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Abstract

Purpose — The year 2016 marks 20 years since the opening of Korean distribution market in 1996. After this opening, the
domestic market expanded and modernized, and has grown to become an advanced distribution market with a greater range
of consumer choices. On the other hand, traditional markets have waned and their management has become worse.
However, traditional markets do not have economic value alone. This study examines the effects of social value in traditional
market such as the value of Cultural Tourism and the value of Sharing Community with Traditional Market on Satisfaction,
Loyalty and Place Attachment of the residents.

Research design, data and methodology - A questionnaire was organized for this study after a hypothesis was set based on
theoretical background. Verification of the hypothesis was undertaken by statistically analyzing questionnaire responses.
Personal interviews were performed for this study, and a total of 300 responses were collected, of which 228 responses
(76%) were from women. The survey coverage was divided into 10 regions ranging from metropolitan areas to the provincial
level, and the age groups were divided into 30s to 60s to ensure diversity of the area and age.

Results - To summarize the study results, through verification of the hypothesis in terms of meaningful influence, it appears
the values of Cultural Tourism to Satisfaction and Loyalty are supported. On the other hand, the value of Sharing
Community is only supported for Satisfaction. It appears that Satisfaction to Loyalty and Loyalty to Place Attachment are
meaningful effects. The mediator effect was also reconciled through satisfaction and loyalty. Loyalty was analyzed in terms of
mediating the effect of satisfaction on place attachment.

Conclusions - It is noted in this study that government support is required to preserve traditional markets and renewal
program. Community requires multilateral communication and the formation of effective relationships. In contrast to the
economic value emphasized by large retailers, the empirical analysis of the non-economic effects of traditional markets has
presented the significance of socio-cultural values in traditional markets. In the future, socio-cultural values and economic
values should be integrated into more empirical studies through mutual comparison. Investigating the increase and decrease
of social value in traditional markets will help the future formulation in government policy.
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1. N2

201632 R2|Lizte| FSAIES MEH J{8istXx| 20H0| K
£ SiO|Ct 1996 FEAIE 748t Ol XAE2HZ J|EICE ot
7|t OH=d |RSYHMS0l IUol ZIEst0] I REA|
0| stizt, CHatE|HN, 87182 Mzt £ 28
2 =otNel e MHA f=FEo=2 Aot Zip AH|Xt
MElo] 22 STHE|RACE O]t ZO0| MARI= I7te| ZXF=x
£ IHEQ Ao H3g = UA| SHCHCinar et al., 2016).

olzfst 3EE HHE Sl FSAIT2 LTSIUX[L, RE
A L2 HEAED S=43He dEYsE 2= 73
o ZHE AMX| Qi T|gH RS9 AE HIEE2 19964 i
SHAE0] 24% AL, 2008 0] = 45%7K| S5 (Yoo
& Lee, 2011), FEAIZE 7HE 104 Do CHHOLE OHEAE2
26502 MEA|IRQ| 249X 22 FHSI¥ D, 1 0|50
TEAY EU2 AL 24510 2013EH0|| 202 /NK| =
Z|ACHSmall and Medium Business Administration, 2014).

TSAEH2 19140 MBS AE TefAldol2t 22
AZ 2008 HEE Z2EERIL ‘B2E S0 HSAIE AlHA}
A2 HASHH HEAIZO[2t= 807 EMEOZE ALY
AIZSIRICH, 2010 ‘MEAIY A METL 542 S &
Ho| IH1HEZ Sofl 7|E2| X2HA|IEO| MEAYCE HAO| ©

E
AN A ZSARE 2H3E 2ot o HMS0| Al=of &
C}. 20073 A7\ Y=zl YOE 89| 7I0|E2telS
A¥stn, SARS7|YL @HE SH65ke & 3HEE oA
TS BARE 43 Wotg MA| stieH, 2014
ZAT|HOTHE HEFSYH Het SAafs TisHt
LHSIYCHL T ME 2 EE AIdEE =Zo| st

HHol KAREMY FHITS ot SWH S0| wolg
0, HSAE 2002 E 2007:0K| 2582 £YUsts S
Bt FHO| AR Olof CfEDIES] BRI A

B 2 $Q Jim mio ri mijo

it
bl

=3 Neotg 3 52782 dHHE JHKE EXstH =
LHE X|SEQUC

gLt ZuMe 2 MEAIE o 2 CiH| CHAEOE ®x ot
2o| D=9 X|o|= 20101 4.4HJ0|A 2012 5H|Z ZHC|E|
= £ 7IAFQl M= 0]efst M™O|CHSmall and Medium
Business Administration, 2014). 0|2} Zt2 Zit= AELZF9|
SRt =229 AOiQ| E2{E AH|XtO| AMH|A =F0f CHst
7|t #=OHX| 11 AH|THEHO| St A= Ch= AH|XQ| MEH
oA MESAIEO| T HOX| UCH= AE 2Ojsts A=
olsie == UCt

