B ALt 90(6) - 747 - 755, 2001
Jour. Korean For. Soc. 90(6) : 747 - 755. 2001

AT R S| Wk O|0|X| MR ER BED HBIW :
FAE OO BRER w2’
n o

Measuring Destination Image Components and
Segmenting the Market of Forest Region Festival :
The Case of Acasia-Honey Festival in Chilgok'
Sang-Yoel Han**
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ABSTRACT

This study was analyzed the destination image and tests of image value of forest region festival by
segmenting the market. A field survey was conducted during the Acasia-Honey Festival days in Chilgok,
the famous acasia-honey products place, from May 12-15, 2001. In this study, 20 image items on five-
point Likert scale were examined through factor analysis using a sample of 394 visitors. Four factors were
identified as follows : environment, behavior-facilities, festival programs, and products. The author
observed if there were statistically significant differences of destination images between the first-time and
the repeat visitors, between residents and non-residents, and between purchasers and non-purchasers of
acasia-honey products.

The results indicated that repeat visitors and residents group had a more positive image of behavior factor
such as hospitality and information for festival. And, the author found that purchasers of acasia-honey
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products had more positive image of product as well as environment factor such as special atmosphere,
nostalgia, natural attractions, local culture, and novelty. For these results, it is possible to conclude that
local government must effectively provide the festival visitors with well-defined information such as
festival contents and schedule, also, develop the programs involved unique attributes of forest region

festival to improve festival image.

Key words : destination image, market segment, Acasia-Honey festival, forest regional festival
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vialeto 2 AAE HEEREL 299 A-F
of 8 FGAF FHErletel 23k A A
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9 JRH EAF SAAHALE JehllEe 35
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Table 1. Image items of Acasia-Honey festival.

Environment Product & Festival Behavior

Natural attractionsfsoenery  Price levelsfoost Hospitality/friendliness

Novelty Quality of honey-products  Information for festival content
Family oriented Public performance Information for festival schedule
Nostalgia Exhibitions

Special atmosphere Entertainment

Opportunity for local culture Experience programs
Opporunity for knowledge  Interesting festival
Accessibility

Local infrastructure

Facilities for festival

2. ZHAQ| AlZHegiol TiE O|O|X]| W7}
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g3 AF4 3}, a8z B34 Fxlele A
N4 AGFe(HFE Fu) o FwG A ke
A BFR] olm A9 Aolr} Ql=AE HASH .
wg A9EE fulE3le @& AAR EHe F
A3ta Ao EAAAE xsld, F37|
7rEe AGella] AALE e HE AESE TR A
b el EhA] & Aol disled FFA] e]w]A]
9] #ol7} dE=AE AA s,

3. MBS U EAME

FHA) olulx) S 91 AF2AME A28 of
Aol WERA} AN E D22 AFA SA4%
Qolz @A FA712 S 2Asheleh, & o
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o), FFAe ARG w2 [P o]n
A8 W3g FstuA, ¥A YE4oz Ajs
o ZAbslglch, BEFEFUHL A3 AR
A AU Frzr] fElde TEE T
(random) $&sledo} AT, FAA A HZ
AE27} vefsin] wpEAe] AbAlE e} gl F3H4
o] Brl5dtge}. el A PARE ZA
) NPeg Fr3e 2ALE wiAsta, 7Hsg
ubEA o] e g o A3 3-g oA Al
2 3= Hej&24(convenience sampling)&
2 45t o}

A" ZARELS F 410G, olF AE
Fug FahaAy Sddo] FAE 169E A3t
2, & 394709 HEEEE HFEA o] 43y
t}, o]EY QTFEAH EA-L ot Table 29
Zr},

Table 2. Respondents’ characteristics.

Variables  definition N %
Gender male 247 62.7
female 147  37.3
Education under high school 268  68.0
over college 126 32.0
Age under 20 8 2.0
20's 73 18.5
30's 132 33.5
40's 138 35.0
over 50 43 110
A -

1. BEX| oln|x] &5 A== HFH HII

AAE 20709 o)viA]| FEFo] olgpAo}HESH
A= shte Ade 2Fsed g duA
(internal consistency)® 4124 (reliability)e] 4l
=g AAs sk, #4R AFSAEE ute
22 Cronbach's alpha Ao} AA-Fat=le] 4
PASFE 55t galsidch, 200 AEEFS
2= 51 gl e A x(five-point Likert scale)®
o] -4-3be] ZAsllch.

24745} Table 3ol A9t 7o) A A8 =A<
= 904, B34 ASsE .897~-.9057HA et
2 2L AFEE vg w4 ey, =3
AAFPhe] ARASFE (353~ .6307HA] WA

A Jeht BHE 99 H3EPez 45
o2

Table 3. Reliability test and means of items.

