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Abstract This paper is a study on city brand development which is increasingly interested as a means to enhance
the attractiveness of the city. the previous research, the design of city brand identity was an application from the
internal stakeholder's point of view related to the metropolitan government. However, in the present study, we tried
to take a external approach that perceptions and designs city brands from the related to the consumer. For the
purpose of research, based on previous studies, we extracted three images of leading, stable and amusing city brand
images and prepared three scenarios for the imaginary city as experimental stimuli. The results showed that the
overall city brand attitude, residence intention, and tourism intention to the imaginary city were significantly different
according to the leading, stability and amusement brand image. According to the results of this study, it is necessary
to continuously effort the development of city brand image which is perceived by consumers in order to differentiate
city.
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Table 1. A study on the measurement of city brand image

Researchers cities Dimensions ltems
Leading Innovative, enterprising, dynamic
Incheon, Busan, |~ Eyitement Humorous, passionate, energetic
Moon&Lee Daegu, — - —
’ Sophistication Luxurious, sophisticated, graceful
[171 Dagjeon, Ulsan, — - — —
Gwangiu Tradition Conservative, traditional, authoritative
Peacefulness Pure, peaceful
Innovativeness International, future—oriented, innovative, creative, leading
Kim&Kim Peacefulness Comfortable, relaxed, orderly
7 Jeju Sophistication Sophisticated, luxurious, graceful, confident
Confidence Honest, wholesome, prudent, creditable
Dynamics Young, trendy, modern
Seoul, New Leading Future-oriented, economical, active, cutting-edge, leading, dynamic
York, Beijing, Sophisticated Romantic, luxurious, trustworthy, sophisticated, classy, flexible
Oh(3] ™ - — —
Sydney, Tokyo, | Traditional Conservative, authoritative, mystical, innocent
Paris Active Strong, mature, progressive
Yoo, Hwang & Vivid Leading, successful, energetic, challenging, technical, pioneering, masculine, fashionable,
Lee Seoul, Jeonju adventurous, rough
[5] Stable Healthy, friendly, trustworthy, relaxed, family oriented, naturally, sincerely
Stability Healthy,, trustworthy, naturally, sincerely, family oriented, friendly
Dynamics Modern, challenging, Leading, rough
Lee&Park Andon Warmth Sociable, friendly, generous, kindly
[8] o Amusement Fun, adventurous, enchanting
Sophistication Feminine, soft
Traditionality Authoritative, masculine
Competence Innovative, international, future-oriented, creative, leadership
Sincerity Reliable, honest, wholesome, constructive, thoughtful
Hwang&Song ; - - -
6 Seoul Dynamics Fashionable, young, modern, unique, vibrant
Sophistication Luxurious, sophisticated, classy, attractive, confident
Excitement Pure, relaxed, comfortable, orderly
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Table 2. Characteristics of sample C$8)de mABAS|uAZ ARUH oA v
Variables Freguency(n) Ratio(%) Aol PR 2 7FXE 7Hd 4 9A 2 Aot v
Gender Male 219 67.4
Female 106 326 _ _ _
10's 3 9 Table 3. Consumer behavior by city brand image
20's ll 218
Age 30s 151 465 N Means SD Fvalie
40's A% 289 Leading
More than 50 6 18 image 197 492 | 14n
Leading 137 22 Attitude Stable .
City Image | Stable o 289 toward oty | image % | 536 | 1376 | 3972
Amusing A 289 Amusing
Qyeonggi-co 47 145 image A 5415 1.359
Gangwon-do 7 22 "
Jedlarando 3 9 ﬁ:gg‘g 137 | 4405 | 1585
Qyeongsangouk—do 2 6 )
|
Geongsangramo 155 477 Residence | Stable o | 5271 | 1499 | 8505
: Intention image
Jeju 4 12 -
Settlement Seoul 49 15.1 Amusmg 94 4793 1.615
Busan 36 1.1 Image
Incheon 5 15 Leading 137 | 438 | 1605
Daejeon 10 3.1 Image
Ulsan 1 3 Tourl;m Stable wu 5304 1291 0061
Daegu 5 1.5 Intention image
Gwangju 1 3 Amusing
Total 5 100%) image | 5910 | 11

" p<01, " p<05



>
] =
e %
oo
>
LAY
% flt N

NN =
i VR
oﬂ,gﬂd&i
=0
o X2
A
) o

X ol
33w
(g ore @
Bz 2
z e T
2L st
BFJ O&C‘Z;
fo O m =
o > 2 K

32
rlr
e
rJ
5
o
=y
>
X
el
ko
olr
o
kel
e
g T
-
rlr
rlr 1

I R -
> T
[LAEOR

=)
~
r%i—ﬂl;‘.:ow
i
(o3

>
By
o,
o
1>
K
Og{:‘
offt
il
>
&
f

REFERENCES

[1] J. G. Kwon & W. S. Choe. (2012). An Empirical Study
on Effective Factor of City Brand Identity Formation by
City Image Type. Journal of Brand Design Association
of Korea, 10(4), 15-26.