UHH o2 NZEYME XYZHOo| 7|t 2 4
HHH, AO0YM= XY AH|XEO0| HI&Z X|Estd 242 Al
7| W20 233 X|YAz|| =2 HRZUCH= X[YGXE 92
|EO 2N QAZ JHX|1 QUCHLee, 2004). 17| IHZ0|
20YEHE X|DAt=[E X[ W AH|XIE &z 2E0l
AMz|d MA=tmg FHSI0] X|YAtR|etel [FOIE Zestn
AH|XtO| AMZ|E AOt7te= 20| 2oL SR38ICHBerman &
Evans, 2001; Levy & Weitz, 2001).

SHA|EH MAWOITEE2 CHREE A0ge| E4o 7|uts F7)
Hitbs LEHEQl 7o AR MRlgksht ol 2EA =t
Ol CHeE GIt7t C=Ql Ago|Ct. O|OPME SQIF & CHEOL
E HHEoIM EF Hel AEMYENZET MAE2EZN H
SAE BHME F25| dBE|X| Rt Uk

0=

TEAEZ 7IE dNE 21 oz &
AF=0 X2 M, X|gelA o, X|g9HsEs A 82
CHYSE M2|2etd 7|52 s¥35lH, Ol 3%z 1 XY
FUE9 UELE, FHEE MY 1 X[Hoj| C{ot ofEez
AE &= QCHKImM et al.,, 2012; Moon et al., 2009).

mEtM 2 AFME HSAIFO| 7HK]s Atel22tE 7HA
=2 ZoEEH JHKQt UHs3sH ZHA7H X|YFRIEel ot
EL, FHE, X|GojEo] OjX|l= oS 2AYEMN TEA|
0| 7HK= HIZMZA =at0| gt 45 &4 Stax} oict

Ol M=z2 SHZHatof tiet H3ar LHUes +EoloF ot
HEAIZOA M22 281 7HXE =goliF= A77F 2
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+ 9lg Zez Btk

2. 0|2% iz

2.1. Atg|E JHX|(Social Value)

54980 A s FAR50] NFHel YN A
S MBS RO ARSI KIS BrSofHo RN
C [m]

J—I‘I- o [
sie XY FoEN X|93SH0| Soiste A2 oL F
F2l® JHK= dHE datets 25 = HIGHAIEE JHX2
= 7 Ao, Z4ARE EM=E Qs LMst= FLIol 4
It Hel =9o| H|4NA ZAtE °|0|stCHKorea Small Business
Institute, 2014)2 ZAX|A 7IK|et= FEL|= HE JjHo=29|
ARSIE K2 7| =0z LIERH ARS|IA FEE0|M S|
7HX| 2 2HO] ZhsTh JHKEt . FESICEL & AlR|A Tt
£ ZHHE 7Kt FRIE AoEMN HEXHoR MEO| It
St EeE pofah = QUCf

Rhee and Rha(2010)2 AlS|EX=2AE(SRONZI= 7ES
HYSIHM At2|H7|Ye| ZHX7L A THK|Qb AMR|E T
B IR £ ASS MRH7|Yo ARdHE HKEEE &
of MAISIRICE & ARRIE 2I717HK = Al2|& HoM Atz|H
HE&S Adst Aoz d5IRen, [t MEO| 7HX|= A
N K= 7|Ya 2RHE0 st 38N EEE REE £
QICt SIRUCE Rhee and Ryu(2012)= Ats|H7|R0| Atz
7EX|7¢ AH|XRe| 7| MEHEO| Felot FE2 O|X|H oM AH]|
Xt SLUAIZE Al2|E ZHX[QF 7| YENE ALO|OfA Of7fEtES
THsS SRS, Yang et al.(2013)2 7|9 Ats|H 7t
KX aHXe| HHE Ef=0| EE FkS OjXICtn &

o= o= o

o
23, O|HIE &
M3tCl Lee and Kim(2010)2 ME{EEXIRIC| BHA 7HK|H
7}E CVM(contingent valuation method) 7|H& 0|83 AHH
SHYICL O|MMEimO| HEOZ 2N X|E MESIH EH
HEZKME Sot MY HEjR-EXR 7HKE F-3t AOo|Ct.
Shim(2009)2 ZETtH Q| A=A JHK|FEE s K22 At
of CHsH RlaMHbAl(stated performance methods)S ARS)
QUL ol EF &M FOIE o X|=2AtE Yot 210
U=XE CHEHSHs HAIOICE A X|22AE HES O, A|
AlE U SO|M X[EQA FUS 2= YACE TIME|ICE
Kim et al.(2012)2 HEA|E2 =X XA =t 2/
L &8 FF, X9F0o| 134 A

| RlSol4 B, K|



Choong-Hwan Kim, Seok-Oh Jeong, Yeon-Sung Jung / Journal of Distribution Science 15-2 (2017) 59-68 61

