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Abstract According to industrialization and urbanization, the complex cultural space have been
developed for residents within a region. Focusing on these changes, we wanted to find out what
functions the complex cultural space have and how these functions affect the customer ‘s perceived
value and revisit intention of customers. This study have a purpose to help the local government and
the corporation who manage the complex cultural space to build operation strategy by utilizing the
function of the complex cultural space. To this end, a questionnaire was compiled based on a literature
study related to a complex cultural space, and data was collected. It was analyzed using SPSS Win Ver.
22.0 and PROCESS macro v3.4. As a result, it was found that the function of the complex cultural space
had some significant influence on customer’s perceived value and intention to revisit. and showed how
each function had a an influence on customer’s perceived value and on re-visiting intention. This study
has significance in that it can contribute to the local government and the corporations operation
strategy and management direction of the complex cultural space. And it will contribute to the study

of the complex cultural space’s macro role as e tool of regional revitalization.
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Table 1. Function of Complex Cultural Space
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division Contents
-A space for collecting and sharing works of art
Openness inherited from the past
-A space available to all members of society
-A space that provides information, facilities, and
Support : . e A
Conter expertise fqr creative activities in the region
—A space to improve the quality of culture and art
-A space that provides a cultural and social
Sociality environment for all participations
-A space for leisure activities
—A space to understand past and modern culture
Cultural A
- .. | —A space to bridge cultural gaps and
Communicati ) .
disagreements between classes and to build
on . ;
connection with each other
—Ability to find suitable activities according to the
Place of needs of the participants
Participation | —A space for sharing activities and thinking with
other participations
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Table 2. Measurement tool

# of
Variables question Sources
naires
Openness 5
Function of | Support Center 5 S. S. Lee (2012)
Complex - J. H. Lim (2013)
Cultural Sociality 5 | U H. Park 2017)
space Cultural Communication 5 J. . Min (2018)
Place of Participation 5
. ) S. J. Kang. (2017)
Customer’s Perceived Value 5 K. J. Kim, (2017)
S. C. Ryu (2017)
Revisit Intention 5 K. W. Lee (2017)
J. 1. Min (2018)
General Characteristics of Respondents 10
A ==
33 XB4Y L By

2517 Sloto] AAR EFE
3t Ado] e AFEE ALY A=l
2A =] e EAEIEAY ol 8AE R AR
ZAE AAISIT AERA: £330 AT 13
EYE 4852 5% T A754] 2A #7451
293t AEAE Naver Office o83 28117t o=

Q1E #asto] 20209 1Y€ 3YRE 2¢¥ 299717 &
AE AASE AEE SRSHIT

Z 50078 HiFst] 38 A= 2891 1015 =
nElel 2528 5 F 353%E JAECH, ASFho]
UAY BHAT 3F 31HE A3 32285 AR &
Aof] A&t

3% 279 BAAEE SPSS Win Ver. 22.0%
PROCESS macro v3.4E ©|-85t9tt. SPSSE ©]&9
of ZAFAS] Wi R 5L motelr] sl RlER
A(frequency analysis)S AAISIILL, S =12 A
A Tofstr] g B =g ASsH] Yokl 8lEA
< AABIY oM, Cronbach’s ¢ AlGE 0]83H AF
E A (reliability analysis)o& &A3¥H0] AdTWAILS 1}
Fohoict. O]‘ﬂ%k A B0 R W 7o) A5
32 =4 5t 1L, 3| HEA(regression analysis) S &
s ATFAY] M FARL AASHITE PROCESS
macro?] T W7HEE Q] Model 45 o]-&sto] 435t
a3, A¥ad, FaE AR B
944 Bootstrap 4= A8 o851l

W

>~_[O



2812512710 7|50| Y2l DIxls 3% 63

4.

