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1, M2

5 o7 &
T R
S =4 7k A4 ARe] 2HERA e
WES fAoRE B4

ENL 741%3}%
s AR

2l Alo| ATE FUsH= Aolch, A
1

71 SlelA =AEO] B =S ok Qe A
golet, o|#fgt k=g Fof| A HYE e
8% 4 F shubolth(Kang, 2023. 3.2).
A BRHES 5317 S =AY B
HE otoldlElEl S A Hsh= Zlo] AlFtolth
(Lim, Jun, & Lee, 2020), TA|9] A2F&]Q] o}
oldlElEle] ol F2tdt WAe] Sl ofoldl
S ofe] Y ARUAH B IES B
ol B A, AL FYoke
= gl s

e 19 el EAE ololg 37 o
o AFYA A
el S B olale] A Aol £
A e, gm0 Ao EAE A
of Y FolF fEstL EAY ofn|x2
ATSHE 497wk AR gAY 94
F2l7] 98 oAbk £QE D nh 7o)
FAE GAw BARA GG 3 %
Aok o] A i olu A2 ARk 4

rulo
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2191 A9 Abe e HArEal Qlth(Jun & Woo,
2023). HeFRt A ASA7E W F AL A A
Q79 54 BAS 5 Ave] g aTs

w2 dolrt, whebd A 9ZAle] et 1%
ol A7t Hasie,

Gl T Afmkel w4, shHe] A o
Ao A T MRS AT 8
A F31%E =A] ofoldIE B E 58kt
olehgs 2ol et T TA EARAS
BUE ofoldEHE 5] 99 =S
I AARoz Yt HxA HAEH(DIMP:
Daegu International Musical Festival)Z} 317
- A 2.32k5A|(DIOF: Daegu International
Opera Festival) & 7HZ|stAt}, A|193] o+t =
A o welEAls 20221 99 2395 E 119 29
A7kA] 58U7F NEHE Y THKwon, 2022, 9.

22.). HAAT 2L hFALe AN Al
SolA] w47 b 4 e eseter
e 2L AT F45e 7

oftt, wetq oete] ojsl A X4l
RSl MRAQ 477} TPssie) E
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A EAE ek BRI B4 ou]X]
o] mibdom Ahgd 4 olrk, S %)
mealw Ao HTE HuE 5
Sl ME} EAM ol wu

= a5l 0 22 o) rE Hgs
of Gt} olg Mol A Ul Al ofet &

A7E Al v A 9 AgE A%

of 23& Fi A<t “41-?*]011 u2E Y

2, o|2H Hi7

1) EA] HBCop XX

o
NS shte] BAlE g B A oa 1e]s
£ ot} EA| BEHEE Aoy EAZL 7}
AL Q= o :

< =AEY X}%% ks
=A<l FAde Fofsh= Aot (Merrilees
et al., 2009). ThE TA] HAE Holo| A= 2t
Mok 20 AR SHVTHD Angella &
Go, 2009; Hanna & Rowley, 2011; Zenker &
Martin, 2011), EA] HAlcl 980 gAL
22 279 Rasd AR YA ojHT

(Lucarelli, 2012), =A19] AAAT} o]u]R|E &

A= =M et S =Al B Dixls Fg

A= 2FAH o 2 AoV SHHAhmadreza
& Giuseppe, 2019), EA] oju]x]of th3t A+
o] AJ2H2 Lynch(1960)9] A-HF-Efolt}, A<
AEAY A9 AT AFHe AR
Aol Fasekal B8]l th(Cai, 2002).
Ao ZAL A HASE PR G
Al = F sfuoltt, 71E AFolAE SAE
58] 4] olu] o] ujA| FHA HHHE 4
A ZFo}E 4= Qlth(Jun & Woo, 2023). QAE
gloje] gxHa g0 =g FAgH I}
ojgE]o}b v ute] M| Zub a2t AE S
Zuko kA S pom TAE P Fl= ZHE
22 Ao 73FA k0, 2013), LHEe) 7
- TH2E EA] HHE 50 adbEolgt=
2 HolEth ouleiel 2o S EuxS
giroz sh AelEAE dukdel 29 7

wol "asitt, ofdw 2o HAEde vz}

N
Y
E
T>
_Vl
2
o
_1
=2
L
i?i
Ir
oy
flo
o

A E/\l ﬁEHEOﬂ lel% %@Xﬂ“ﬂ ol
=0l A eufetets EHl=et TSt
Attt & 4ol EARTHChao &
Rui, 2022), wtetA eHzts FAR T A
| AEH O] Gk S ARl A7t B asi