HE=S Als S0l 7|0t FFoIEA, HSAIF2| Al=
=8 7|52 SSMEAM 7K E7te| Ti¢o| &|ofof oot
FYOIAC mEtM HSAIg2 BHd, Held S dFA
ZEX|ZBE AfE|Of 7[0f5t= 0| OfL2t X|FAl=|2t SSHIE
fleh AMEIH ZH| SHOME 7[0j" 4= A= AOICE

= AToMs "EAZL MY JHX7F FHHCR 018
Aol ofigt MelH WEE Sl ASHoZ AH[RRe| TSA|
o et 37842 B0 Fes DlXl= X|of Cisf AHat
X ottt Ol I8 TX TSAIHO| 7HX|= M=l 7HKIE
37 2et2EH MK LS SH 7HKI] 27k M 7HE
o=z JESILCY

2.1.1. 232X JHK|(Cultural Tourism Value)

=oHHEy JHEt SAFS0| ™Sk X|Hol0|X| Y&,

AR S M ME 59 d9g2 ZIthes JHEeE,
o XYM FAFSO| XS EO| JHK|et EataEel
EE S 7HK= A2 2olsio). MESAIE2 FA oSgA
37t 0| EtA HHEIXZb= XpiE XY FRSOA A
381 9lom(Jeong, 2006), E3| 2|2 AR} ME, 23}
7l #0t & £/ O|0{X[= 372l MEAIE2 2= EEs E}
K| GAZHSO| A Oj=&Ql BAXYHSE QIAE = QIO
FE|Lt2t= 2008 R X|XHHQE 2H HESAIECS| JHKIE
A ZHXof Io5IA| g F3t IXRAMKE =S
AT 232 617 9ot SXoE Fatatdd MEAY s4d
ArdE FTSHL ULt 23tet #H, TEAIY0| 2= 23t

Y WSAHS HEAFO ot gof felLet ngol 2

E

or = 0

siet MEAY LRl 23 52 8o 5 s =4
St BEAOILE XL AlFE #dE + A= FHZ T

#E|D ATk 91F BT EXY ARSOE BB of
57t g2 BYNYACRM HEAZT ZSYY, ANE JIH
AFE0| MzElE O[Tk RaiyS B golo| Faol

— O -
SE2N, EtAHlE HEESM 22N EFE FFAMe
dYE XBstCHJang et al., 2013). $tH 20T = AH|X}T}
S A20| sl 2r3gol UCtn FEFez L HEE
Lot 2HE Héste 1PN 2ROl =FE2 &
paH[Of CHoF BHRE0| FE2 OX|H, 2207t =25
£ OEE 9 MFojel=rt =0 £ QUCHJung & Lee,
2009).

[t

Gallarza and Saura(2006)2 SHME90| A0 Cist A
TOIM X|ZHE 7HK|, BHE, SEEZe| AEREE HASIREe
o, X|Ztel 71X|et BHEE U BEE S AH[X} X[ZFRALO|
of HAE Bt Aut BEIHK|, UHE, SR HAE ¥
QIgh 4= QURUCL E3| HHO| ZItof o0zt SFE & A2

2 LiERC

It HEAIE 2ITBY ML O|8XEY| BE, 5
M=, YROjOlE Sit 22 3HH A HES S7HAIZ
HoB ojAE 4 SUC.

2.1.2. Lts&SKH| 7HX|(Sharing Community Value)

LHsBSH TS HEAROl XI%ARI9 X|SFRISo
ABSHE AN LksTh XIABSHEA FHRlE o

g olujsts Jjdolct. FARES ERum
SARED Cf7|o] MY, AR oixfo) cf

2% L5 7158 +8etn 9ot SAREY

e 1l

o ofxtel s01E X|Ye| ZHY =X HES ¢

o g2 st e, XZo= HEFSUHME ddES I8l
O[2f¢t 7552 sdotn UMt LEHoz X[ASISH= A
glolZatE HIReH AllH X A FRO| st StE
HMEote SaRS2 Ads ZALI, AT ZFAT2
X9 FoSo| 4ES et dMH A AED OfL2h 23t
o Oddit X, OjYIE & HFLIE| HEHO| gz Aot

N
1)
=

10 HHEE0 2 Y22MO| QDIE
XzF0ls H|R510] K| =gt
2SSHE 2lnfstr| WEo|ct.

FX|2 QICKChoi, 2006).

