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Effect of Tourist Attraction Photos on Tourism Intention:
in Gwangju and Jeonnam

. o1 . 2
Young-Jin Kim , Yeon-Woo Lim
"Division of Airline Service, Gwangju University
Division of International Tourism, Hansei University

2 o AL 7159 & HEoE AW WYL Holxth olddt FRHOE QAstel hket HoplA RS
SUSHA BESIL 9k ol BHFEHE R gk, Teit 43 AFel o] g AT Byl A
AAPE 1 F240 vls) A7/ 2 Holeh. weba] o] Ust BYA ANLAL Felshe A7t Basht,
ol o] i BHYAo] MESH WA Aol BRI 1L FFS 2ALL, WY LA A ATE 5
L A2 BHOE Gt ATANS vigoR BYX BYAQ AZ4H AFS A AAES EBtLA Bt 472
3 AEske BgA A 891 F Bk o] Bl Atlo] BRI Ee] G Xt Ao Uekon], §gx| Ao
AT U B IO I A0% dehinh GRAAE MYoR AN T8 44T RE
shich. A, A GARS] BAZE A e We) ol ke FAE & YA AL ol 83 P - FusL WA
o BQITh BA), elobad] sioh 5L BEY BYA Aol Wasih AA, thR A ARG AU A
Ay FUANOR 08T AL At

Abstract Photographs depict objective truth, and thus, photographic data are collected and stored in
various fields. This practice is not irrelevant in terms of tourism. However, photographic research in
tourism is less utilized than on tangible products. Therefore, research is needed to identify photographic
factors of tourist attractions that tourists prefer. The purposes of this study were to investigate the effect
of tourist-preferred photos of tourist attractions on tourist intention and to conduct a case study of
photographs that advertise tourist attractions. Our intention was to identify photographic features of
tourist destinations that visually appeal to tourists. We found that tourist destination photographs related
to the "sea" influenced tourism intentions. Case studies on tourist destinations have shown that some
tourist destinations use photographs of the sea. Based on our results, we make the following
recommendations. First, if possible, tourist attractions should be promoted using pictures of sea-themed
attractions. Second, photographs of tourist destinations should emphasize coast features. Third,

photographs of aspects of local tourism should be utilized.
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4.2 CHAX|S ZIPEA(ATHA)

4.2.1 SR QAASAHEN EY
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Table 1. Demographic Characteristics

. ) frequency rate
variables items (person) ©%)

Gend Male 82 23.43

ender Female 268 76.57

20s 104 29.71

30s 26 7.43

Age 40s 108 30.86
50s 100 28.57

Over 60s 12 3.43

high school 70 20.00

Education colleges 64 18.29
University 162 46.29

Graduate school 54 15.43

Seoul 56 16.00

Incheon, Gyeonggi 52 14.86

id Daejeon, Chungcheong 36 10.29
residence Gwangju, Jeolla 200 57.14
Busan, Gyeongnam 4 1.14

Jeju 2 0.57

All 350 100
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Table 2. Factor and Reliability Analysis of Destination AABAELE AABFATKTable 4). B84}, 35

Picture Al A a3t #=FEAG 890 7 ATASS] 3ol FHH)
Factor Eigen Value 9] %}1\'0] ]’]'Ebd—q' ‘IJrEW 7—]’ 249l Zl'gl 175”% ‘?r‘o st
Factor and Variables Variance #1 0 Lk

Loaded Reliability* NEE L}F%ME]—
Rural Landscape
Mountains_mountains and fields 232 Table 4. Correlation Test

: : .67 8.85
Waerside_ river, flowers 665 368 cor ] ® [ ® [ © [ @ [ © [0 [ ®
Wate?side_Swamp Park 636 876 @ 1
Waterside_River Side Village -600 ® 374 1
Garden_Sculpture Park 592 © 442 | 397 1
@ 257 | 327 .307 1
Viewing Facility © | 416 | 345 | 427 | 384 1
Folk performance 776 ® | .253| 222 | .178 | .130 | .264 1
Modern Building_Observatory ;ZZ gg} ® | 240 | 163 | 156 | 192 | 319 | 173 | 1
Folk performanC§ '642 860 @Rural Landscape, ®Viewing Facility, ©Tangible cultural
II\’/Iergorma];(:.i_i'festlif/?l .606 ' property, @Food, ®Sea, ®Mountain, @Travel Intention
odern Building_Museum .