AAE5A o B A= SA AA el At
EoF AHFEA gt Biol wA= FFAS
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& Th= Al thigt Bl vAl= 9= 7t
Adotel o= Qo) FalEjeet =, S
=0 WA o] il S 7]E Atel 3
2 E]o] QItH(Heath & Gaeth, 1994; Kalwani
& Silk, 1982; MacKenzie & Lutz, 1989), A%
Aoz FAE =t HHE =r} Fufoleo
WA et W] wAl] dhet Aolet =4,
o]Zuj 7] 7}4d(the Dual Mediation Hypothesis)
& guesg} HAS R} Tuod 35
& VAL BgelN FueE HAE o)
2ol sl SAAlel e Az gt
AR o Fudust YHoR Fuhele
G v 4 YA AR HAE g
A3 Bt Fofelo] o
AHEtE= Ao|tH(MacKenzie & Lutz, 1989;
MacKenzie, Lutz, & Belch, 1986). o|= %11
ezt BHE BE, FioE so2 dF¥S
o Xtk ofmjot, Fato] it A7} theksl
AHA ot A" ARy Aol A avE
olFHi/N7HE = At Stk AEFAY
2ol gtk 2 AFtolA e S RE=rE 2
Eezo] FFS mXaL o]F Fufjoj= d4
He= Ao ® yeldti(Lee & Seo, 2022), Wk
A ARQSA7E A B oA Faret 2h2 7]
St A st A gSA o Tt B

=
of
ook
o

d
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7F SA7F NEEe EA] HHE] tigt g eof

GaFE m1A 4 Gl Bekstel WA A=
o =ABAE B 7ke] BAC] that HaS
Aokt

7R 1. XS X Eles A BHE B0 SEERI e

£0

2 Z00

=

Ol 2 e} o 7he) Aol gt
ot} He Aozl FaF nlA= WA
22l aQlojt}, Fa Ao Falejert B
HEF o Y-S AL EHE = o
ez Addte At AEHHoR Huy
I Qlt}(Spears & Singh, 2004), ©]& 3t T4
= EAl HHE = 288 4 qlr}, Al o
o Bt 3 Aol Ao et Wl
el v I 1 P s o e e B e i R
ot ool wAlE FE vt 2ol 7t
A= A QR

71 2 A BlE Elies B R0 SEER Fels

0 Z0Iek

2) Y=

Fardel ayiE olopr|d w HiE:
(attractiveness) -2 S 7% (likeability), Al
% (credibility) 9} B ATHESE o] 5
@bl Dol APEE AYshe folz
congruence, fit 50| &2 ARRECH 7|[EA O
= Ages gueds A9 ofulAzt At
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FaL A eF AlFell 33 7HAIA "k i
olct. olelat Aol Flurstel mele] ol
AE LA G chopd QA o)
oA AFA HFA AAY 292
el Eksoln SA M4 ol v}
(onersy bar) B2l BUE st T4
E7 Solnlt Zlow teht gamds AE
o Mg/l ZastH: A0 Hol 211 9}
(Till & Busler, 2000), A3 T HIAT 3|40
= A FFE A A= dEA Qo
(Misra & Beatty, 1990). Z3gl=9] Fu}of o3|
A oheret Argol qlem ofdfEd(filtering
model) 2 AT 4= QItH(Taylor & Crocker,
1981), o] Hdle AFRES A7) 719 £ }—ZH
St aLe] diek A7fmte] ol A=
SollA DABHA] o= AHEe AR ?:15‘]’5?
= AEYE A7|ute] Fe=thal FAg webA
71& A7|ukel AYet HAETL 7] 9o By
o] Hi Bk T ojAolgk= Aot} sHAITH
MEal =53 AE7F 7190 =gol 2 sk
A7l of o] HefjAloletil Hrl= s
tHCraik & Lockhart, 1972). & 3t 7}x] A9
FaLe] S A 87k Falae| =go
3 o] BAAol g7t B ANE

