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(Kotler & Gertner, 2004)

(Kotler et al., 2002)
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433
66.97 (290 ) 25-29 33.72
(146 ) 90.76 (393 ) !
64.67 (280 )
43.18 (187 ) 10,001-20,000
26.09 (113 )
83.37 (361 )
3
3 3441 (149 )
3 39.95 (173 )
80.50 (322 )
78.60 (338 )
(My sassy girl)
63.73 (246 )
(Fullhouse)
70.07 (295 )
10 40.65 (176
) 3
46.88 (203 ) 91.92
(398 ) 54,74 (1719 )

(Harry Potter and the Goblet of Fire)
X-file
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26) ,

1.1)
(4.26)

(4.14) 418 419

(Multiattribute Attitude Models)
(Neal et al., 2001,

Solomon, 2004)

(Fullhouse)
(" ' 2548; ¢ 2" 2548;
, 2549; © ;" 2548; ;
2549; , 2549; , 2548)

4.31



(" )" 2549,
, 2549; “
J 2548-9; , 2549;
, 2549; Ko, 2004) Dator
Seo (2004)

, (4.14)

(Film maker, 2548)
(Graham, 2005; Oh, 1998)

(4.26)
(4.25)
, King Kong, Batman, War of the world, Harry
Potter
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3.17 5
(4.27), (4.22), (4.20), (4.19)
(4.18) Dowling (2001)
(Cultural exports)
(Business exports)
(Dator & Seo, 2004)
(
, 2548;
2549; , 2548; , 2549)
Morning glory, Pukka ~ Mashimoro
(2.96)
( Lineage)
baby vox) ( ) (
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(" ! 2548, L 2548

, 2549; , 2549; , 2548; ,

2548)
LG 1
4
2549 8 2549 (
3, 2549; , 2549; 7, 2549)
(3.19)
Dowling (2001) (Political alignment),
(News stories) (Political and cultural leaders)
2547 ( , 2547; “BBC

features 'Korean Wave’ phenomenon,” 2005; “Korean nationalism,” 2006)

(3.29) 5
(4.47), (4.07), (4.06), (4.04)
(4.00)
(United Nations)
(HDI: Human Development
Index) (GDP per capita: Gross Domestic Product per
capita) (“Developed country,” 2006)
lpod, ' "',
CNN

( 1 2549)
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5
(1.95), (2.47), (2.59), (2.65)
(2.73)
Dowling (2001)
(News stories), (Political and cultural leaders)
(Political alignment)
(“United States,” 2006)
, CNN
Fullerton (2005)
(De Mooji, 2004; Onkvisit & Shaw, 2004) 2.6
13)
(3.44) (3.71)

6

(Multiattribute Attitude Models)
(Neal et al., 2001,



Solomon, 2004)
6

(3.47)

" 2549:

206

(4.00)
(3.43) (342) (3.33)
301
, 2549)
Morning glory
(u
, 2548)

Laneige, Missha, The face shop, Etude, skinfood ( 6

9549)
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3,50
(387)
(380) (370) (369)
(3.60) (359)

Levi’s, Wrangler,
Calvin Klein, The Gap, Arrow
Hoover, GE, Whirlpool

IBM, ,

Clinique, Estee Lauder, Elizabeth Arden

National Brands Index  Anholt
(2005) 6
McDonald’s, Heinz, Burger King, Starbuck’s,
Pizza Hut, KFC

(Junk food)

dé dJ
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2)
2.1)
Payne  Caron (1982)

CITM (China international Travel Mart) ITF

(Taipel International Travel Fair)
( )
(ITF) 52.83%
(23.8%) (13.58%) (“Hallru (Korean wave) Tourist

Marketing,” 2005) H. Kim (2005)

Korea Culture &Content Agency (KOCCA, 2004 as cited in H. Kim, 2005)
Naeil Shinmoon (2004, as cited in H Kim, 2005)

Fowless (1996)
(Popular culture)
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& 2549:
2549)

Severin (2001)  Baker (1999)
(Conditioning learning)

, 2547 Vivian, 2005)
( , 2545) Vivian (2005)

Krech, David, Crutchfield  Ballachey (1962 as cited in
Chisnall, 1995)

(Perloff, 2003)

(Berko, A Wolvin & . Wolvin, 1989; Potter, 1998)



M H DeFleur

(Social learning theory)
(Observational learning)

(2004)

Dowling (2001)

M L DeFleur (2003 as cited in Fullerton, 2005)

Bandura (1977)

Kotler  Gertner

Anholt (2005)



Kotleretal. (2002)
(Attraction marketing)

The Bridge of Madison County ( )
Universal studio

(People marketing)

(Television) (Movies) (Novelty Icons)

(0.48)
(0.38) (Dowling, 2001)

CNN
(Anholt & Hildreth, 2005)



22)

(2545)

