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ABSTRACT

The objective of this study is to analyze Chinese tourists attitude towards Korean wave after Korean-wave Ban
issued by Chinese government and to investigate the relationship among attitude towards Korean wave, country
image and intention to visit after Korean-wave ban. Findings revealed that even after Korean-wave Ban, most of
Chinese people still have comparitvely positive attitude on Korean wave and it has significant impact on country
image of Korea and intention to visit. More specifically, first, the attitude toward Korea wave was found to have a
positive effect on the country image of Korea. In other words, it is true that the image of Korea improved after
contact with Korean pop culture, such as Korean dramas, movies, and songs, even after the Korean-wave Ban.
Second, it was found that the attitude toward Korean wave had a positive effect on the intention to visit Korea.
Third, except for the image toward people, it was found that the higher the image of international relations,
politics, and economy, the higher the intention to visit. This study bears valuable theoretical contributions and
implications for destination marketing practices. More specifically, In this study, the marketing strategy that can
convert a negative image of Chinese tourists toward Korea after the Korean-wave Ban into a positive image was
investigated by examining the influence of the Chinese attitude toward Korean wave on the country image and
intention to visit Korea. And as a basic data, it can continuously revitalize korean tourism, attract and expand
chinese tourists to visit Korea.

(© 2021 Journal of Hospitality & Tourism Studies

1%

agof

ol Tht B,
=7Folu|],
YL,

=0 T3,
P (REED)

KEYWORDS

attitude to Korean wave,
country image,
intention to visit,
Chinese tourists,
Korean-wave Ban

ACCEPTANCE INFO

2021.08.31. &1 A
2021.09.09. 1kt &&= X
2021.09.20. 2Xt 282 Fi
2021.09.24. 3% £8E &
2021.09.29. A& +F= &4
2021.09.29. X HX{ 2A

301 oAl

141



Ol DALY SHEWLAT 2021 23 X322 (5H882)

. M2

201445 35+(Korean wave, i) 2] F3-0& 3= goll thet A= 4 AR =7t A|EA 08 Adgolal glor, sy
Aol A& Eol7tar Qi) E3] 2 Q1710 @] A= W AR woA 7FE 2 HlE5S AR =7k F, BHolE
UEom 11 HE olo] nlx, §§] 5 @2 7R} XAoA gl tiEE Alo] JIRE AS & 4 Stk ol e
ks Bl ol tigh 5784 olm|A7t PR o] E =)l IFAE0] WEEAA R Shars WEshet ddE vl
UTHEF3E 2016). =R E(2013)0ll MEH, =S WEShHs Q= WA FollA S0 TP 20137 E]
W AERIS ol 7FE & F9| JEAIE 715 7hetl T AEH| 8 & H|Fo A& AR HiEar Q)

20160l F=Q1 TFAL 74| 3t =R] TP F 46.8%E W2 HIF-S AA[SI o 201740l 2= AR= v (AarEn|
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FEFES A vl oH, FoollA =Tt T oiREe] E%0lU HE k& o] HHAoR ARMRITE 7|gAgEs T
ArdHs] AAAE & Adsto] jhe] ERl= IS jHeE AR o] % gt Tlel AMAE Telsialon, i Tho] 2Abdat
Z 31719 Fojrfert Vi Fjei=rt B4 ARt Zlos SRIFIITHRAME 5, 2018). =3 o]= Qlsto] gh=ate] %] - 7
ABAZYE Ast=|gler, 3t 59 B3uRE AFA7|= AE 2eHA Hol F=1E0] g AAsH= Hikol 435
FEAR1 I 7IAAl HATHeIFR - 2Ed, 2017). §4kE 5(2018)9] ol WER, S AR o] ERAMIE|OIA
3t ollQ] Bl THEE 2AA $h=o] thia] 7|4]] FonkEet Aol vlagt &) 77 8919t 6910l SRt YERIT,
, B AHANEC] R (RER) BAE ISl ghat ofm|Rof] BAA JEE vA| L . oM = S=sdEAr E g
AlQl WE Aol WEH 2016dRE P oR Qs = Ig7o] Wo| F= FEAY, UL, 5, AFe 53 22
Alof] =91 ¥g7o] AA| A4St Sl AeE HAE]irh
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1A Tlo] 0]2 Esto] JujejxE S| Fth(Fishbein & Ajzen, 1980). Buhmann & Ingenhoff(2015)= Z7lo]ujx]&
=710] ot ej=2 7oloi, Hles AFES] 5w Asaglor I7toln|x|el Wil wof 2137 ks n)2 Aolekar
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WS BASIA SIGih o] Esto] Bl TR Bl=rt jolmlxiet Wolwol nixs ek sloRtomM FHk (R
5) 3 2390 VYA ol thet B olnlAS A omAR AT B o] A4 BHIE A 4
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1. el i3t Bl=

