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Abstract

Using the developed wedding planner selection criteria scale, this study examined
whether wedding planner selection criteria differ according to consumer characteristics
such as demographic characteristics and wedding preparation behaviors. The main
survey for this study was conducted via the Internet with 295 consumers aged 20-30
living in the Seoul metropolitan area. The data collected from the survey processed
and analyzed using the statistical programs SPSS 21.0 -test. Analyzing how wedding
planner selection criteria differ according to consumers’ demographic characteristics
and wedding preparation behaviors, results shown for the wedding planner selection
criteria were all four points on average except for individual characteristics and
important sub-factors regardless of the consumers’ characteristics, and various results
were derived depending on the consumers’ characteristics. This study has various
practical implications in that it verified the difference in wedding planner selection
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911, 199590] AGBRI7L B S8kl 2000
Al S0l APAEY A3t A F43) FRta
ChPark, 2006). Tt A2 AYANY PAE oY
she] 00k TR BFYOR A A

28 e BRI 59 Fehggel Hstgel
wet $AGE F71oko] LRSS Wi Solta
i Aolth 20179 20199 FAZA FH2a
HlALe) BuAe] wEw oA B kg
Ao ARl RAGA 517370l L, A2 F) o

Aul 2 B 2H)A A A EEA 3300708
AH2 20090% % 26919} 35918 247 A5k 9]

O ™ (Consumer Counseling Center, 2019), A% At
ol 2 Z2E&EH] iy MH|A B9 AdE FolA
76%7t Aok Al AdT} HHH At R Lebkth
(Seo, 2014). 3T AFEHHY AF Auj2of gt
BERE 7]Eo] AL, A9 AANA A4 EE Al 4

IAAY FA] A7 ER fofE B vt
Eo0] Zolu1 9Ith(Baek, 2016; Kim, 2018). 0]
AL EH A9 AZA U A ATe] 7|2 gt Q]
/go] QIAEI Ql&ol wat AFEHY A7t
o gt ABAEY Feowof g A7t B]
gt AAoltt. AdEHY A& J=E JNdgt

9= Kim and Yu(2019)9] A7} glow, o]#gt
Aej&Ado] st 8RlES IANS U SA4=et T
o] Qli1, AH&A o] RESo] 117} 9] whEo] FjF= vl
Atk 23S Bol1 Qlth(Kang, 2014; Lee, 2015).
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Il. Background

1. Wedding planner selection criteria according
to customer characteristics

AFEH AHEHL2 & 671l 800z 2 |
u, Aol E31 AMH|A B, o] HEE AH|A H]
T, Mdsta F5e AHA HE, 1A4S viEste
M)A e 53 2 AElA BEQQ T AT &
Hof] lolA AP BHo] Qe 4HAEY] B9 sia
7Fs ool tiet AgEA Y oF& AlF, A9E
Y9 JEATE v =® gt AEAFT D A
2 a]lo] low, AFEH Y] Yol, o, 4E
2 F4E RAAEAY a9, ovA 9 2971 (ex.
92 29971, A" 29971, A7 £97)e
A EHUY dEs(ex. AF FlET AHee
T/gE colm|A] B A a1l 1A g 4
FAEY At 58, 1Y HIFE W ASE
Al 583 22 Faold A a1, Ao R
A Al A%k F8olu AFol gl HE, ABE
Y £2l9] A FasHA] b= AnlA "R £F
§ u] 29 8’0l IUrkKim & Yu, 2019). E
3 QI BAA B 4% 2] Zoldt gl
i3t 71820 EAO R WRRAL ARBIFRAL QER
AR SolM F2 ARGHE, 4, Yol, A, &5,
g, AFA 50| of7]o] ZE=H|(Yang, 2004), £
AP IRt Q19 A £/ ol&sto] 7+ HiE 2%
off thet /Nl 1 FA B8 REE AHEA
ot 2Hd, A9EH Y] 2L T FF 542
AFEAH AL 8 77 (Korea Wedding & party
planner association [KWPPA], 2018)7} Z& H|-& 4
B 5 &R QIA(Kim, 2013y HIFoR ZEAYE
9= 42, AYSige) WA % % APE
P 01§12k AGBedol et v g BeIAR 4
Bsiet.

AP S AHA|20] BAE Pubdel P
g 2PLEA(KWPPA, 2018)2F Kim and Yu(2018)
9] ¢ 9 Kim and Yu(2019)9] d1E Egz A%
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£ "ol2Y HHE A4 TEVANY BdAE 71
sto] AAstqint. o|e} Zo] dAE Y9 EHY UF
AH| A% (Table 1)3} Zth.

olsh o] B ATAAE AYBAY MEy A
L5 &Eote] MR EE A QAT B
7 P EHULY] AL FH] P5 EH0RE FESH
o, AgPATE EE dAE YISy Au]

& Ige AAstact.

