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Abstract

Purpose: The ultimate purpose of this research is to analyze the influence of direct service experience on brand equity components
and continuance intention by focusing on cultural marketing at airport, as a huge market place. Design/methodology: This study
examines how the cultural contact experience of an airport's cultural marketing activities affect the brand equity components, as well
as how these factors affect the continuance intention. A questionnaire survey is conducted for airport users and a total of 313 copies of
the questionnaire are analyzed using a structural equation. Results: The results demonstrate that cultural contact service has a positive
effect on brand awareness, brand meaning, and perceived value, and all factors of brand equity components have a positive effect on
continuance intention. In addition, MTE also has a significant effect on continuance intention. Conclusions/implications: The
purpose of this study was to investigate the relationship between the cultural contact and brand attachment of tourists experiencing
airport cultural marketing services on the composition factors of airport brand equity. The results of this study can be used not only as

basic data to help establish a cultural marketing strategy at an airport, but also as to aid establishing and implementing a long-term

marketing strategy for the sustainable growth of an airport.
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1. Introduction

Because international airports serve as gateways into
their respective countries, it is important that cultural
contact experiences within these airports maintain an
international quality that can be enjoyed and communicated
universally by people around the world. Because users of
various nationalities grow up in different cultural
environments and think differently, it is necessary to
provide cultural environments that allow them to enjoy and
communicate comfortably in one space, the airport.

Because Incheon International Airport is South Korea’s
gateway airport, it endeavors to develop and deliver various
messages and contents to provide a universal and
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differentiated culture that appeals to airport users of various
nationalities. In particular, since opening, Incheon
International Airport has aimed to ensure that passengers
can fully enjoy elements of cultural travel by providing
various cultural and artistic experiences incorporating
traditional and modern culture. Cultural marketing is
basically intended to promote sales of duty-free shops,
specialty stores and F & B restaurants in the airport, which
is essentially a large-scale market place. Cultural marketing
activities at Incheon International Airport include cultural
performances, cultural events, art exhibitions and artistic
designs. The airport actively utilizes modern cultural
elements as well as traditional factors to satisfy the cultural
needs of visitors who have various nationalities and cultural
backgrounds. Airport users will be normally satisfied with
new and exciting experiences when they face traditional
and modern cultural activities, for instance, popera(Pop and
Opera), fusion performance(Jazz, Rock, traditional and
Classic music), K-pop, Robot Dancing, etc. These activities
are understood as a strategic marketing to increase brand
value. Incheon is not alone in this regard. Nearby airports in
China, Singapore, and Japan, as well as most gateway
airports in Europe and the Americas, are actively pursuing
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differentiation strategies that appeal to users with unique
content incorporating their own cultures. Diverse cultural
activities attract a lot of cultural interests and curiosities
from nationals to foreigners. When Incheon International
Airport opened in 2001, a culture-port strategy was initiated,
and this emphasis has more recently been re-invigorated
according to the airport’s ‘Vision 2030’ strategy which
outlines the need for the implementation of a ‘Heart-port’.
Gimpo International Airport in the metropolitan area and
other regional airports in southern area can be considered to
be in competition with Incheon International Airport in the
overlapping air-routes. Although the importance of direct
service experience and cultural marketing at airports
continues to increase, studies on the effects of these
activities have been overlooked compared to other
industries. It is difficult to find systematic studies on the
effects of cultural marketing, as part of the direct service
experience at airports, on airport brand equity and the
continuance intention perceived. The present study
conducts research on the direct service experience at
Incheon International Airport from the perspective of
cultural contact and from the perspective of brand equity,
memorable tourism experience, and continuance intention
because the airport is an independent service brand.
Therefore, this study empirically analyzes the effects of
cultural contact and brand attachment on memorable
tourism experiences and continuance intention through
brand equity. In particular, this study empirically analyzes
the relationship between airport users’ cultural contact and
brand attachment on brand equity and the impact of brand
assets on memorable tourism experiences and continuance
intention. It thereby provides research implications to
explore ways to further enhance brand competitiveness and
encourage airport selection from users. In the end, this
study can provide the academic basis that the airport can
achieve sustainable growth as the customer relationship
becomes more solid in the long term if the value of the
brand equity is increased through differentiated customer

experiences based on cultural factors.

