" 2549)

(Globalization)
(International trade)
(Cultural exchange) (“Globalization,” 2006)

World Trade Center

2545
5,698,781.6 2546 6,464,406.2
2547 7,675,994.8

1,10, 13.43 18.74 (*



(Gross National Product. GNP)

63

(The influence of the nation) (Porter, 1998)
(Country image)

) 1 !

(Differentiate)
(Country/Nation
branding) (Kotler & Gertner, 2004)

, , (Kotler, Hamlin,
Rein, & Haider, 2002)

(Kotler & Gertner, 2004)



: (Dowling, 2001; Kotleretal., 2002)

BBC, CNN
( , 2548; Pells, 2002; Semati &
Sotirin, 1999)
(Korean wave  Hallryu)
(“Hallyu

(Korean Wave) Tourist Marketing,” 2005)

(BBC news)  Scanlon (“BBC features ‘Korean Wave' phenomenon,” 2005)



Sung (2005)

(Inha University)
11:
China International Travel Mart (CITM)  Taipei International Travel Fair
(ITF)
What is the most impressive thing about Korea?
60
» 50
i) 0O Economy
g 40 m Soccer
“i) 30 O Hallyu(Korean soap opera)
g O Korean food
g 20F m Taekwondo
= 10k 0O Plastic surgery
Gy = . e
ClIMC2001) ClIM(2002) HF

- Hilyu (Koreen Wae) Tounst Markling (2005). Korea National Tourism

Organization. Retrieved December 25, 2005, from
http:/lwww.knto.or. kr/eng/hallyu/hallyuintro.html

(“Hallryu
(Korean wave) Tourist Marketing,” 2005) CITM (China International Travel Mart),
Trade Association ITF (Taipei International Travel Fair)

(ITF)
52.83% (23.8%)


http://www.knto

mwt ]
lI 1

. 1

(13.58%) (7.17%) CITM 2001
2002 2001
11

12
China International Travel Mart (CITM)  Taipei International Travel Fair

(ITF)

Favorite tourist sites in Korea

= Seoul

O

Soap opera
shooting location

Ski Resort

Jejudo Island

Amusement Park

© O O =

Gangwon-do
1 Others

A
0 10 20 30
Number of votes

- Hilu (Koreen WA) Toungt Mirling (2005). Korea National Tourism

Organization. Retrieved December 25, 2005, from
http:/lwww.knto.or.kr/eng/hallyu/hallyuintro.html

(25.66%)
(28.11%) 12

(Korean wave/ Hallyu)
, 2004
2003 Korea National Tourism Organization ("Survey Report Outline on Actual
Conditions of Hallyu (Korean Fever) Tourism," 2004)


http://www.knto.or.kr/eng/hallyu/hallyuintro.html

(47.6%) (23.4%)
(16.7%) (15.3%)
1%

(Korea Foundation for Asian Culture Exchange [KOFACE],
2005 as cited in R. Kim, 2005)

Marketeer ( , 2548)
( 6
;" 2549)
K-marketing (Korea marketing) (2548)
10%

(2548)



: : (Kim, 2002, Son & Yang,
2003, Shin, 2002 as cited in H. Kim, 2005) (H.
Kim, 2005) (Movie-induced
tourism) (Busby & Klung, 2001 ; Riley, Baker, & Doren, 1998)

(Siriangkul, 2005)
( , 2545; , 2545)

( - 2547)



15-39

1998)

.. 2549

(Busby & Klung, 2001 ; Riley et al.,



(Attitude towards films)

(Attitude towards country image)

Anholt (2005), Lee  Ganesh (1999) (g Horbunluekit (1997)

(Attitude towards products)
5 1 ,

Lee  Ganesh
(1999)



(Country/ Nation branding)
tourism)
2.

(Place image)

(Movie-induced

10
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