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Tab. 4—5 Factorial Analysis for Intention to

Visit
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The Influence of K-Content Experience on National
Image, Tourism Attitude gnh?n Visit to Intention: Targeting
ese

Park, Heejung"

ABSTRACT

This study attempted to empirically verify the possibility of K—content for Chinese people
who have recently slowed down due to restriction of movement and political and diplomatic
conflicts, although it is a very meaningful market for Korea's content industry and tourism
industry. As a result of the study, each item of K-—content experience, national image,
tourism attitude, and visit intention was derived as one factor, and only the national image
factor was derived as two factors: 'functional image' and 'cultural image'. As a result of
examining the influence relationship between them established based on previous studies
focusing on the derived factors, all five research hypotheses were adopted. K—content
experience was found to have a significant influence on both factors of the national image.
It was found that it had a greater influence on cultural image factors than functional image
factors, cultural image factors were found to have a greater influence on tourism attitudes,
K—content experiences had a significant effect on tourism attitudes, and tourism attitudes
had a significant effect on visit intentions. Based on the results of this study, it was once
again confirmed that the national image even comtually bees an important factor for linking
to practical tourism behavior, and in this respect, "culture" is an important key factor that
can lead to practical tourism and visits. Previous national images indicate that if the
functional aspect of the country was more emphasized, it iS now necessary to focus more
on the importance of culture than on the functional aspect. As the K-—content experience
has a significant effect on tourism attitude, it can have a positive effect on the formation of
a positive tourism attitude that can lead to actual tourism behavior, so various efforts will
be needed to form an active tourism attitude using K—content in the future. As the content
and target scope of K-—content are expanded and diversified, specific strategies for each
sub—market using cultural contents in various fields should be established and implemented.

Keywords. K—content, National Image, Tourism Attitude, Intention to Visit, Chinese
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