Modern Building_Art Museum .602
Tangible cultural property 179 424 7|.)él1 é‘%
Cultural Heritage_Joseon House 816 7:46 B
Cultural Heritage_Joseon House 788 851 AZ A3} 7Pd1L 2B Qi T5gA] ARZo]
Cultural Heritage_Temple -552 ’ - = -
— g e TRz vR= 8912 R9gHE 0.05°]stA4 Hith
00
BT o |1 290 Y v Ao et A9, B, &
ood _ Grilled Fis . 6.65 B N .
Food _ formal dinner 'zéz 846 3, 4, A 59 8212 WEEFo] JFE HAA
Food _ Bulgogi(Korean BBQ) -668
S %= A= YEtKTable 5).
ea
Sea

775 1.21 .
Experience_Sea_Zipline 690 5.05 Table 5. Hypothesis Test
Sea_boat, island 599 736
Sea_beach bike 561 Independents Beta t p
Sea_island and bridge Rural Landscape .103 994 322
Mountain a1 1.07 Viewing Facility .064 .685 494
Mountain _ sea of clouds :78’; 4.48 Taniible cultural property -.131 -1.27 .203
Mountain _ sea of clouds -805 goo gig ?;238712 (7)(7)?

ea . . .

*Cronbach's @, Sum of Variance: 69.765% Mountain 008 101 920

Dependent: Travel Intention;
R?=0.217, R=0.466, F=22.194, P=0.000
Table 3. Exploratory Factor Analysis of Tourist
Attractions

4.3 TSRS AT 2M(6HA)

. Eigen Value
Factor and Variables Variz

facor loaded artanee o] 79 BRI BEPlet Akl o]
Travel Intention Z]Qﬂj'% /‘_]EHQL ]E}%H, j—j&]' ~%L°J s %‘?‘Ntﬂ:rl j—‘é‘ﬂg}'
Refer to the tourist photo advertisemen(.909) TJA0l% o FlEl- Lo A7} AA =
Recommend tourist spots in photos(.907) WEG EHohe ROE B AAR Aol FH-
Help in determining tourist 3.92 AL A LZF 297.1km, 4= 348.6km, E3E 352.8km
destinations(.904) 78.5 o] 51=
Favorable delivery of tourist 931 7—]6]01] HX] ?l'E]'[ZS]
destinations(.869) Z]HO. =K H7uz] Eeflo 3lorAL. glo
Decide on a trip by looking at the photos of ]Cg = o 1 19} _—T‘Lg— 1 %]EH ]D{ OHJJL a ]—
tourist spots(.839) 2A] gfjotolt), AL 2 165712 A= A9 65%°|tt.

Cronbach's St Ak, A%, B Sol ek S fde

HopA|tholt}. 7|3 iy 71Foln AL gy
4.2.3 NBEASA 71%, siere] geros SRy 7150] BAE ehdt,
FHEAFS 9 A 1 AUBAS Teks] S ABF 7)1 12~15C01%, AT B9 oF 1,200
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Gwangju(Gwangsan)
Gwangyang,
Gurye,Jangheung, Hwasun

