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A Study on Travel Activity and Shopping Behavior of 20’s-30’s Korean Overseas Travelers

Yangjin Jeon
Division of Design, Myongji University, Yongin, Korea

Abstract

This study confirmed shopping behavior of Korean young overseas tourists and its effect on travel evaluation. | first
identified core factors of travel activity preference, travel shopping propensity, and shopping products. The effect of
shopping product satisfaction on tour satisfaction and post-tour intention was then investigated. Based on travel
activities, tourists were grouped, and their characteristics were compared. An online survey method was performed
to obtain data of 20's-30's Korean unmarried people, while factor analysis, regression analysis, chi-square test,
analysis of variance (ANOVA), and cluster analysis were applied to analyze data. The results were as follows. First,
six travel activities (city life, art/shopping, cultural experience, entertainment, field experience, and friendship), three
shopping propensity (novelty/uniqueness, utility, and prestige), and four product groups (fashion goods, household
goods, crafts, and foods) were found by factor analyses. Second, travel activity tended to influence shopping
propensity, which then influenced shopping products preference. All factors of travel activity seemed to affect the
three travel shopping propensities. Third, shopping satisfaction was shown to affect tour satisfaction, and post-
tour behavior. Finally, four tourist groups (active, social, pleasure, and passive) differed in terms of preferred tour
activities, shopping propensity, and tour behavior. Active tourists rated the highest scores and passive ones rated the

lowest for most evaluations.
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Table 1. Proportion of 20's-30's and Gender Ratio among Korean Overseas Travelers in 2005-2015
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Year N (% increase) 20's-30's (%) 20's (%) 30's (%)
Men Women Men Women

2005 10,080 413 7.6 10.3 15.5 79
2006 11,610 (15.2) 41.0 7.6 10.4 15.0 8.0
2007 13,325 (14.8) 40.5 7.4 10.3 14.7 8.1
2008 11,996 (-10.0) 414 7.6 10.6 15.0 8.2
2009 9,494 (-20.9) 433 8.2 1.1 15.6 8.4
2010 12,488 (31.5) 40.1 7.1 10.3 14.2 8.5
20M 12,694 (1.6) 40.1 7.2 10.0 14.3 8.6
2012 13,737 (8.2) 39.7 7.0 9.9 13.9 8.9
2013 14,846 (8.1) 39.6 6.8 9.8 13.7 9.3
2014 16,081 (8.3) 399 6.8 10.1 13.4 9.6
2015 19,310 (20.1) 39.4 7.0 10.6 12.4 9.4

Korea Tourism QOrganization [16].

Unit, thousand.
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& l8ll k—means wFEAOR YA AlRkE A3
a1 7} AJAFe] EAJo] analysis of variance (ANOVA), Duncan
test, chi—square test® HastHch AL o] HA o= EA|ul7]
A IBM SPSS ver, 21.0 (IBM Co., Armonk, NY, USA)o] A&
At

Table 2. Results of Factor Analysis on Travel Activity Preference

Factor (Cronbach o) Item Factor loading Eigen value Variance (%)

City life (.713) People-watching 757 2.312 13.601
Taking photographs 726
Walking around 574
Trying local foods 496

Art/shopping (.761) Going concert/theater 801 2.297 13.513
Visiting gallery/art studio 746
Going shopping .705

Cultural experience (.666) Going historic sites/museum 773 1.884 11.082
National park/scenic place 690
Visiting festivalffair 489

Entertainment (.630) Going club/pub 789 1.639 9.640
Going sports events .609
Visiting theme park .550

Field experience (.578) Guided tour to special sites 689 1.426 8.388
Dining in local restaurant 679

Friendship (.503) Socializing with tourists 766 1.381 8.121
Gathering with local people .660

Total variance (%) 64.345

Table 3. Results of Factor Analysis on Travel Shopping Propensity
Factor (Cronbach o) Item Factor loading Eigen value Variance (%)

Novelty/uniqueness (.744) New/innovative 770 2.198 21.983
Local product 745
Appealing design/color 743

Utility (.714) Price 837 2.103 21.034
Quality 772
Cheaper than in home 648
Easy to pack/carry 521

Prestige (.677) Famous brand name 840 1.853 18.531
Proud product 682
Good for collection 644

Total variance (%) 61.548

www.fer.or.kr
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Table 4. Results of Factor Analysis on Shopping Product Preference

Factor (Cronbach o) Item Factor loading Eigen value Variance (%)
Fashion goods (.731) Bag/leather goods 859 1.981 22014
Apparel 749
Watch/jewelry 747
Household goods (.700) Cigarette/liquor 791 1.865 20.723
Kitchenware/pottery 654
Book/stationary 620
Medicine/health goods 603
Crafts Souvenir, craft, antiques 867 1.416 15.734
Food Food product 945 1.072 11.915
Total variance (%) 70.387

