2 &2 & Us SUOICh
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ol SZOICE DpAHO0l= XXM CHEAE ‘Ol RoiA=
Mot & HEAHE N S L THY OolfSE F
RUSO|A JHYSH O|S0] AA2 EHE M A S ULCE A
2 s8TE 7| "I’(E **.j g3 YrETde
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7 7= 2hst ZHE SHZ5tn XEYE LXE|= MSTHCh
S 4 AAHe SFESe T2 2 2¥H2l o|0jX|§ =0
a, B} X990 22|17t D=5 =Hsop & Ao|H Ol Et

SAIRIE0| CHSE EA| EHE OIX|EQF EA|
TZEE 2lolgict.
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AFOM =EE Hiet 20| HT O[0|X|, ISH OIE'IXI
SoF WPAMH|22| O|0[X| S2| EA| EME O[0|X|E nOW
Al BEHE QIXEE &Y —’F U= AO|Ch £k 2 O[HIEL}

=ME SHMoZ

_|

82 S SM =Al BEIE QXE=E HFPHoz 0|1
Ol EAl S8EE =2 & UAS A= WCHED Yz &

A0IAE DA K-POP HE HAE|R AZ AT Un
M A7 sl ZTOIN KT olMES AN MY 2M 2
of 22 KT FAS WA HCt T3 YBOILL U2 S8

HllﬂJ

(i =l
£8h Al 31 9 328 SHME =AY EAZS 5Y &
olg OICh. 0j23t £A| HAE QIX|E BARS 9% AlRlo)

A SM4E o2 0|02 Ao 2 mLtEICL 2|1 A0
ot G2 =OMKIE ZA[9] ZHX|E S #OHE ZO|C
(Zhang & Zhao, 2009).
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