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Abstract

Background/Objectives: This study aims to improve
the performance of local festivals and increase visitor satis-
faction by holding a differentiated regional festival by col-
lecting the image, festival performance and visitor satisfac-
tion of visitors to the 2017 World Youth Festival. The pur-
pose of this study is to provide implications that can be
contributed.

Methods/Statistical Analysis: After the event, vis-
itors were asked to participate in the festival. After the
event, the purpose of the study was fully explained and a
souvenir was provided. A total of 600 questionnaires were
distributed from September 21, 2017 to September 23, 2017,
and 538 copies were collected, and 510 copies of the ques-
tionnaire were used for statistical analysis. The analysis
tool was the SPSS 20.0 statistical package and AMOS 20.0.

Findings: The results of this study were as follows:
First, social capital factors and local people factors had
a significant effect on local festival performance and four
components of regional image factors. Second, all regional
image factors showed no statistically significant effect on
visitor satisfaction Third, economic factors and social fac-
tors influenced visitor satisfaction. Based on the results of
this study, we suggest strategic implications for local au-
tonomous entities and organizations that want to hold local
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festivals, considering local image, local festival performance,
and visitor satisfaction. In addition, This will be a prece-
dent study.

Improvements/Applications: This study can con-
tribute to improve the performance of local festival and in-
crease visitor satisfaction by holding regional festival that
differentiated from local image, festival performance, and
visitor satisfaction.

Key Words : Local Festivals, Local Image, Festival
Performance, Visitor Satisfaction, World, Youth Festival.

1 Introduction

Recently, local festivals are attracting attention due to rapid growth
in the field of tourism. The growth rate is accelerating with the ex-
pectation of regional economic development through improvement
of local image and attracting foreign tourists and expansion of cul-
tural tourism [1]. As the significance of regional images has become
more important in relation to local festivals, we are going to exam-
ine the relationship between local image and visitor satisfaction. At
present, the most important factor in the reality of local festivals
is the quality improvement of local festivals [2,3]. In order to do
this, it is necessary to perform integrated and systematic analysis
considering not only the influence relationship between local image
and visitor satisfaction but also the effect on local festival perfor-
mance [4]. In addition, it is necessary to establish differentiated
strategies through these analysis results. Therefore, based on the
recognition of the above problems, this study examines the inte-
grated influence relationship between local image of region where
festival is held, local festival performance and visitor satisfaction.
Furthermore, based on the results of this study, we aim to provide
differentiated and effective strategic implications for planning and
hosting local festivals [5].

2 Materials and Methods

When we look at the concept of image first in understanding lo-
cal image in relation to local image and local festival performance,
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image can be said to be the total of beliefs, thoughts, and impres-
sions that we have about a place or destination[6,7]. In addition,
the local festival has a positive effect on the regional image of the
sightseeing of the area, and positively affects the social culture and
economic performance of the region [8]. In the relationship between
local image and visitor satisfaction, the local image influenced the
overall visitor evaluation of the area, and the higher the perceived
image of the visitor, the higher the satisfaction. and the effect of
local image on visitor satisfaction was investigated and local image
was presented as a leading variable of visitor satisfaction[9]. The
results of this study are as follows. First, there is a positive re-
lationship between perceived performance and visitor satisfaction
[10].

2.1 Collecting Data

The empirical analysis procedure of the data is as follows. First,
frequency analysis was conducted to identify the demographic char-
acteristics of the respondents. Second, to confirm the internal con-
sistency and factor suitability of the scale, the scale was established
through the reliability analysis and the exploratory factor analysis
of the conceptual unit constituent items [11,12]. In addition, con-
struct validity, mean variance extracted, and square root of the
mean variance extraction and the correlation matrix of the con-
cepts are examined using the factorial witness and error variance
statistics presented through the confirmatory factor analysis results.
Respectively. Third, structural equation modeling was conducted
to verify the structural model and pathway significance of the the-
oretical variables.

2.2 Research Model and Hypothesis Setting

Hypothesis 1: Local image will have positive (+) effect on regional
festival performance.

Hypothesis 2: Local image has a positive (+) effect on visitor
satisfaction.