Natural Resources

Mountain top

Gwangju(Dong), Gangjin,

Mountain

Jangheung with flower Mountain
e S
5 & 8 & and valleys
Hwasun
Gwangju(Gwangsan),
Gwangyang, Gurye, Flower road
Damyang, Jangseong, and village Rural
Hampyeong, Hwasun Landscape
h . , D ,
Goheung, Gurye, Damyang Village scenery
Jangheung
Gwangju(Gwangsan),
G , G , Naju, .
wangyang, burye, au Lake and river
Damyang, Muan, Jangseong,
Jangheung, Hwasun
Sea and
Goheung, Gwangyang, Waterside
Yeosu, Jangheung, Sea
Hampyeong
Muan, Suncheon Foreshore
Goheung, Yeosu Sea and bridge
Humanities Resource
Gwangju(Gwangsan), Gurye,
Naju, Damyang, Muan, Temples and
Suncheon, Jangseong, old houses
Hwasun
Traditional

Hampyeong, Hwasun

Stone bridge and
pagoda

Architecture

Gwangju(Nam), Damyang

Modern cultural
property

Goheung, Naju, Jangheung

Observatory

Gwangju(Nam, Dong),
Damyang, Muan,

Viewing facility

Hampyeong

Modern
Goheung, Gwangyang Bridge Architecture
Gwangju(Nam, Seo),
Goheung, Gwangyang, .
Damyang, Suncheon, City park
Haenam
Naju Bicycle road
Gwangju(Dong), Jangheung Market Culture and
Gwangju(Dong), Hampyeong Performance Experience
Hampyeong Butterfly

*Gokseong-gun, Mokpo-si,

Boseong-gun,

Yeonggwang-gun,

Yeongam-gun, Wando-gun, and Jindo-gun, which used video
advertisements, were excluded from the study.

127

TFA ARlo] WO wof w|= FFE FF, AGES UdeE
m~1,500m HL]oleH26,271. olfgt AYH EFO R A Hit}, 7, Hof, &, A
QA 5 uEt 2Hd-QIE TgArdo] W= 9
Table 6. Destination Picture Categories in Case study ot AAA A= A EA9F 454 THE B3 A
o] 219 Fole, = wskdst g gv]9 59 Het

Main Category N
Local Government Sub- Middle OI]OHX]E O]-Ez]ﬁ 9»11:]'[28] 0]':3 ;él]% _T’_E':]‘G]—Oi] —\1_3’6]'7(]

Cacrory | Caegory  abl AT SRR o R Agsiot

A A AR ATE SI5) A BYFR Ao
2715t 3 BYA ARE Bastglon, TS A
SJstgich. PRI FATHRIN] BYFE AolES
YA Yok WePdE A PR Aolo] B
3hsict.
AT AT, B FAAAE FERE FElo]
A9, vt} 49, HEAZ, AhAZ, £I/AY

(e]

=

So2 BREt. FERE B 49VEY AEDS
& hERHKTable 6.

AHEA 7;1‘31} A ol A WFA Farpdel 574
A, AAWFALE ol gstaL ek WA Fol=
ol 7} X]EV} 54 55 E3beka, 1670 XV\W]
7} vietet Hshar Qlrt. ofet AAdwPAd
A A, AGPAEE Fxske A
O] AR olgstar A SFARRE
< Zgoto] R AR Rt %%—9]
£ AR o] 85Tt A, A9 dle

Eﬂﬂz‘j A9 ARE ol gstaL MS’J‘:}
o, el A% SAE
SEo WA FAARI] o) &

F> flo

1Y
HHAF
H

o)
22

;“‘.:

, 2
o A aREe
4.4 AT HWEHA) L 7H2 8F

FH AT AT} AHAE
£ UEhlow &4] 8110
o] Z Aololtt. 24S
BXA|, BAAE, St 59 AAA] o FIA
o2 HojFo] BAAOIA A= 7] diiEelct. A
o W, AP T 5ol FHATNE TEA A
3} vfgo] A5 FRER] ottt dEdes, W &2
F9] S FHAFolAE F9 wigo] AARE A9 A
A golog BEAMEQTh

PHE119] A5Z20E vige s 714 2] 452 7}
e FEAYE I P 119 A5AF vt a9t
°l B o FFE n|AE Ao Yepdtt vt 8