2. Theoretical Background

2.1. Literature Review

Cultural marketing is a marketing activity that allows
companies to increase their value by using culture as a
marketing tool and create added value through smooth
communication with consumers. Culture and tourism have
always been inextricably linked. Cultural sights, attractions
and events provide an important motivation for travel, and
travel in itself generates culture (Richards, 2018). Today,

companies recognize that marketing strategies built around
culture can help them fulfil their social responsibilities and
enhance corporate image or brand appeal. Research on
cultural marketing for corporate products and services and
research from a multicultural perspective have been
conducted by various scholars.

The term cultural contact refers to situations in which
people or regions with different cultural backgrounds meet
with different nationalities, lifestyles, and places of
residence. International airports can be considered as the
most frequent place that we can naturally experience
cultural contact. Cultural contact is a newly emerging
concept that measures the purpose and depth of the
experience that tourists or travelers seek when traveling to
experience a different culture. Here, the subject of cultural
contact refers to a group of tourists who return after
sightseeing at a specific cultural tourist destination for a
few days (Gnoth & Zins, 2013). Gnoth (2013) stated that
cultural contact dealt with both the "what" and "how" of
culture because it relates to the way tourists use cultural
tourism resources and specific behaviors related to cultural
tourism destinations. He also developed a measure of
cultural contact for tourists who participated in Maori
culture in New Zealand. According to the service brand
asset evaluation model by Sarker (2019), direct service
experience was considered a leading variable of brand
consistency and brand assets. Chen (2018) stated that
cultural contact positively and significantly influences
memorable tourism experience (MTE). Contucci (2007)
demonstrated his model of cultural contact between two
cultures (e.g., immigration), showed that it was possible to
make predictions about how contact changes the two
cultures. It was judged that the cultural contact would be
more appropriate because it combines the elements of
culture and experience together.

In the dictionary sense, the word atfachment in the term
brand attachment suggests a state that does not fall with a
person or object because they are loved or attracted deeply.
In addition, the object of attachment can be a brand,
destination, place, relationship, product, and so on. A
consumer's attachment to tourism destination products has
been shown as brand loyalty, store loyalty, and service
loyalty in the marketing field, and has been treated as one
of the most important factors in developing marketing
strategy (Dennis, 2016). In the field of tourism, the concept
of place attachment is defined as a person's attachment to a
certain place as a continuous psychological attitude or
behavioral tendency to show the relationship with the
human geographic environment (Li, 2019). Research on the
influence of brand attachment has been conducted by
various scholars. Dolbec (2013) studied the relationship
between brand attachment, store image, and brand
experience. Pedeliento (2013) found that brand-self
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congruity and brand reliability affected brand attachment,
and thereafter brand attachment affected brand loyalty. Son
(2014) asserted that place attachment had a positive (+)
effect on brand attitude and strengthened the intention to
visit through this process. As such, the higher the brand or
place attachment, the more it affected brand attitude and
loyalty. Therefore, in the airport industry, brand attachment
would also have a mutual influence on brand equity. Sarker
(2019) claimed that there was no empirical evidence
available on brand consistency. They described brand
consistency as a similar customer perception to that of
brand messages in their service brand equity evaluation
model. Considering the characteristics of publicity in
airport services, it is appropriate to use brand attachment
rather than brand consistency. Dennis (2016) asserted that
attachment strength had a positive effect on satisfaction,
trust, commitment and brand equity. Li (2019) asserted that
brand attachment had positive effects on satisfaction and
continuance intention. Japutra (2019) asserted that brand
attachment positively affected impulsive buying and
obsessive-compulsive buying. Kim (2014) stated that place
attachment was one of the potential constructs of the
destination attributes that affect MTEs.