te X9s3HE & 4

Of

DN MEARS 2t MEAUE AxgozM K| FIS
Zto| Brmt mBo| FOl HRLIE| MEZAO| Agrg S
o

20 e, Ol MT ARle] 3E Z2 d¥s a8
2N Cheth 430U 2=uee] a0t ot 1 ojgel 3
A ARUAOIE TE 7SS HEotL RACHChoi, 2006).
o AIZ2 BEE WSt ZES|E o, EME HE
{H0|7|= o, O[HIE, i 7|58 +ddt= F07|= o
-5 BEAMB0ME aMuel 28, FUY 7S S F
St F7IHez ZEl= AF2 othtel 28t AlRH At
EMOl qgE At A= ZO|CHKwon, 2009). HSAIT
o BXMH 7|5 &M A2Esty 768 MUz +d
= QUCHE X[t g9 50| € + U= HFLIEISl &
CS=M XY SSARHLEMO| JHKIE &Y & U0, O|A
Of 2t Al L SSARLZM FSAIZO| 7HK|= 7HK|2t
b US Aok

02 ok FR H

Mot

2.2. X| <=0t = (Local Attachment)

UEX o2 Offi(attachment)2 CHE AMRLIIC| ZAE MY
She JHECE mSSoM= oF JHQI0] FHE THIHR AR
Oisl =77l= 2783 ACHEtAH Z(Park & Yi, 2007), +2[StofM
= Aste Ojidar AAHE |Aste e 2822 Folstn
Ch O|ME OHAZ AtEinte| A ZHCE HEY = U
Lt O|Qlo= Of&h2 X[ Atz[of CHsf = S HESHY|
QI E AFRE|D QCKKang & Choi, 2002). QI7tat 2HA0
Oigt BAE 2l0|5h= ZHad(sense of place)2 X|2|HQl 2t
42 QA= el CRIZM Ef=E FHESH=O 0|8
= 7i'E0|CHJorgensen & Stedman, 2001) ‘MAM'2 M| 7HX|
oz 22n|=0 HA0{ZH(place attachment), XA O|&=H
(place dependence), &4 HA|Md(place identity)O|Ct. O] 7}
O &4 OfA2 JFO[L; 7HRl & =Hnte| SHAQ LS
o|0|gl= AR ARR|H 2HA0]| ool Atk X[Ydat Xto
£ HOICKPretty et al., 2003). X|ZA}t$|2| OfZHattachment to
the community)2 ZAOfXuH= HEHR7L CHED, 23]
A2l &, RO, "Mt 22 AR ALo| =708 §
olgt = UCHGoudy, 1990) [2tA X|HARR|Q| Of%H2 O|F
A2|E BAYCE Hi ARD|Stlh ZA0)| TSt Ofits ZESH=
7HEol stAME|Eo) e Z & 4= RJUCKChoi et al., 2005).

Kang and Choi(2002)2 X|YAls| OfAt=o| 7§tH0| X|SA}
20| EHE BN HtEst7| ol LUEHEQl OfEE k=
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Xo|7t QUCEA SIACt = YR 7 §2HES ot S U

o = =
o X|9Atz|7t CHM0IEE HIOF ESD ZH2 JE0|2t=
Z0|Ct. O|F& X|YArE| Of&t=2t ST X[ Akz[of CHoHA
X9 Fglo| JHRIXo|HLt HEHAoZ ijs Me|A Az
O|2t oI5t RALt.

X|IGA2| OfZtOf CHSH Altman(1992)2 OfX=E QI7HO|
40| st 7kKl= QK™ 24 F, 42, MY, X|Aar Z
20| dEut MK LIEIL= HR30[2tn Folgo=N &
A0l ZH(place attachment)2] SRS AXSIULCL Proshansky
(1978)2 £ TA40| Cfst QIzte] ZESH ZEX ZEE of

He2 20N, X|GArR|of st S-HQ Atlg2 Azt
gFute| uzs ot YHgS Sl 7HE + ATt SUCk

rlo riot

2.3. Q=L (Satisfaction)2t =4 = (Loyalty)

o
[

X|GAtel= K|GFTI0| HFSHH Mot X2
oA FXIE eiMe BAZE0| S5ttt Mxe
SH0| =25 142 C[1E FZ=E O|EHSIX| @
E 1 HZE 0|83t ECt CHMEcz AE(ef
2He| daeez & £ Urt

2 0kFo| Fol= I F JHK|E CfHEICE St Aot
(outcome)0f| ZAxXE F= ZA0|11, CtE SiLt= 1Y (process)
Ol ZZ=E F= A0|CHLee, 1995). A= UAOISS AH|F
YoREH Of7|Els ZUE JWE2SRIct & Fafst MESolLt
TOfAE 22 A0 25 oF7|== A™E HHS(Westbrook,
1980) &2 Z{0|Ct. Z=Xo| A= 1Yo =FS x| oA
HEZS AH|ZRHO| AT 7|HEJYE AECHE S/UCHE B
7tet AMEE 7|CHeb AH| T X|ZHEl MEHat Ato|e| Xto|of
CHgf =O0|l= AH|Xe| HtEoz Ho|stn QULCHTse & Wilton,
1988).

