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Abstract Recently, the cultural industry has become an attractive industry which is having a dramatic effect with
the rise of Hallyu offering many possibilities for development. Specially, the marketing techniques employed by the
performing arts industry started to change to respond to consumer tastes and demands like other commodity markets,
as the popular performing arts industry began to receive attention as a promising industry. It is important to identify
the behavior of consumers in order to actively deal with the demands and tastes of consumers that are becoming
increasingly diverse and individualized. The performing arts market needs to recognize the importance of its audience
and to apply appropriate marketing techniques. This study attempted to empirically identify the value of performing
arts perceived by the audience and to investigate the influence of the relationship between the perceived value, attitude
formation and satisfaction with performing arts. In order to examine the influence of the value of performing arts
on attitude and customer satisfaction, a reliability analysis and factor analysis were conducted to investigate the
dependability and validity of the measured variables. In order to achieve the study's intended purpose, the structural
equation model (SEM) was utilized as the core analysis method. As a result, it was found that the perceived value
and attitude towards performing arts have a positive effect on customer satisfaction. The results of this study are
expected to be used as the basic data for organizations that plan performances to improve their marketing and
promotion around the audience and for more specific and detailed research in the future.
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attitude and customer satisfaction

Table 1. The effects
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coefficients coefficients

HI 1 Functional value — N 0.55 0.525 0.07 774 | 00007
= . - Cognitive e

H1 2 Perceived value Emotional value — attitude 0.17 0.177 0.06 2.70 0.007
H1 3 Social value — 023 0253 0.05 451 | 0.000™
H2 I Functional value — _ 0.61 0511 0.08 781 | 0.000™
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547



FHLAKEL 7| &8s =B A7 A9E, 2016

Hl 3: Il tidt A2-5 7k ALs 4 713
7} AAA Ezo| WA= dLAAE AHE Hdn 1F
3l ARAFEB)E 0253, CR.EL 451, F28E(p7h)

0.0000.& #24:3() 001014 EAAoR HolH
YERTE wheba] o] A Eof %O‘i o <ol digh 7

24 Q) AR FH7E QA dse] A
e MAdE & & 9)
H2 1 Bdel&o] Bid Azt 4Rl 7155 A

7} ZAA P nxE AFHAS e}ﬂi% Az
3t AZASB)E 0.511, CREES 7.8
0.0000.2 Hol45
YERSIT wheba] 7hdo] Afe ol %L ol &
28 7HAQ) 71 A 77 A e
Fas wHivka & & 9l

H2 2: F<dose] tigk Azt 7
7F A Hzo vAE JEHAE A
3} ARAGB)E 0.133, CR.FS 2.58,
0.01022 #2]4F(a) 0.05914 EAHzE FoaH7
YERsIT wheba 7pdo] el o] FAddee] tigk X
28 7HA)] A A 77 A gl A (HY
G vt & 5 9l

H2 3: Fogol it X] 7kl 7EAIQ1 AFS) A A
7F AAA B MX s QEHAE A9 E A BF
3 AZAB)E 0.300, C.R.ZEE 529, 985 (p7h)
0.0002.% f-2]F(q) 0.0194 EAZ R {2517
YeRsIT weba 7Rdo] e so] el gk A
25 7HAQD AR A 7ER7E A Bl S (H)Y
G vt & 5 9l

H3_1: %ol st Azte 742]9 4
7b FEd EHxo nAE QRUAES AuE Ay FF
3t ARAGB)E 0.584, CR.FHS 847,
0.00022 #2]4(a) 0.01°14 EAH
YeRsIT weba 7Rdo] e so] el gk A
7t 729 7154 7M7) A5 A EEe 3
Fs mRIta

H3 2: Fdd&o] g
7b A HEe vAE dgAAE e}ui
3 AZASB)E 0.263, CR.ZES 5.0
0.0002.%2 FoF(a) 0.011A E?ﬂﬂ

ol
o

OJ

%T/\}]\

548

H3 3:
3} %iﬁ]ﬂﬁ)c 0.284, CR.ZE 5.

