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The Framework of Decision Making for Choice of Camping Site
Selection Attributes according to Camping Motivation

Seung-Woo Choo
Dept. of Hotel & Convention Management, Dong-Eui University
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Abstract This study focused on building the convergence framework of decision-making for camping site
selection attributes. The first stage of study is to identify the camping motivations. The camping motivations
are composed of 5 factors. The second stage is to identify the camping site selection attributes. They are
composed of 4 factors. The relationships between camping site selection attributes and camping motivations are
examined through the multi-regression analysis. The camping site selection attributes were significantly
influenced by thr type of camping motivation. Lastly, the relationship between camping site selection attributes
and camper’s satisfaction and behavioral intention are testified. The implications are that camping site operators
and developers need to understand the segmented camping motivations and site selection attributes. They could
be the guideline of implementing the developing planning strategies of camping site.

Key Words : Camping Motivation, Selection Attribute, Satisfaction, Behavioral Intention, Decision-making
Convergence Framework
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The Framework of Decision Making for Choice of Camping Site Selection Attributes according to Camping Motivation
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[Fig. 1] The Framework of Decision Making for
Choice of Camping Site Selection Attributes
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(Table 1) Demographic characteristics

Categories Survey items Frquency %
CGender Male 168 573
Female 125 42.7

20~29 yrs 27 46

30~39 yrs 134 313

Age 40~49 yrs 260 44.3
50~59 yrs 101 17.2

60~69 yrs 15 2.6
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Seoul 140 239 Possessi " self-possession 353 60.1
Busan 40 63 Oi:i’;:i‘; o lend from friends 9% 164
Daegu 32 55 equipment renta} from shop ' 37 6.3
Incheon 43 7.3 use of equipped camping site 101 17.2
Gwangju 21 36 1 meal 38 6.5
Daejeon 20 36 2 meals 216 36.8
Ulsan 9 15 Number of 3 meals 195 33.2
Residence Gyunggi 141 24.0 camping meal 4 meals 56 95
) Gangwon 21 36 use 5 meals 46 78
Chungbuk 14 24 6 measl 20 34
Chungnam 21 36 more than 7 meals 16 2.7
Jeonnam 16 27 0 meal 147 25.0
Jeonbuk 18 31 Number of 1 meal | M4
Gyungbuk 20 34 restaurant meal 2 meals 109 186
») R S b 3
= use near —
(Jyungnam 24 4.1 camping site 3 meals 34 5.8
Jeju 7 12 more than 4 meals 13 2.2
under 200 17 2.9
Monthly 201 ~300 59 10.1 =75 o CiA Ol A| = Aq
income 301~400 161 274 4.2 ZZET EIEE A MEE 24
(million won) 401~500 158 26.9 H Ao AT E HAE £33l AS Edle] g
more than 501 192 32.7 _
SHES A A H -2 AAE 915 B}
Agriculture/fishery/forestry 1 0.2 S AASE T WA, YT E 1A St 8
Office worker 264 450 A QRS AAE o AFEE HAT| ¢35t
Service industry 30 5.1 = = S
Self-employment m 75 of AFE A4S AANEAT. BE SFWTE 7L
o Professional 64 109 Q& FE37] Ykl A% 4 (principle component
Occupation Line worker/technician 40 6.8
R o i analysis) = AH&sI1 o™, Q14X Ta3tE 95}
Housewife 90 15.3 0:] ;‘]E_ﬁ @Ho]'é} varimax)< 'H%*@F‘Riq. 2 ?j:l]'oﬂ }‘1
b&?sem ;2 é;l ao] Aely)Ee a-f-Fheigen value) S 1.0 o], 291
ers .

(Table 2) Characteristics of camping activity

71Fo =z slaT),

(Table 3) Validity & Reliability analysis of Camping

Categories Survey items Frquency % L . . .
A nder 1h by car ® 310 Participation Motivation
‘r’dve‘ tlrnito 1~2hrs by car 234 399 Factor | Variable Factor | Comm | Eigen | Explaine |Cronbach
ﬁf:r?prlgid:nfe 2~3hrs by car 105 179 loading | unality | value | variance | s a
over 3hrs by car 66 11.2 ) 217 839 791
1 time 106 181 (ahﬂdf“ E;:g ?22 ;2; 306 | 1528 | 089
2 time 184 313 educatuon - IS A0
Arnual 3 time 19 | %3 e L
“s:fnpirn; 4 time 8 82 Nature~ [— S0 — 2
particiapation 5 gme 58 99 fam]}lanza 39 7% 11 2.88 14.38 0.86
6 time 30 5.1 tion 36 7% 7
more than 7 time 42 71 -3 ‘781 '723
T e S ies ; Escaping - - -
Place. of camping supphes' store in a1 155 ) 22 3 54 - 1356 0
camping camping site on T4 | o e8| - ‘ '
supplies Village near camping site 88 15.0 routine 25 692 601
purchase Near residence 408 695 C3-2 85 780
friend/relative 328 311 Friend C3-1 751 65 | .. .
Source of TV/radio & 78 gathering | C33 |79 | e | 200 | BT | 08
ouree o newspaper/magazine 72 6.8 C3-4 604 567
incff;’fl’;?in SNS 121 114 Cl-1 720 | 630
on-line communities 109 103 Novelty/f | C1-3 706 634
search i nhies 233 | 1167 | 077
website of camping site 277 26.3 un Cl4 669 599
others 67 63 Clz | 665 | 6
KMO=.902 Bartlett x*=6063.169 P=.000
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