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Abstract

The purpose of this study was to evaluate the effects of perceived value on the satisfaction and revisit

intention of green tea farm visitors.

The sample was obtained during the three month period from May 19th, 2006 io May 21st, 20006,
and out of 800 copies of questionnaire, 597 copies responded with sincerity were analyzed. Firsi, the
perceived value of visitors in green tea farms seemed to have effective relations with satisfaction.
Second, the perceived value of visitors in green tea farms seemed to have effective relations with revisit
intention. Empirical evidence is obtained for both regional economy and indusiry and the development
of tourism producis. Specially, findings from this study suggest that perceived wvalue are strong
predictors of revisit intention to green tea farms in Hadong-gun. Several implications for the research
result and acimal application practices are discussed.
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<{Table 2> Demographic prdile of respondents(=397)

WVariable Frequency Percent®o)
Grender Mfale 324 54.3
Fermale 273 457
Below 30 153 256
31--40 154 258
e
Ag 4150 203 34.0
Abore 51 g7 146
< High school 112 19.9
Coll 216 362
Education O_ ege.
Uhuversity 158 333
= Craduate 2 63 106
< 1 million 141 236
1-2 million 145 243
Ivlonthly oy
) 2-3 million 144 241
ncorme .
3~4 million 103 17.3
= 4 million 4 107
Bervice ind 49 g2
Boldier, govern. a0 15.1
Office worker 109 183
Business a7 162
Free lancer 27 45
Occupation  Agri-Fishery 10 1.7
Professional 56 94
Construction 14 23
Student &0 101
Hormemaker 49 82
Cthers 36 6.0
The day 465 FER
1 Might 2 Days 0 151
Stay .gh Y
2 Mights 3 Days 20 34
3 Mights 4 Days 22 37
Tnitial 269 451
Mumber 2 times 123 206
of days 3 times 89 116
Above 4 times 136 228
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CTable 2> Contimed ¥1g ojp] 5L Bl Eou Bk A
Variable Frequency Percent(¥%) 7t as2Ee g Vet
Below 2 per 169 283 s A B ZHE g o, SAE wEd
Phpesos 20 08 Hg AZE FA B Aes Tk FAHY
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13 Ca) = = L
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2= Y Bl B
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<Table 3> Descriptive analysis of construction concept

Ieasurernent item e 2D
Percei Compare the efforts of vistt, tea tour is relatively bravo 361 +.71
ercelve . .
! Prefer the wvalue of tour to spend time for vist 3.57 +0.69
value .
Prefer the wvalue of tour to spend the cost for wisit 3.52 +0.73
Satisfaction Do you satisfy this tea tour generally? 351 .65
Intention If y.ou have any chance to get tea tour, do you have any intention to wist 378 40,66
again?
Mean's high score=5, mean's low score=1., Me=hIean, SD=Standard Deviation.
{Table 4> Reliability & validity of perceived value
Ivleasurernent Lodging  Eigen value Curlative  Alphale)
Comnpare the efforts of wistt, tea tour is relatively bravo 583
Prefer the value of tour to spend tirne for visit 845 2.145 71516 399

Prefer the value of tour to spend the cost for visit B4
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{Table 5> The effect of perceived value on satisfaction

= 7t A, WESS mE Az 7ERY 2ol EY

D dent Ind dent R. i Significant
epep en ep.en e egrwe.sgon D 8 sl 1gnifican
variable variable coefficient lavel

Satisfact] Perceived value az21 033 664 21.634 Q00+
atisfaction

AbEe(0.035, RP=440, FEEME=168.037, p=000F*
k0,01,

{Table §> The effect of satisfaction on revisit intention

Dependent Independent Regression Regression
ep. ep. & ) 5D B t-value & )
variable variable coefficient coefficient
Revisit Satisfaction 548 035 543 15791 000
intentict Constant=1.833, R2 =295, F-Change=249353, p=000F*

k0,01,

<Table 7> The perceived value on revisit intention

Dependent Independent Regression Regression
ep. ep. e ) 5D B t-value o )
variable variable coefficient coefficient
Revisit bedbd o &4 036 585 17.574 00C**
intention Constant=1491, R°=342, F-Change=308.862, p=000+*

HHp<0.01.
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{Table B> Analysis of perceived value according
to demographic characteristics

Factor Percemwed
WVariables value
Maleln=324 3 65(H)
Gender Famalem=273) 345(L)
t-value 4.335%*
Below 30(h=153) 34501
31~40(n=154) 360000
Age 41~ 50(0=203) 3.54(L)
Above 51(n=87) 379(Hy
Farglue 5. 203%*
High school(n=11%) 360
College(n=216) 354
Education University(n=199) 359
CGraduate schoolih=63) 353
Fayalue 0429
1 million=141) 349
Monthly {n=145) 3.50
. {n=103) 362
feome (=64 367
Foyalue 2151
Tnitial (=265 3.49(L)
a 2 times(n=123) 3.46(L)
Wisit .
frequency 3 t1mes(n=§9) 3521
Ahbove 4 times(n=135) 3.85(H)
Falue 14.834 %+
By oneselfin=28) 34501
Couplefarmily(n=310) 35901
Cormpanion Businessiclubin=145) 363l
Friend/relativetn=54) 342(L)
Laver{n=30) 347
Forglue 2.485%
Below 30minin=249) 364
31~60 mintn=176) 3.52(L)
Movermnent 6190 minh=73) 347
Above 91 minn=1¢) 3321
Foyalue 4 4 1#*

*p<0.05, FEp<00l.
L, M, H= Duncan AFFAZ 2524 L 25, M F

B =55 &ad

133 A 233(2007)
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{Table 9> Analysis of perceived value according

to visitor

Factor Perceived
Wariables value
Male(n=324) 358
Grender Femalet=273) 343
tvalue 2T
30 belown=153) 354010
31 ~40(n=154) 4L
Age 41 -50(n=203) 244(L)
31 adoven=87) 3 68(H)
Foalue 6. 203%*
High school(n=11%) 351
College(n=216) 348
Education — Unwersity(n=195) 353
Graduate school{n=63) 352
Fayalue 0227
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