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Abstracts: Regional visit satisfaction of visitors can be increased by raising the regional attractiveness of recognized
local stories. The purpose of current study is to explore the internal suitability of a confidence level for analyzing impacts
to recognized local stories’ regional attractiveness empirically and the Cronbach’s alpha for the questions related to
recognized local stories elements of a regional attractiveness showed good internal suitability with 0.905 and 0.874. As a
result of proceeding with a regression analysis for verifying a study model, the power (the factors which are uniqueness,
portrayal, understandability, and sensibility) of the recognized stories suggested from the study model and the regional
attractiveness (the factors which are education, significance, and experientiality) are selected as they affect significant
impacts. Local brand creations and expansions can be important cultural values for vitalizing a local economy via the
study of the relationships (differences) between recognized local stories and regional attractiveness. In this study, the
validity of each measure’s variable used for the study's basic static analysis and each scale construction, and the
credibility whether the measures variables are consisting of latent variables consistently were verified. And it is
experimented if the recognized story's regional attractiveness relationships (differences) can be applied to this study by
suggesting the hypothesis adoption status via regression analysis verifying causal impacts between variables. These
were very meaningful in this study. Because if we study that regional story content elements are very effective in regional
activation by increasing regional attractiveness for visitors then it might be able to be systemized theoretically and be
used for practical businesses.
Keywords: Recognized Local Story, Storytelling Elements, Regional Attractiveness, Local Brand, Regional

Revitalization.

1. INTRODUCTION

A lot of cities are encouraging the introduction of visitors via stories based on corresponding regions and
increasing their awareness and values. This is the power of the recognized regional story content. The content of
stories increases their value and helps visitors show positive attitudes. According to this, national local governments
recently are developing recognized regional story content as a key method to be more competitive in the region-
based culture tourist industry actively. But their effort actually doesn’t work very well. Even unique and differentiated
cultural goods the first time, are generalized and declined because similar content is produced via benchmarking at
competing regionals as time goes by.

To overcome this reality, it is necessary to develop new and differentiated cultural goods by using recognized
regional story content such as fables, folktales, and myths related to historic cultural heritages in regions. It is
important since not only does it bring an economic activation of the nation and regions but helps to secure an
identity of local native cultures. So in this study, we are reviewing the differences in recognized local stories'
regional attractiveness and proving the importance of the relationship. And it is expected as not only systemizing
related fields theoretically but also contributing at a field work.

2.Theoretical background
2.1. Theoretical background and study methods
A recognized local story content means that if the nature of stories can bring interest basically or not. Stories and

imaginations based on true stories can be reproduced in various forms via a lot of media and it can be the most
effective method to bring a bond of sympathy by appealing to human emations. If the stories are fantastic and help
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people feel a sense of kinship and excitement to the stories, people can immerse in them. So it is natural that the
people who want to promote tourist spots and develop visiting places have an interest in the recognized stories. The
local brand’s attraction can be defined as attraction power bringing visitors to local communities. Its key is providing
attractive factors by using the ability scale to understand visitors unique characters, visiting benefits, and what kind
of local community's attractiveness visitors want. The range of the local community’s attractiveness is very wide and
varies[1] [2,367~384][3, 25-34] from social and cultural attractiveness to natural or artificial attractiveness.

When it comes to the relationship between recognized local story content factors and regional attractiveness,
visitors can’t accept the story content related to the local community passively but make their own meaning of the
local community story content. If the unique cultural event of the local community can proceed with more structured
story content, visitors will recognize the corresponding area as more attractive with these cultural products than
other competitive areas. So, the local story content can connect visitors emotionally and increase the local
community’s attractiveness. With this, we can find out that an unique local community and local community’s
cultural art event story content factors are very effective to improve local community’s attractiveness by making a
strong relationship with visitors.

For this study, theoretic consideration and preceding research will be explored through documentary survey for
various concepts which are the major of the study. Especially, documentary collection and probe study methods
were used mainly by referring to papers deducing the theoretic background. Next, in this survey design, a research
model and hypothesis are set, questionnaires are constructed, survey research is performed and data is collected
and analyzed[4]. It researches about recognized local story’s regional attractiveness differences which are the study
purpose by selecting about 150 people as the study target sample. Descriptive statistical analysis will be performed
as a survey analysis method. And credibility and validity of measurement tools will be verified by understanding
general characters to analyze average values and frequency, calculating Cronbach's alpha figures for verifying
credibility, and analyzing exploratory factor for verifying validity. It achieves specific research purposes of variables
including a model of this study and suggests the adoption status of the hypothesis with regression analysis
validating casual impacts between latent variables corresponding to the differences between recognized local story
content and regional attractiveness.