Pofo £ Ars FRH 718 §

nZ me o rlo

Stanley & Priluck, 2008),
FaLet npAg oA At AF AREE &
of= Bt Hofo|n HYE FAS HH
elH e HoAss} AREst i Hopt
AEhIOR A HAES S0k 2l

S oAl oozt

i
E
-
By
r
=

MEETE =4 @2 S EAl B DXl Fef

wrh AREE pobl depld 28 Ag
(regulatory fit), T2 EEY] A3 prototype

fit), Z‘jfﬂ 7<43L(exemplar fit), AFalEFA A AF

S
ok
il
‘_.
A
rfe
s
oy
il
o)
i

FL vlAA) B3 o oju]x)7t A3
A9E e AN Hol Hrh AFHom
9L O oAl Ao olu]x) 23
=9t gyelnt AES HFEst Yadet o

%% el E%‘—% ﬁi’é‘}ﬂ SeE2 Selnd
= A%shs Aoz yeidt ol AdErt
AEE= 2ol A =AMl JFE Xtk
= Yujolet, shAIRE =W FaL7t golAHA
AFA A2 2 Lo Eol== FAlOIH, B
5ol & S Bdlg ATshes AL ofEhe
A7 ATE ZA5HMoon & Oh, 2005), 3=t
Qlojete gh=2] 7FA| & FAISh= AbEEC| 7t
¢l mdle Aottt Aolth, gh=rdloletal
St kAL A ARl 7HE FAISHE A el &
de o AZske Ao® Urhdt

Fand o]Q)o] Fa o] 501 Q40| A9t

WAIR o) AFHES} o HaEEe) B
B =of FA A o]t (Maclnnis & Park, 1991).

ol Agr ) =8 Solo] ZAZAC AWE H

o7] wiol2kal drgHnt, FaL HA|A| e} 23}
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% (congruence) 7} w2 &oto] HlA| 2o GAA

ol g3kS w| x| il Q) %ichHKellaris, Cox, & Cox,
1993), -goto] Fi 23t Tojel 49 ofv
o HFHEs} B o AL AT Tu|o)ET} o}
A7) = §tch(Alpert, Alpert, & Maltz, 2004).

EL it A A =AM A H A5 N
zjsto] 340 =A HAE 5 aE 7]
AaljA= FAQ FA At Fasittar
S 4= ek FA9t olHIEE T =AY =7}
o 344 &= vAA HehKim, Choi, &
Koo, 2020). °o|= $gavte d9d 4= Q.
%34 avh(halo effect)= £ Algolut oAt
of thgt ARkA QL Ql4jolLt
o] FAIA QL aglof o
A= AS W, ol & =
o] th& FHof tigh whEof HolEo] FFS
oA 4> Qlth= oJujo|th(Han et al., 2016), 3}
ARE A9 BEA] Qb= ofm| 9] HA= FalE
A Faavp AtoA Ao ofdo] 49
shol a3 7Idisly] oot E Al 2
Hos nHdcs By wA7L ARsHs 24
© A EHER HEdte Hlls 3 2Helof
A gt $Eskd FRESE 6] oyt
webd] 3 AolAs Aot ZAe 54 o
o xjof B2l ol thaf 7Hd& AlQtshalat
otk A= Aot Agteet oju|A] Ajtew
TEsto] AHET|= S

(1) Rfot Zps
Fe audEe 99
of AH31e] A3 F5HchBoon & Lomore,
2000), oleia Aol e FANA A

