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This study aims to clarify the psychological mechanisms through which viewing OTT drama content influences tourism
behavior. Specifically, it examines how audience involvement - both behavioral and emotional - affects tourism motivation and
visit intention through the mediating role of tourism affinity. A survey was conducted with 546 Japanese Netflix users who had
watched Korean dramas, and data were analyzed using PROCESS macro model 6. The results show that audience involvement
positively influences both tourism motivation and tourism affinity, which in turn fully mediate the effect on visit intention. In
particular, audience involvement does not directly affect visit intention; rather, it exerts an indirect influence through tourism
affinity and tourism motivation. Academically, this study bridges media psychology and tourism studies by empirically verifying
the mediating role of the newly introduced concept of tourism affinity. Practically, it demonstrates that visual content serves as a
strategic tool for creating emotional connections with tourism destinations, thereby enhancing tourism motivation and visit
intention. The findings suggest the effectiveness of storytelling-based tourism promotion strategies.
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CHEBELZW] 25 [MAET L] F
T 5 BEFERHIChiZE S 7ze ARBFED
R FARFE D 72, IMB SPSS30.0 % f& H
L. PROCESS macro @ model 6 % F\»
726

4. HIFER
4-1 ZLMECEEMN

RIFZE CTIRZE SNIBEEE T ISR L
T ZORBEEIERRT 5 7 OMERIIA
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(Construct Validity) (Xl 72052 I,
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N HE5E A Mean S.D.
BlEHB Y- (Audience Involvement)
Behavioral Involvement (ABI)
- [ COEEDMBO Nexflix 21 — X L7286, 2 OFMEHIET 5, BIl 0.747 3.286 1.207
*Netflix 1) =A% BAD0, FELRHEEIFLTESTAI VDo, BI2 0.602 2542 1.335
R LB SO WCORDSHIH, A vy =% v b EICe s, EnEEiD.  BI3 0.812 3048 1.238
CIFEBPHENEEZZD, BB eI o) Lok &, LR D, Bl4 0.715 2.940 1.277
W UHEEORDIERZEE L AL T b, BI5 0.730 3438 1.242
Emotional Involvement (EI)
AEmE R TWEE, BEOA M) —O—H7ZLEK L2 LD S, EIl 0.787 2606 1.265
CHELZEEEEORED L) ITE L2 D b, EI2 0.723 2212 1.223
CHELEEICEES ) 2R EZ TR EDND S, EI3 0.762 2291 1.303
CEER T RO JBAOA T Y - VR LIS LD L, El4 0.746 2436 1.322
- Netflix 1) — X LI & B PEES—HIW T NDED L7, EI5 0.830 2647 1.270
BYEBLERR (Tourism Affinity : TA)
CBOCHMH S U CEENX. KUCA S HIHL7Z, TAl 0.895 3.324 1.154
CBOCHMWH S L CEENL. EE0d S B, TA2 0.896 3.059 1111
-BOCHMHE LCEENL. RO D HAgHZZ, TA3 0.905 3.238 1174
- BOCHMH E U CEENL, B B, TA4 0.892 3.322 1162
- BOCHMH E UCEENL, B B2, TAS 0.876 3.379 1.198
CBOGHH S L CEEL, B (T2w) B, TA6 0.803 2927 1.085
CBUCHMHE U CEBENL, AL %o T b HiH 7, TA7 0.837 3.015 1.154
- BUOCHH S L CEENL, AL Hnv HIgH 7, TA8 0.852 3.190 1.178
CBOCHMH E L CEENL, R RETE 2 Hiyi S, TA9 0.903 3.106 1.156
BULHHE (Travel Motivation : TM)
CRIRTEREEN WL Y= (U —3 a3 YEFT) 2 Rn T™1 0.823 3.088 1.273
CRIRICESGTOELEDTA T AY AV ERRERL 72w ™2 0.818 2.826 1.194
NIV ARSI NETRZ 5 2 L 2 153 5 T™3 0.682 2581 1.227
S RIRHOERYR T 7y a I onTho LHID owv T™4 0.813 3.289 1.207
AR (Visit Intention @ VI)
C ROREOR;, BETEZ$OL ) 72 VIl 0.745 2.553 1.221
- IR AT Rl BEZ RO b ) 72 VI2 0.821 2.830 1.230
- ROBOGCHRITO 1 DI EE % % ST R = v VI3 0.881 3.200 1277