2. Willingness to pay

B]-& 2| &2 A WPT: willingness to pay)3t oJH A
£ 9 AHIAE 5P Soke] At 2 A
o AEYA E= AEYAE LTHCho, Choe, &
Kim, 2013; Zeithaml, 1988). YHtA 0 & 4H|=}9] &
FEEL AvA e AR FYLIA o)
A ARESG YUY AEsE2 AFoIY Ar|29
7HAT} AB|AR] o ite] Qs AP E, A4
< AFoly Arl2o] tigh 1] AdozRE 7]l
ok B ALY Akl A 7 dSshs
FAEIY AYAHAE FARCEN BETHIE
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L B4 9AEoY dAuIL0] e 44t
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2004). AHAH| A0] FASH v A EAF A= A
3 Ao B3 =5 (Cha, 2015; Cho et al., 2013)3}
Lo ABA 7HAAH (Ko & Park, 2001)°] #RF A
7b Ak ol= gt Hl-G A E oAb BIE HAS AH|R
o] 99 4F 4 AZEHAY AR Afu| 20 dsh 3
AARl 74 wEet ofye}, A&l o] g E
QJu]stal(Kim & Yeo, 2015), o]of High Ao 9|
IAH 85 AT 5 Uk o]eh o] 4H[AY
HI-EA oA AP EH Y AHIAZE AR 9S4
Hlgo] A9 =& AMHATE= FE AR5,
HIZ7E A He AEA, A 28-S wdste,
AGEH Y Au| A S8} L8H7IY] TARA
F&5tA A8d 5 e AR E = AtHKim &
Yeo, 2015). YHtxog An|Ro] A EJAHWPT)E
Z745l= WL Contingent Valuation Method(CVM)
7} F& AFEEE CVMES 2H[REY] 885 740
2 FE3}= 2% AFE (secondary data)ol] o]&3}HA] ¢k
I ABRREE 54 St A2 g AH =

1= 7S Y ARG AHRE B9 24U

B>

N

£ ool 548 A BT £ EE
4 wstol] 2 AEelAt wsk o] F2 AMgHEr}

(Baek & Song, 2004). WTP 242 A%} 71A0] &4
SHA Y A A7HRE EAIsE #389
Astell gt &E& - 7HA Bt 7 A9t
oz ARZrEo] £kOom(Cho et al., 2013), AZAIF
oA AF7HA= SAISHA td AEEAH 2 A4
Au|2o] gt 287HAE Brtel] flste] & A+
M= ASEAAS GAE AFA |20 it WTP
£ 247 7 SERECVM) 9 sl igd 4

B2 Ssto] AT,

. Methods

1. Research questions

H 4= Kim and Yu(2019)9] A+1E 53519 7
e PEgY HusH Ase BEI] 2ug
=40 e YPBHY M54 Holg BY3tT
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<Table 1> Steps and detail tasks of personal service by wedding planner

Steps Detail tasks of personal service by wedding planners
Step 1 customized consultation
(D Spend more than two hours for consultation
@ Provide general explanation on wedding preparation
(3 Provide information about wedding preparation
Step 1 @ Suggest wedding style suitable for the customer
(5) Introduce businesses
(6 Write out wedding preparation schedule
(@ Question & answer
Inform customer about wedding service guarantee system
(@ Inform in advance about ways to solve complaints when problems occur
Step 1 customized consultation + step 2 basic service provided by wedding planner
(D Consistently provide wedding preparation information (provide information and resources, q&a)
(2 Make reservations on behalf of the customer and introduce businesses
Step 2 (® Manage overall schedule
@ Offer incentives for wedding preparation (discounts, promotional gifts, etc.)
® Solve complaints (provide reasonable solutions to the demands of the customer when conflict
arise between the customer and businesses including complaints about the wedding planner)
Step 1 customized consultation + step 2 basic service provided by wedding planner + step 3
accompanying the customer and providing information during wedding preparation (accompanying the
customer at least 4 times)
(D Continuously suggest wedding style and manage the wedding preparation schedule
(@ When selecting venue for wedding ceremony and reception
Step 3 (3) When touring wedding shops
® When choosing wedding dress for photo session
(® When purchasing products for marriage such as ceremonial dress, hanbok, wedding presents, etc.
(6 When taking wedding pictures
(@ When choosing the wedding dress for the main ceremony
Total personal service: step 1 customized consultation + step 2 basic service + step 3 accompanying
customer during wedding preparations + step 4 accompanying customer to the wedding venue on the
Step 4 day of the wedding
(@D Accompany the customer to the wedding venue on the day of the wedding (based on wedding
venue in and around seoul: from make-up shop until the end of the wedding)
Adapted from Korea Wedding & Party Planner Association. (2018). http://www.dreamwed.co.kr
1-1. IF- SAF B4 we AdEdy AuE4 Zolg FohEt.
o] #olZ oprt. 2. Au)ap 4] T2 YPBHY Aula uleo] A
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2. Data collection and analysis method