ARl Mol Y|H AHE T|ELE St=Lf oy K}
Holl 2% Hef ZE 7|E2E St=Ltof w2t & JHK| 2
oM ATE|D AL TX= HeERFH 2EOM DATES
Folgtz 20|, FXt= AlZto| Zufgtol 2t AHef & AH|
40| FHLHM dd Ee |X|EHe FAHY QMOECR
O|stCHANnderson et al., 1995)

Mo BME = AH[XIO| SHAEQ EfEet AME|, AFHX[A
s= 7o R gte FIE FX(|St2d= Zd0|CHDick & Basu,
1994). Reichheld(1993)= ZAIZXA Nt M =MEof CHst M
AT MH[AQ[ THE=F0| 10| Haf X|& £ O|F
of 8%t g2 F£ A= MYSIQILCL = UHED 1A
=2 FEEE 20| O"X| #2 nA2 O|EotC= Z0|Cf

Brady et al.(2002)2 AMH|A ZEZI0| ZIISHH FMEFEHO A
HlA ZZ0| 371510 AH|XF BHEE2 FI15t4, O|2{st AH[X}
UEFO| ZIte A0 o= O|{RICt BFQICt O|HA YW=
oAe| A2 X|Yof CHet MUES FE5H0 XY 2M3tof
7|04stn, X|oj Cigt offtof= FEE O|X|AH EICh

|A

J
2l i
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W
> 0L

mjo b Ho
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2HA|

2kl
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It

3. QT 9 AR
31 A7

= GFoME TEAZS ZSEEH Tt Us/sSH

JH7t 0 Olgste AHIxtel BEE, FHE I Ko
of DIXlS @S 247k DAsHRT| SefA <Figure 153t 22
AToEeS HABC

m
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<Figure 1> Research Model

321, SETEH It UHES U SHE, XYopAo
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8, WuSe B HEAE Yool MZe 2YS

2= OfLY
7| JShME BHERLS 27IME ASE = Us BEAITU
=72, HAHE|, EZ7E, A2 & =steaet AEV[s

of g NN & Yct.
BEX| G2 B X7 Wejoo] FayM 1 H

o|0| At HBH F 4 Y2 HOl2He MEoz 7y
5|0{(Oh & Ko, 2005), X%&0|n 22XQl HfEIE So
YU VEEE BAAY £ UL Yors HMAE 2 Utk

(Kim & Yoon, 2006).
=otdy MEAEE2 o4YE 7|sTo| ofd nReo| XY
ot ENEE HEUCEN XIEe| SHE AFO0| Cf
st 7IX1E dEot= MER Sal=fto] 2 £ UCE Han et
al.(20060)= =X OIARKE ML= Df4u orEe 3 A
SOz FEUAE AFStR}=H =H Ol 7|Et XSGRt
HE Hegt 4712 22l0|M Feg Y= Ao R LIERCE
Eoitd 0dE E40] gt PSS EM X|&£Ho|n
Igst X|Ye| OfHE, O|EHTM ME/I=L Z2 Asy
(Janiskee, 1996; Moscardo, 1996), X|¥o| A}, 23}, §H
K|, GAFE AtHQ| &4 SO| 2&X| MEHO| Q3 QA= K|
AlE|2 ICHANderson et al., 1997; Cho & Jang, 2005).
SHETIX|ZML| EotREDEEO| COfpt ¢FE AHEH
Lee(2008)2 EttEMECEAM HiEH MH|A FHO| Cist
Z8x % HEEE QFSHAM FEYE ZalEEAMH|A
ol gt HEEE IPA 242 S510] HAISH0] EHERe|
SFHAAELZAMO| Agtut 7|50 CHStY ZRSHAULCE
J2|11 Heo(2007)2| G0N 2H, 23ARHE
1 = d30 2E8x = U A
At E0| MELFO| MEl ASH SO
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SHAL LIOP7E X[o| FFoMo| des OXl= fL5S &
MORACE Ol2ist A= X[Fo| HEXO ZoHBLE2EZM
XA=H/7F 2SAfA MSst= Cre

0
r=
Mo
ot
Bkl
o

>
N
re
o

o X2 QEE0| ST Fn U0 A NTHE + 9
onf Lopt Rt 22 MEHSY IS 0jxin s

AE ofsiet 4= AL

<7td 1> HSAE BN M UEZ0 F(+)2
Yeks O1E Ao|ck

<7hd 2> HEAFL BB HKE SE=0 Z(+)2
et o/ AoILt

<7t 3> TEAIZQ EshEH JHKlE X|GoHAE0| F
()2l Yg= ojE Aolck.