e A MARIA Sh=e] TSRSt /17Iet @71 Qulshs ZoR, shxolgt: Il tish 5oy Asdger 1
0|7k = ICHPAID - B, 2019; HE3], 2017; 231E 5, 2012). 37 &0l 199949 S0l S=E3te] I7E
SHHA 213 TAH O R ARRE|lOH, o]o] Sh=at UHojA SHRdls 8ol& ARSSIITHAAGE, 2012; E73%, 2009).
T SERA0NA =} FeAdEol Tt S=E EolH (ZANS] - ol3), 2007), el FFole =ttt ofue}l Jahy
oF . T a3 AY - 15} - ofydof A, A -S4 Sof| o]27|7HA] thst BeFEEI=I} QT (FEEI =25 Y, 2014).
FooIMe AHARES] g E3FoE Qe =Ehnf 7k, 3t 59 tiFEd}t #ut ofle o] Z4F AEVHA] AEsH
B @40l UehdsA ol2fdt AR50l FA0R thaol tidt 344 Eleg P stllTh(0lE-8, 2003).

HE=s dRbHoR EX tiidol] 297 52 v|zolARl A7 shal Y53 st AHARES] YNbE El=o|H (2]u,
2000; Fishbein & Ajzen, 1980), &HAFE2 1 HI=E Fol tiidel tisl 344 =& 544 138 UehiA =4, £4
FEol gt 3784 Bl=E 7HAAl EH Fefel=rt WAtttk SITH(E A - ZulE, 2011). 3 AR BN &
o, j=gt ‘ot tiidS Folstal Hdofste H=E UERlE 2% (Shin et al, 2017)& Qu[ehth(0d7 - MY, 2015).
g A B Tgo] IgAdoly HEAEFCRE dojuA H= BRI APl oJsl Y= ¥hgolw, TFAo]
ek ¥kg, 337 Qs Uehs 7iQ1e] Aolm (8-S, 2012; 8783, 2007), JIAIA 84, F54 84 A4 849
Al 7HA] Zd8lE AAISHL Qitt(Jensen et al, 2015). ¥FEoPIA Hles 2 GAPOR Aeisig]on, Tdate] Hal=
A78A 2R09s 7igsteto] 114 Q]lnt 54 2Q1S 77 Bireo] A QR A a1z ASIth (= - olshs,
2011). & oiF-29] g At Hi=rF A9E o T Al igt e UEhdle 9 F2eal Bal itk (Fan
et al, 2020).
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2. =7}olmlA

Z7Polu|R= B =7l tigt oA & ok ol2A AARER thdstAl Aolstar ItH(FAE, 2012). Phillips
& Jang(2007)& 1 7ol tis] we2E AZolut 7|due SAEY] AP sig %71 tigh ol ojn]x|7} AedA{stA

EEo] e FA14 onjA]& I7tenAE A9JsiqlL, Tse & Gom(1993)1_ 7RIS £ 7t &2 I U
IS0 Tl AFEEo] AU Y XA BAF 52 EX it O Uet AJEE tief dutdo g AfAlojgln Wn 9=
Zolgta Aottt Quly - AS2H(2002)2] Ftol] o5k, A B2 "HAE ER AR ERE Edlo] Iylo|u]x]rt
FAEIem, A, AAl, 73t 5 W 84F0] m7tolu|R|of ZIFEThaL SIITh(EEA, 2005). U] - 1194(2015)=
Z7o|nRE SPA oz AlFEC] 7 7ol tiel ZaL Qe WA - FEA HEE Aleshe ’EV& J7geEo] ok Age]
AL Aelstelom, Z7toln|x|oll= 7l]lo] £ tidell Tt 7S HIEsto] QI ei=et Al SA|=A QA4
A78A A4S ZIRITH(E, 2011). ol 8= 5(2009) F7olnAle JHet 7oz Qs E4 =70l tisl Z+= 71141
AT} Q1419 FA|Z 3 7ol tigt 2Nk o /g% Qldoletar FgsIitt ZdAlor - o] (2020)2 R FAE gholl
gt FAola BRPA]l Q] H3olgtal 7toln|A|E st

Z7tolu]Alol] T3t HYALE AW EH, I7Polu|R]] 4 H F7 Q12 Atuict thsHAl UERARE YR Alof|x=
Z7PorR|7F 22 FA|, A, 71E S8 2 IF AR SRl 5= MREIRS 5, 2014; ESA, 2005; ]9 - ol
H 2008; Knight et al, 2003; Lala et al, 2009; Pappu et al, 2007) 4¥ T2 A= QoA AFTF QJIES Z7tet
Z19] oA E3MAFH Z7F4 A (country character), =7} 7328 (country competence), =%12] 434 (people character)
9 =219] A2 (people competence) 2] AFYES FAst= ZoE UERITHASA, 2010; Heslop et al, 2004; Nadeau et
al, 2008). FZA(2005)2 A, 744, F2H 48 7to|u|R|7F FAJE T HOH:} ] A7 - o] (2008)2 B4 1719
A E e A asAe SO Ion|RE SRl XS 5(2014)2 FAMS, AAIA B, A7 23
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Chen & Tsai(2007) S AoA AFRE 24 QAR HMEO %o s 2A5tuA} st