Brand equity is the added value that a brand gives to a
specific product and service through a consumer. Keller
(1993) defined brand equity as how customers react and
differentiate their response to the different marketing mix
elements of the named and unnamed versions of products or
services. The constituent factors of brand equity have been
studied by various scholars. First, Aaker (1994) presented
brand loyalty, brand association, brand awareness, and
perceived product quality. Keller (1993) subsequently
presented two types—brand awareness and brand image.
Berry (2000) presented brand awareness, brand meaning,
consumer experience, uncontrolled communication by
publicity, and word-of-mouth communication (WOM) in
the service brand model. Berry (2000) explained that brand
awareness and brand meaning disproportionately influenced
brand equity despite the variation between product and
service brands. Cifci (2015) presented eight variable factors,
including brand awareness, physical quality, brand
consistency, and brand loyalty. Cifci (2015) stated that
some of the dimensions (e.g., brand awareness, ideal self-
congruence, life  style congruence) were the
cognitive/affective components of brand equity which
evolve when consumers come in contact with brand touch
points. Sarker (2019) presented the service experience,
brand consistency, brand equity components and service
brand equity directly from the Consumer-Based Service
Brand Asset Evaluation Model (CBSBE) and presented the
constituent factors of brand equity as brand awareness,
brand meaning, and perceived value. Berry (2000) defined
brand awareness as the ability for consumers to recognize

and recall a brand, he defined brand meaning as the
customer's predominant perception of a brand, and he
defined brand equity as a brand variable component,
namely a resulting response variable. Berry (2000)’s
service brand equity components (brand awareness and
brand meaning) and brand equity are similar to the Keller's
model. Sarker (2019) applied the concepts of brand
awareness and brand meaning to Berry's service brand
model, and they defined perceived value as a customer's
cognitive evaluation formed by the recognition of service
utility and expenditure of monetary and non-monetary cost
(Parashuraman, 1988). Brand loyalty seems to have similar
aspects to brand attachment, but the characteristics are
different when comparing variable concepts and
questionnaire items. The use of Brand attachment as a
leading variable or a dependent variable of constituent
elements of brand equity has been diverse in previous
research literatures on the papers of Li (2019) and Hwang
(2019). While Brand loyalty is mainly used as a dependent
variable, Sarker (2019) stated that brand equity has a
similar meaning to brand loyalty based on the papers of
Berry (2000) and Keller (1993). Cifci (2015) describes
question items for brand loyalty as recommend and
repurchase. In addition, according to recent studies between
brand assets and other variables, Tran (2020) indicated that
brand authenticity positively relates to brand equity and
customer satisfaction and Zahari (2019) suggested that all
CSR practices, namely environmental, community,
workplace and marketplace, have a significant and positive
correlation with financial based brand equity.

It can be said that brand loyalty has a different meaning
from brand attachment. Brand attachment was used as a
leading variable on the satisfaction and continuance
intention in Li (2019) and loyalty intention in Hwang
(2019). In addition, brand attachment was also used as
determinant variable on brand loyalty and brand attitude
(Hwang, 2007). The specific case study in which brand
attachment was used as a leading variable of brand
components (brand awareness, brand meaning, perceived
value) has not yet been found, so it is not judged that brand
attachment should be necessarily used as a dependent
variable only. Accordingly, there is no clear prior study on
the sequential relationship between brand attachment and
brand equity components. Therefore, this paper tries to set
the assumption that brand attachment based on past
experience has influence on brand equity components and
destination loyalty (continuance intention, MTE)
considering the characteristics of the airport industry.

Experience types can vary, and they include product and
service experiences, brand experiences, and tourism
experiences. This study focuses on the latter. It is difficult
to define a tourism experience due to the various
characteristics, but Stamboulis (2003) observed that a
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tourism experience was generated through the act of
visiting destinations away from the traveler's home,
learning the properties of destinations, and enjoying
activities. Tung (2011) described tourism experiences as
personal subjective assessments (eg: emotional, cognitive,
and behavioral) on the traveler’s activities and related
events before trip (planning and preparation), during trip
(destinations) and after trip. A MTE is defined as "a tourism
experience that is remembered after the event has occurred”
(Kim, 2010). The importance of this MTE theory is that
consumer decision-making comes from the influence of
past memories, and in fact, past memories are considered to
be the most important source of information when tourists
decide to revisit a particular destination (Chandralal, 2013).
Chen (2018) stated that cultural contact had a mediating
effect between visitor engagement and MTE, and that MTE
affected destination loyalty (revisit intention and intention
to recommend). Nguyen (2020) proposed that the quality of
services (including empathy, assurance, reliability, and
tangibility) impacted tourists’ intention to revisit, through
satisfaction mediating construct. According to Chandralal
(2013), consumer decision-making comes from the
influence of past memories, and in fact, these past
memories (MTE) are considered the most important source
of information when tourists decide to visit a particular
destination again. Hwang (2019) noted that the perceived
novelty of a tourist destination had a positive effect on
revisit intention.