322 LHs/ZEH7HI7F DS, SHE, X|0fxtzoj
ojxle @

Kim et al.(2007)2 X|9FTo| ofigyof M2t HZE7Hof
CHE dgS 01X ASS SRt 2T ofeo] A7 X|
Aol UEE MBS H sTH2=Z B/ 3= A=z & +
UCE K[| Hg2 XY RN =0 XY F2S7|
2| FOX|= el SSHHY EG22 XY o|0jx|z #H
gl o, X9 F2US0] XF & 20| Lo} QAXBt= L=
ISSHE XY FHEez 45t oftyez BEEICE

olet 22 2HOA 2B X|HAS|0f TS & E=E AH7|7¢
AFS= X[9of tiet EHE =25t Jheldt X[Se| oels
FTOLAA e FES WESID Qon, X[YAtz|e] 2t
SHE AfRHSO| Cief © =2 s EelCiPark & i,
2007). X9 AHHLUYHS| EGS 7HEFE X[HARleE XY
L ~HIRSS flo AR/H Meets +H0| 2 EICh

XAARM LisssH 7HXE S8stH =T XS U
UEEQt SYE, ORES =7t HO0HXA & A2z 21
Ch2el 7+ES MAlgtt

<7t 4> FEAMFQ Us/E3HY 7= BERO| F(+)
o Yek= OIE AO|Ch

<7t 5> FEAMFQ Us/E3HY 7HKl= S8=0 E(+)
o dek= OIE AOo|Ch

<7td 6> HSAIFQ Ls/SSHA 7Kl XIGoHA =0
F(+el k= n1E AoICt

3.23. TMEAIEO| Cist UHEZ7F 4zt X|HoiEzof 0O

o
e I

gl

X090 sig x|S0 Cigh ofEtA2 XM Qo]
0@ Z2st #H=p0|Ch X|YAIS|OME X|SFRIzte| RO
-0 a0 X0 Chet ofA=E IHEXNSZE FAAT|=
20| ZLTICt X[HALR| FRIo| o= X|YFRIo| &2 +
got= It 583 24 7120 SiLtE D2{ElCHKasarda &
janonwitz, 1974) X|SF0IS0| SstAXIIK|o| SF=Ql o
2 K90 o3t *l2-90| =OFX|A & Z0|H, HEEI =0t

MEHH Sg&=ok X Hoj
ApEel dE AFo| Fgs A EF HEry UERETE Zef
ZHA =l 2EERHROL XISt X[Hof| Lal= OfEE Al &
ot
AL
e

n
H M

g &55tA ECh 53] K|9S 7|HeE St= TEAIFS
ZE7 20HE B2 Y=ot XYoiHzof g2 7
QIC}H
QUCE

<7td 7> HEAYL HFREE SIE0 F(He I
ol Zo|ct.

<7td 8> HEAIYL U=ZE X|Hoi=of F(+)e S
= 0/2 Ao|ct.

UdOZ FYEL YR 0| o) FHS W S
HAEA EHSHR YR, PH S CloRt ZntE L 4
QICHMin & Seo, 2010). X|OjAtz= X|Olo| Bo|x{ol T

7tet SY=E SIHAFID SHX|Of CHE
10 SIQICHBrocato, 2006). [i2tA|, MEA|E2 X|

2 otn 7| WEO| HSAEH st SE&=7F FOFEICHH
NGoiAt =0l ks 712 = UA =t

<7td 9> HEAFL S8== XHoiz=o| F(+)el S
= 0j2 Ao|ct.

3.3. 20| REH FHo|

= g7ol HdEUE2 2 M, L=sssH 7HA,
UZE, SEE, XHoizt= X 2AFEAY B2 & 36712
gdRo=2 AL MY 22EH JH| SF0Ms Kim

& Huh(2012), Oh and Yoon(2010) S0| Zt&X| 0 S 7K
42 8= o AF8E 8712 g5z HEIUL, Lhs
SSH 7tX] &E0|M= Choi(2006), Kwon(2009) 50| At23t
ol HBOZ MEAYCL WEMO| Lyl MUKH DEDE
Jang(2005), Huh(2007) S0O| ARt 37§ o=, M=
Cha(2004), Thrane(2002) 50| M&3%t 57| &=, XSOz
= Lankford and Cela(2005), Kim(2007) 7} AtE3%t 57| &&=
= HESIUL, 5 2|FHE HEE 0|8310] =2t SHALE

<Table 1> Operational Definition of Variables

Value Operational Definition Advance Research
Cultural Tourism | Determination factor of | Kim & Huh(2012),
Value Cultural Tourism Value | Oh & Yoon(2010).
Sharing | Dermination factor of Choi(2006),
Community Value 9 y Kwon(2009).
Value
Satisfaction Satisfaction of Visitors |Jang(2005), Huh(2007).
Lovalt Intention of action for Cha(2004),
yaly Local people Thrane(2002).
Attachment for Local |Lankford & Cela(2005),
Local Attachment people Kim(2007).
General Feature Gender, Location, Age, Occupation, Household
member
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HEAE U FARE S BIYBL Moz ool K|l
Sof 0|guElel TN SB FUXOR TARRAINICE
24T YAL (YOI HEANOE PRSI0 HEEA
S MABSIGCL ZAK|G2 WS ME, F7| 5 SEAT X
H77EX] 1020 X|€9e2 FEs5tn, HHOE 30CHO|A 60CH7t
x| F2H0 K| 9 1| ClopS Sttt X|QHas