12 g2 ZevT &7 YeERdth AN
Y8 AXA7L viehe FaARIe] o]8stgitt. Hitto]
e AR 1670 Al 5 18, FEA, oA, S

FERE SAT 23

AH AT BRHA ke
ol 83t THA| FIAHo]

Ll



p=4

3=52 A234 A3=, 2022

L L

T 5 570 Aol vhe ARE A HFaLARIo]

Heshs Ar2A
E'ﬂ?l’ zZQAog o]

e A= R
AF AuAE *W@i aZAoA A
Fo¥stal 3Fag ol &+l Sl ol &
FoAE A9l 4 gtk ey #gst Zoke AR
8730 vl AF7F 22 oo}, wEhA TFA| AR
891 Fejok 77l WaT o= B}, o] o]
L YA Aol TPeIEo] vjAE JFS RARE
3, YA AL ol AR AT A %Z—ME} A
AE viglo 7 33|t TagAo] AjZEA A oI5}
AAEE EEFETY

A1LAT} ATsH= TR AR 891
A ARIFto] #goj o]
on, FA| ARlef tigt A& AR ATl A= dF A
AA7E viet ARl ol8she AoR UERTh

AFAIE B o R ot 22 AXKEE =E5H
o AA, AGZAGl ZAF HA F= - UiolA
ke A2 S WA ARE olgd P2 - R
Bas) wolck, vlch AR Belmo] FHH JFS
ulAE Ao vehgh ofgAle] A9 BE qE 1
Aol vhehE w0 s Qllont B AR el
BitRos K90] AL HolFl Ao uAAS
HolFgith. ol AXTA Frk Bgelut Y= 7401
ohj7] e Zolck. Tt IHUYFA] EE
A9 Faaploletd BYAe] Ao BFwo —;Lxg
G v]A ARG WA Ak T Flolet.

=4, glotAa] Fot ERS 7331 333R] Adlo]

olek. ApLe

1:1-——]_‘— o o]—

% wicko] @
2 A Ao Yert

[e= )

7y

v o=

Q8] Btk dAsIete] lobad] seke: ofEThe
S Bojn| 2 zi7ivre] Aol 7w AW ot
Fol o] Wsle] EEW AAAL Hojzr)

A0) B4, AAH 70 BROIES BHe v A
o5 E43} Ao P, FH Aolol4 A o} 3
Aole. oA TA) TR Zwnt wAE ool o

F& = AL Hrtolth, apAle] B AT vt
cho] 7)%o] gIxIst L Abglo] mich AT A
o} webd Sefst 419 et glolE wietel st

128

=

Qlek Asiere] slobad] sieiat vlhae HolE 4
Qiet.

A, EHGE FAS] A8 BT A
FYYe 2ot R Agoke
=43} B o] shieelote: 1 As
o GFS w4 ool Fawt e A
¥ AelolA] 2] vlrte} Adste] AZsteict.
oz Al @pThelA: AseAT BEA
AeIgiefE Astel Aot Aol AN o

She 22 AV} H9ie Aol

o] A7 B 7H4 WA AT glol FF
of ol xglo] Waslel. A o 71|
87 7Ho] 94E £ A7E AW

ATAE
q.L /U
So]% oFA

TollA SEAE dl&gol vhesHA] efgkrhal 2l 5
glrt. 12w 714{%1_4.23 ATE AP s WA
O[5 BBl AR 7 A WFA= ST

QAL SHRE 4= et

References

Ministry of Culture, Sports and Tourism, “Korean
National Tourism Survey 2020", 2021

H. J. Kim, K. E. Choi, H. J. Kim, “Demographic
change and domestic tourism policy direction”, Korea
Tourism Policy, Vol,82, pp.88-94. 2020.

S. Pan, J. Lee, H. Tsai, H, “Travel photos: Motivations,
image dimensions, and affective qualities of places”,
Tourism management, Vol.40, pp.59-69, 2014.