. Cronbach's Co rected
Variables/ Type item total Mean® Std.
alpha .
correlation
Environmept
Accessibility 905 B3 367 L2
Family oriented 898 64 354 108
Natural attractions/scenery 87 6% 342 1.08
Nostalgia .89 560 3.9 L6
Special atmosphere 899 S8 3.2 Ll
Local infrastructure 01 5Y 310 LB
Opportunity for local culture 897 630 3.03 1.02
Facilities for festival 01 A8 2.9 LA
Opportunity for knowledge 898 S8 2.9 L.05
Novelty 5B 601 2.8 L1
Product & Festival
Experience programs g0 A% 320 9
Exhibitions 898 6100 3.04 1.08
Interesting festival 500 S8 292 L7
Public performance 897 621 2.89 107
Entertainment 898 610 2.8 1.
Quality of honey-products 900 O 219 1.8
Price levels/cost 903 SH 27 1.03
Behavior
Hospitality/friendliness 01 AT 34 113

Information for festival schedule 902 A9 319 107
Information for festival content 00 S 305 LT

2 Scale : 1=disagree strongly; b=agree strongly

g, Abde] AAE A Y elwlA] FAHRE
g 712 R wg-S AEsd, WA &
AaeMe H2A, HESFAA, A4, ¥4
A 8Eo] M 3.67, 3.54, 3.42, 3.39 £
FA A olv|Art FAH AR vepde
v, AV, AAEE, SAAM FEeAe
2.84, 2.93, 2.99 €22 ¥HAH A2 Yeyt
o tdgo AUE U FAIFaLAAE A
Z2ays AAE FEute] FAHA whd, 7t
4 9 w4, AF FA, A9 274, ¥,

2) WA Ao i A== 734 Cronbach's alpha
Ao i3 gte] ofe] ZA uwe} AelsAu,
G437 g AHE ALz} 0.6 o)deld 3t
o} 2o Aty Agge}, w3 dubA
ozt 8T A4t 0.75 ool A Es o}
2 4 QoA 23, 1993). AA e FRAS
E Agdpe e 0.3 olAeld AgAdo] AR}
= Brghchel el 3], 1997).
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v e e A4 o2 ey,
hRlgteg ‘MlEadidAe fdy 2 AR,
A8 A Akl A HBAF &5 2F
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ARz A2A, 7HE5FAA, AdAR 5
A JAEAH FH A& o vR7t A A
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gell4l 9] oAl $AHQ AR ey,

2. BH%| 0|0|x|2] AR

AYATF-E 7122 AR vlg] A3 F%
A olmlA] REFoA 2Hsle N2 L cj&d £
Fol A 2AE =& S adEy
(factor analysis)& A-&3stsich. fA¥HL 3%
E7 ARBAC & FEES shi 892
2 FE eg 8AdEdE 75T T AR =
H94E FASEE 3o, azizz shiel R84l
22 FoA FEEL FAdF AHEE s A
22 FE 4 9lon, 89F Zhele AHHA o)
Hag FAHEE 7 99EL A2 AT Al
o] Ht}, dutdgdozg QMo IHL o
QEzke] Aol AE Ejolate 1A slA
= Az}3] A (orthogonal rotation)& F2 A -4-3}
Ak, AFAd ALs AT 2AER A
2 S48 ¥ ¢ flfeg, ¥ dFdME A
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g3, =3 £ d79 3o 249 A
- FHe] oldet KJEF AA g
dubg oz AL4EE FfA(eigen value) 1 o)A
g gqlog FAsY EZsta, 5T 894
XgEHE 354 dslde FEFH o2 3AHA
#(factor loading)e] 0.5 o]l =22 A st
7] W Eel] B ATFNAE o] F 7|Fo g A L5y
o},
a2 Z3F Table 49} Zo]| ofzlA ol E A9
BFA olmAe P8 ‘A, HE-
Aldaql, ‘a4 Z2a9 89, a8z AES
A% 4714 FARAER o]l FAE & ¢ A
o}, o] f<lEe] AA fdFAA A FE
HF& 23419 57.2%F Ad9siz gled, =
g 8QHFE WY S5 Aol dAAS
23 Qe E gotry] §3ke dAdRAY HA
4 AAg A3}, .688~.8792 el 2459
AddAde] HAEHE AR F=Er), 89084
Azt W BE57Ee] AARRA 7L o2 W) 94

dase HEE el KMO A$(Kaiser-
Meyer-Olkin)7} (9052 vlebtond, 891849
A4 o94%E Jehle Bartlettd 7AHAA
(sphericity)& 2757.022 207 #Eo] Eds3ic}
B AF7Hde] feFE L0104 1A=, o
A #HpAge] AAEEE £3 olu|AY HIe
8334 AAE 2H43lo 47px] SR
B3t

Table 4. Results of principal component factor anal -
ysis on the image items.