Nz}

HI

4.1 ZMYe £

£ AFolA AR 322789 AEAIEE W
£/ ook floto] A, A9, AE ofF. AF A9,

A9, € B M A5, EFESEY] HE 3

A o] 8ol= WESH, EFESEHE ol8st
T 59 WEE FESI] RIEENS A4
A7l= Table 39} Zt}.
A BIME o4 (54.7% 1761%)°] EA
(45.3%; 146)Ect 2 A3 o= Aoz ZAE T
A EXAAE 304 ~40A] B1TH26.1%; 84%8), 5041
~G0A P1RH25.2%; 81%), 4041~504] WITH23%; 74
), 60| ©1%H17.2%; 357), 304 1ITH9.9%; 32%8)<
<02 yehgrt HA| ZARIA S 304 ~60A] BT
o] 70%E 3ok= ACE A A& o Bx
= 74.5%(2407)7F 7181 AR RAFE AFA
HEOAM = AT B7| 27t FH7E o|F I Y Ao
ZAHEGIE 8H BRojlAs dista £9(43.2% 139
g)ol 7t A BEEENT el EU(21.4%; 69%8),
AR E4(19.3%; 62%), 153t &% ©]5H9.9%;
321)9] &o7 yehyth

AJETO| A= AFFZ(43.2%;  139%),
(19.6%; 639), 7IeK11.2%; 36'8), F52/52(10.2%:
339), AR (8.4%; 27%), 354 2 FF713H7.5%;
248)9] &07 et

4 ¥ 7 A5 EEXE 300~4009H9 w9k
(31.7%: 1029), 500~10007Hd w|wH20.8%: 67%),
200~3009H 119H(15.2%; 49%), 400~500%tY w|gt
(14.0%; 45%), 2008+ ]9K(11.2%; 36%), 10009+
OH7.1%; 238)9] &0 et

A7t EEskETte] WwE ek 1~238(32.9%
106%8), 3~531(27.3%; 889), 6~103](22.7%: 73%8),
11~1531(11.2%; 36%8), 16~2031(5.3%; 17%), 203]
ZIH.6%; 278)9] 0= UEht

BRSBTS HE Al o] 8ohs WESTH AR
(55%:; 177%), NEIE(24.2%; 78%8), EH(19.3%; 62
1), AE(1.6%; 58)9 o2 FHa=|qr,

RS 7HS o] gshs VK QY 4 BEE 51
(45.3%; 1467), 278(39.8%; 1289), 3%8(10.6%; 34%),
498(3.1%; 109), 57 ol&(1.2%; 4%5)9] o2 ZAE]
et 1~270] 80%E A3loh= Zo& yepdth

v
N O

T
it

N
by

oo oo
o
d A

M

Al 25

Table 3. Demographic Characteristics of the Respondents

(N=322)
Classification N %
®male 146 453
Gender
@female 176 54.7
(Dunder 30 32 9.9
@30~under 40 84 26.1
Age ®40~under 50 74 23.0
@50~under 60 81 25.2
®60 & over 51 15.8
(®Dunmarried 73 22.7
Marriage status | @married 240 745
®@others 9 2.8
®Seoul 118 36.6
@Gyeonggi 146 | 453
@Gangwon 1" 3.4
Region @Chungcheong 15 4.7
(®Gyeongsang 15 4.7
®Jeolla 15 4.7
@Sejong 2 6
(Dbelow high school 32 9.9
@junior college 62 19.3
Education @university 159 49.4
(@graduate school(MS) 59 18.3
(®graduate school(PhD) 10 3.1
(Dproduction 27 8.4
(@service 63 19.6
@office work 139 | 432
Job @housewife/unemployed 33 10.2
®public services & institutions 24 7.5
®others 36 1.2
(@Dunder 2 million won 36 1.2
@2-under 3 mil won 49 15.2
Average ®@B-under 4 mil won 102 | 31.7
monthly
family income @4-under 5 mil won 45 14.0
®5-under 10 mil won 67 20.8
®over 10 million won 23 7.1
M1-2 times 106 329
@3-5 times 88 27.3
Number times | 36-10 times 73 | 227
visiting CCS per -
month ®11-15 times 36 1.2
®16-20 times 17 5.3
®more than 20 times 2 6
(Don foot 62 19.3
Main ) @car use 177 | 55.0
Ersagjp\?vrr:ztrwwon @Public transportation 78 24.2
visiting @shuttle 5 1.6
®others 0 0.0
(Dalone 146 | 453
Family @2 128 39.8
Numbers Using | &3 34 10.6
ces @4 10 | 31
®over 5 4 12