DOL: https://doi.org/10.1016/j.tourman.2013.05.007

J. A. CHANG, “A Study on Copyright Protection for
Advertisement of Landscape Photography”, The

Korean Association of Sports and Entertainment Law,
Vol. 17 No.3, pp.153-176, 2014.

ti 1d'ARTOO 1909657

Y. W. Lim, H. K. Yoo, “The Effect of Switching
Barriers and E-Loyalty on the E-Servicespace of the
Interned Travel Agency’, International Journal of
Tourism Management and Sciences, Vol.23, No.l,
pp.169-190, 2008.

J. J. Oh, “Implications of Photograph in Tourist Gaze”,
Journal of Photo Geography, Vol.21, Nol, pp.25-34,
2011.

E. K. Jang, M. K. Park, H. S. Park, “Tourist’'s Appeal
Type for International Tourism Promotional Photos of
Korea”, International Journal of Tourism and
Hospitality Research, Vol.10, No.7, pp.133-139, 2012.



A APlo] BFe=o] v FF: B,

Ade

ddez

8]

9]

(10]

(11]

[12]

(13]

(14]

(15]

(16]

(171

(18]

E. A. Park, Y. H. Woo, “Advertising effects depending
on picture types of the sights and Facebook user’s
public  self-consciousness”, Korea Convergence
Society, Vol.10, No.7, pp.133-139, 2019.

DOI: https://doi.org/10.15207/JKCS.2019.10.7.133

H. M. Ki, Y. R. Lee, “Effect of Atmospheric Music and
Advertising Photo on Consumers' Emotional State and
Approach Behavior in Fashion Store”, Journal of
Global Academy of Marketing Science , Vol.16, No.3,
pp.39-60. Jan, 2012.

DOI: https://doi.org/10.1080/12297119.2006.9707370

Y. R. Lee, “The effect of background music and
advertisement photos in fashion stores on consumers'
emotions and approach behavior’, Excellence
Marketing for Customer, Vol.41, No.1, pp.74-79, Jan.
2007.

H. Choi, “A Study on Visual Expressions and
Advertisement Models-With a focus on apartment
brands”, Journal of the convergence on culture
technology, Vol.4, No.3, pp.179-184, 2018.

DOI : http://dx.doi.org/10.17703/ICCT.2018.4.3.179

N. H. Cho, J. Y. Yoon, S. Y. Park, J. Y. Kim, Y. O.
Kang, “Tourism photo classification and tourism
activity characteristic analysis using convolutional
neural network”, The Korean Geographlcal Society
Symposium, The Korean Geographlcal Society, Vol.1,
pp.78-81, Nov. 2020.

H. J. Sim, J, W. Lu, S. H. Shin, J. Y. Lee, J. S. Hong,
‘A Study on Consumer's Subjectivity —About
Advertising Photography Visual: Focusing on Winners
of International Advertising Photography
Competition”, Korean Journal of Communication
Studies, Vol.28, No.1, pp.153-179, 2020.

DOI: https://doi.org/10.23875/kca.28.1.6

J. W. Lim, J. L. Kim, S. T. Hong, Y. J. Lee, “Consumer
Behavior_3rd edition”, Kyungmoon Publishing. 2006.

L. E. Hem, N. M. Iversen, K. Gr@ nhaug, “Advertising
effects of photos used to portray nature-based
tourism  attractions”,  Scandinavian Journal of
Hospitality and Tourism, Vol.3, No.1, pp.48-70, 2003.
DOI: https://doi.org/10.1080/15022250310002089

Q. Li, Z. J. Huang, K. Christianson, “Visual attention
toward tourism photographs with text: An
eye-tracking study’, Tourism Management, Vol.54,
pp-243-258, Jun.2016.

