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27
57

40.1
22.1 
9.2 
9.2 

19.3 
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6.3 

20
30
40
50

60

57 
51 
60 
68 
58 

19.4
17.3
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.691
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2.390 14.1 .842
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2.680 15.8 .893
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.800
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.743

.721

.654

.769
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2.419 14.2 .878

1
.830
.699
.530

.766

.657

.614
1.742 10.2 .648 .809

.782

.716

.638

.732

.792

.693

.786

2.737 16.1 .847

2 .820
.770

.743

.692 1.708 10.0 .674

KMO:0.835/ B artlett :2273.830(p=.000)/ :72.7% KMO:0.915/Bartlett :3391.643(p=.000)/ :78.4%

4.2 

1) 

. KMO=0.835( ²=2273.830, P=0.000), 

72.7% . 1.0 

( , 2015; , 2016)

2 , 4

. KMO=0.879( ²=2163.693, P=0.000), 73.3%

, 1.0 3 . KMO= 

0.858( ²=1552.600, P=0.000), 82.9% , 1.0 3

. KMO=0.743( ²=758.389, P=0.000), 

74.4% , .

0.6 .
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3.273 27.3 .903
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.691

.636

.801

.740

.664

.719

2.476 20.6 .845

.857

.845

.744

.712

.832

.847

.727

.696

2.975 24.8 .899

KMO:0.879/ Bartlett :2163.693(p=.000)/ :73.3% KMO:0.883/ Bartlett :2135.615(p=.000)/ :74.7%
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.829

.827

.894

.833

.837
2.577 32.2 .909
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.869

.847

.836

.841

.837
2.611 32.6 .853

.802

.741

.689

.849

.703

.814
2.327 29.1 .863

.867

.819

.690

.833

.779

.794
2.128 26.6 .902

.822

.795
.891
.812 1.728 21.6 .823 .882

.767
.896
.881 1.957 24.5 .892

KMO:0.858/ Bartlett :1552.600(p=.000)/ :82.9% KMO:0.906/Bartlett :1615.382(p=.000)/ :83.7%

.890

.880

.848

.832

.792

.774

.718

.693

2.978 74.4 .885

.909

.907

.900

.890

.827

.823

.810

.792

3.252 81.3 .923

KMO:0.743/ Bartlett :758.389(p=.000)/ :74.4% KMO:0.768/ Bartlett :935.954(p=.000)/ :81.3%

KMO=0.915( ²=3391.643, P=0.000) 78.4%

, 1.0 (Schmitt, 1999; 

, 2007; Lin·Chang·Hou·Lin, 2009) 5 .

KMO=0.883( ²=2135.615, P=0.000), 74.7% , 1.0

3 . KMO=0.906( ²=1615.382, P=0.000), 

83.7% , 1.0 ( , 2015)

3 . KMO=0.768( ²=935.954, P=0.000)

81.3% , .

0.6 .

,

( ) .

,

.

< 2> .
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C.R.(t ) p SMC CR AVE

0.678
0.744
0.754
0.734
0.721

0.785
0.964
1.017
1.157

-

15.321
16.142
17.037
15.857

-

0.000
0.000
0.000
0.000

-

0.460
0.554
0.569
0.538
0.520

0.906 0.658

0.609
0.760
0.785

0.669
1.004

-

 9.547
17.232

-

0.000
0.000

-

0.302
0.577
0.615

0.791 0.573

0.841
0.862
0.688

1.088
1.103

-

17.689
17.970

-

0.000
0.000

-

0.708
0.743
0.473

0.887 0.725

2) 

4 3 ( , , )

2 (two layer)

. 2 , 5

0.6 , SMC 0.3 ,

X²=566.551(df=109), GFI=0902, AGFI=0.862, NFI=0.908, CFI=0.926, RMR= 

0.066, RMSEA=0.08 . 3

0.6 , SMC=0.3

, X²=302.820(df=49), GFI=0.918, AGFI=0.869, NFI=0.928, 

CFI=0.939, RMR=0.054, RMSEA=0.076 .

, 0.6 , SMC 0.3

, X²=74.892(df=17), GFI=0967, 

AGFI=0.930, NFI=0.976, CFI=0.981, RMR=0.023, RMSEA=0.068 ,

.

,

X²=304.133(df=81), GFI=0933, AGFI=0.900, NFI=0.942, CFI=0.957, RMR=0.035, RMSEA=0.07

. , 0.6 , CR 0.7 ,

(AVE) 0.5 , .

, (AVE)

.