2 QolMe AEAS /5] fislol <ad Dt o] AtnygS ARSI
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@730l olM 2 FFE vl Ao YEen, SHzol A3t dAolME Rl Thigt Bjert fh=ell thit 57telnlAlE
Alaskeel S lokar WeERTHE 5, 20075 R, 2009)

FAE-(2007) 2] @M o= B2t G 71. 5 3 st A5 § 2ol tidt omAI7t Fobgirtar BAJE|g)0!
ol thet Bim=rt Rh=ofl it om|A] FAdell AR JT= UlX]t Aoz yeyth 424 - 9E(2010)2 %“;-’r ]
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7Md 1-3: @Foll Tt Bl BAA om|Rjo] FF& A Zoltk
7P 1-4: 5ol tidt Bl=s A ojulx|o] FFE mA Aotk
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PRl H(+)9 e A AoR &5 & k. FFUM T SFCE =it 7ke, ot 5 SFR-Estel thdt
744 Hi=E FH & 4 AeH (0]£8, 2003), e WEAIRA HEY =S Fole ol ARAR] I A
THAEZS, 2011). °lsls - A/d4d(2006) = #1417t HHE} o] eRe WSS FUst 3784 HE=S 7HRA =Ho
= Ak AL - HEE(2010) 9] ATolM = FHFoll iRt Hl=e
o) 3 R ool SAA S UL Qe AeE AT A7 2(2012) 9] Aol LERIS o= Rl
Ui Bi=el Sk R ol AN ths ARt A3t HREA FA9E =l Uik 954 BEE F5lo] BRSO
s WAFHAR AEstal egshe dold 3740 e niditke o= Uehgtt oj9h 22 3744 Hi=e W34
T7Hl Ui =g 505 ol T % TEo=ol 37440 JTe vIAA A4 5, 2014). HE01(2018)2]
o]l ofsh, ol et Bl=et oHF LBkl tigh TA W U B o AHlA FAof| Tt Al=]el o= Tl
2 stof T FF Folloll W2 IS AL Fol FRIERIeH, ol FE Tt FRlZolA Hlojut 3k A
FEe Tt she AgE 53] st Jltal £ 4 ok AYAFE v R 2 M thet 2ol 2l
Uik Bi=rt oo vals Jgol tist] 7HdE A

7Hd 2: FFol tie et ez IFE "A Aotk

@ =7tolm|R|e} ol =eke] #A
AR ZolollA A5 A5 Foto] Z7olnfRle AnjAte] ol A7} Stuf| o) FQ3F RS miRithe Ao ERIE|Rle
™ (Hsieh et al, 2004; Li et al, 2008; Wang et al, 2007), =7Io|0|A]7} SHALLE AH|A = did 7719 Algs
7Fs/do] =oith Blgh WigollA Wu & Fu(2007)+& =71oln]A7F 2H]R1S] Haf 350l mlzl= kg AL
7F St oJzof folRt e mlRitks A SHSIRIH, olF Bsto] dutA o= IA| nHA”oM = AR AFAIE EHUA]
PiL AlFS skl AHshE dlof] Z7toln|A|7F EAstH JFE nRitke ZS & 4 ok
TgEopollA WPAF0] APAAE Sk I7gollA F7toln|R] = fRIL1e R HgA|o] tis] AF4 o= HHE $35H]
SIH(Zhang et al, 2016). =710|R]AlE BGA] ofu|x] §4d9] §R18R10 2 (Alvarez & Campo, 2014), FAA g7ho] £47|
Adefstol RS Ao 523 840]7]|= TH(Gallarza et al, 2002; Kotler et al, 2002). ©]2{gt =7Foju]A|= #F72
A3zl FAA JRS nA= Aoz Jehtom (73 - ZTA 2008), SRS Edlo] PAE = Zrto|njAls HHEow
o] 3744 dTe T Uths AAE ANEATH 7S - =, 2009). T Qo= B A3 At FREN FAE T
tigh =7tolulAls o2 WPtk =g wole 2744 84l FY53itt olE o1, Buhmann & Ingenhoff(2015)=
I7Pon|A|E Z7to] tigh Bl=2 AoJstH, & I7te] G, At E AF, BA|, B3k 1 2 7HAl, FA 2400 tig =z
dolsto] Bl AFEES Pewe] Ageclor Z7oln|R|7} BHEelzo] AHA g nlA Zolgka sl 2
Aof|Af= ol2fgh MYATLE v o Ivtolu|R] = WO &S vl AS o&slto] theat 7 7S ARSIt

7Hd 3: F7MIRAE BEEd] e WA Foltk
7P 3-1: FHIoluA| & WE =] FFe vA Aol
7Md 3-2: FAIBA oA YE=o| e 1A Aolch
7Md 3-3: BAA omAE YR =] FFE T Zoltk
7Hd 3-4: HAA oWl HEel=d] FFS HA Aotk

2. W5l 244 49 L 24 =79 AP

1) @bl thik =

B Q17019 g0l et Bl AWQITE EvjR =il - vhe - gehile g B TakEelzol it 29
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