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Abstract

The purpose of this study is to identify whether there are causal relationships among experiential value,
attitude and repurchase intention and whether the moderating role of storytelling experiences can be existed
in the relationships between experiential value and repurchase intention, and between attitude and repurchase
intention, focusing on Heotjesabap, dishes for a fake memorial ceremony, as a local food. Also, this study
aims to identify whether there can be significant differences in experiential value, attitude and repurchase
intention among the tourists who have storytelling experiences and those who do not have storytelling
experiences of Heotjesabap. Based on total 211 samples obtained from the empirical research, the research
findings are as follows. Firstly, tourists who have storytelling experiences of Heotjesabap have significantly
greater experiential value, attitude and repurchase intention than those who do not. Secondly, experiential
value positively affects attitude and attitude positively affects intention to repurchase Heotjesabap. Thirdly,
the tourists who have storytelling experiences have a greater causal intensity than those who do not in the
relationship between attitude and repurchase intention. These research findings show that there should be some
changes for Heotjesabap, for example, better taste etc. to attract tourists to repurchase it. Limitations and
further research directions are also discussed.

Key words: Heotjesabap(Dishes for a fake jesa), experiential value, attitude, repurchase intention,
storytelling experiences, moderating role
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<Fig. 1> Research Model
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{Table 1> Demographic characteristics of the subjects
Characteristic N % Characteristic N %
Male 126 59.7 .
Under high school 16 7.6
Gender Female 85 403 g
20-29 64 30.3 High school graduate 81 384
30-39 58 27.5 Education College or university 103 438
Age 40-49 43 22.7 student & graduate '
50-59 33 15.6 Graduate school student 1 59
60 More 8 38 & graduate )
Employee 47 22.3 ~200 39 18.5
Student 36 17.1 Over 200~300 8 408
i‘“; S?W"“it 195 ‘7‘? Monthly Over 300~400 2 199
Occupation Selrt?-eerflspl;)or;ae d 46 ) 1 3 t hincomi:1 (ten Over 400~500 27 12.8
Teacher 1 5o ousand won) Over 500~600 9 43
Housewife 27 12.8 Over 600~700 2 9
Others 20 95 Over 700~ 6 2.8

301-400%F1 0] 427(19.9%)2] $=o]|Ath.

= A3
U XA B AASH tH<Table 2>).
o

1o 2 zkds) Hle=

=
A3 A3l Z&H 2919] Cronbach's a #ke] &

zA}eo] 23R g

THro® £ Aot A4 o84 2e= 4
F3k71 $15ke] 2z A aclel e 14 a9l

{Table 2> Exploratory factor analysis of the items

B8 218 AF} <Table 3>3F o) 2917 @
Ol 2A A= 1 ?=80.213(df=24), RMR=.037,
GFI=.922, NFI=919, CFI=943, AGFI=.853 52
2 YERdt) GFI9 NFI7F .90 o] Ao #gte
7F Eoha & 4= 9ok
A LA S| A =S &
AE ALl B %
(Average variance extracted: AVE)2 %3} 99l
Holere AlFe fEe HHesE 1 AVt S
o], TA7Nd A1 2] Z(Construct reliabilty: CCR)
o] k& EFE3) aRINsHEF eakiste] gro g
1 gkol 7 o old HFEEAC] e AR

kst Lee HS-Lim JH 2009). 2 <17-¢] 24)

[¢]

Factor Item Factor Loading Eigen value Cronbach’s a
Repurchase Recommendation to others .808
intention Repurchase with other people .802 2.591 .829
Repurchase .799
Valuable food .894
Experiential value Highly efficient food 741 2.188 784
Successful food .527
Heightened purchase will 871 1929
Attitude Having a good feeling .626 (74.54%)’ 791
Heightened reliability 616 )

KMO = 876, Bartlett’s test Result x> = 962.113 (df=36, p<.000)

* Total variance explanation power
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{Table 3> Confirmatory factor analysis and reliability of the items

Standardized
Factor Item Estimate an. raize t-value CCR AVE
estimate
L. Value 1 1.000 .604 fixed
Experiential
| Value 2 1.196 722 9.454%%** 832 626
vale Value 3 1.199 724 9.308%+*
Attitude 1 1.000 747 fixed
Attitude Attitude2 .945 705 11.504%%* 812 591
Attitude3 958 715 10.292%%**
.. Intention 1 1.000 .652 fixed
Revisit .
intenti Intention2 959 .625 11.214%** 874 .698
fntention Intention3 1.068 696 11.641#%+
x*=80.213(p<.001) df-24, RMR=037, GFI=922, NFI=921, CFI=943, AGFI-853
ok 520,001

821 ¥ ASAY HawiaEwke] 2717t
Z}z} 626, 591, .698°] 3L, A4 #rol
832, 812, 87402 HFElFAo] 9l o=
TP = A