< 3> 
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0.728
0.740
0.922
0.915

0.837
0.876
1.024

-

21.489
22.086
32.696

-

0.000
0.000
0.000

-

0.530
0.547
0.851
0.837

0.928 0.766

X²=304.133(df=81), p=0.000, GFI=0.933, AGFI=0.900, NFI=0.942, CFI=0.957, RMR=0.035, RMSEA=0.070

S.E. C.R.
(t ) p

1 0.695 0.692 0.054 12.722  .000***

2 0.219 0.232 0.066  3.492  .000***

3 0.150 0.191 0.076  2.525  .012**

< 4> : AVE

.658

.519(.269)** .573

.606(.367)** .624(.389)** .725

.526(.277)** .578(.334)** .586(.343)** .766

1: 0.01 2: AVE
3: ( )

4.3 

1) 

MI

X²=221.774(df=76), CMIN/DF=2.918, GFI=0.949, AGFI=0.920, 

NFI=0.956, CFI=0.969, RMR=0.031, RMSEA=0.060 .

, 0.695(p<0.01) ,

0.219(p<0.01) ,

0.150(p<0.05) , 0.685(p<0.01) ,

0.491(p<0.01) .

.

< 5>, < 2> .

< 5> 
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4 0.685 0.729 0.082  8.898  .000***

5 0.491 0.629 0.144  4.376  .000***

6 0.136 0.164 0.119  1.372  .170

X²=221.774(df=76), GFI=0.949, AGFI=0.920, NFI=0.956, CFI=0.969, RMR=0.031, RMSEA=0.060

: ** p<0.05, *** p<0.01 

< 2> 

2) 

, 0.511(p<0.01)

, 0.266(p<0.01) ,

0.254(p<0.01) ,

0.651(p<0.01) ,

0.320 (p<0.05) . ,

. < 6>, < 3> .

< 6> 

S.E. C.R.
(t ) p

1 0.511 0.583 0.089  6.580  .000***

2 0.266 0.293 0.080  3.646  .000***

3 0.254 0.354 0.102  3.481  .000***

4 0.651 0.630 0.093  6.782  .000***

5 0.176 0.216 0.148  1.462  .144

6 0.320 0.404 0.159  2.540  .011**

: ** p<0.05, *** p<0.01 
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, 0.835(p<0.01)

, 0.733(p<0.01) ,

1.050(p<0.01)

. , , ,

. < 7>, < 4> .

< 7> 

S.E. C.R.
(t ) p

1  0.835  0.779 0.067 11.577  .000***

2  0.159  0.165 0.129  1.278  .201

3 -0.176 -0.208 0.165 -1.260  .208

4  0.733  0.814 0.155  5.250  .000***

5  1.050  1.328 0.327  4.065  .000***

6  0.081  0.092 0.195  0.470  .638

: ** p<0.05, *** p<0.01 

< 3> < 4> 

< 8> .

< 8> 

1
2
3
4
5
6
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A Study on the Impact of Tourism Experience to Brand Equity, Place Attachment 

and Loyalty in 6th Industrialization Areas 

- Focused on Yeoungcheon Wine Valley in Korea and Shinshu Wine Valley in Japan -

Taniguchi, Kiyomi･Kim, Hyun-Ji

Recently, the economy of agricultural and rural areas is stagnating by the shortage of labor, the reduction of agricultural 
production due to the opening markets for agricultural and fisheries products, and the decrease of agricultural income. It is 
important to develop new income sources by recognizing the limitations of agricultural structures depending on only agricultural
production, and from this point of view, the concept of 6th industrialization which links production, manufacture, distribution,
sales and tourism is being promoted as the region policy. The purpose of this study is to investigate the structural relationship 
between tourism experience measuring by experiential marketing module, brand equity, place attachment and loyalty in agricultural 
areas promoting the 6th industrialization. In addition, it was intended to clarify the difference between the two regions by reviewing 
the development process of the 6th industrialization policy, the main types of activities, and comparing the results of causal 
relations between variables on a empirical basis. The research were carried out in Yeongcheon in Korea and Shinshu in Japan. 
As a result of the whole data, tourism experience have direct positive impact on brand equity, place attachment, and loyalty. 
Regarding results of each areas, the path of brand equity to loyalty was not significant in Shinshu, so policies for brand establishment 
should be conducted. In Yeongcheon area, the path tourism experience to place attachment, and place attachment to loyalty 
were not significant, therefore, the importance of developing tourism experience to increase place attachment was suggested.  