Kalwani (1995) asserted that continuance intention
determines the behavioral intention of customers from now
to the future and maintaining long-term relationships with
customers is a strong method of securing a competitive
advantage for the company. Moorman (1992) defined
continuance intention as the desire to continue to maintain a
valuable relationship. Recently, competition among large
airports to attract destination visitors or transit passengers
has become fierce. It is thought that the experiences of
differentiated services at each airport or contact with high-
quality culture will have a direct impact on brand equity
and memorable tourism experiences.

2.2. Research Model

The airport can be regarded as a place that consumes a
complex experience in the form of travel and services, and
the relationship between the airport and the passenger is
determined by brand value perceived from the experience
of airport. This study examines how the cultural contact
experience and brand attachment of an airport’s cultural
marketing activities affect the composition factors of brand
equity, as well as how these factors affect the MTE and
continuance intention. We used cultural contact and brand
attachment as independent variables, brand equity

components as parameter, MTE and continuance intention
as dependent variables.

The research model shown in Figure 1 is based on
previous studies on cultural contact, brand attachment,
brand equity composition factors, MTE, and continuance
intention. Specifically, the research model of this study
examines the effects of cultural contact and brand
attachment, which are affected by cultural marketing
activities, on the composition factors of brand equity (i.e.
brand awareness, brand meaning, and perceived value).
Furthermore, the study also continues to examine the
relationship between the composition factors of brand
equity, MTE, and continuance intention. The hypotheses
used in this study are indicated by arrows, and all
hypotheses are set to have a positive effect.

(Brand Equity Components)

Brand
7 Awareness

Brand Meaning .
Perceived Value T

Continuance
Intention

Memorable Tourism
Experiences

Brand
Aftachment

Figure 1: Proposed Conceptual Model

3. Methodology

A questionnaire was prepared based on the existing
literature research, and it was then modified after a
preliminary survey. The final questionnaire contained five
questions measuring cultural contact, four questions
measuring brand attachment, three questions measuring
brand awareness, three questions measuring brand meaning,
three questions measuring perceived value, five questions
measuring MTE, and three questions measuring
continuance intention. Each item was marked as [Very
Much (5)-Absolutely Not (1)] using the Likert 5-point scale.

The composition of the questionnaire is shown in Table 1.
The survey sample for the empirical study was conducted
for airport users with experiences related to Incheon
International Airport’s cultural marketing, and the survey
took place from November 20, 2019 to February 14, 2020
both landside and airside at Incheon International Airport.
In order to grasp the impact on all airport users, this paper,
in principle, the survey should be conducted not only by
Koreans but also by foreigners. However, the first survey
was conducted only by Koreans in this paper. To increase
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the response rate of the questionnaire, it was distributed
directly to the survey participants, and it was collected after
the respondents completed all questions.

Table 1: Measurement items

Construct

Items

Related
Studies

Cultural
Contact

1. | got to learn about different
customs and ways of life with
cultural contact at Incheon
International Airport(lIA).

2. | actually experienced this
culture.

3. | got to know the diversity and
difference in terms of culture.

4. The more | contact this
culture, the more | want to
experience it.

5. | got to understand the world
better after | contacted this
culture.

Chen (2018)
Hongxia.(2019)
Sheu (2009)

Brand
Attachment

1. I have much affection for IIA.
2. 1 am very connected to IIA.

3. A gives me much joy and
pleasure

4. | find a certain comfort at l1A.