A
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A& FAPH= A= slute] Z3H4 oulE 7}
ZthH(Peter & Olson, 1996), H=9lo] 3Fa1s}
< AlEe Fiske A2 wEAEE Aot Jid
< 55 eth(McCracken, 1989), whebA
FEQ FAEE L o)Al Aol EYSHA|

714 EtH(Peter & Olson, 1996; Sirgy, 1982).
49152 LA 5] SN ER] A A
ZF1 A (reference group) 2.2 71558 4= 9
& Lessig, 1977). 993t -&5X1=(sports
heroes)tt ¥ df2l(entertainment figures)
tE Al a1l (referents) S| tHEscalas &
Bettman, 2003). AF8]%8Fo]2(Social influence
theory) = A=Y B33 815 dYst=
o202 8= 4= QIth(Friedman & Friedman,
1979; Kamins & Gupta, 1994), <-3{compliance),
ZYUA|(identification), WH3Kinternalization)
Al 7FA FollA YL Al(identification) 7} 3o
g},
EAEHE Ao B x]qof A A5}
SACL oHIEE EAE SHESH= sk nf
A" AruAeld =7 "ot FA=sA et
£ ez gl digt Ak 314 <
Aol FAbof thgh i FAl Wl 54
FFE nRthe AT Ak HaE gl
(Jun & Woo, 2023), Xt} AE&A o g Bl
245k AotolnlA] ATEL Al Gt
Lo A FFe vRthLee & Park,
2017). A=A =H2AEH 20195 dFe=
ok Ao A ZA|t Afotolw A A o] A}
£ dobd A} o] A Aot ofw|A] Ao}
AFS] A Ao} ofm| 2] A7t FA| WhEEo] 5
A% FFe vA= Aoz YERGTHChoi,
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& Hyun, 2021),

# ATE 2Rk ofuld HPEE ol &
A ZAS}e] M| Aol ths) oobn 1x}
teh A9 FAl= Fate] s4shs 2dn
T s Al & 4 QU g2ty

Z 3t Ao}, uhEtA]
Ao} ojm| x| &} FilrE o] A= F fo} ofn]
Aot @ w2t} AP 2|2t} ARG 4= 9l
o 2¥jzhs FollA S8 F2ol]e B4
BF &B|So] A= Qlek BlaLd diF2 <l
M2 7L Qe wAES FAE st
FrAAHAE Y Aeots e avE 2
d 4= Sk, b 2 A oA AE
© s A FAQ 2HEte] o
0 A7) 2419 ojw| x| eF At A oMl
gt et =A| B o] tjgt Bert 344
ojal TAfof thet MEYEE w2 Aoleh= 7t

S At

ofs

¢

712 3 OlA X012t miEt Male= SHEH=0l S =2l
7HE 4 Ol XI0|2h Qui2t Mal= CHTE=0l SE=eR!

74 5 Ol Xjofet RIiet Mele= HEO|=0| FEEP!
Fe2 ol Ao,

(2) o[oIxl MA=

Frol AL BT AEY AFER £
gt o]grott, UX]7Hd (match—up hypothesis)
of oJshd HF19] ofm |7} BFH Al A
oot anAl Aoz Yepdth(Kahle &
Homer, 1985; Kamins & Gupta, 1994, Misra

A= =M et S =Al B Dixls Fg

& Beatty, 1990). & &lel 411 Hdl2 10
=

o
A Aoz mupHel Ao

Misra & Beatty, 1990),

Aol A A2 e A FALF 299 At
L7t F83% AL ASATolAE Sl §)
ot SA7F A== A9 A 71RE Aol
SAF AdEA oz ool mApAolet= A
oJth(Kim, 2005), w=3}-gSA|eF Ao ofu] %]
O] Aot o SAof et o 3784
ol P Xt At Ax= HAEQo
(Lee & Park, 2017), & Ao A= tfj29
et A e S Fare] bR Hal HAEH
FAQ eHgE HFor AAstala}; gt
ESE A E S AlF o R Kol e u|Eket
A9 o]m| x| A7} ot w2t A E
of thet e, Al ek B, Tt WO
Lof A= Gl el v 2ol 7HE
Algketeh, 7]& Aol A A=} HE, s
o] HAE st B A WA=
A A = e