¥ x*=2539 (662.743/261), CF1=0969, NFI=0.950, GF1=0.906, RMR =0.065, RMSEA = (.053

W&t oOMBERE E AVE (Average
Variance Extracted) OfH05LL I % ki
L L7 Fo. (BRSO &5 FEIE
(Construct Reliability : C.R.) Offi&
Cronbach's a DfiEQ.7LL E#& L L L7z,

9. MR MR RS & U
HHGO%E . ATHINES-TI06022 5
0812, JEIEMRE5-TI%0.723% 50830 %
TOWEMEER L, T_CRFRHEE
L7z BOEHEIK T, 08037 50.905
FCOWBMAER L, T_T R 2 5l
iR L7z. 2 L0, B TlE, 0682
»508235F COMTEMAE, Fhil =T
1. 0.745% 50881 F TOMEME Z 2

TURL, T XRCEMEMOSETL L. &
HHEEE TV OMEEIRE T, 3T
DIRIET B2 ki % 7R L7z (x?=2539,
CFI=0969NFI=0.950, GFT=0.906, RMR
=0.065, RMSEA =0.053)

WIS, FRNZ G & fT S 2 B o
BRI AVEDMER 2 &, F9°, H
BRI e e ofE&E T040372 5
0.788% TOHMEA R L, —HTO5DHk
Vi 72 & e o 723, MBI BAROHEETY
LA EEIZETPO0IKETHETD
5720 RIZAVE Ofiix W% &, #HEE
M5 06 FTEIE G- ClE0.525, &I
MBI TIZ0594DME % 7R L 720 BUGHILE
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Z L CaiMfL#E TlE0668DMH % Z L&
TUR L, §CHREREEE0S %2 TR L 72,

izl BEMELZHERETE 5 CROMH
& Cronbach’'s a D% W5 & HEEH
G-o%i6 . 1TEing 5130845 £ 0.850. &
THERYBI 5120879 £ 0895 % I Z AR L
720 BOEHLTETIZ0.967 &£ 0.968. #GE)
F%T130.866 £ 0.870, Z L CEhMEXTIX
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x3 BRBIEOZYM CEEMEOIRIIER

BI TA ™ VI AVE C.R. Cronbach’s a
BI 1 (0.498) (0.247) (0.318) (0.212) 0.525 0.845 0.850
EI 0.706* (0.162) (0.320) (0.215) 0.594 0.879 0.895
TA 0497~ 0403* 1 (0578) (0.599) 0.764 0.967 0.968
™ 0.564* 0.566" 0.760" 1 (0.621) 0618 0.866 0.870
VI 0.460* 0.464" 0.774* 0.788* 1 0.668 0.858 0.885
¥ Note © () OEAHIZMHBIFRED 2 . *p < 001 levels
x4 BEBEEOEEDROKRIER
it £ Coeff SE e Wi
Lower Upper
H1 BI—-TM 0.258 0.032 0.1960 0.320 XFE
EI—-TM 0.301 0.027 0.249 0.353 X
H2 BI— VI -0.020 0.033 -0.085 0.044 A
El— VI 0.046 0.030 -0.013 0.106 HH
H3 (BI) TM — VI 0.518 0.042 0435 0.600 XHF
(EI) TM — VI 0.480 0.044 0.394 0.566 SCH
H5 BI—TA 0513 0.038 0437 0.588 Bz
EI—TA 0.387 0.038 0.313 0461 R
H6 (BI) TA—VI 0.456 0.040 0.377 0.535 X
(E) TA—VI 0455 0.400 0.377 0.534 X
% Note © () 1XRWIOEEZLH, Coeff=Coefficient. SE =standard error. CI=confidence interval,

BIfR) &, BUGBLIIE & BOLEIRE 0154
®E & W GE 72 . PROCESS macro
Model 6 & V272, #ratny B BEME% 1)
Wrd % ki, 9% EHEIXHE (CD % &
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