2.2. Analyze of hypothesis and relationship between recognized local story and regional attractiveness

In this study, the hypothesis, "the recognition and local story significantly impact on the regional attractiveness”
was set for analyzing this study's relationship between recognized local story and regional attractiveness.

The impact of power[5][6][7][8][9][10][11][12][13] and regional attractiveness[14][15][16][17][18][19] [20]of story
suggests the preceding research as a research model and hypothesis for the baseline data.

Recognized local H l Regional

The relationship (difference) between recognized local
story

Figure 1. Set a research model and hypothesis.

Since we can connect the recognized story power and the visitors of the local community more emotionally, we
could increase the local attractiveness more. It means that if the recognized story power combines to the cultural
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events using the regional attractiveness, the visitors can recognize the community as more attractive than other
competitive local cultural events[21, 91-101] [22][23]. So, we could learn that the recognized story power factor of
the local community’s cultural events can form a strong relationship with visitors to increase the regional
attractiveness effectively. The credibility analysis for the impact relationship between hypothesis and recognized
story power, and the regional attractiveness is as the table 1[24].

Tablel. Reliability analysis

Question Standard deviation Cronbach’s alpha
Storytelling-powerful elements .738 .905
Local Attractiveness elements 742 .874

Credibility means measuring the actual value of the measurement fraction. Cronbach's a’s coefficient is
between 0 to 1 and if the value is high, it means the result is more credible. For the whole questionnaires, we can
say the result is reliable if the Cronbach's a’s coefficient is over 0.5, and for the separate questionnaires, the
coefficient is over 0.6.

The Cronbach’s alpha for the questions related to recognized local stories elements of a regional attractiveness
showed good internal suitability with 0.905 and 0.874. As a result of proceeding with a regression analysis for
verifying a study model, the power (the factors which are uniqueness, portrayal, understandability, and sensibility) of
the recognized stories suggested from the study model and the regional attractiveness (the factors which are
education, significance, and experientiality) are selected as they affect significant impacts.

CONCLUSIONS AND IMPLICATIONS

In this study, we could check the internal fit of credibility for an empirical analysis what kind of impact occurs to
the regional attractiveness of recognized local story and as a result of proceeding with a regression analysis for
verifying a study model, the recognized stories (the factors which are uniqueness, portrayal, understandability, and
sensibility) suggested from the study model and the regional attractiveness (the factors which are education,
significance, and experientiality) can be checked that they affect significant impacts.

Local brand creations and expansions can be important cultural values for vitalizing a local economy via the
study of the relationships (differences) between recognized local stories and regional attractiveness. In this study,
the validity of each measure’s variable used for the study's basic static analysis and each scale construction, and
the credibility whether the measures variables are consisting of latent variables consistently were verified. And it is
experimented if the recognized story's regional attractiveness relationships (differences) can be applied to this study
by suggesting the hypothesis adoption status via regression analysis verifying causal impacts between variables.
These were very meaningful in this study. Because if we study that recognized regional story content elements are
very effective in regional activation by increasing regional attractiveness for visitors then it might be able to be
systemized theoretically and be used for practical businesses. But there was a limitation in this study. First, because
of the data limitation, we could induce the analyzed results by performing regression analysis understanding each
respondent recognition on recognized local story factors and regional attractiveness, but we could only understand
the relationship between the recognized local story and the regional attractiveness. If we systematize, actualized,
and subdivided more for each variable of recognized local story and regional attractiveness, we could induce the
result by connecting the impact relationship with difference analysis via interrelation analysis. Second, we couldn’t
exteriorize for the differences of background variables with recognition differences per item because of the limitation
of data scales and questionnaires. Further research is necessary if there is a difference between relationships per
background variable by making up for the limitation in the future.

Acknowledgement
This research was supported by the ChungWoon University research grant in 2023.

275



International Journal of Membrane Science and Technology, 2023, Vol. 10, No. 4, pp 273-276

Refer to the paper published by 1JCC 2023.

REFERENCES

(1]
(2
(3]
[4]
5]
(6]
(7]
8
19]

[10]

Mayo, E., & Jarvis, L. P. The Psychology of Leisure Travel: Effective Marketing and Selling of Travel Service. Boston, MA: CBI. Publishing
Company, Inc, 1981, ISBN: 0843622040.

Leiper, N., Tourist Attraction System, Annal of Tourism Research, 17(3), 367~384, 1990.
Hu, Y., & Ritchie, J.B., Measuring Destination Attractiveness, A Contextual Approach, Journal of Travel Research, 32(2), 25~34, 1993.
JB Park , CH Choi, Art Management Survey Methodology, Communication Books, 2020.