287 B0 mE gPEd AdEdae) 48
I} AEQJAL 9 AEJAFAS &6t fisto], A9
S AesA s APAF2 Kim and Yu(2019)
o] A Welg ALgatlon, v APEad A
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A THCha, 2015; Cho et al., 2013). 20t]<} 30t
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3. General characteristics of the sample

SEAY AT FAA EAL ool 20470 ®
69.2%, B/do] 9102 30.8%°]™, AH-L 20t)7}
41%, 30T 59%= FAME QI o] 71 HlEr}
=2 4E A77] A9 25~3441= AA SEAY
74.6%% AR5ttt SHAY] S EE = 15w
=4 olsk= 2%, HehAR) I A2 1%, et (d
BEAL 65.4%, ek A2 10.8%, tetd &4
o2 20.7%=E et &Y SFA 7 7P B3t
om, A dBEd A5 2005 ¢ o]44~300%F
A u|gto] 36.3%E 7P Wokth oo & 2005 ¥
u|gto] 28.1%, 3005t Y o]Ak~4009t Y w|gto] 20.3%,
4005F 9~5009F U mgko] 7.5%, 5009k Y oAk
7.8%= YETE SEAS] AFAE A& 66.1%, 2
AAA 29.5%, A71A G 4.4%= vt ggoz

p
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SHEHAY AYEEE AuEy g - AR - T
37.6%, A - AEZ] 24.7%, ZE]WA] 13.9%, -
28 9.2%, AA - 71% - W] 47%, AYY 34%, TS
2.4%, AHAZ] 2.0%, 71EF 03% 2202 UERT o]
A, Haof gt QI BAA E/4J2 (Table 2)2F At

IV. Results and Discussion

1. Characteristics of the respondents’ wedding

preparation behaviors

SYAEY 282U FF BHL 2AY e
gt 2k AT E A 28 PRAS PR 2

Hy A4 24 ARYETL 40%2 7P =9koo 2
4 APEHEE 329%, AdSHUE 193%, 715
AR = 7.1%, 4%, dE, &, dd 5 o A
A= 0.7%E Yetgth A9EHHE Bot] 2&
HE 3 A9 EHHE oE HAEE &0t we
ZAAA| &It A, A7 33.9%, AIEH AT A
Ql, 7FER1 Aol sigote E2 A= I9EHdrt
31.5%, A 20.3%, A3 8.5%, Q19| AE4]
HHE 52 48 34 A AR R v Ao
5.8%= UEGTH E3 28 £H] 7|7 B¢t 99 E
& 7)ol Hdsitta AFzels Sl4= 3~53]
7} 732%2 718 Wk, 63] o)A 14.9%, 1~23]=
11.9%= Yetyth Y3E&HHet vig o 133 A4
skl Azl Wt AR 1~2A17F BIREo] 68.5%
2 7P E9kom, 2-3A17k 16.3% 1AIZF w|gh
13.9%, 3~4A17HS 1%, 4A17F o]AE 0.3%0] 1R T}
AT &H] 71 T FAT A9 EY o877k 370
4 ol 671 wlRt 49.5%, 371 1wk 41.7%, 671Y
ol o7l T2 7.8%, 9714 ol4 127)¢Y vk
1%= ettt A9Ev e A8 Au| Ao thgt A]
EYAE Batdl 3465 7|0 R BFHHT =2 151
B2 AEAL I HHoR, HHETE F2 14472
AEOA A Jtow B/t ol SEAEY
AL 4] g5 E4o]| et -8 (Table 3)7} At}

MN @ wE U

2. Wedding planner selection criteria according
to customer characteristics

1) Importance of wedding planner selection criteria
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<Table 2> Demographics statistics of respondents