0.0002.2 §-95%

06, F2&E(pah)

7t 7%%1 2 AF3] A 7}X17} 63%31 2
P G & 5 vk

H4 1 ioﬂcﬂl off gt ejr=ql
o v X GEHAE AR
H(B)= 0.514, C.R.gk 8.14, 2 &E(pat) 0.000°.2

FFFE(a) 0.01904 SAHCE fFolstA YERsTh
ufgha] 7hdo] AEEo] Tl etk Bl Ax4
w7t 17 W] A (+)R] deks Xtk &
T Atk

H4 2: Tzl gk ej=dl 244 et 17
UEE vXE JYHAE AR Ay 123 H2A
F(B)E 0.111, CR.ZL 208, FSE(p7h) 0.038%

FIFE(@ 0.10014 SAX R frejatA vhebsitt w
gha] 7pde] AjeE o] FAoee] et BlESl 7
BEst 17 s gAH®S L Aty
- Sith

H4 3: F<sd] g
T n)x|E %%F&ﬁl% *gﬁ%
F(B)E 0281, CRA 4
Fo5E(a) 0.01904 5741
wlelA] 7Hd o] el o] &

T7b a B Jx”ﬁ(ﬂ

sk

O_A.,

2~
T

2 AFeA = FAdsel gk A7
A 74R), 8 F X9k A A 77
T, A "R, G54 HE) X
B3, Bj=rt a9 me)] nlX]= 4%
g,

AR, TAdzel g A28 7%l 7153 7B
:0.525) DAA 71H(B=0.177), AF31A 743(B=0.253)
7} AAA EHJAOﬂ HX = JgAAE AHE A9 75

L
o



Al tgt 7HA7E BEet RAnSEe v G| wI AT

e ke I e R e R B L AT B ATHFE A, FF AelAe 3
A 9TL vAE Ao vebth Ea 715H wEQl A of9lelm Fu9l Ak AAlske] g4
TEAZE IAA o] vl GFEe] 7P A, A8l & TR 8QlE JHERS, T T ATEY
A 7 FAA 7 Eom 4T AL Yis & o T3 WrEe] W geste] F2d 4 v
+ 3 Ae7ke gtshs A7 dAsolof & A oR AsE]

A, ozl diFd A7 7 71s A AAB H, 24, FddE e M, B, B oled] ¢
=0.511), FAA 7HA(B=0.133), AH814 7F(B=0.300)  wAte] Aol FFE& F= vhget Wl dedE o
7h A o] viAE JEAE AN A3t vl o Fdelee] @48k A s A9 AR
A 7pA ek A THA, ALA JHAE A HEel 3 o] 5T Ee] Rd] Adsoor & Ao AlR
AAGA GFE VA AoR YEETh B3 715
THA7E 73 A Eeel viAlE FEE el 7P A, AR
A 7hAsh A THA] o JE viAaL g o
T 3 References

A, FAdzel dist A2 7ExIR1 7154 7EX(B
=0.584), 747 7}X1(B=0.263), A3]Z 7}X|(3=0.284)

7F BEA Hzel vA = dEEAE dE 23 Vs
4 7% g4 A, A8 7L B del @
AAH FFL VA= Ao tehdh £ 7)5H
AL A dwe] vl JFol Abg A, A
A 79 A A w0 B AT e F
2~ 0]

T

A, Fesd ek BlEel 144 El%(B=0.514),
Bl =(3=0.281)7} 124 vt

A4 B =(B=0.111), 54
o) vA JFRAE AR A9 AdAA H=et
A HE, B Bt aASe] A
IS VA= AR vepgtt B3, A4 Berh o
A kel viAl= gl 7 A, 54 Bt
T A, 2 H BT 7P A R o R YEkTh
w Aol A3t e tig A zd 77t BE
o ARSI FFE VA Wil TdlE A
2HIAE AEL7] M E el det SAAR
QA& A 5 e Wete] BAFolof drhs A4
e BoFaL 9l 53], # A7 AdE wiEoR g
dlzol Wet QAe AR g - AsE 5 9le
oA A e BAE 5 9 Rk ozl S
RS skl sl Fslor sk T BEe
TAHD WE U AL AT B,
doz FAL 71Fshs BANGAAME TAE vl
T WA SR vHg FEE AP 5 9le 9
7o 712A4R7t Ho] gho' Hup FAF o a AR
AT7F AEHAE AL TIdhel it

549

[1] Eun-a Park, "The effect of customer experiential value
on relationship quality and loyalty in performing arts

market: Mediating roles of emotion and action flow",

Department of Business Administration, Sejong
University, 2011.
[2] Yong-Man, Kim, "An Influence of Attribute of

Professional Soccer Team on Satisfaction of Spectating,
Team Identification, and Team Loyalty", The Korean
Journal of Physical Education, vol. 43, no, 6, pp.
623-631, 2004.