Note: CCS=Complex Cultural Space
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42 SHETO| BYY 25
st 4L 9ol AN =5 ARESto] 54
12 Sl dolv £4E drit AgstA 58
U= 7He YERE A 3#OITHH. Y. Lee, 2012). 9=
= AT Mde SR HEA7T FLsHA 5783
=715 AAs] A 8dR4S HAIsIH.
QURAE W7 T QI 1%EA THe 4
£7h 24504 ke S okt HekeA SHske
7hl <12 TR EAE 2K o 5k 5 Al
&3 WAEDE 7P ABBAL oo st WE
BT} o2 QRlof &3k | (—Ev— e ol T2 4
TEAIE 7140k ke el S SR sfof sl=d], +
A7d DRIR 8RS AAS A4S 5Y F7NdEAl
&3 519 8959 HFEHTAY WEHEFYS FEY
A5t g N EETS] e SHEA] Zeli
wEha] QQIEA] AT Al Aol £
£ Aol Fgsiolt Bgds gHEe 4 Qik & A+
A= wd B3E Est] Aol ZE HEE A
Apgstsih
23R4 YFES A5 hedEARe) A5E B
SR A% et A0 T U gho
FHO] AEAS 2745H= KMO (Kaiser-Meyer-Olkin) 3
A& AABIGIEE KMO ol .90 odeld wie- £, .80
X%Eo]tﬂ FS, 0.6 oJAtold HE (.5 o|dlo]d B4
gt & AolA] ARERE 9429 KMO #=2 0.9
]”( 940) 0 = v FEsirtar o 4= Qlon g 3o
Aol o BigSol gof A== AL LIt ot
Al HEEY] AL 8RR Agtsitiar
gk QRlEA0] AME HEQ] AU EY adE 04—‘?—
= 5ol HEE9 434 oRE TJJr—ﬁV] st
Bartlett®] @4 HHS ol&siqith. AWHAYE &
o] mE A gEel foldeR L}E’r‘%‘:ﬂ glolE 7t
LR ] Hefoirta Wit B4 23 fojgES
000092 Uefston Aieo] weigoleh A%
Ve 712519 Tk R.9RA HolEE A8
£ e Agita e 4 9ok
[RATAL HHAAZ Gt 24F 71E2
3354 0.50181 8RAFAZo] 0.501/ 2= 53]t o]
£ 483 81849 AA2XA J-FgHeigen values)©]
15t & A5 7i9] 8Qlo] &5 o] Table 40 A=
AL, QRIEHES] F AW 77.283%= YEHT
K210 &3 MiFE9] Bk 7HdEAC 82 e R
ARE-sESAT

;R_%%-%

Table 4. Factor Analysis

Factor
RI cv S ) SC PP cC

RI-4 790 .268 251 093 121 2371 112
RI-3 769|232 180 .080| .250 213|140
RI-2 741 .356 255 121 172 128 .085
RI-1 .736| .363 45 264 173 1751 162
RI-5 .652| .306 3821 .075| .090 225 133
Cv-2 251 795 .260| -.088| .064 106 .165
Cv-1 384|681 196 198 134 126 185
Cv-3 280 .666 161 082 .143 335|133
CV-5 363| .643 212 228|283 126 129
Cv-4 469|642 .287| -.004| .235 118 .030
S-5 260( 172 7341 119] 130 3151 162
S-4 241 312 .703| -.059| .250 095 .232
S-3 354 250 .700| -.026| .296 a1 183
S-2 .265| .303 683 .094| 232 251 187
0-5 .002( .071 -.045| 901 103 128 .049
0-4 165 .033 .022| .846| .075 231 .078
0-3 46| .047 .089| .800| .239 .057| 153
SC-2 078 .265 290 142|745 .066| .105
SC-1 346|133 07| 244 684 156|222
SC-4 235 130 2231 192 661 2821 212
SC-3 41 .045 188 .349| .505 391 179
PP-2 229| .04 207 1200 112 a7 104
PP-4 207|245 .076| 335 .182 731 .079
PP-3 87| 277 2321 1221 166 679 173
CC-2 A77( .066 156|297 220 262 766
CC-1 140 .266 270 140 179 126 757
CC-3 771 313 335 -.065| .405 .021 .514
\E/Sﬁre‘ 4156| 3553| 3.078| 2.899| 2.650| 2564| 1.967
PV 15.393| 13.159| 11.400| 10.735| 9.816| 9.496| 7.284
CcP 15.393| 28.552| 39.952| 50.687| 60.503| 70.000| 77.283
KMO Measure = .940