71 6. Q22 CHFA| OJ0[X| M= SHE=0 S

71 7. QEElRE THA| O0[X| M= e S8H
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Self-image

congruence

Festival

attitudes

City-image

congruence

Visit

Intentions

aE 1) gz

712 8 Q2R CHA| O0[X| M= WEol=0f S

1) ety

= 24 sl 2A= AN Mz

AR AHE Aojd BT Ssfetsg )
& A7|R she] 570) Fafetme] Felwa
shpt AR sl ol Aede] Sobd due ¥
goto] BmAohs sl BolElas
A5 §18) AR, Betagio] ot

H oAb 159 o A= dHA it} 20221
o A 2 ZA= A193]2 99 239
B 119 29U7H#] 58Ut 72 Hot,
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2) E&

FoT AL 2ABNE TgIl] HERA
S WAseIE A 5T BA AZNES Oy
o B g AFAY ASE i vy
A A A% A0 3 HAE BS99

2 sl 2<E o] tht
et Ame £ A Hojshart 2}
A7t AR LS RYOR oju U HLl

v E g, AR 20224

2 297kx) AaAE Tt BE 23 5 26370]

Aol Folsigirt, AR Folgt AFE 5o

Y27F 182%(50,2%) 010, oA 1319

(49,89%)0191ch, A5 FolA50] o]tz 2041

B 59M71A] FAEAL FoiR 5] Bol
= 30 44(EEW=10.9)2 Lepget,
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3) &%

Apote} @ w2t A= Gwinner(1997)9]

AT =N 22t SXQt EA| EM=0] 0Xl= Fat
et Beton 2459, cojeel gel
oln] x| AgHes ok el ofu||s} u

Lok e sfek g ofulxeh A B

=el eseb U
olu A b gk e setol A AxEs
oV Aol olul st AT,
oA Aot ojul x|} thE A ¢

olm| Al U
ook y

(@ 1) 5=

VA Aotst AR

Busler, 2000),

o, ‘edehs ool

b ek e ek oje] oful gt o] )
ojm 2|9} & o] ST} &
243} ¥tHKamins & Gupta, 1994; Till &

Construct Scales M SD CFA
The Deegu Opera Festival is favorable 346 155 876
) The Daegu Opera Festival is posttive 348 1.56 881
;ﬁgi The Daegu Opera Fesiival is good 339 147 950
The Deaegu Opera Festival is likable 344 1.49 933
Index 326 1.44 a =9
Deaegu is favoradle 323 1.49 908
; Daegu is positive 316 1.49 914
Am(t:zes Deegu is good 325 1.56 931
Deegu is likable 323 1.44 976
Index 397 1.45 a =97
It is likely to visit Daregy, if | have a chance 4.03 1.46 949
Visit It is possible to visit Daregy, if | have a chance 382 1.45 953
intention It is probable to visit Daregu, if | have a chance 386 1.41 962
Index 392 1.37 a =97
Opera has a similar image to my ideal seff. 4.37 1.42 956
Seli-image The image associated with the opera is related to my ideal self-image. 435 1.42 968
congruence Opera is not different from my ideal self-image 421 1.45 949
Index 429 1.45 a =97
Opera matches the image of Deegu 431 1.37 929
Cly Opera and Deegu images have a suitable relationship 4.65 1.52 966
congruence Opera and Daegu imeges are related 4.69 1.49 973
Opera and Deegu images go well together 462 1.51 937
Index 4.66 1.46 a =97
(& 2) dim
Variables Self=image C City C DIMF A Daegu A Daegu VI
Selt—Hmage C 1
Gty C 631 1
DIMF A 519" 613" 1
Deegu A 333 459%* 599** 1
Deegu VI .236 316" 512%* 815 1
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4. ZAnt

