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Abstract The purpose of this study is to define determinants of tourists’ behavior focused on tourism omni-channel
and to verify the relationship between tourism information search motivation, tourism omni-channel satisfaction,
tourism experience and perceived risk. We presented the hypotheses including ease of use, trust and satisfaction
and also analyzed the moderator effects of tourism experience and perceived risk(financial risk, psychological
risk) variables. For an accuracy of expected results, we focused on survey with 298 respondents. Based upon
prior studies, it is meaningful that this study verified 1) the positive relationship between tourism information
search motivation and tourism omni-channel satisfaction and 2) the significant moderating effect of financial
risk on the relationship between tourism information search motivation and tourism omni-channel satisfaction.
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<Table 1> Demographic Characteristics of Samples
Section N(=298) %
Sex male 124 41.6
female 174 584
Less than 20 22 74
20-30 87 29.2
Age 31-40 82 215
41-50 61 20.5
More than 51 46 154
Academic Less thgn High School 55 185
ability University Graduation 179 60.1
More than Graduate school 64 21.5
Student 83 279
Specialized job 44 14.8
Office job 56 188
. Production employee 34 11.4
Occupation g 1o and service 21 70
Civil servant 11 3.7
Housewife A 114
Others 15 5.0
[Facebook 104 34.9
Band 35 11.7
[Kakao Story 47 158
Frequency |Instargram 38 12.8
Used SNS  [Twitter 9 3.0
Blog 34 114
Naver/Daum Cafe 25 84
Others 6 2.0
[Tourism Information 119 39.9
Food Information 66 22.1
Hotel Information 36 12.1
Information [Weather Information 6 20
of Tourism Shopping Information 28 94
SNS [Transportation Information 10 34
Event Information 21 70
History/Culture Information 8 27
Others 4 13
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onent | unity | (Variation)
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Tourism nce  |Convenience3 | 809 | .814 (37.896)
Information Convenienced | 809 | .804
Search Reliability1 837 | 7139
Motivation Reliability Reliahility2 872 | 79 3401
LN Reliability3 | 823 | 768 | (15458)
Reliability4 780 | 761
(Tourism Expl | 683 | .705
Tourism Experience (Tourism Exp2 | 754 | .790 2124
st Expe Tourism Exp3 | 754 | .76 | (9.655)
[Tourism Exp4 | 771 | 748
. F. Riskl 863 | .790
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Perceived F. Risk3 781 | 723 '
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<Table 3> Variable Correlations and Cronbach's a

Construct of Correlation

V. Name|Average| SD 1 5 3 1 5 6

1 542 1089 1

2 446 | 0.84 | 0.34%x 1

3 519 | 089 | 0.62+%x | 0.40%x 1

4 3.18 | 085 |-0.28%x|-0.15%x|-0.28%x| 1

5 416 | 114 [0.23+x |-0.16%x| 0.11 [0.29%x | 1

6 494 1084 |0.57+x | 0405+ | 0.66+ |-0.25+x| 0.10 | 1
Gubadisa| - - 920 | 887 | .88 | 819 |.937 | 912

I: Convenience, 2! Reliahility 3: Tourism Experience 4: Finances risk,
b: Psychological risk, 6: Satisfaction
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free model 235.768 34
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<Table 8> Finances Risk Free Model

. Finances Risk low(n=150)
Hypothesis Path SRW R o
330 4.064 otk

H3-1 Convenience Finances Risk high(n=148)
—Satisfaction SRW CR. p

686 7955 otk

. Finances Risk low(n=150)
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<Table 9> Moderating Effect by Finances Risk
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free model 201.739 34
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H3-2. Reliability o278 | & | 1102 | 1
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