Bartlett Chi-square = 6948.250, df = 351, p = .000

Note: RI=Reuvisit Intention, CV=Customer’s Perceived Value,
S=Sociality, O=Openness, SC=Support Center,

PP=Place of Participation, CC=Cultural Communication,
PV=Percentage of Variance, CP=Cumulative Percentage

43 E¥E70| AT AZ

AL EAstA she Aol e Pkt 2
Y QA SASIREAIE Uehile Aol 2R
9l dEEae] Uy Qe AT AE] 98 Al
£ A5 AT B Aol Agd B71E 9
o 71y Hol ASEE WY F Shil WAAmENE
At

Y& AT dH(internal consistency reliability method)
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2 Cronbach's ¢ AFE ol&sto] A=EE Brletes
wHog FU3 dS F5H| flste] o 79 &

o] &l Aol FE WY AR F7HIA A
AFES "olmgs FES FohfA AQQAIZIOEH
AFeE Fole PHORE 7P g ARSHETHH. Y.
Lee 2012).

W& A# WolA Cronbach's @ A4S ©]-&3}d
AR EE H7} ek A 2 01} 1Ato]9] g Zal
A O E Cronbach's ¢ A5 Fkol 0.8014 olH HE
HAst 0.6oldolH #8% T sitfa B 4= itk
Table 5042} Zo] £ oA AFEEl= HE Y
Cronbach's ¢A$7}F 0.8014 08 YeEld7] wj&o] Al
=7t i Eoha & 4 Stk

Table 5. Reliability Analysis

Variable Sub-Variable Cronbach's &
Openness .871
Support Center .837
Function of
Complex Sociality .803
Cultural Space
Cultural Communication .800
Place of Participation .820
Customer’s Perceived Value .907
Revisit Intention .936

o 33, +.61~+.80 ol F7|7F BBt ,+.41~
+.60 o] oJ% Hx9] ATIAT} 9, +.21~+.40
o] 7} 9Fstal, £.00~+.20 o] ATA T

+
Z0= wosh=t], 53] £.81~+1.0 ¥Weold ot
30l &4 £ ol F7r dasit
(Learnx.tistory.com, 2015). Table 6oA12} Zo] ¥

£ 71 ABAS F £.81~+1.0 B0 FdH= A
e A= Ueh tg34449 7FHsd EA6kA] &
= 207 FRIFGIrh

HE ¥4 719 B A9 A3eA A28
2 Ueyith ol #EE 1] il &gt A
= 9u|gith

Table 6. Correlation Coefficient

0 sC S cc PP cv RI
0 1
SC 492" 1
S 199" | 645™" 1

cc 3467 | 6707 | 6667 | 1
PP 4397 | 594™ | 5737 | 5107 1
cv 268" | 578" | 706™ | 584" | BB4T 1
RI 3317 | 602 | 706™ | 558" | 601 | 788" 1

"P€0.05, “P¢0.01, "P(0.001

Note: RI=Reuvisit Intention, CV=Customer’s Perceived Value, S=Sociality,
0O=0Openness, SC=Support Center, PP=Place of Participation,
CC=Cultural Communication
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24 A, B3RS u 7150l B3-S A
HHEO| o] u]X]E& G Table 73} 2ol 7HEM4I(B=.085,
p=.040), A|¥ANE(B=.130, p=.037), AF2]/J(B=.458,
p=.000) ¥ #ojoZH(B=.247, p=.000)2 AHFE] o]
fFoulgt FAFE mAE AeE Usya, E3aF
(B=.039, p=.303)°] AHFEY= ] Xz FFE 79
SIA] 2 Z o2 UEtt ol Y, A PAIE, AL
4 9 Zojoifo] AMSE AR ETt F7KeHE A
< 9uigitt. webA 7Hd H1.1, H1.2, H1.3 ¥ H1.5&
AAEAL 7Hd H1.4E 71Z4E et EE23HA5(6) vl
IE B3 AR E PR FFEY A= A,
oot A YAlE, 7] o' UEkth EHE
313719 7152 AR =S F Hakg 57.4% Ayst
I QItHF=85.071, R*=.574).

