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- Abstract -

These days, digital contents are evolving such as VR content or live broadcasts from text,
images, and videos. Also, they are and more interactive. The users are interest in new
forms of the contents and share them because they are issued everyday in the many digital
platform naturally. In particular, it is mainly used in information-oriented tourism which
services and information are important in the trading process and occupies a large
proportion. Local governments are implementing the regional virtualization through many
type of contents and it use the contents actively in the region marketing. Users get
information and contents through the virtualization of specific region and share those
contents over the network. As a result, the isolated region is becoming an issue and local
tourism 1is activating. Therefore It has to give a positive impact to the local economy.

Hence, many local governments produce more contents for region marketing and provide it
to online. This study analyzes the current status of the contents that offered for the
purpose of region marketing on a mobile environment. First of all, we classifed each region
marketing contents which was conducted afterwards defined the regional virtualization level,
and investigated the influence of each level measured by contents analysis. This study
proposes a baseline for a quantitative assessment of the digital contents on the regional
virtualization and develop contents management strategies according to the level of regional

virtualization. This paper contributes to the policy development and promotion of tourism.

Key Words : Regional Virtualization, Region Marketing, Destination Promotion, Digital Contents




_/,\_
]

1

kel
=
=

°] VR
A=

o

4

=

=

=2 %
=

xgy_

o

=

fu

1
=

=

]_

S

R

B

ekl
1= | A AR

=A

7HA ket
< ZEReloltl SNS

=

s}
f4A A 5 vk By olyEt 360% VR FhHl ekt $ o]

snhE el

o] Bz7|77}

LS

T U H A

1

=

=

¥t

xgi

1
fu

o

o

3

-
R

[e)

N 5 o

)

9] o1

XA N FNAT TN GRS
WOEm %0 T m B B OROB N T
R S O IR 03

B o TN TR oz T o4 w o i
T oo ™ ° = o M G %o B R ®
el wjr wf = o mﬁ = | o N W o o ,mm
Hoo ™o} 2N e Yo Gl o
PrEEPeele _RTE on, PR
R R 0 e oo g W o3
) ° rlo o 1o B B
B ﬂjuéa.ﬂn P LA il
o ol s N wow 1 o T 3 8° RN = N
o B z BT owy M o > o
—~ — o fll. .0
M%ﬂwztﬂegﬂ%@ﬂrmi xwmm.%mn
Naqpuﬂo_]&.‘_aﬂﬁomﬂ%o;mnmml FL7;?_ﬂﬂ
yp © o do o T 8 o o g o~ . o~
T = 2 W o o S o W o &KX o "
G S cul = T T h NoROH )
_zw%ﬂ;o Hﬂaﬁmﬁi.ﬂw mr q_ouwwm
ooyl . = puy )

SIS A R oﬁawwww
= < o o N

) = w" ar - = [ N
SR o A I R AR TR
T R A U S A
H%%mzxﬂwmwmnwmﬂ? g oop B X
T NTE T TR oo Yooy o
© a PN R o ow g Moz X
BETH ST g P = i TP
%,oﬂa%ﬂﬁﬂu%_]ﬂrmﬂM% awqt%xmr
o T o N e Koo g X R o F iy o
L B R I B G-y
R = J'ﬂ_,A_H N W‘W ﬂ‘ﬂAllL.ﬁ ° .Oﬁ ‘IE‘IFO?._ o A
CIRC I R Fow LIEwoyh
y.ﬁoﬂ(\éa Qorﬂu&gho H‘m_lq_mo:ta
R O e VR T R G < N I o
ARG S N x K TR w
7 oY DT s oy Yywmo
zwn%zs%ﬂa‘mﬁ7z T = L
PWw - F 'O RN T H o P T
zﬂ%ﬂﬂ?ﬂﬂﬂ«.%%ﬂﬂ_ﬂ?ay%5
TN T3 = s N

AT RS S SR LR L g
o oy oy - ) How o
PN x~F Tz w7l o7 ) gy T =0 N

R



o] BlxEd|A o]n]|

=
T

7]

ted A

°©

17] )

o

oL

1o 2 A

ol

=
=

1. A9 733} (Virtualization of Region)
Aol gw

i

N

W

(e}
LBs

3 ARE-Ael

S

==

[

48

AbgEsh AFE Abol el QlElH o] o] th(v] 7

Abgre] whA A7

7hg71 )

L
R

L

R

1

.