DOI: https://doi.org/10.1016/j.tourman.2015.11.017

K. Dewar, W. M. Li, C. H. Davis, ‘Photographic
images, culture, and perception tourism
advertising: AQ methodology study of Canadian and
Chinese university students”, Journal of Travel &
Tourism Marketing, Vol.22, No.2, pp.35-44, 2007.
DOI: https://doi.org/10.1300/1073v22n02 03

J. B. Youn, Y. J. Yoo, “The Effect of Chinese
Consumers’ Satisfaction with a Korean Product on
Purchase and Tourism Intents: Examining the
Moderated Mediated Effect of Perceived Face”,

in

129

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

Korean Journal of Hospitality & Tourism, Vol.30,
No.6, pp.199-219, Aug. 2021.

J. A. Jeon, “A Study on Brand Equity's Influence on tile
Consumer Purchase Intention of User's Tastes: With
Focus on the Hotel Braw] Bakery”, Journal of Tourism
and Leisure Research, Vol20, No.3, pp.227-247, Aug.
2008.

S. J. Kim, J. H. Lee, “A Study of the Effects of the
Selection Attributes of Lunchbox Stores Based on
Dietary Lifestyles on Purchase Intention”, Culinary
Science & Hospitality Research, Vol.26, No.1,
pp.10-21, Jan. 2020.

I. S. Kim, J. W. Han, H. S. Yoo, “The Structural
Relationship between Arousal, Attention, and Purchase
Intention in the context of Sport Advertising”, Korean
Journal of Sports Science, Vol.29, No.4, pp.589-598,
Aug.2020.

https://www.kci.go.kr/kciportal/ci/sereArticleSearch/
ciSereArtiView.kci?sereArticleSearchBean.artild=ARTO
02622962

J. W. Shin, “A Study on Relationship between Travel
product's  Mobile advertisement Characteristic,
Consumer attitude and Purchase intention”, Journal of
Tourism Management Research, Vol.24, No.3,
pp.339-358, 2020.

E. J. Ahn, J. H. Jo, S. S. Kim, “Study on the
Relationship between Consumer’'s Consumption
Propensity, SNS Advertising Attributes, Product Image,
and Purchase Intention”, The Journal of Internet
Electronic =~ Commerce Resarch, Vol.20, No.6,
pp.107-133, Dec. 2020.
https://www.kci.go.kr/kciportal/ci/sereArticleSearch/
ciSereArtiView.kci?sereArticleSearchBean.artild=ARTO
02674770

R. B. Johnson, A. JOnwuegbuzie, “Mixed methods
research: A research paradigm whose time has come”,
Educational researcher. Vol.33, No.7, pp.14-26. Oct.
2004.

DOL: https://doi.org/10.3102/0013189X033007014

Cacao Map, Section Dstance Check, Available From:

https://map.kakao.com(accessed Oct. 13, 2021)

Gwangju Metropolitan City, Introduction to Gwangju
Available From: https://www.gwangju.go.kr/main.do
(accessed Oct.13, 2021)

Jeollanam-do, Introduction to Jeollanam-do, Available

From:http://www.jeonnam.go.kr(accessed Oct.13,
2021)
Korea Tourism Development Institute, business

overview, Available From:
https://ktourtop10.kr/bbs/board.php?bo_table=51&ty
pe=1 (accessed Oct.13, 2021)

Korea Tourism Organization, Travel to every corner
of Korea, Available From:
https://korean.visitkorea.or.kr/main/main.do#area
(accessed Oct.13, 2021)



AE7|&8ls| =22 A23d A3E, 2022

Z &g Z(Young-Jin Kim) (=59

- 20054 8¢ : sET L
Ao WEE I
AP

20109 29 : 7Fdoistm Yutd
s WRE L (B ;—}—? b
20114 39 ~ @A) : Piska
FEAH AT g

O

g3t

TAEoP
FT A

2l 3 2(Yeon-Woo Lim) EER

- 20004 8Y : d=disty Ay

Skl Fstt (B YA

20084 29 : 7pAdistn Yuly

o WBE I (BTt =D

+ 20084 8¥Y ~ EA : A
SABFst} FAL

130