3054 % 30087} 240 o8&

OiX}7} 228 76%=

AlZolets 58 o

Bt 723 OjH| =2 HlE 225 E/Ch

m

1988)E ZAESH= IS HARCE Of2f <Table 4>0f|A LtE}
ot HiQb 20| RE HF &30| ZF 22 740 fegt 29I
HUEE &0 Qo] My 42 =S ZF 2AM0| AESHY
Ct. st OfX|2E ol X|A|=l Cronbach’s alpha Z}0| 2&
‘700 CHsl Mo=FQl 0.72 =5t 0|, & HTO|M
Tdot FEETOL et SYEEFEE 7K e AR
THESIRICt ot ZEETO| EfEEE FESH| g =72l
AVE(average variance extracted)?} CR(composite reliability)2|
w2 Cka 7|F0| D|EsHE =F0|7| M0 M= ENdt=
A2 MERICL OlF Zxs MESE Zutof Cist A47HE9
7|07} 2= XK measurement error)Of H|8l Ot} A|SH
XE "elsts AS SHCR of R0V ME0 HXRXE
ot LREPHA Mot AL oot 42 2 Q0§ fog

<Table 2> Survey Location

227t glen, X2 +

2 Bt

T

A0 oS == A

#H AFME Ol H=gt

F2}X|= Z=M|O|CKSchreiber et

. Sampo Size | Porcntagel) al, 2006). £ @70 Z T4 G| Chet FxH Hol}
By Mae! I o Heoinol ofs) Sasl, solM QolRs A1t BE QoI
Mid-Small Market 24 8.0 MZH0| EAXOE Qo0|8tH, O} HMo| LAHIKAl p&o| X
Traditional Market 141 47.0 el ot T e =el Tro ot o] T
Total 300 100 St 24517 R0 EfYd EME ey Zert gle
F2 WEEICH ohE JHEA™O| MM flol Eolg ey
- OlA M=l g7iEE ztof Aehgdol A= X| OfRE =ol
<Table 3> Respondent Characteristics S 7| o AIMEAEMS AASICE <Table 550 LIE}
Sample Size | Percentaga(%) 2N FYR00 20| YO RS EASID, UEtA
T (302‘;) L O|S QO 7to| EAof LSt 7H4SS SsHs 20| olst
ale : 7oz 3to|g|of
Gender Female (228) 76.0 AcE el
ig:ig Egj; ;gg <Table 4> Results of Confirmatory Factor Analysis
Age 50~59 (108) 36:0 Factors | Indicators | Loadings | Std.Err. |Z-value|p-value| alpha
QBAT | 0430 | 0.047 | 9.216 | 0.000
O"\Z:O ((1492) ;i'; Q6A2 | 0590 | 0.041 |14.466| 0.000
Occupation ' Q6A3 | 0555 | 0.051 |10.894| 0.000
No (107) 35.7 Cultural | _QBA4 | 0540 | 0.051 [10.586] 0.000 | o oo
Housewife Yes (219) 73.0 ultural ™ 06A5 | 0.335 | 0.058 | 5.788 | 0.000 |
No (81) 27.0 QBA6 | 0495 | 0.050 | 9.951 | 0.000
1 (16) 5.3 Q6A7 | 0.504 | 0.049 [10.343| 0.000
Household 2 (74) 24.7 Q6A8 | 0.468 | 0.053 | 8.921 | 0.000
Member 3~4 (189) 63.0 Q8 0.323 | 0.045 | 7.119 | 0.000
over 5 1) 7.0 Q9 0.390 | 0.042 | 9.250 | 0.000
Seoul (30) 10.0 Q11A1 | 0432 | 0.057 | 7.556 | 0.000
Gyeonggi (30) 10.0 Q11A2 0.531 | 0.047 [11.317] 0.000
Incheon (30) 10.0 Community | Q11A3 | 0.409 | 0.043 | 9.410 | 0.000 | 0.800
Busan (30) 100 Q13A1 | 0412 | 0.057 | 7.267 | 0.000
_ Daequ (30) 100 Q13A2 | 0419 | 0.045 | 9.391 | 0.000
Location Gyeongnam 30) 100 Q13A3 | 0554 | 0.045 |12.280| 0.000
Y onbuK 30) 100 Q13A4 | 0.390 | 0.050 | 7.737 | 0.000
: Q18A11 | 0.381 | 0.046 | 8.222 | 0.000
Chungnam (30) 10.0 Satisfaction | Q18A12 | 0414 | 0.043 | 9.558 | 0.000 | 0.795
Chungbuk (30) 10.0 Q18A13 | 0.395 | 0.042 | 9.490 | 0.000
Gyeongbuk (30) 10.0 Q18A6 | 0.173 | 0.034 | 5.085 | 0.000
Q18A7 | 0.209 | 0.041 | 5.125 | 0.000
42 TNl HeY A e YE "W ies Tors Tomr [emaloo0]