Hypothesis 3: Regional festival performance will have positive
(+) effect on visitor satisfaction. [Figure 1]
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Figure 1: Research Model

3 Results and Discussion

As Table 1 shows, reliability and validity analysis of regional
images as for the demographic characteristics of the sample, 362
(71.0%) were female and 148 (29.0%) were male. The age group
of 20s was the largest with 231 (45.3%), followed by, Followed by
teenagers (127.9%), 30 people (70.7%), people in their 40s and 63
people (12.4), people in their fifties (14.2%) and people in their 60s
and above (1.0%).
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3.1 Reliability and Validity Of Measurement Items

As shown in Table 2, the reliability and validity of regional
images the reliability of the measurement tools was measured using
the Cronbach’s alpha coefficient, and verified the reliability, validity,
and suitability of the indicators that constitute the lower dimension
of each concept. First, exploratory factor analysis was conduct
and confirmatory factor was confirmed through confirmatory factor
analysis. As a result of analyzing the reliability of local image, social
capital .941, nighttime .935, local people .945, nature .949, cultural
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image .963 all had high internal consistency. Next, exploratory
factor analysis was conducted to verify the validity of the scale.

As shown in Table 3, Culture .920, society .911, and tourism
.934, all of which had high internal consistency. Secondly, the va-
lidity of the scale was confirmed by the factors that explained each
factor, and the convergent measurement model was very well sup-
ported by the data. All of the measured items showed a significant
CR value at the level of p <0.01 And SMC were all over 0.3.
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As shown in Table 4, a high internal consistency was obtained,
and all the measured items had a significant CR value at the level of
p <0.01 And SMC were all over 0.3. In addition to the above ana-
lyzed results, construct validity and convergent validity were exam-
ined through construct reliability and average variance extracted.

As shown in Table 5, the average of each factor is the average of
5 points or more except social capital and nighttime. On the other
hand, correlation coefficient of all variables showed high correlation
between social and local residents, nature, cultural image, visitor
satisfaction and social factors.
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Figure 2: Path Coefficient Of The Research Model And Summary
Of The Verification Result

As shown in Figure 2, the nighttime factor of the local image
was significantly influenced by cultural factor (path coefficient .113,
t value (CR) 1.723, p <0.1) and social factor (path coefficient .165,
t value (CR) 1.951. And economic factors and tourism factors were
not statistically significant. And the results of this study are as
follows: 1) Local factors were the economic factors (path coeffi-
cient, 200, t, CR, 3.485, p <0.01), cultural factors (path coefficient,
(P <0.01), t-value (CR) -1.941, p <0.1), tourism factor (path co-
efficient, the results of this study are as follows. Natural factors
have a significant effect on economic factors (path coefficient .161,
t value (C.R.) 2.119. P <0.05), and the remaining cultural factors,
social factors, and tourism factors are not statistically significant
and Cultural image factors were economic factor (path coefficient
.210, t value (CR) 3.164, p <0.01), cultural factor (path coefficient
.184, t value (CR) 2.848. 264, t value (CR) 3.986, p <0.01), and
it was found that tourism factors were the most influential factors.
Second, Hypothesis 2 on the relationship between local image (so-
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cial capital factor, night factor, local factor, natural factor, cultural
image factor) and visitor satisfaction revealed that all regional im-
age factors are not statistically significant for visitor satisfaction
appear. Third, the hypothesis 3 on the relationship between the
regional festival performance (economic factor, cultural factor, so-
cial factor, tourist factor) and visitor satisfaction showed that the
economic factor (path coefficient, .464, t - value p <0.01) and so-
cial factors (path coefficient - 0.87, t - value (CR) -2.360, p <0.05)
showed a significant effect on visitor satisfaction.

4 Conclusion

Based on the results of the above hypothesis verification, it is nec-
essary to pay more attention to the efficiency and cleanliness in
the transportation system and enjoyment from the planning stage
to the regional image, festival performance and visitor satisfac-
tion. Also, it is necessary to improve the kindness of local residents
through service education. Based on these conditions, the region’s
cultural and natural elements are actively If it is developed, it will
reduce the social adverse effects such as environmental pollution
and traffic congestion while improving the economic performance
through the festival, and it will be a strategic festival that will sat-
isfy the visitor even if the theme of the festival does not match the
image of the region. I suggest some implications.
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