YY Kim, Promoting city sightseeing by storytelling : case studies of Nowon-gu, Seoul and Jung-gu, Daegu, Seoul: Graduate School of
Media and Information at Kyung Hee University, 2016.

JH Mun, IH Kang, The Effects of Tourism Storytelling on People’s Attractiveness Perception and Satisfaction, Korean Journal of Tourism
Research,, Vol.32, No.2, 371-384, 2017.

KM Baek, SY Ryu, The Influences of the Experiential Value on Attitude Toward Host City and Behavioral Intention: Focused on visitors of
Cultural Heritage Night in Suwon, Korean Journal of Tourism Research, Vo;.24, No.3, 293-310, 2020.

SH Sim, Using local storytelling in traditional markets, Impact on loyalty - Focused on Jeongseon Arirang Market -, The Graduate School of
Arts, Chung-Ang University, 2017.

YS OH, Study of Night Programs on the Development of Cultural Properties, Gongju: Gongju University Graduate School of Cultural
Heritage, 2017.

BY Lee, Research of improving the tourist’s experience with local herietage project service design, The Graduate School of Arts, Chung-
Ang University, 2020.

[11] Kahn, M.R., Ziaulldin, K., Jam, F.A., Ramay, M.l. (2010). The Impacts of Organizational Commitment on Employee Job Performance,

[12]

[13]

[14]

[19]
[16]

[17]

European Journal of Social Sciences — Volume 15, Number 3 (pp. 292-298).

YS Cho, A study on applying spatial storytelling to regenerate Chinese historic cultural districts: Focusing on Qianmen Dashilan district,
Seoul: Konkuk University Graduate School, 2018.

Tilden, F.. Interpreting Our Heritage, Principles and Practices for Visitor Services in Parks, Museums, and Historic Places, Durham, NC,
University of North Carolina Press, 1957.

Mayo, E.J., & Jarvis, L. P.,, The Psychology of Leisure Travel, Effective Marketing and Selling of Travel Services, CBI, Publishing Company,
Inc., 1981.

JB Park, Festival technology to raise the temperature to 100°C, Sechang Publish, 2014.

SK Lee, HS Kum, Visitors’ satisfaction and perceived value on cultural heritage, Journal of Arts Management and Policy, Vol. 37. 65~93,
2016.

Zhou Tian hao, The Effects of the Tourism Destination Storytelling on the Perception of Attractiveness and Behavioral responses - Targeting
at the tourists visiting Korea form China -, Department of Tourism Management The Graduate School Kyonggi University, 2015.

[18] HJ Choi, An empirical study of perception on cultural heritage utilization: focused on Cultural heritage yahaeng visitors, Cheongju University

[19]
[20]

[21]

[22]

[23]

[24]

[25]

DOI:

This

(http:

Graduate School, Master's thesis, 2019.
Dwyer, L., & Kim, C., Destination competitiveness: determinants and indicators, Current issues in tourism, Vol.6, No.5, 369~414, 2003.

Getz, D., Event management & event Tourism, New York, Cognizant Communication. Rolf J. (1999). The dream society, The McGraw-Hill
Comjpanies, Inc, 1997.

Wang, X., Zhang, J., Gu, C., & Zhen, F., Examining antecedents and consequences of tourist satisfaction, A structural modeling approach.
Tsinghua Science & Technology, Vol.14, No.3, 397~406, 2009.

L. Dwyer, R. Mellor, Z. Livaic, D. Edwards & C. KIm., Attributes of Destination Competitiveness: A Factor Analysis. Tourism Analysis, 9(1-2),
91-101, 2004.

SS Park, A study on the effect of festival storytelling on festival lure and regional impression: focusing on Yesan story festival, Kongju
Graduate School of Management Administration, Majoringinpublic Administration, 2013.

J. E. Lee., Structural Relationship between Cultural Nnostalgia, Cultural Experience, Local Identity and Behavioral Intention of Urban
regeneration area. National Research Foundation Part-time Instructor Support Project Result Report, 2020.

J.B. PARK et.al, A Study on effect of storytelling for local attractiveness, IJCC, 2023

https://doi.org/10.15379/ijmst.v10i4.1893

is an open access article licensed under the terms of the Creative Commons Attribution Non-Commercial License
/lcreativecommons.org/licenses/by-nc/3.0/), which permits unrestricted, non-commercial use, distribution and reproduction in any medium,

provided the work is properly cited.

276


mailto:https://doi.org/10.15379/ijmst.v10i3.1470