Demographics n %
Male 91 30.8
Gender

Female 204 69.2

Under 24 17 5.8

25~29 104 35.2

Age

30~34 116 393

Over 35 58 19.7

Seoul 195 66.1

Residence distribution Gyeonggi-do 13 4.4

In-cheon 87 29.5

High school graduate or less 6 2

Attending college 3 1.1

Education Under graduate degree 193 65.4

A graduate student 32 10.8

Graduate degree or more 61 20.7

Under 2,000,000 83 28.1

2,000,000~ less than 3,000,000 107 36.3

A(Vlz;a\i‘;nﬁ(t’ge 3,000,000~ less than 4,000,000 60 203

4,000,000~ less than 5,000,000 22 7.5

Over 5,000,000 23 7.8

Sales / office management/office worker 111 37.6

Professional/researcher 73 24.7

Freelancer 41 13.9

Student 27 9.2

Production /technical 14 4.7

Occupations

Self-employed 10 34

Education 7 2.4

Service 6 2.0

Not employed 5 1.7

Other 1 0.3

Total 295 100.0
SEAEY A9EHY AdL4Y] FREE gof Rt e & 7 A SEAES d9Edy A
H7] §fof g2 AbEste] AR Ued 2 449 6714 271 FolA FEAS 2 EARE L
7= (Table 4)9} Zth. & Fat 4.622 71 S5 A46iglor, =
AFEAH AEEH49] Bt AAEH A A o= ol AFRRI4.54), AMB|AHE=R1(4.51),
efstale B 450] ol BE 2912 a5t A H] F 2391 2R1(4.43), ov]A] & s aRl4.01)

|
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<Table 3> Respondents’

wedding preparation behaviors

41

Content Frequency (n) Percentage (%)
Wedding planner 57 19.3
Internet search and community 118 40
ROI.HC of a(.:qulrmgA ma Family and relatives 21 7.1
information during
wedding preparation Friends and colleagues 97 32.9
Related businesses such as wedding venues,
. . . 2 0.7
jewelry shops, wedding products and gifts vendors
Through the introduction of another person 100 33.9
Wedding planner is an acquaintance 93 31.5
Route of meeting .
2 .
wedding planner Wedding expo > 85
Search 60 20.3
Indirect experience 17 5.8
Use period £ 3 months 123 41.7
Appropriate use period
of wedding planner 3 months < use period £ 6 months 146 49.5
service during wedding 6 months < use period Z 9 months 23 7.8
preparation
9 months < use period £ 12 months 3 1
Number of meetings 1~2 meetings 35 19
with wedding planner 3~5 meetings 216 73.2
during wedding
preparation period 6 and more meetings 44 14.9
Time £ 1 hour 41 13.9
. 1 hour < time £ 2 hours 202 68.5
Time spent (on average)
with wedding planner 2 hours < time £ 3 hours 48 16.3
" .
pet meeting session 3 hours < time £ 4 hours 3 1
4 hours < time 1 0.3
Willingness to pay for Group with low willingness to pay 144 48.8
wedding planner service Group with high willingness to pay 151 51.2
Total 295 100.0
<Table 4> Mean and standard deviation of wedding planner selection criteria
Provision of . .
. . Curation . . Non- Image and Individual
information and Service attitude . . . . .
. competence coercive behavior| consulting skill | characteristics
problem-solving
M 4.62 4.54 451 443 4.01 2.41
SD +.543 +.694 +.573 +.715 +.833 +1.038
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Al 4o] Aol g gelsiglon 1 A3, 17 7
2) Comparison of wedding planner selection criteria Z = A=

]_

|

according to demographic characteristics Ao
B Aol AE o 54 S0l BE dgsy 4

U A"y ol2 BRI Sstel SURE rest  E

<Table 5> Difference in selection criteria according to demographic characteristics