[3] Sang-Kyu, Park, Kye-Hyeon, Won, Sang-Jin, Kang, "A
Study on Service Quality and Fan Loyalty of
Professional Baseball Team", Korean Journal of Sport

Management, vol. 6, no, 2, pp. 279-294, 2001.

[4] Sung-Kyun, Moon, "Effect of Spectating Value of
Professional Baseball on Viewing Satisfaction, Attitude
toward a Team, Team Image, and Intention of Revisit,

Dissertation", Dankook University, 2010.

Monroe, Kent B., "Pricing making profitable
decisions", 2nd ed., New York : McGraw-Hill, 1990.

[3]

[6] Sweeney J. C., Soutar G. N., "Consumer perceived
value: The development of a multiple item scale",
Journal of Retailing, vol. 77, pp. 203-220, 2001.

DOLI: http://dx.doi.org/10.1016/50022-4359(01)00041-0

[7] Kotler, P., "Marketing Management: The Marketer’s
Watchwords Are Quality, and Value", New lJersey:

PrenticeHall, 2003.

Sang-Gu, Lee, "The Effect of Perceived Values
Regarding Tourist Products on Satisfaction : Based on
Moderating Effect of Hanryu ", Ph. D. thesis, Graduate
School, University of Incheon, 2012.

(8]

[9] Eun-sun, Kim, "The effect of airline flight service's
perceived risk and value on customer satisfaction and
purchase intention", Graduate School, Sangmyung

University, 2015

[10] Wilkie, W. L., "Antitrust goes international". Antitrust

Law Journal, vol. 59, no, 2, pp. 563-573, 1990.
[11] Hyo-Jung Kim, Eun-Hye, Han, "A Study on Measures
Connecting vocational field to promote employment in



HERE TP

s8] A17A A9, 2016

[12]

[13]

[14]

[15]

[16]

[17]

(18]

[19]

[20]

[21]

[22]

[23]

[24]

Culture and Arts",
2011.

Mi-Sun, Suh, "The Impact of Cause-Related Marketing
Perception on the Dance Company Images", Ph. D.
thesis, Department of Dance Graduate School Dankook
University, 2014.

Korea Culture and Tourism Institute,

Ai-seung, Seo, "A study on satisfaction with consumer
behavior orientation and the audience value in the
performing arts", Graduate School of Business
Administration Dankook University, 2003.

Soon-Kyeong, Seo, "The Influence of the Perceived
Performance Quality of Korean Traditional Dance on
Spectatorship  Value and Viewing  Satisfaction",
Post-Viewing Behaviors, Ph. D. thesis, Dankook
University, 2010.

Soo-Hee, Lee, Maeng-Sun, Kim, "Importance-Performance
Comparison of SNS Website Quality Factors on the
Hotel Industry”", Journal of Tourism and Leisure
Research, vol. 25, no, 1, pp. 285-304, 2013.

Chul, Ho Cho, "An Affection of Perceived Service Value
on Trust and Customer Satisfaction in Private
Homepage: Focusing on The Blog", Journal of the Korea
Service Management Society, vol. 8, no, 2, pp. 49-77,
2007.

Byung-Sook Hong, Youn-Kue Na, "The Effect of the
Perceived Risk, Trust of Internet Shopping on the
Perceived Usefulness, Attitude, and Purchase Intention
of the Fashion Merchandise", Journal of the Korean
Society of Clothing and Textiles, vol. 32, no, 5, pp.
834-845, 2008.

Young-Jin, Yoo, Jung-Sun Song, "The effect of
advertising in relation to brand value, brand attitude, and
brand loyalty in the food service industry - Focusing on
family restaurants, pizza restaurants, and fast-food
restaurants" - Tourism Research, vol. 25, no, 1, pp.
127-146, 2010.

MinSeok, Kwak, KwangMin, Cho, "The Relationships
Among Brand Equity, Brand Value, Customer
Satisfaction, Brand Attitude, and Revisit Intention in
Golf", The Korean Journal of Physical Education, vol.
50, no, 1, pp. 147-160, 2011.

Fishbein, M., Ajzen, 1., "Belief, Attitude, intention and
behavior: An introduction to theory and Research",
Addison-Wesley, Reading, MA.