Q18A10 | 0.132 | 0.025 | 5.219 | 0.000
2 dFoMEs o MEIMD EfHME S| sl 2 Q18A1 | 0.248 | 0.054 | 4581 | 0.000
2to| Jid HE HFEFI} Cronbach's alphagie| UM QI Q18A2 | 0.348 | 0.074 | 4.739 | 0.000
7|1Z(Nunnally & Bernstein, 1994)Q1 0.7 AtS|s}=X|, &01Q Attachment | Q18A3 | 0.328 | 0.067 | 4.908 | 0.000 | 0.754
OlEM B EM JREQ} STt PMIISS oiZsle EE Q18A4 | 0.248 | 0.053 | 4.716 | 0.000
QOIS0 EAXOZ Q0O|5HK|(Anderson & Gerbing, Q18A5 0.235 | 0.060 | 3.942 | 0.000
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<Table 5> Correlation analysis for the Constructs E = <Table 6>2| S}Et0|| LIEfLE 24 20| CHEEQ| MBHK|=
Cultural | Community | Attachment | Loyalty |Satisfaction =0| HIXE WFRAP|= 22 2V 2 MYt 5
catoa |1 - - - - 83 OISt 201 Z{02 WCHIYUCHBagozzi & Yi, 1988). 7}
, " 2 45 Zit= <Table 6>0 MA|E HRE 20| <Figure 1>0f
Community) 0.742° | 1 - - i A MESE EH 9 7R B 47H FHdo| J|ZtE|YC St
Attachment| 0.503* | 0.498* 1 - - 4™ THK7F MEEQF SMHE0|, Lk=aSK 7HK7F BEEE0,
Loyalty | 0.749* | 0.661* 0.804* 1 - HEZIL SHE0f, SHEIF X|GojEof| OjX|= 7HE2 X|X|
Satisfaction| 0.577* | 0.572* | 0.645* | 0.876" 1 g B, 2R A JHK|7F X[GojE|, LisSSH ZHK|7t
0001 SHTo X|Gop&tof, BET I} XSofAte) O]k FHde X|
(p=0001) R|=|A| 9t O] ZIo| M2 AT PEWHA THS ChA|
2o F LtEtLYEH <Figure 2>2 ZC}.
M AKX E] =] o =
43.7r2 48 2 5 A712 DIEESl SMEES OpfHsE o opfEDe
Mo| MA|IZ[J=0 12 Aut= <Table 7>0f KA|Z|O{ UACH
2 oToME JHaS AESY| U SAN Jjgez px - ’*
WA RHES AZOIOCh PRUHA EMZL BNl N
<Table 6> Fitted Structural Equation Model
Path Estimate Std.Err Z-value p-value Result
Cultural — Satisfaction 0.430 0.138 3.122 0.002 Supported
Community —  Satisfaction 0.407 0.169 2.404 0.016 Supported
Cultural — Loyalty 0.928 0.315 2.942 0.003 Supported
Community — Loyalty 0.061 0.253 0.242 0.808
Cultural —  Attachment -0.620 0.478 -1.297 0.195
Community —  Attachment 0.153 0.258 0.592 0.554
Satisfaction — Loyalty 1.377 0.285 4.832 0.000 Supported
Satisfaction — Attachment -0.532 0.549 -0.969 0.333
Loyalty — Attachment 0.916 0.364 2.518 0.012 Supported

(Chi-square — 797.964, d.f. = 395, TLI = 0.803, CFI = 0.821, RMSEA = 0.058, SRMR = 0.064)

Cultural Tourism
Value

0.928%

Satisfaction

<Figure 2> Results of SEM

0.742%%* Local Attachment

0.407*
Sharing Community
Value

<Table 7> Mediator effects Analysis

Direct Indirect Total
Path Mediation
Est. Z-value | p-value Est. Z-value | p-value Est. Z-value | p-value

Cultural — Satisfacton —  Loyalty 0.928 2.942 0.003 0.591 2.814 0.005 1.519 3.842 0.000 Partial

Community — Satisfaction —  Loyalty 0.061 0.242 0.808 0.560 2.163 0.031 0.621 1.929 0.054 Perfect

Satisfaction — Loyalty — Attachment | -0.532 -0.969 0.333 1.261 1.963 0.050 0.729 3.398 0.001 Perfect
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