Selection criteria Provision of
factor Service information Individual Image and Curation Non-coercive
attitude and problem- | characteristics |consulting skill| competence behavior
solving
M M M M M M
Demographics(N) SD SD SD SD SD SD
Male 4.51 4.61 2.46 4.07 4.37 4.41
(n=91) £690 +.644 +1.14 +880 £941 +780
Gender Female 451 4.62 2.38+ 3.98 4.62 443
(n=204) £515 +493 1990 £813 +534 +685
t-value -046 -015 575 817 -2.358" -281
20s 4.54 4.66 2.38 4.05 4.61 4.44
(n=104) £539 +484 +1.09 +£.848 +£608 +714
Age 30s 4.49 4.59 2.42 3.98 4.50 442
(n=191) £592 +£572 +1.00 £827 £735 +716
t-value 682 1.039 -350 22 1.273 209
Seoul 4.49 4.62 2.29 3.92 4.54 439
(n=195) +£574 +537 +1.02 £869 £713 +£743
dRets?;‘ert‘_ce Metropolitan arca 4.54 4.61 2.64 4.17 455 4.50
1stbutiont - ,—100) +572 +557 £1.02 £736 +£658 +.653
t-value -.700 254 -2.793" -2.586" -.163 -1.283
5 OIZ)?)S(S)Oglanon 453 4.63 237 401 456 4.42
AUREIY W +521 +511 +1.06 +.848 +690 +728
Income (n=190)
(KR‘;’/ 3,000,000 won 447 459 2.46 3.99 451 4.44
month) or more +.657 +598 +.989 +810 +703 +693
(n=105)
t-value 858 613 -.694 228 491 -305
Grﬁi‘:{fiig(’m 4.49 461 2.40 401 454 4.40
£562 +£535 +1.04 £792 £690 +£741
(n=202)
Education ;
average radAJ;etZd;Zﬁool 455 4.64 2.42 4.00 454 4.47
& £597 £563 +1.03 £922 £705 +£654
(n=93)
t-value 844 -459 -183 067 046 -782

* p<05, 7 p<0l
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29, Feol4 o 29, AFER adl o= 1}
Ehtom, 4L AuAE % FANE e
Felold I 291, AulA BE 29, ¥l FaBs
29, olulx % Awse 29, AAEH 89l £O
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=] =] §_ 7:1_,,]- 1:]-]_-_ o]o]- S o]/g-_q] 9}
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= Uergon, Q454 291g Agsln Bl ©
5 43 olgoz et
Aol W ey o] B4 Aw, Feold

Aok @ Qlo|ARt BAHOR 25t o]z} vehto
B, oA 40l 4E GO o7k Liehb] 99k
thTable 5). SAHOR GOt Aol hehta] &
grout M= 29lwt ojulx] R P 8IS
AYstile BE 804 ool FdET Batgtol
=T AHA B 9212 dAT o] Hitol
4512 ol= AEo] TARlel BF7F a5 A2
Ste 890 = AT 5= ok AHEY 207 ofn
A 8 AEeE 2ANAT FAdol o dEY Fagtk
o] =91, o]& ZAZ 9gAF oz Tddt & Y=
oAU Adsd, £ & & e AZEAHAIY

Nge F o a3 AT AL & 5 Uk
3

Feold e RS YA B 437, oA B
#F 4625 WAETh o7} FEold JF 910 B
Fol & A ek, ool o] He&A4S H F4
Aste Aoz vehgth Aua SeHEA U

ERRC EEC BT ERE SENE EECE R
geds, Agslolrolagelen s AgoldE
AES Folo] AUT 4 ey, of HEL A% 9
22 Qo] Zstol, YARTH oj4o] g Aet
3} 919 4Eo] 494 Bl WY EAS X 5

AUTHKim & Yu, 2018).
AFA] wE A9E
I, AR5 8 ojnjA] 9 AesE 9094 §
AF oz [ Zol7t YERgen], 4ma] &40
© T Aol YERA] ek QtTh(Table 5). ©] &
5ol distol A&t = AH9| PFg vt
A}, £l A9 AFAFEC] o]#g 81l B J
Fe U Ao YEhgh
¥o1 253 3, dgo] ©E AdE&y Aol

g Hesy Ho] B4 2

;fs
mnm

S
4

=

A5t ou, SAACE [Ogh Aol= U
EbA] 9oFtH(Table 5). EAFO g 895k ol
Ao JIHEA 80S AYsties ZE 8219
o] 44 oo E A YEY AdEHY A%
4L AT BAA Aol dHglo] BF Fa5HA 1L
2ol $AUS & A+ 2HE B I 5= %
T}(Table 5).
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M
1
o
m)~

3) Wedding planner selection criteria according to
characteristics of wedding preparation behaviors

B dToiE ggRte] 2T 9] #5549
HYES A2, dPsAvele) vy 2ot v 94,
1319 WhAIRE S 08717 AFEeuio]
e 18X AL Hzo] U PBHY A5
o Ao Belaty] Isto] SYHE rtestS A3
Aok I Ay}, JEEE 2o vlE AE QA4
T Folgt Zol7t A= A= YEHHETH(Table 6). 74
HIE F=2d nE 9=y AuE4Y Rols
SRITH Ay}, JHEES enEel F=ll A3E
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<Table 6> Difference in selection criteria according to demographic characteristics

