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Abstract: This study aimed to explore the antecedent factors that affect attitudes and visit intentions
toward the Daegu International Musical Festival. A survey was conducted using a panel of the research
company ‘Embrain’. A total of 263 samples were secured by evenly dividing the male to female ratio
and collecting the age evenly by age group. The collected data were subject-ed to hierarchical regression
analysis using SPSS 22.0 and an empirical analysis was attempted. As a result of the study, the younger
the age, the higher the attitude toward the Daegu International Musical Festival and the higher the
intention to visit. In addition, people who felt that Daegu and musicals were suitable had a favorable
attitude toward the Daegu International Musical Festival and had high intentions to visit. In addition,
among emotional responses, enjoyment, and dominance were found to have a positive effect on festival
attitudes and visit intentions, and festival involvement was found to increase festival attitudes and visit
intentions. This study provides poli-cy implications for Daegu's urban brand strategy, as well as
implications for what factors affect when the audience evaluates the Daegu International Musical
Festival. Finally, this study has a limitation in that the study was conducted based on the perception of
the general public, not directly targeting those who participated in the Daegu International Musical
Festival.

Keywords: Daegu International Musical Festival, Image Congruence, Emotional Responses, In-
volvement, Attitude, Visit Intention
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[Fig. 1] Research Model

446 Copyright © 2023 KCTRS



Effects of Daegu Image Congruence, Emotional Responses, and Festival Involvement on the Daegu International
Musical Festival

3. 4T ¥y
31 B&

w ATe ARRAL BRE ARSsksled, zAREAE dlEedle] dids &85
AEZALE AT RS 20229 129 590 AlFSEe] 8ol mEzFE AR Lo
HEd SRE 9 SHAe dy HlES 1E2A st yol= ARUEE #5sH
T8 222 Ag/aEde]l 23 sol FAAA s e 2Aa, F
26390] Aol Swebdled, Aol SR AgtE T, @0l 13278(50.2%)°1 1AL
ojdo]l 1317 (49.8%)°1AUth  SHAES  dol=  HA 204%EH  Hi 59A47HA
el on, et tholE 3944 (EFAA=10.9) A T
32 54

ok FAZe HFLEE Gwinner(1997)9] @02 AT 54 FE5L o9t
TAALE AR oluAE AL ok, cdige §AE ddss olvAE AL
A, TiT-e] ojw A= FA A dEA bR sl

HA Ao e A Wkeo] ZAo= PADZF &-8% U tH(Havlena & Holbrook, 1986).
AFAes, 7w UE A Ik, S, U T, oS W
d=oh, AL A=Ay, Sy, A, UE ARy, Avls HE

AP, WAl G mAT, Aotk WA ol WIS AR E3E
T3t S8kt

HAEE Foeo] AR FES gt FAA HEEHEE YA Fastty, it
TAA HE2HES SRS Ak, ve dT wAE FagE $qlo] vk, o+
FAA #H2gde Yo A 77 AR st A3 Ko, Kim, Kim, & Lee,

|

2010).

TR SET Ba voblA ol ASdE LHes @sded, dL
AR BFE e BT FAD dzEEe] BoFeltk, Wb BT FAA AxEEe
Ao AZEtk, e g7 FAR 2ol b ks T HA7 w2
el b, WE GRE e A1} B T A AU wEE s,
e 8 HE g §AE A2EEe RS oAb, e JlE 99 g

TAA HA2gHEE Y Wkt 2 A4 O]-Oﬂ =3} %) th(Holbrook & Batra, 1987; Stafford,

U [ 112 & d7olA At 7HdS A7) 98 fAA AS4s 2AAR
EE *—1 A= v 2o WA, 4E2 FA4 HEd 9FS F= 890 ofd
Aoz FAHOH(068), Hol7F oA-FE iy FAE FHzER>e gk vt
sAAR Aem et

U= 294 Bl oid 24 Ay, diek 5AE Adms dAEE HE
S8A FFE AL AUATKS3ZE). 3TA] RN E FAA A R S
%3 Auirte]l HAEPE Bol ARl FFE vHAL AALS Fod dFES

Copyright © 2023 KCTRS 447



Effects of Daegu Image Congruence, Emotional Responses, and Festival Involvement on the Daegu International
Musical Festival

Bolx| eEQITH(260%**, 190%*). ZA¢T Au] FoAE ZALo] F2EH HEd T
A= o2 FRIE AT

Ao ® | H AEH ol HAEE Bk A FES W H o817,

A Aol ko] FAgA wigtE AL AT F JATK-.121). #FA

4tAl o] Y AL 69.5%% A E O ool glas Elskith

[ 1] %A W= 2%
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[Table 2] Result of Festival Visit Intention

DV v Model 1 Model 2 Model 3 Model 4
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