[2] S.Y. Park. (2015). The Effects of City Brand Personality
on Attitude toward City. Journal of Social Science,
26(3), 180-194.

[3] J. Y. Oh. (2012). The Study on the Dimension of City

[10]

[11]

[12]

[13]

[14]

[15]

[16]

Brand Image and Consumers’ Behavior. The Korean
Journal of Advertising and Public Relations, 14(1),
182-217.

J. L. Nasar. (1993). The Evaluative Image of the City,
CA:Sane Publications, Inc.

C.J. Yoo, T. G. Hwang & S. H. Lee. (2008). Exploratory
Study on the Effects of City characteristics on City
Brand Personality and City Evaluation. Asia Marketing
Journdl, 10(3), 31-57.

T. K. Hwang & C. H. Song (2010). A Study of Influence
of City-Brand Elements upon City-Brand Personality.
Journal of the Korea Regional Economics, 17, 131-152.
J. H. Kim & H. G. Kim. (2010). The Impact of Culture
Resources on City Brand Personality, Relationship
Quality, and Loyalty in Tourism City. Korean Journal of
the science of Emotion & sensibility, 13(4), T41-752.
K. S. Lee & J. M. Park. (2012). The Influence of Cultural
Heritage City’'s Brand Personality on Visitor's
Satisfaction and Recommended Intention. Journal of
Tourism, 27(1), 213-230.

S. D. Cho & M. H. Kim, (2014). Do Product Types and
Brand Personalities Moderate the Relationships between
Brand-Self Congruence and Brand Attachment?. Journal
of Korean Marketing Association, 29, 1-21.

J. L. Aaker, L. S. Fournier & S. A. Brasel. (2004). When
Good Brands Do Bad. Journal of Consumer Research,
3I(1), 1-16.

M. L. Bamett, J. M. Jermier & B. A. Lafferty. (2006).
Corporate  Reputation: The Definitional Landscape.
Corporate Reputation Review, 9, 26-33.

C. B. Bhattacharya & S. Sen. (2003). Consumer—- ompany
Understanding
Consumers’ Relationships with Companies. Journal o
Marketing, 67(2), 76-83.

T. L. Christensen & S. Askegaard. (2001). Corporate
Identity and Corporate Image Revisited: A Semiotic
Perspective. European Journal o Marketing, 35(3),
292-315.

M. Omar, R. L. williams & D. Lingelbach. (2009). Global
Brand Market-Entry Strategy to Manage Corporate
Reputation. Journal of Product & Brand Management,
18(3), 177-187.

H. M. Bae. (2008). A study on the influence of corporate
social responsibility(CSR) on corporate image and
reputation. The graduate school of Chung-Ang University.
S. Y. Park. (2016). The Effects of Perceived City Brand
Personality on Attitude toward City and Residence
Intension of Cultural Tourism Festivals City. Interrational

Identification: A  Framework for



EABAECm A 143} ARl FE A7 151

Journal of Tourism and Hospitality Research, 30(3),
215-226.

[17]1 B. Moon & Y. N. Rhee. (2010). Enhancing City Brand
Attitude through Brand Personality. The Korean Journal
of Advertising and Public Relations, 12(2), 182-213.

[18] D. I Kim & H. S. Kang (2018). A Study on the Influence
of Apartment Brand Image on Occupancy Satisfaction,
Journal o the Korea Convergence Society, 9(3),
241-2417.

[19] K. H. Cho & H. S. Bae (2017). Convergence study of the
in—flight meal quality on customer satisfaction, brand
image and brand loyalty in airlines, Journal of the Korea
Convergence Society, 8(12), 317-321.

[20] J. M. Kim (2017). Study on Intention and Attitude of
Using Artificial Intelligence Technology in Healthcare,
Journal of Convergence for Information Technology,
7(4), 53-66.

—

vk 7 A (Park, Gwi Jeong) (3]

= 20100 3€ ~ EA) AU
7348t Ak

s ARk {EHE, AHAEE

* E-Mail : id1031 @gnu.ac kr

1k % 9J(Park, So Young) [43]4]
= 20179 78 ~ #A A4
At 2L AGBAATR AT
aF
cgh ok ¢ 2ElAaE, A 2}
A
* E-Mail : psyida@gnu.ac kr