Selection criteria

Provision of

factor Service information Individual | Image and | Curation |Non-coercive
. and .. . . .
attitude characteristics | consulting skill| competence | behavior
problem-
solving
Weddingpreparation M M M M M M
behavior(N) SD SD SD SD SD SD
Online 4.40 458 241 3.91 452 433
Route of (n=118) +.650 +.621 +1.00 +.877 £651 +.774
information Offline 4.58 4.65 2.40 4.07 4.56 4.49
acquisition (n=177) +.505 +.484 +1.06 +.799 +.722 +.666
t-value -2.484" -1.061 069 -1.600 -.496 -1.971
Introduction, acquaintance 4.50 4.59 2.38 3.97 4.56 4.40
Route of (n=193) +576 +557 +1.03 +.841 +690 +736
me;;‘,“g Voluntary search 452 4.68 245 4.08 4.50 447
wedding (n=102) +570 +514 +1.04 +817 +703 +.674
planner
t-value -318 -1.326 -569 -1.096 646 -.699
No more than 5 times 4.50 4.62 2.39 4.01 451 441
(n=251) +.595 +.563 +1.04 +.851 +.689 +.747
Num‘:?r f["6 times or more 456 4.60 2.50 3.97 471 452
meetings (n=44) +431 +419 +1.03 +731 +701 +527
t-value -613 208 -.674 283 -1.769 -927
Less than 2 hours 4.52 4.64 2.38 4.00 451 4.45
(n=243) +.582 +535 +1.04 +.838 +617 +709
T‘met_per 2 hours or longer 4.45 451 2.53 4.05 4.67 433
meeting (n=52) +530 +571 +.997 +.820 +.629 +.739
t-value 274 1.476 -.657 -1.669 -1.043 999
Less than 3 months 4.52 4.67 2.36 391 4.49 4.47
(n=123) +575 +527 +1.08 +.886 +.774 +.699
Use period| 3 months or longer 4.50 4.58 2.44 4.07 4.58 4.39
(n=172) +573 +.552 +1.00 +.789 +.629 +£725
t-value 274 1.476 -.657 -1.669 -1.043 999
(.}ﬁflfpng:;tﬁolov;’ 4.44 4.56 2.29 3.87 448 441
witing pay +.624 +.627 +1.00 +.862 +727 +.768
(n=144)
Willingness - .
fo pay Gﬂrl‘i’l‘llpnwnht h‘g: 458 467 251 4.14 4.60 444
witinghess 1o pay +.513 +.444 +1.06 +.786 +.657 +.662
(n=151)
t-value -2.126" -1.735 -1.809 -2.821" -1.529 -324

* p<05, 7 p<0l
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ARl FEAE L A2 27, ol AT
22l AHlA = 21l v Zade] 8<l, ojujA] ¢
JEeE 22, JHSA 29 &2 UEYh

TS AZEHS 159 ARl APEH
e Aol 4 23, 2413wkl SEA = A
HAEE 2903 FEAE B EA51E 82, ¥ Fa
B9 209 Btol ke, 247 ol SEAE
AHEA 29, omA] 9 s 82l ol
A 21| Hato] &7 Ul o871kl w
ABEAN AESg Aol 4 2, 3704 migt
oz A AY9EHNYE ol&sh= SEHAES HEA
& % 2A 312 2], AulA " 1), FEeld o
F 28]l v Zage 27, ojujA % FEsd 89,
AHEA 27 o= Yegoy, 37jd ofer
v 47 AdEHAE ol8stele SEAES 4
BHAE % 2ASE 58 ol IF 811 AH
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4) Willingness to pay for wedding planner service

according to customer characteristics

(1) Willingness to pay for wedding planner service
according to demographic characteristics

AFEA;H Au| o] gt 4H|RFo] Bl-GAEOJA;
£ ofshy] #fsto] A AFEA 7 AlFokaL A
© AHAH| A et BlEA &AL F79F HIE A&
Aol YIS WA= 89S US| fsto] 4]
Apo] QI SAA 54 AL FH] Y5 540 wt
Aol 7t Ueh=A15 EAI5tAtH(Table 7).