Sheu (2009)
Dolbec (2013)
Kim (2018)

Brand
Awareness

1. lIA has a good reputation.
2. llAis very popular.
3. llA'is quickly recalled.

Yang (2019)
Kim (2018)

Brand
Meaning

1. llA is the first airport that | can
recall among airports.
2. Whenever | travel,
come to my mind first.
3. IIA will remain in my memory
for a longtime.

A will

Berry (2000)
Sarker (2019)

Perceived
Value

1. | am satisfied with the
services at IIA.

2. It is worthwhile to spend time
at lIA.

3. It is worthwhile to spend

money at lIA.

Sarker (2019)

MTE

1. 1 enjoyed the cultural
experience at |IA very much.

2. | was absorbed in the cultural
activities.

3. They were once-in-a lifetime
experiences.

4. It was unique and different
from previous experiences.

5, | experienced something new.

Chen (2018)

Continuance
Intention

1. If possible, | intend to
continuously use IIA..
2. I'll use llIA in the long term.

3. I'll recommend IIA to others.

Chuah (2019)
Hongxia.(2019)
Donald(2017)

The study used a random sampling method to ensure
internal consistency to solve sample selection bias problems.
In order to obtain a sincere answer, the researcher collected
a sample of data through a face-to-face survey. A total of
350 questionnaires were distributed, and among them, a

19

total of 313 questionnaires were used for the analysis,

excluding questionnaires

unsuccessful responses.

4. Empirical analysis

with  poor

accuracy

We conducted a frequency analysis to determine the
demographic characteristics of the survey respondents, and
the results are shown in Table 2 below.

Table 2: Sample Profile

Freqency | Percentage

(person) (%)

Male 178 56.9

Gender

Female 135 431

20 -29 years old 68 21.7

30-39 years old 87 27.8

Age 40-49 years old 105 33.5
50-59 years old 46 14.7
60 years old or older 7 2.2

Office Work 34 10.9
Professional/Research 29 9.3
. Sales/Business/Service 19 6.1
Occupation

Public Official 69 22.0
Businessman/woman 7 2.2
Student/housewife 15 4.8
High School Graduate 8 2.6
Academic Junior College Graduate 19 6.1
background University Graduate 216 69.0
Gra(?j[]e;(izate School 70 224

Business 34 10.9
International Conference 7 2.2

Purpose of Tour/Vacation 265 84.7
airport use Friend/relatives visit 3 1.0
Education/Study abroad 2 0.6
Immigration/Job search 2 0.6

1 ~2times 234 74.8

3 ~4 times 56 17.9
Frequency of 5 ~6 times 11 3.5

use

7 ~8times 6 1.9
More than 9 times 6 1.9

History/Arts 64 20.4

Shopping/Food 111 355

. Entertainment 121 38.7

Interest of trip —

Religion 3 1.0
Cure/Health 1 0.3
Education/Study 13 4.2

Total Respondents 313 100%

or
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The gender distribution of the airport users revealed 178
males (56.9%) and 135 females (43.1%). The age
distribution showed 68 respondents in their 20’s (21.7%),
87 in their 30°s (27.8%), 105 in their 40’s (33.5%), 46 in
their 50’s (14.7%), and seven in their 60’s (2.2%). In total,
respondents in their30’s and 50’s accounted for76% of the
total samples. The occupation distribution revealed 163
persons (53.7%) in office work, 69(22.0%) in public
official, 29(9.3%) in profession/research, 19(6.1%) in
sales/business/service. The distribution of academic
background showed 216 persons (69%) in college graduate,
70 (22.4%) in graduate school graduate, 19(6.1%) in junior
college graduate.

Tour/vacation was answered by 265 people (84.7%), the
highest rate in terms of purpose of airport use.
Subsequently,34 respondents indicated business (10.9%),
seven indicated international conference (2.2%), two
indicate education/study, and two reported
immigration/employment.234 respondents(74.8%) used the
airport once or twice per year, 56 respondents (17.9%) used
it three to four times, 11 respondents (3.5%) used it five to
six times, six respondents(1.9%) used it seven to eight
times, and six respondents (1.9%) used it nine or more
times. Leisure/entertainment was the most common reason
for overseas travel, with 121 respondents (38.7%), followed
by 111 respondents (35.5%) reporting shopping/food, 64
respondents (20.4%) indicating history/art, and 13
respondents (4.2%) reporting education/learning.