Table 7. Effect of function of complex cultural space on
revisit intention

Revisit Intention

B B t
(constant) 415 2.193"
Openness 085 079 1.753"
Support center 130 106 1.789"
Sociality 458 A77 8.403™
Cultural communication .039 .033 .606
Place of participation 247 214 4.266™
R? 574
F 85.071™

"p¢.05, “p¢.01, ™pC.001

A GAIE, ALS1, BT E Folots 51
W E IATIAE FHHSE A5 IARAS A
Aottt
24 Az}, EHEsEe] 7so] ERESEe 1

A7} o] mXe G Table 83} o] AFSA(B=416,
p=.000), w34E(B=.137, p=.013) L Foj%F
(B=.180, p=.001)& A47}xof| Fou|gt S vlX|
L Aoz vehdy, A(B=.003, p=.472)7 A YAl
E|(B=.104, p=.068)7} 1A7}x[] H|A &= FIF F9
SHA] k2 A o0& YERth o= AEA, E3kas 9

ool AL4E AT FARTHE AL olujet

o} webA M H2.3 H2.49 H2.5% AR 7H
H2.13} H2.2& 714t
HZIAI(P) Bl S B3 1A7FA ) mR= JFE

o] F71&= ARSA, Holo)F. Eolakol &0 et
o}, E9HEsl g 7o) 7152 1A7kX| 9] F BARS 57.4%
Awsta QIThE= 85.071, R*=.574).

Table 8. Effect of function of complex cultural space on
customer’s perceived value

Customer’s perceived value

B B t
(constant) 843 4.659™
Openness .003 .003 .070
Support center 104 .091 1.496
Sociality 416 466 7.984™
Cultural communication 137 126 2237
Place of participation .180 167 3.247™
R? .549
F 76.886""

“p(.05, "p¢.01, ™pC.001

453 DRIt MUZQE0| OXl= I&
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9 7153 1AM E SHHSE, AHEYEE 55
& A7gste] 53 AEAS AAIRE 21 Table 8
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m)gk PR PR A2 E YETh Tk 7 H3
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454 g 2

e A5 Y3l PROCESS macro®] Hi7j
2321 Model 45 o]&sto] 7Hd A7 9 S8R9, 24
33 HHERE ZPS 53 B4 AAslt BF
MRENEL FES] sl wiREE 7o
10,000789] Bootstrap HEEEC] B HYFH 95%
Bootstrap A1E77kS ARSSISITE AlElEtto] 0 236t
I QA o d A 594l Ao R wsirh

ERRESREAt 716 5 /Ado] AR =) wAl=
Za9e} 2148 Table 93 Zo] 22} 0859 .083
o= YR, 95% Al=Hto] [.005, 16512 015,
151108 BT 02 E3tsla YA gong fojzoz
Yehgth 7i/do] AZAE ARste] ARHEL=
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Bootstrap AFTZt [-.044, .047]0] 0& ES6IEE &
oJetA] k2 Aor HAEUE

Table 9. Effect of openness on revisit intention

Revisit Intention
Effect 95% LLCl | 95% ULCI
Total effect .085 .005 .165
Direct effect .083 .015 151
Indirect effect Effect Bo?)?l?{l)_Cl Bo?)tSG{I’_CI
Openness — CV — Rl .002 —.044 .047

Note: LL=Lower limit; UL=Upper limit; Cl=Confidence interval; Boot=
Bootstrapping: CV=Customer’s perceived value; RI= Revisit intention.

