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The Influence of Storytelling of Local Cultural Festival on Brand
Assets: Moderating Effect of Local Culture Unity
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Abstract This study aimed to provide basic data for the development of local cultural festivals by
verifying whether regional cultural unity moderates the link between storytelling and brand assets for
festival visitors. The survey was conducted with 431 visitors who participated in the S city Eupseong
Festival program. Descriptive statistics, reliability analysis, correlation analysis, and moderating effect
analysis were performed for the analysis of the questionnaire data. As a result of the study, first,
storytelling and regional cultural unity showed the highest positive correlation, and there were positive
correlations between local cultural unity and brand assets, and between storytelling and brand assets.
Second, as a result of the moderating effect analysis, regional cultural unity moderated the link between
storytelling and brand assets. In other words, when storytelling increases, brand assets increase, but when
regional cultural unity is high, it increases more steeply than when regional cultural unity is low. This
study presented a new model to improve the brand assets of local festivals.

Key Words : Local Cultural Festival, Storytelling, Brand asset, Local culture unity, Moderating effect
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Table 1. Correlation analysis and descriptive statistics

Story telling cuItL&Secatlmity Brand asset
Story telling 1
Local (_:ulture 837 1
unity
Brand asset .695** 704%* 1
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SD 64916 62690 63398
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Table 2. Result of moderating effect analysis

Dependent variable model
(DV: Brand asset)

coeffect| SE | t value o LLCI" | uLcl™
3.8490.0240 | 160.2432 |.0000| 3.8018 | 3.8962
5.5734 |.0000| .2089 4366

Variables

Constant

Story telling | .3228 |.0579

Local (_:ulture 4451 | 0603

7.3848 |.0000| .3267 5636
unity

Story telling x

Local culture | .1717 |.0367 | 4.6787 |.0000| .0996 .2439

unity
Test of highest order unconditional interaction
Interaction item R? F o
Story telling
x Local culture .0229 21.8904 .0000
unity
Conditional effects of Story telling at values of the local culture
unity
Local i .
culture Effect se t p LLCI ULCI
unity

-.6269 .2151 .0642
.0000 .3228 | .0679
.6269 4304 | .0604

Conditional effect area of story telling according to local culture

3.3511 | .0009 | .0889 3413
56734 | .0000 | .2089 4366
7.1288 | .0000 | .3117 5491

unity
Local X .
culture Effect F t p LLCI ULCI
unity
-2.6205 | -.1272 | 1166 |-1.0908 | .2760 | -.3564 11020
-1.1205 1304 | .0740 | 1.7628 | .0787 | -.0150 2757

1.9656 | .0500 | .0000 .2846
2.3272 | .0204 | .0253 .2999

-1.0611 1423 | 0724
-.9330 1626 | .0699

1.1295 5167 | .0681 | 7.6827 | .0000 | .3828 6507

"LLCl=lower limit value within 95% confidence interval of boot effect
"ULCI=Upper limit value within 95% confidence interval of boot effect

3228™
Brand assets

Storytelling

Local culture unity

Storytelling X
Local culture unity

™ p<.001

Fig. 2. Statistical model
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