<Table 3> shows the results of the confirmatory factor
analysis to verify the dimensionality, conceptual validity,
and reliability of the measurement items. As a result of the
analysis, all metrics showed that the standardized estimates
were less than 0.5 and the squared multiple correlations
(SMC) were also greater than 0.4. Thus, there is validity and
reliability of the measurement concept. The suitability of
this study model is X2 (CMIN) / p value = 732.157 /.000, df
=278, p = 0.000, CMIN / df = 2.634, RMR = 0.054, GFI =
0.849, AGFI = 0.809, PGFI = 0.672, NFI = 0.892, RFI =
0.873, IFI = 0.930, TLI = 0.918, CFI = 0.929, PNFI = 0.763,
PCFI = 0.795, RMSEA = 0.072. Since the CMIN / df value
is 3 or less, it is within the suitability range, and all other
indices also satisfy the reference value, so the measurement
model of this study is judged to be suitable.

As a result of analyzing the validity of convergence
(convergence) on each potential variable in this study model,
as shown in <Table 4>, the conceptual reliability (CR) of all
constituent concepts was above 0.7. In addition, the average
variance extraction index (AVE) value was also above 0.5,
which ensured sufficient convergent validity among the
measurement variables in this study. Moreover, an analysis
of Cronbach's a values for the evaluation of the accurate
measurement model revealed that all values were higher
than 0.6, thereby securing internal validity. Therefore, the

measurement tools used in this research model secured
reliability and validity suitable for the research model.

Table 3: Statistics of Construct Items

c°"f"“° Measurement Re\?vﬁf,?.if" SE. | CR™ | smc
(t value)

Contact1 1.000(fix) - - .580

Contact2 1.158 ..083 13.907" .601

Construct Contact3 1.296 ..085 15.324"™ 718

Contact4 1.296 ..095 13,533 573

Contactb 1.243 ..091 13.685™ .584

Attachment1 1.000(fix) - - .502

Construct Attachment2 1.242 114 10.857:: 443

Attachment3 1.197 ..089 13.443 711

Attachment4 1.175 ..089 131717 674

Awareness1 1.000(fix) - - 421

Construct Awareness2 .980 ..088 11.183" 561

Awareness3 .992 .100 9.939" 483

Meaning1 1.000(fix) - - 407

Construct Meaning?2 1.282 ...126 | 10.199™ 547

Meaning3 1.474 144 | 102267 | 552

Value1 1.000(fix) - - 649

Construct Value2 1.058 ..063 16.724™ 729

Value3 1.010 ..069 14.565™ .584

Experience1 1.000(fix) - - .645

Experience2 1.098 ..064 17.088™ 693

Construct Experience3 1.298 .076 | 16.991™ 688

Experience4 1.539 .078 | 19.755™ 846

Experience5 1.581 .082 | 19.393" 825

Continuance1 1.000(fix) - - .665

Construct | Continuance2 1.019 ..067 15.260™" 638

Continuance3 1.049 ..064 16.373" 725

Note: 'P<.05, "P<.01, "'P<.001
Table 4: Results of Reliability and Validity Analysis

Construct CR AVE Cronbach’s a
Cultural Contact .905 .657 .883
Brand Attachment .815 527 .835
Brand Awareness .839 .635 725
Brand Meaning .815 597 .743
Perceived Value .864 .679 .848
MTE .927 719 .931
Continuance Intention .907 .766 .862

As for the discriminant validity, an analysis of the
correlation revealed that all correlation values were smaller
than 0.85, the average variance extraction index (AVE) of
all constituent concepts was less than 0.90 and also greater
than the square of the maximum value of the correlation
coefficient in Table 5. Therefore, it can be said that the
discriminant validity was secured.
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Table 5: Results of Discriminant Validity