Facturs Components  Commu- Reliab-
1 2 3 4 nalities ility
Environment
Special atmosphere 18 1
Novelty 672 .568
Nostalgia 648 074
Natural attractions/scenery .64 480
Family oriented .639 532
Opportunity for local culture .59 , 55
Opportunity for knowledge 571 5%
Accessibility 03 S 783
Local infrastructure .662 N
Hospitality/friendliness 652 852
Facilities for festival 621 14
Information for festival content 523 513
Information for festival schedule A9 A58
Festival Program
Public performance .85 S62 .81
Entertainment .808 486
Exhibitions S 550
Products
Price levels/cost J01 554 .6
Quality of honey-products ‘ 581 581
Interesting festival S 538
Experience programs 537503
Eigenvalue 7.27 1.69 1.31 116
% of Variance 3%.3 8.4 6.5 5.8
Cumulative % 3.3 4.8 514 51.2

3. MEAo| AlZHREI0 M OIDIXI XH0|EA

olFfAl e E HA|S] Hz wWEAS AWEA
Ate] B3R o)ulxe] Hrhe Table 59 7o)
2E B HawEA Agncs AW
Adeldel PFghel A veht 2P
shebe Aoz etk e ols HFge
EAY ol ‘HE-AJHRY HERY 3P
@A, 2ANE 2 SAARADNA 1% &
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Az § ARz Aolsl gk ATM
o] 71z ol, AEA Avko] HaEARG 2
FA ovlAE AN gl A vehdel,
Ay Qzatsl AL, 220 AEFAE G2
ANE 5% FA5FTolA AREA Asko] Hzn

A oA T dE A viehidth,
ols) ERelME T A olulAY Holk F
Adez gl Aoz veyd.

Table 6. T-tests between residents and non-resi -

TR FAAQ oA E AAA Y AR dents.
vehgth, o)9] FFelEe F Az o]vw|A| = Residents Non-residents
EAHOE Holrt Y& ACZ vhehitel, Fadlors (=1l (=gl Ve
Environment
. . Svecial atmosphere 3.17 3.8 1.203
Table 5. ;Stlf(s)rs .between first-time and repeat Novelty 2.8 9.8 -9
: Nostalgia 347 3.5 =910
First-time  Repeat Natural attractions/scenery 3.57 3.3 -1.767
Factors Vistors ~ Visitors ~ t-value Family oriented 3.59 3.5 -.653
(=272 (=122 Opportunity for local culture 3.02 3.03 12
Environment Opportunity for knowledge 2.9 2.91 -3
Special atmosphere 3.% 3.31 A55 Behavior & Facilities
Novelty 2.8 2.91 834 Accessibility 3.78 3.63 1127
Nostalgia 3.8 352 LA Local infrastructure 3.15 3.08 -.5%
Natural attractions/scenery 3.3 3% 1% Hospitality/friendliness 3.58 3.4 -1.8%
Family criented . 3.4 3 243 Facilities for festival 2.98 2.9 054
Opportunity for local culture 2.9 32 113 Information for festival content 3,32 3.8 -2.015¢
Opportunity for knowledge 2.90 2.9 68 Information for festival schedule  3.38 302 -D.168¢
Accessibility 3.60 3.8 1.662 Public performance 2.5 2.8 -5
Local infrastructure 3.00 3% 254 Entertainment 2.8 2.8 - .41
Hospitality/friendliness 3.2 32 3.619% Exhibitions 3.17 2.8 -1.55
Facilities for festival 29 318 2800 Products
Information for festival content M 3® 0 2.80 Price levels/cost 2.1 2.69 -887
Information for festival schedule 310 341 2.673" Quality of honey-products 2% 2B -18D
F_esﬁm Interesting feSthHl 2.9 2.89 ‘.835
Public performance 20 2% 6 Experience programs a4 3 -4
Entertainment 2.18 292 L * Significant at the .05 probability level.
Exhibitions 2.9 3.15 1.383
Price levels/cost 0 2M LS TR SAY AAH SHAM AR A
Quality of honey-products 21 29 139 AR E R T A FeskA 4 Ak
Interesting festival 280 2% W 7+e] #BA| o|vlr] 2] Hrle= Table T3 o] 3
Experience programs 3.5 3.3 L1 ujxlete] FulElA] e ADFRE olulx Hr}

** Significant at the .01 probability level.
* Significant at the .05 probability level.
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Table 7. T-tests between the purchasers and non-
purchasers. of acasia-honey products.

Purchase  Non-purcha

Factors (=21 e =ip) Ve

Enviropment
Special atmosphere 34 30 e
Novelty 27 am a
Nostalgia 3.53 200 2799
Natural attractions/scenery 3.5 35 .80
Family oriented 3.63 3.42 1.898
Opportunity for local culture 3.7 2.8 3.0
Opportunity for knowledge 3.01 2.8 1.773

Behavior & Facilties '
Accessibility 37 3.6 563
Local infrastrcture 39 2% 15
Hospitality /friendiiness 348 331 L%
Facilities for festival 3.0 2.8 2.3

Information for festival content 3.2 3.0 1.58
Information for festival schedule  3.19 3.2 -.088
Festival P

Public performance 2.2 2.87 542
Entertainment 2.8 2.1 Ry
Exhibitions 3.07 .98 R
Products
Price levels/cost 2.8 259 2.006"
Quality of honey-products 2.9 2.63 2.55%"
Interesting festival 2.9 2.83 1.441
Experience programs 3.8 3.11 1.6%0

** Significant at the .01 probability level.
* Significant at the .05 probability level.
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