AT A 4 HE HEAEA] Aol
gRlsty] flote] SHEE rtests SR 1 4
I, AT FAA 54 T Agel wEt Fo7t Zpol 7t
U= Aow YehgoH, 30t k= 20t ol A
AL EAqH AfB| 2o AEJATE 2 A o= YER
THTable 7). o]2|3t A= AL FH]o thsto] 74
B¥o] AdiAor A2 207t &Y AH| 20|
tiste] 7]Hizdo] &L, o]t AuH| Ao Histo] A&
S 7HA7F wohal AR siA g o Qloh

SAACE Fou|gt Aol 7t UEtAl= FUAITE
a5l ¥ Hdo] 03] &AM Ftol £ H
=7 Uehd #(Table 7)o i 2&5 & off ®
&o] gol &1 AZEH AT BAAR] 2E EHE

—_

=
Sfol E2e % 4 ks ANL WO H8e 7
SoteletE APERUI ) QM AS o] §ok A
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(2) Willingness to pay for wedding planner service
according to wedding preparation behaviors

SEAY] AT &H] Pl FEYS A=, d9E
Aokl whd Bz} v S, 137 AR, 4l
FEHY o877t IE AFEAH IS AAAH| A
o et vl &AL HolS Eelsty] Yste] £
FE rtests AASIT I AW, JHES F=9}
A EAY o]-&71%tol wh=t {7t Zpol7t A= A
o2 UERGTH(Table 8).

HEIE HFRo|A= AHIA HE QRlox
o= FOgt Apo|7t et 2 ZEelE 53
HE 53 AlgEo] 2QlolA FEE 5% A
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=
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<Table 7> Difference in willingness to pay for wedding planner service according to demographic characteristics

Difference of willingness to pay M t-value
Demographics(N) =
Male (n=91) iliﬁz
Gender 548 o
Female (n=204) +1 600
20s (n=104) i136461§
rue 3 = 2.144"
305 (n=191) +986
3.45
Seoul (n=195) +.990

Residence distribution - .031

4
Metropolitan Area (n=100) +1 3053

Less than 3,000,000 won (n=190) :égi

Income (/month) 932

3,000,000 won or more (n=105) 113622
. . 3.44
Graduated from university (#=202) L 082
Education average 3 % - .595
Attending graduate school (n=93) 1] 680

* p<05

<Table 8> Difference in willingness to pay for wedding planner service according to wedding preparation behaviors

Difference of willingness to pay M r-value
Wedding preparation behavior(V) SD
3.31
li =11
Route of Online (=118) +1.043 100"
infi ti isiti . .
information acquisition Offline (n=177) i39§?
. . 3.52
Introduction, acquaintance (n=193)
Route of =991 1377
ti ddi 1 . '

frecting wedding plantier Voluntary search (n=102) N 13022
No more than 5 times (n=251) :9'32

Number of meetings 3 o3 -1.548
6 times or more (n=44) 11 69 s
4
Less than 2 hours (n=243) :t3992

Time per meeting '35 2 - .580
2 hours or longer (n=52) 4] 0'93
Less than 3 months (n=123) il%ﬁ

Use period 363 -3.459™
3 months or longer (n=172) N 9 7

T p<05, 7 p<0l1
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5) Amount willing to pay for wedding planner
service according to customer characteristics

£ AT HPATE vgos 3Lz

2 ISR ARA R 2] GAS Hstol
(Table 1), 7t BA0] ABoIAFAE A 7]U5HE
= SlYHKim & Yu, 2018). A=A s 7]
SEAS NS HAaFoAn HopFAe A9sha
BFS 29T AT 3 AR Al et AR
N o] HHgh 393,4069, = WA DA et Bk
< 589,576, Al WA DAOf et Bt 745,813
A, dl WA A et B 1,014,62790 =2
Uebgth £ A=Al tiste] 7 Sl
T7t 2 95 292 A WA &4 100,0009, F
A A= 300,0009, Al HA A= 400,0009,
Yl WA SAl= 500,00080 2 Lebgth gAE Q1F
Au]2o] gt A EJARF AL (Table 9)9F Tt

& Ao s AEYAF T dfste] AR 7}
Z] =7 (contingent valuation method)?] LX-Q1 7}
W AEAE B5to] SEIES shl=dl, o] W
2 25 7HA] S4E flste] gt o g 7 wol

AHA, AFBA ] Sl o] AAAS

)
o, M

- A

47

ok

AE7Hs At o] Fojurt e Aoz das.
3 olf 2AY b 2wl AL datAekt
e aulate] ABelie] B G it @
AR AT Wiolol 4 Yura oz el
AL B Aol gov], Avixel A
23 94 % 2ol 2 Aol Hol A4 ABuct
ASE AR} U B ek & 9] wgolt
(Choi, 2004).