Aol A AQkeE At E‘:‘—_’z Aestazt
SEMEAZ AAsHglt #4 & nd A
£ A EYT FlolAHolet AE vl
(494,190/127)0] 3,898 UFERTE CFI: 949,
NFI 933, IFI= 949, TLI: 938& UrEhyt
o} 9 zpo} T RMSEAL 1052 Uepgtt
olF +AAFE Tl At E AQE WAl A]
WY AV FHES st Y A
2 Yol A gisko] sl o AgS dAds)
itk 22} A Ad} 7ho| AFo|eh A{ e vl
(433,939/125)0] 3,475 UERT) CFI:= 957,
NFI:= 941, IFI:= 957, TLIS: 947& Uehyd
o} exjel B RMSEA: 0972 UFERGITH
RMSEA7} 18 ¥A] 93 g2 Hae 2|47}
L9500 Z7HAAY L Qlof el Aol ZA7}
gl Ao E gdsto] 2F ndg st
5o g Vi THEAE HEh] Slel A

Self-image

COoNgruence

250%**

City-image

congruence

2A5E Auinglty 28204 B9 TpsakR
o] zfo} o|m|z|¢} e} A=l ZA o
Al gL njR= Ao F e TR
1-1: » =290, p(.001). Zfo} ofu] %9} @.mjet
APwl g Eel BAEel G vl
AR eI 1-2: » =L 111, p<.05). 3HA]
I i ol EAA R frojulst IF
& )77 ZAHCIA 1-3). THgo2 oo}
ooje APEE EAdEd 34U L
UIA1AL QIACHZME 210 5 =.629, p<.001). T+
oF et Hetes drEEds FAeR
S ou|3t gk u|2 A EEFATHIMA 2-2).

et osleh AgtE o Wrelm] By
4l JFe AT ARGCM 23
=-.096, p¢.05). SAE == diE =] 57
49l YL 1A WE}M 8: £=5T1,
2£.001), HitEiEE it i A4l
S UWL O‘%EWW 4: =811, p{.00D),
Ao F il 7Hd F 6707F A5l

Vistt
Intentions

QO 2) 35 29
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5. ko Y 2E

& e HedeagEs gdes
gi=A19] mA] Bl 2| mjR]= s AR
dsfste] HEet Zlolth, AREs euztel A
ofoju| ] A7, 12|3l @ u2ke} ti7t oA
AR sk At 23, dihe 2k
SE| o] Higt Hlee dire ol 58 # ]l 9
e AL AR 1), Bl et E=
€ i+ B2 =EE Eole AR YEHHCL
d 2). 2¥2te} Aot ofu|A] A e
vt AE o] ik eol SHAR] FFe
AE Aoz et 3). stARE 2.9
ke 2o ojujz] A= digre o= 7
2]l FF= AL AAHCHE 4). Ao} o]l
A AAE=7E g7 e vAle g2 Y
HotA] Z3FATh (7 5). 2u|2tel b ofv]
Al AdEs tigtedztsA o tiek B &
A Y= AL JAJAROT 6). ti T o]
U] st e S nAA Kot
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Effect of Congruence on the
03 International Opera Festival and City
Visit Intention

eJong Woo JUN'

Ph.D., Professor, School of Media Communication, Dankook University

Th study explored the impact of the opera festival held in Daegu on the city brand
IS of Daegu. In a reality where many local festivals are held but many fail, we looked
into how the city's image and the audience’s image suitability affect the festival. It can provide
implications on the success factors of festivals as city marketing. Using congruence as a key
variable, this study analyzed the relationship between attitude toward the festival, attitude
toward the city, and intention to visit the city. As a result of the survey, attitudes toward
the opera festival had a positive effect on attitudes toward Daegu City, and attitudes toward
Daegu City were positively linked to intention to visit Daegu. The congruence between opera
and self-image was found to have a positive effect on attitudes toward opera festivals.
However, self-image congruence was found to have a negative effect on attitudes toward
Daegu city. The congruence of the opera and Daegu images had a positive effect on the
opera festival, but had a negative effect on the intention to visit Daegu. These results provide
academic implications on the importance of image congruence and provide practical
implications for theme selection in festival planning.

Keywords: Self-image congruence, City-image congruence, Festival attitudes, City attitudes,
Visit intention
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