Square of Coefficient of Correlation

CCnstruct Cultural Brand Brand Brand Perceived MTE AAVE

Contact Attachment Awareness Meaning Value
Cultural Contact 1 0.657
Brand Attachment 0.051*** 1 0.527
Brand Awareness 0.024*** 0.049*** 1 0.635
Brand Meaning 0.021*** 0.038*** 0.042** 1 0.597
Perceived Value 0.075*** 0.159*** 0.079*** 0.064*** 1 0.679
MTE 0.059*** 0.067*** 0.022*** 0.023*** 0.126*** 1 0.719
Continuance Intention 0.038*** 0.060*** 0.049*** 0.041*** 0.123*** 0.070*** | 0.766

Note: P<.05, "P<.01, "'P<.001

A structural equation model analysis was conducted to
test the hypothesis of this study. The analysis of the
structural model indicated that the model fit index wasX2
(CMIN) = 687.968, df = 285, p <0.001, CMIN / df = 2.414,
RMR = 0.056, GFI = 0.850, AGFI = 0.815, PGFI = 0.690,
NFI = 0.874, RFI = 0.856, IF1 = 0.922, TLI = 0.911, CFI =
0.922, PNFI = 0.767. PCFI = 0.808 and RMSEA = 0.067,
all of which satisfied the acceptance level of fitness.
Accordingly, the structural model suggested in this study is
judged to be suitable. The results of hypothesis verification
are shown in <Figure 2>.

Brand
Awareness

14886 Continuance

Intention

Cultural
Contact

Brand Meaning

y/ Memorable Tourism
Experience

Perceived

Value

Attachment

H2-3 0658(8 705

Efficient Path

Note : Standardized Path Coefficient, () is the value for CR Un-efficent Path ~ emesmssmssmee=eed) >

Figure 2: Test Results of the Proposed Model

It was found that hypotheses (HI-1 / 2/3) between
cultural contact and brand equity composition factors (i.e.
brand awareness, brand meaning, and perceived value) all
had significant effects. Between cultural contact and
perceived value (H1-3), the result was B = 0.328 and CR =
5.456 (P <0.001), indicating that it had a greater effect than
other brand equity composition factors (i.e. brand
awareness and brand meaning). In other words, it can be
seen that when the respondents had a more positive

experience due to cultural contact, they not only positively
evaluated the brand awareness and meaning of the airport,
they also gave higher meaning to the service value of the
airport. The relationship between brand attachment and the
brand equity composition factor (H2-1 / 2/3) also showed a
significant effect.

The relationship between brand attachment and
perceived value was B = 0.658 and CR = 8.708 (P <0.001),
indicating that it had a greater effect than other brand equity
composition factors (i.e. brand awareness and brand
meaning). In particular, as brand attachment showed a
higher regression coefficient than cultural contact, brand
attachment to airports had a greater influence on
passengers' brand recognition, which means that systematic
and continuous efforts of brand management are needed at
the same time as cultural marketing activities.

Brand equity composition factors and dependent
variables (i.e. impressive travel experience and relationship
persistence) were found to be significant, but the
relationship between brand awareness and MTE (H3-2),
and the relationship between brand meaning and MTE (H4-
2) did not have a significant influence. In particular, the
relationship between brand awareness and continuance
intention (H3-1) was f =0.274, CR =2.921 (P <0.001), and
the relationship between perceived value and MTE (H5-2)
was B = 0.694, CR = 7.830 (P <0.001), which indicated
very high impact. Lastly, it was found that the relationship
between MTE and continuance intention (H6) also had a
significant effect.

5. Conclusion

The purpose of this study was to investigate the
relationship between the cultural contact and brand
attachment of tourists experiencing airport cultural
marketing services on the composition factors of airport
brand equity, as well as the influence of these brand equities



22 Ok-Chul SHIN, Jin-Woo PARK /Journal of Distribution Science 18-6 (2020) 15-24

on MTE and continuance intention. The results of this study
are summarized as follows. First, it was found that cultural
contact with airport marketing had a positive effect on
airport brand equities and continuance intention. In other
words, it can be seen that cultural marketing activities are
effective in improving the brand value of airports and at the
same time encouraging airport users to revisit.