EG A Aulxo] iR A= oAFAe] I
2 uAE SEAY AT BAH S4E Sls] 9
fo] BAZZIHLS o|§ole] FHEE rtestS A

51

=

ot

stk 1 A3 5 AR A Aulze] distel
2ol wel §ogk vt ekdth(Table 10). F ¥
A A A G9EAITL AT 5 s A
71249 QA E AT & 4 Qe ol st A
2] Tisto] Tshl st o]4fo] wake
S AElzo] dhstel Zleizo] Erha A
2 glom, AZH AT 2 BA WA B AUA
Zo] ¥ rhn AT 4 Utk SHelo] ¥24F A
o4 A9t AEAY 8ol e, Lok Fuo]
AT 24 BRelA) BA A A AesiA s
4 Hlep] ggolet 953 4 9tk

EG 2T 24 P50 B2 ABIAFARES

B restS Eolo] B AT}, FA0R AR ¥
ete] 15]g g Alzke] et
o AgojxFalo] hste] foit
S o} exelelo] FuE Ak 4
e} 159 WAzl 247k o]4k
gkl A WA WA, AR A, Al BA BA)
QA2 Tt Ao iEelo] A Lrehgth
(Table 11).

WA s Al st AEelAl 2o
o] Zjolo] e ANOVAS} AFAZ
testS A1 A3 G015 Xjol7h Lkt Table 12).
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<Table 9> Amount willing to pay for each step of wedding planner personal service (N=295)
Step 1 Step 2 Step 3 Step 4
Mean (won) 393,406 589,576 745,813 1,014,627
Median (won) 100,000 300,000 400,000 500,000
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<Table 10> Difference in amount willing to pay for wedding planner service according to demographic characteristics

(Unit: won)
Difference of willingness to pay
Step 1 Step 2 Step 3 Step 4
Demographics (V)
Male (=91) 456,703 624,066 804,835 1,327,362
Gender Female (1=204) 365,171 574,191 719,485 875,122
t-value 1.135 513 768 1.785
20s (n=104) 476,058 710,433 819,375 931,202
Age 30s (n=191) 348,403 523,769 705,759 1,060,052
t-value 1.641 1.999 1.059 -523
Seoul (n=195) 398,743 608,615 793,589 1,142,871
Residence Metropolitan area (7=100) | 383,000 552,450 652,650 764,550
distribution
t-value 200 592 1303 1.528
Less th
ess than 3,000,000 won 404,394 614,447 777,815 1,108,079
(n=190)
Income
(KRW/month) 3’000’00273‘(’;)“ more 373,524 544,571 687,905 845,524
t-value 396 746 839 1.071
Graduated from university | 550 ¢ 517,747 696,955 1,029,331
(n=202)
Education
Att i t hool
average ending (fgd;‘)“ sehoo 468,602 745,591 851,935 982,688
t-value -1371 -2.193" -1.407 184
" p<.05
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<Table 11> Difference in amount willing to pay for wedding planner service according to wedding preparation

behaviors
(Unit: won)
Wedding planning service
by step
Wedding preparation Step 1 Step 2 Step 3 Step 4
behavior (N)
Online (n=118) 301,652 434,746 594,830 800,000
Route of
information Offline (n=177) 454,576 692,796 846,469 1,157,712
acquisition -value 2.142° 3.125" 2,638 ~1.495
Introduction, acquaintance
430,829 633,912 792,357 1,079,715
(n=193)
Route of meeting Voluntary search
wedding planner Y 322,598 505,686 657,745 891,470
(n=102)
t-value 1.383 1.362 1.250 762
No more than 5 times | 3, o) 557,271 712,012 906,713
(n=251)
Number of 6 times or more
meetings 542,500 773,863 938,636 1,630,227
(n=44)
t-value -1.680 -1.727 -1.578 -2.209
Less than 2 hours 342,201 531,420 657,304 827,140
(n=243)
Time per meeting 2 hours or longer
632,692 861,346 1,159,423 1,890,769
(n=52)
t-value -2.241° -2.320° -2.817" -3.517
Less than 3 months 370,325 621,951 723,983 859,349
(n=123)
Use period 3 months or longer 409,913 566,424 761,424 1,125,668
(n=172)
t-value -.523 .610 -.359 -1.118
T p<05, T p<0l
<Table 12> Difference in amount willing to pay for each step of wedding planning service (Unit: won)
Wedding planning service by step
(N=295) Step 1 Step 2 Step 3 Step 4 F-value
M 393,406 589,576 745,813 1,014,627
SD +640,257 +770,059 +880,768 +2,017,329 13.887"**
Duncan test C B B A

*

™ p<.000

Different alphabets are used to indicate groups showing significant

= 195 -
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