RSt 715 B ALAE7E ARHEL = vlX|
= S83= Table 109] AAE A= Zo] 13022 1+
YA, 95% AlZ|F7o] 010 .250] 0 Egslar O]X]
Foldor vepyrt v Ayast=

S1R] 2 Zlo g Uittt LA 1T E Z’o-?-)r

EOh
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J;

Foug

E‘O

sto] AHEoEo] JFE PA= RIS A=
.0580]3L 95% Bootstrap AF#ZF [-.012, .124]°] O

o I

o mystnz fosh ghe ROz A

Table 10. Effect of support center on revisit intention

Revisit Intention
Effect 95% LLCl | 95% ULCI
Total effect 130 .010 .250
Direct effect .072 -.030 175
Indirect effect Effect BOZtSIﬁCI Bo?)?l??_CI
SC - CV — Rl .058 -.012 124
Note: LL=Lower limit; UL=Upper limit; Cl=Confidence interval;

Boot=Bootstrapping; SC=Support center;
value; Rl= Revisit intention.

CV=Customer's perceived

B33t 715 5 ARl AR kol HA|=
Zanet Z{aI= Table 113 Zo] Z¥zh 4589
2282 UERLIL, 95% Al=H7to] 27t 368, .548]2F
[114, 311]02 H%F 0 3510 QA o=z [o
Hog Ueyith ARl IAZIAE HRsto] AT
oo FS v 7P EIe] F7]E 2310]1 95%
Bootstrap A7} [[171, .295]0] 02 EgekA] ko
b2 {ogt Ao g FAAHSI ol IAIAE AR5t
o] Ab54o] 8t tho] ZrtelH Bt the] 2k ALH T} A
2=t 23198 SVt AS Yrigith

Table 11. Effect of sociality on revisit intention

Revisit Intention
Effect 95% LLCI | 95% ULCI
Total effect 458 .368 548
Direct effect .228 144 31
Indirect effect Effect BO?)?ZEQ Bo?JtSFJﬁLCI
Sociality — CV — Rl 231 A7 295
Note: LL=Lower limit; UL=Upper limit; Cl=Confidence interval;

Boot=Bootstrapping: CV=Customer's perceived value. RI= Revisit
intention.

H

=

ESE

BoL37 71 % Bakago] AR vl
= Fasel PRI Table 129} Zo] 47 0309

~0372 Uerton), 95% Al=TTlo] BE 02 ngs
D OI5h S A0 ek} BokiEo] 1Az}

£ Afoto] AgEezel 9T miRle e
7] .076°]3L 95% Bootstrap A1E47k [.007, .147]
o] 05 ZeIsHA] geHw ROt Ao m HAYHII. o]
%Qrﬁ\—io] B S7reHE o &9 A2 FeET

£ Apsle] AREr} 0769 S7KRi

711% ojw]gitt.

Table 12. Effect of cultural communication on revisit

intention
Reuvisit Intention

Effect 95% LLCI | 95% ULCI

Total effect .039 -.067 145

Direct effect -.037 -.128 .054

. 95% 95%
Indirect effect Effect BootLLCl BootULCI

CC - CV =Rl .076 .007 147
Note: LL=Lower limit; UL=Upper limit; Cl=Confidence interval

Boot=Bootstrapping: CC=Cultural communication;
perceived value; RI= Revisit intention.

B3RS 715 S ool ARl v
L Zavel AFHATE Table 1394 o] 22 2479
148 YR, 95% AlF3to] 27t [152, 34312t
065, 230|108 BT 02 m3lslal QIR gormg 8o
Aoz veiytt. AlEAdo] AAZIXE H-Roto] AR
ool YL A= 7HH AN 271 100011 95%
Bootstrap A2 77t [.048, .154]0] 02 EFsIA] ¢ko
o2 fofgt Aoz HAE ol 1AVIAE BRot
o] Zoogol gt el F7tetA o Tl 22 H-Ert

AFEE7} 1009 S7IsttHe AE 9Jnlgit.

CV=Customer’s
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Table 13. Effect of place of participation on revisit

intention
Revisit Intention
Effect 95% LLCI | 95% ULCI
Total effect 247 152 .343
Direct effect 148 .065 .230
: 95% 95%
Indirect effect Effect BootLLCl BootULCI
PP — CV — RI .100 .048 154

Note: LL=Lower limit; UL=Upper limit; Cl=Confidence interval
Boot=Bootstrapping: PP=Place of participation; CV=Customer's
perceived value; RI= Reuvisit intention.
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