7} A 8212] AVE #o| 8215 2 A
o] AR F(RHBT 29 2
Aol grEtia & 3= 9=
2009), & AFolA = A LlE F AT
252 FHR?)0] 265 - 468% LFER} AVE ZHE
o AL Ao veht 40 el e
dol EAGTI & = UTH<Table 4>). SAl

{Table 4> AVE and correlation square of the items

3. UM AS 21
2 A7E <P 1594 <71 35744 s
E, 95 RS20 sAAPTe] 2E R

ZH ?“H/l »01] dFe

Item Mean(standard deviation) 1 2 3
Experiential value 3.57(.76) 625" .3923) 265
Attitude 3.51(.81) 6557 591 468
Repurchase intention 3.62(.72) 515 .684 .698
1) AVE 2) R 3R
{Table 5> Independent t-test results
. Having storytelling Mean(Standard Significance Hypothesis
Variable . L T-value .
experience deviation) level testing
Experiential Yes(N=112) 3.51(.79) p
2.463 .016 Accept(H1-1)
value No(N=99) 3.25(.74)
. Yes(N=112) 3.70(.80) .
Attitud 2.508 .013 Accept(H1-2
rude No(N=99) 3.43(.76) ccepi(H1-2)
R« h: Yes(N=112 3.92(.74 -
CPUrCase es(N=112) (74) 2712 009 Accept(H1-3)
intention No(N=99) 3.61(.71)

* p<.05, ** p<.0l, #** p<.001
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{Table 6> Structural equation model results

Hypothesis relationship B t-value Results
H2 Experiential value — Attitude .845 9350 Accepted
H3 Experiential value — Repurchase intention 161 1.104 Rejected
H4 Attitude — Repurchase intention 918 53717 Accepted

X2=80.214(p<.001) df=24, RMR=.037, GFI=.922, NFI=.921, CFI=943, AGFI=.853

* p<.05, ** p<.0l, #** p<.001

<Table 5>9A] UERG L9} Zro] A}
e ~eeHege) 4@ G0 He} g3
A2 AR, HE, AT ss o)A
2 2jol7} e AoE Yehgt). &, o5

bl omol] mAE dge 2Tt AZASI B
l =161(t=1.014) = e} 71”?4214

teos <M 513 M 5-2>E AT
FE 7] 98, AER HE 2ol ZH%LUH/hoﬂ

e JN mln EE

S22 AAAT e tis) 2z Aol 9l WX G BACNA ~EHLY APARI} I}
T WEAE0] APo] fle BFAEET A7 Ae HEEAE BASITE B4 2 E <Table
A (p<.05), BIE(p<.05), AT =pP<01)7t = 7>l Vet vk 2E R HF5E S8 <ol
o Aoz Yehgth wabd <M 11>, <M GESAQ siAA] ts) ~Eedde] A

1-2>, <7Md 1-3>& A€ gk o] & #FMEMm=112)°] #AFo] §le &2

o <7Md >0 <7 4>7pA]ef] Sl Em=99)2] FJdez FEeer, T
HE A7, HE, ATz ke #AE A S AAEY. A4 23 Unconstrained <}
<37l flete] T2 A Ao ARE A Structual  weights?He] Ay 2(df=9)9]  p-valueZ}
FE x?=80.214(df=24), RMR=.037, GFI=922, 366°.& Hthd 3AA 5o wgo] Agralria

NFI=921, CFI=943, AGFI=853 S22 Uelt & < qlth Aoz <o 5-1>3 <7 52>

UH(<Table 6>). <Table 6>°l|A] YEPd vle} o], o] A gHNE FAs|HH, A ANe] =7}
da7e HEdle ®EstE AEAGVE B ATzl nAE A3} BA F oA ~Ee
=845(t=9.350, p<.001), El=E Al FrjolEo 2] =7 H o] 9l Hrte] ~EgEa o] ¢l
F=3td ARASTE B=918(t=5.371, p<.00)E & AGHT} FojHor e Ao Yyttt

2SI Z, aBe] FESH A e <Hd 52> Agah BEAA AT
del AL FAEEE Bwst Sk, vhelEd] RE 9la A PEdAE sEeY

o
WEst 2185 E AT Esl eke Ao o] e Awel gl dund foldos
= et ma] <1 259 M 4k Al & Ao YeplA ekl fe <M 51>
aE ey e <21 3>9 AR AT A4 2, SAA) e 2zeldge] A

{Table 7> Moderating effect of having storytelling experiences / not having storytelling experiences

Having storytelling Not having storytelling Critical Unconstrained Structural Ay
experiences(N=112) experiences(N=99) r1t1.ca X weight x? 4£=9
ratio =
B t-value B t-value (df=48) (df=57) ( )
H5-1 .188 1.376 .145 .520 .195
o G T 80.742 90.551 9.810
HS-2 .986 6.452 658 2.500 2.043

*=80.742(p<.001) df=48, RMR=.059, GFI=.914, AGFI=.839, IFI=.816

* p<05, ** p<.0l, #** p<.001
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