]_

Sof F

4 1A &3 of el A

Aok s

©

bol, TAS AHE

°©

3}

3 gk 7Hdd A (Virtual Reality)o] & o]

9

1=
=

EERCE

3 7hast
Az, 2015).
A

=

[e)
3T
T

—~
o

Wr

—_
o

oo

[

S

jop-
B

O

X

o

el

wr

<
s

)

d
i
T
oy

—

el

¢

ol

A

W)

)

]
o

UNO
o
ﬁo

o
Br

)

|

pZS

ko3

o] 714}

AL A

=
=

==
()

, 1709
ISAd A ol

1=
=
=
. B

A
A, FA7

o7 o
g9l

ahol TA)

S

Q
3} 7]

1

f

718 8t

19951 A=k

g X~ E
I
=

Fel A

=

°©

fu

1

_(H

Abghel mf
t} A9 vlA® (Region Marketing)e]l & A& o] 5=

@E

=

=

fu

22

2

WA e 6719 oA, 87) 9]

HE 93

o
o

Q
<

[€)

<
=

=

=2 FAs 9

ol

=

=

sho] A9

7]

S

s

=

tod, 2 AR

v ]

°©

s

Sl ARTAE 179
7}

il
=

bl

pud

=, A9 7143k Regional Virtualization)® “71 #] 9 9

o

171¢]

2. A9 ulA ¥ (Region Marketing or City Marketing)

WAA A =7 AHEAA A o] 243

Hz tAds)



W T ® OB T 1Y oz —
3 m B
< —~ —
e Ny XX WA e ® B e W E
G R ol s S L T )
Ewrmemﬁm@.“drmﬁu ﬂ@ﬂxﬂr%ﬂnqreﬂﬂ%
) s a3 —_— 10 —_—
g N R Kooy X H B | wr_m N _Hv« X s o B Mﬂ o
MooTonh o oWl & g ~ N = x0T ™ 5"
o} B oo sl I i~ J. B o T o
o = M T T T KX o 2 ~ %0 o) T
T ey O~ F oo X T o o % g
O L B T - %mﬂﬁ% W 3w
5 g = o 7 B G = w B i M = ® g T o "
B9 g % o5 X T L W X s - o X s o wE P
x X T w o Al o= Y = W XO o o X
i T Nd M2 ™ = N piol i ur X o %m
I R N e #ﬂ%.%%Aﬂm.%y
s T BT oo~ o o W m o T oy M LI
~— M 5 & o T oo jainy N~ <O o
wWw g o — T o = W N| Mo X
s DR mo — Eo — Jl - X° -~ 9 _ E.._ ..Iﬂ.v” E:l o
% T o MM S S T o ﬁw <o T o iy " 7o)
o ﬂr P o ol MW Qm V W mm 1.“__.:—-0 ﬂ.‘_ o o+ = J o - o W =
TR E RN oo PR e
™ = B 5o 2 H r+ %@frﬂ%.m‘&mﬂEﬂ
%H,moﬂ.wTmemerm_x B ﬂﬁﬂmo_fmﬁ,%aoiﬂ
Hh oo Tl R 2o TR g T
FRgy 08 N = B oMo o B T
:i _ e ;o.ﬁ ol D 10 . = ZT o et m _vL o = o &.o
p T iR g g ¥ R
o B oo . RO pH U oA T W o Ho o ) el W o
@E 3 w_m < M o ®o X o o)) ¥ o g w0 wp X Nr Bl e X
R Yo A I P ® g R o O i
i T < 1 <oy W E R W
Woge T oy W oW How oo T TR % X E
X o w . il b = s —_— R = X ook HoT
Kow R F B do o B/ 2 °F o N — = | _ AL W
IS i Rooq &M o Mo ml 2 1]0 No M m S SIS =
Ny g X o w om K H T g X F oo TN
+ <) o = el ™ R TR el < N ah el
oK w o om0 7 Ty Vx e p N
TR w4 e e z IS S
o B uw o o m@ o N a o CEFRICEE T . Jo 2
x X R X ~ s CHR o I- By W
w B W T A i S ﬂ WL T Mok W L)
TR N B OB E W = N o= o= K g W G oo X 9 o
I= X X . S Xo q ;é o"_o
— BT I o ke N]owr = =

ol A <]

v}

Aol A

hyaA
ar

skof

<]

Q

s °]8

=

o WAlE R



—

O

B

——
o

B
22!

N

FA4L <2y 1>3

)

gl

o,

ol
o
)

M
o
g
&

o)
N|

o

W

B

—

0

¢+

B

o

M

Ry

ur
¥l

EOrg 2

o

&0
oR
Fd

101 2]

£

i

= =
EEE

O AAZ

[E]
=

HOl Ci £ A}

1
[+]

[=]

RIYREA A 2f R H
o

[=]

=

b

*R

1y
IH
o
|
K
o

1N

K

OpA ) 2 A A

<a¥ 1> AT Z2AA

1) ¥ dolH

2. MG I H Y =3

i

a2 dlol H 2 5-E

1=1}
ES

s

= ==
3 F

=0

o,

dlolB & v

=

15) 12 ¢l oh(Phillip, 2011).

=

ul

=13
=

= ] o] § W o] 2~ %]
e

1

9
pul

A

|

1o

[e]
(Semi-structured),

€]

e A AAHew
IR

<

HglolElE 7]Ee] ATFR e ol
oA W MAHem FEEI Tk

8 (Structured),

3ttt (Manyika et al., 2011; Date, 2012). 71<7)

S

fu

T

[e)

A, 2014).
BERIEE

2

wel dolgea 49

[$)



(Unstructured) &= 7€t B3 dolHe #AE dHolHHo|AY AZHEAE 5
nAE dreo A4 delgola WY dHolHe aAE dro AFstA gFou
et ol v 271wt e YFEE A FEE dolHE ougth. B P ] He
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