Second, it was found that cultural contact had a positive
effect on brand attachment, brand equity, and continuance
intention. In other words, it can be seen that brand
attachment, as promoted through airport brand improvement
activities, is effective in improving the brand value of the
airport and at the same time promoting the revisit of airport
users. Third, it appears that cultural contact triggered a
positive effect between MTE and continuance intention, and
it appears possible to increase the number of revisits when
providing experiences beyond expectations that were not
experienced at other airports.

Based on the results of this study, three academic
suggestions can be made, as follows. Initially, for the first
time, this study demonstrates how cultural contact, as a
cultural experience, and the brand attachment of airport
users, affect the brand equity components (i.e. brand
awareness, brand meaning, and perceived value) and
subsequently affect MTE and continuance intention. There
has been no similar precedent research conducted in Korea
or abroad.

It is significant that this study established the first brand
asset evaluation model that could be applied to the airport
culture marketing field. It conducted an empirical study by
utilizing the service brand asset evaluation model suggested
recently by Sarker (2019) and applied it to the airline
industry. Third, this study examined the relationship
between cultural contact, a type of service experience, and
brand equity. It also looked at the relationship between
brand attachment and brand equity. Moreover, it’s
meaningful at the same time to expand the research into the
impact on MTE, which is an element of cultural tourism.

In addition, based on the results of this study, the
following practical implications can be suggested. First, the
airport is not just a space for the efficient management of
passengers. It can also enhance brand value through
differentiated cultural and art services that make use of
airport characteristics. Second, airports, like other service
industries, will be able to solidify their long-term
relationship with customers if they manage systematic brand
management. Therefore, the fact that the increase in positive
cultural contact by airports affects the continuance intention
with specific airports which indicates that cultural factors
are essential to the sustainable development of airports.
Third, the cultural marketing activities of airports require a
high-class approach beyond airport brand recognition and
brand meaning to offer a memorable tourism experience.

The fact is that if an airport does not meet these expectations,
it can create negative experiences for its customers. It is
necessary to find out cultural factors suitable for the
characteristics of airports by conducting surveys on the
cultural requirements of airport users because -cultural
consumption patterns may differ depending on nationality,
the purpose of airport use or others. Therefore, airport
managers should conduct sufficient analysis of airport users
in advance, and consider the results when designing various
cultural marketing activities or airport operation services.
For example, in the case of a major visit season from
mainland china, the airport operator can consider conducting
specialized cultural programs or a special promotion for
preferred products to satisfy Chinese visitors.

In addition to the above implications, this study has the
following limitations of research, and based on this, the
direction of future research can be suggested. Although
Incheon International Airport competes with local airports, it
is considered to be a semi-exclusive position on
international flights because it is the main gateway airport of
Korea. Accordingly, there may be limitations in this study
because Koreans have no choice but to use Incheon
International Airport if they use the exclusive routes.

Considering that the airport industry has complex
characteristics that integrate aspects of the service industry,
sales industry, and travel industry, this study is significant in
that it is the first research to link cultural experiences, brand
equity, and continuance intention. However, there is a lack
of wide participation opportunities in airport cultural
marketing because the majority of airport passengers still do
not have a high frequency of airport use, so there is no
general awareness of airport culture marketing. Considering
the tendency that Incheon International Airport as well as
nearby airports are actively promoting cultural marketing
activities to differentiate themselves, it is expected that the
airport experience of users will gradually increase and the
cultural awareness of cultural contacts will also significantly
increase. Because this study was conducted with Koreans, it
would be meaningful to study the differences with non-
Korean visitors with different cultural backgrounds. The
majority of Incheon International Airport users are non-
Koreans, so it is necessary to actively utilize cultural factors
related to differences in recognition between Koreans and
non-Koreans in order to differentiate airport operations. In
addition, this study mainly examined the effects of the
perception of cultural contact among users on the
relationship between brand assets and relationship intention.
We believe it is also necessary to conduct follow-up research
based on comprehensive experiential marketing or
relationship marketing because Incheon International
Airport's cultural marketing activities will become more
diversified and airport users will experience more frequent
experiences in the near future.
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