Homer, P. M., & Yoon, S. G., "Message Framing and the
Interrelationships Among Ad-Based Feelings, Affect, and
Cognition", Journal of Advertising, vol. 21, no, 1, pp.
19-33, 1992.

DOL: http://dx.doi.org/10.1080/00913367.1992.10673357

Jung-Hee, Jung, "Deciding Factors of Viewing
Satisfaction and Intention to Act", Dissertation, Graduate
School Dankook University, 2006.

Ki-Moon, Sung, Gee-Na Shin, Joong Ho Ahn, "Effect of
Individual Characteristics and Perceived Interactivity in
Home-network Context on Service Satisfaction, Attitude,
and Intention to Use : Focusing on the Flow Theory",
The Journal of Society for e-Business Studies, vol. 14,
no, 2, pp. 72-85, 2009.

Chi-Wook, Woo,
Satisfaction  based

"The Effect of Visitors' Attitude on
on Benefit-sought for Sport

550

Exhibition, Dissertation", Korea National Sport University.
2010.

Soo-jin, Yang, "The Influence of Audience's Attitudes
toward the Trailer Image of a Film Festival upon Their
Satisfaction and Loyalty to the Festival-Focusing on
Puchon International Fantastic Film Festival and Jecheon
International Music& Film Festival", Dissertation,
Chung-Ang University, 2014.

[25]

Nunnally, J., Bernstein, 1. H., "Psychometric theory(2nd
ed.)". New York, NY: McGraw-Hill, 1994.

Hair, J. F., Anderson, R. E., Tatham, R.L., Black, W.C.,
"Multivariate Data Analysis", 5th Edition, Prentice Hall,
Upper Saddle River. New Jersey, Ch. 11, Structural
Equation Modeling, pp. 577-666, 1998.

Fornell, C., Larcker, D. F., "Evaluating structural
equation models with unobservable variables and
measurement error”, Journal of Marketing Research, vol.
18, pp. 39 -50, 1981.

DOL: http://dx.doi.org/10.2307/3150980

[26]

[27]

[28]

T £ XKEun-Ja Koo) B
02003 8¢ : ArAhsta ¥
&3} (FAETAIA
020161 8¢ : A3Ulgtn FAdE
gt} (&A% ¥Ab
02009 3¢Y ~ A : HUguw
FA718 495 w4
<A EoR
deid, 3dds, FAE, A

[Hsl3]

2012 2¢¥ ~ 2016\d 8¢ : A3F
ek e Q)27 etk e 9] 4

A4t v

019924 49 ~ 2016\ 29 : o}A
olubag AIMEAE 2

2016 39 ~ @A : AFgu
gy 2t 2u

A ] 2efu



Fad&el gt 7HA7F Begt nARE R v FFol BF A+

L
—

Ot A Al(Sung-Sik Ahn) EXEE

—_

oty

©2006'd 2¢ ~ 2010 34 : 7
gt 77 g et 2ah
02008 7€ ~ 2010 34¥ : =
AojzAd AT sARNE 2%
02010 49 ~ #A : AZAlo|Y

EEEIERESPE L e

AekAE, v e A

551




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /KOR <FEFFd5a5c0c1b41c0020c778c1c40020d488c9c8c7440020c5bbae300020c704d5740020ace0d574c0c1b3c4c7580020c774bbf8c9c0b97c0020c0acc6a9d558c5ec00200050004400460020bb38c11cb97c0020b9ccb4e4b824ba740020c7740020c124c815c7440020c0acc6a9d558c2edc2dcc624002e0020c7740020c124c815c7440020c0acc6a9d558c5ec0020b9ccb4e000200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /CHS <FEFF4f7f75288fd94e9b8bbe7f6e521b5efa76840020005000440046002065876863ff0c5c065305542b66f49ad8768456fe50cf52068fa87387ff0c4ee563d09ad8625353708d2891cf30028be5002000500044004600206587686353ef4ee54f7f752800200020004100630072006f00620061007400204e0e002000520065006100640065007200200035002e00300020548c66f49ad87248672c62535f003002>
    /CHT <FEFF4f7f752890194e9b8a2d5b9a5efa7acb76840020005000440046002065874ef65305542b8f039ad876845f7150cf89e367905ea6ff0c4fbf65bc63d066075217537054c18cea3002005000440046002065874ef653ef4ee54f7f75280020004100630072006f0062006100740020548c002000520065006100640065007200200035002e0030002053ca66f465b07248672c4f86958b555f3002>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