(Extrinsic cues)
, (Harris, Gerner-Earl, Sprick &Carroll, 1994, Li &Wyer,
1994, Sh|mp, Saminee &Madden, 1993, as cited in Kotler & Gertner, 2004)

(050) (0.44)

(Dowling, 2001)

, , (Beerli, & Martin, 2004; Echtner &Ritchie,
1993; Milman & Pizam, 1995)

(0.35) (0.30)
( , 2546)
(Anholt, 2005)
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Dowling (2001)

( 4.23)
Kotabe  Helsen (2004)
2.3)
(Conditioning learning) (Product placement) (Baker,
1999)
(Batman
begins) (Unconditioned stimulus)
Princeton University, Ford, Bacardi
(“Brandcameo-films,” 2006)
(Russell, 1998 as cited in Perloff, 2003)
(Summary

Construct) ~ Han (1989)
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(Allen, 2005)

Vivian (2005) ,

Hirschman (1988)

Missha
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(0.46) CIT™
2002 (“Hallyu (Korean Wave) Tourist
Marketing,” 2005) Korea National Tourism Organization
(“Survey Report Outline on Actual Conditions of Hallyu (Korean Fever) Tourism," 2004)
2,004 ; ,
(47.6%)

Seaton (1994, as cited in Seaton & Bennett, 1996)
(Movie-induced tourism) (Alampay &
Bao, 2005; Busby &Klung, 2001 ; Riley et al., 1998)

(Riley & Doren, 1992, as cited in Riley et al., 1998; Tooke and Bakre,
1996, as cited in Bushy & Klung, 2001) Urry (1990,
as cited in Riley et al., 1998) (Constructed gaze)
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1 247 ,
(
, 2006)
2.4)
(0.52) (0.43)
Laroche et al. (2005)
(The proposed model)
(Allen, 2005)
CSl
(Stem et al,

2001)

(Physical attributes)
(Functional benefit) (Global impression)
(Symbolic associations)
(Intangible attributes)
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(2549)

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

cited in Dator &Seo, 2004)
|cons)

experience)
2
Dator

51

(2546) Sternberg (1999 as
" (The Economy of

(A dream society of icons and aesthetic
(Dator &Seo, 2004)

Seo (2004)
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(2004)

(1999)

5.1
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Uszine

(Select perception process) ~ G. Belch M Belch

(Product Placement) ~ Baker

Payne  Caron (1982)
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CNN

(Global brand)
(Anholt & Hildreth,
2005) Levi’s, Wrangler, Calvin Klein Clinique, Estee
Lauder, Maybelline

2.6)

Hall (1976, as cited in De
Mooji, 2004; Duncan, 2005; Onkvisit & Shaw, 2004) Hofstede (1991 as cited in De
Mooji, 2004)  Hall
(Cultural context surrounding a message)  Hall
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(Low-context culture)
(High-context culture)

Hofstede (1991 as cited  De Mooji, 2004)

5 1)
(Power distance) 2) /
(Individualism/ Collectivism) 3) (Masculinity/
femininity) 4) (Uncertainty avoidance) 5)

(Long-term orientation)
(Power distance)
Hofstede (2001)

(Individualism/ Collectivism)
(Collectivistic culture)

(Individualism)

(Masculinity/ femininity)
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( )
( ) Onkvisit Shaw (2004)

50.2%

(Popular culture)

(De Mooji, 2004; Onkvisit & Shaw, 2004; statt,
1997)

(Fowles, 1996) (Anholt, 2005)

(Social judgment theory)
(Shérif &Hovlend, 1961)
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Assael (2004) (Family Influences)
(Peer-Group Influences)
(Information and Experience) (Personality)
(H ’”2548; 11
21°2548; , 2549; ©
;7 2548; , 2549; , 2549;
, 2548)
Anti-America ', ( , 2549)
( ) ( )

Ang (1990)  Fowles (199)

, (432)
(391)

Batman, Mission Impossible (Oh, 1998)
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Solomon (2004)

(Agbonifoh & Elimimian, 1999,
Cordell, 1993, Wang &Lamb, 1983 as cited in Kotler & Gertner, 2004)

Estee Lauder, Levi's, Mcdonald's

¢ 6
549)
(2545)

3.67 3.00
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3)
( 5.2) Alampay  Bao (2005)

Busby  Klung (2001, as cited in Riiey et
al, 1998)

5.2: ,

o = N W b O

H. Kim (2005), KOCCA (2004 as
cited in H Kim, 2005), Dator ~ Seo (2004) 1*Hallru (Korean wave) Tourist Marketing”
(2005), “BBC features ‘Korean Wave’ phenomenon™ (2005)
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3 (Nation
branding) (Movie-induced tourism)
4) (Quantitative Research)
(Qualitative Research) (Content
analysis) (Semiotic)
(
, 2546)
9)
(Content analysis)
6)

(Cultivation theory)
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