A BASA A 5O Bl AL ok AT BE 3 AAF R Byo] mgEle] A o= Wysigct
o wysigch 991 2= FANY W oS 4, &% 89l 62 FRAYAZON} AAFTe] wA| Bapse] A
a}7) Bafol] st A7} o e/ o& Qo] 7} mopd WASRE om wuslglr) B olitolH sfeld 67}
3 SAA R R YTl NS4 AL 5O B A ol yEEL Aol A SHolEl o WIE HESI S5
ol gl IR a%lew oEsiqleh ael 4= 2 THb, 12, 20, 23, 29]. o4l ofdRkE aQlsl OJRk AR
Holuh 3 W, Aazyed, molu 2717 59 AAAIE = & 64.345% LFERAL ZF 2219 A1#|%=(Cronbach o)+ .503—
of ‘oYRT BWFoR A9l 5= EYAY lojsold W G 7130 HelErt
Table 5. Effect of Travel Activity Preference on Travel Shopping Propensity
. Dependent variable
Independent variable : = :
Novelty/uniqueness () Utility (B) Prestige (B)
City life 358" 273" 185"
Art/shopping 005 167" 249"
Cultural experience 306" 121 049
Entertainment -005 -160" 209"
Field experience 006 159" -056
Friendship 042 085 134
Adjusted R’ 346 283 309
F-value 30.206 20824~ 25627
<05, p<01, p<001.
Table 6. Effect of Travel Shopping Propensity on Product Preference
. Dependent variable
Independent variable -
Fashion goods () Household goods (f3) Crafts (B) Food ()
Novelty/uniqueness -030 -.001 226" 079
Utility 116 -063 025 260"
Prestige 4777 349" 255" 014
Adjusted A’ 252 104 172 088
F-value 38.260" 13.780" 23901" 11624
'p<.05, p<.001.
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Travel activity

Travel shopping
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Art/shopping
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o5+ Foods
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Figure 1. Effect of 20's-30's travel activity preference on travel shopping propensity and shopping product preference. p<.05, p<.01,  p<.001.
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Table 7. Effect of Shopping Product Satisfaction on Tour Satisfaction and Post-
Tour Behavior

Dependent variable

Independent variable Tour satisfaction Word-of-mouth  Intention to
®) ®) revisit (3)

Product satisfaction 448 371 428

Adjusted 198 135 181

F-value 82.234" 52351 73719”
Tour satisfaction = 703" 554"

Adjusted A - 493 304

F-value - 322561 145861
“p<.001.
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Figure 2. Effect of 20's-30's shopping product satisfaction on tour satisfaction
and post-tour behavior. " p<.001.
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Table 8. Characteristics of Tourist Clusters
Variable Active (n=78) Social (7=83)  Pleasure (7=104) Passive (7=67)  y’value/ F-value
Gender Men 43 (55.1) 32 (38.6) 50 (48.1) 36 (53.7) 5.401°
Women 35 (44.9) 51(61.4) 54 (51.9) 31 (46.3)
Age 20's 38 (48.7) 43 (51.8) 55 (52.9) 27 (40.3) 29217
30's 40 (51.3) 40 (48.2) 49 (47.1) 40 (59.7)
Monthly income (10,000 KRW) <200 6(7.7) 3(3.6) 14 (13.5) 8(11.9) 15.605"
>200 & <400 21(26.9) 31(37.3) 42 (40.4) 25 (37.3)
>400 & <600 19 (24.4) 23 (27.7) 19 (18.3) 10 (14.9)
>600 & <800 17 (21.8) 15 (18.1) 14 (13.5) 15 (22.4)
>800 & <1,000 7(9.0) 6(7.2) 8(7.7) 4(6.0)
>1,000 8(10.3) 5(6.0) 7(6.7) 5(7.5)
Travel activity preference City life 453 4.09° 390° 3.53° 63.693 "
Art shopping 4.42° 351° 374 2.80° 125.765 "
Cultural experience 427° 3.96° 362° 3.03° 86.434
Entertainment 3.88° 2.88° 3.18° 2.54° 67.956 "
Field experience 3.88° 3.84° 356" 301° 358727
Friendship 426" 421° 3.23° 3.18° 122,963
Shopping propensity Novelty/uniqueness 4.38° 401° 3.77° 3.54° 32,089
Utility 429° 4.16° 387 3.68° 24,064
Prestige 4.03° 343° 347° 3.03° 33.5817
Product preference Fashion goods 3.88° 335’ 3.36° 2.98° 249577
Household goods 332 2.86" 295° 264 12.069""
Crafts 3.87° 3.53° 3.26° 3.13° 12,396
Foods 414 399" 382° 3.45° 10622
Tour satisfaction 418 396° 389” 3.75° 6.227""
Word-of-mouth 4.18° 400" 384" 3.70° 5691
Intention to revisit 422" 3.87° 3.81° 3.69° 6.525""
Values are presented as 77 (%).
KRW, Korean Won.
a, b, ¢, d=significant mean differences by Duncan test.
yvalue. “F-value. “p<.001.
Table 9. Classification Matrix for Four Group Discriminant Analysis” 7F Sz o= BQIE 9l Table 89] w3l o] g2eto] Hes
: : UEAIE ERlsl] flsf dEAE AARE Axf, v ko] et
Actual group | Tletelgmp e gelmr 217} 94.0%-97 4% b, Bt 95.8%0] SEAE
Active Social Pleasure Passive o] Bfa}A| |90 oF 2= QJrHTable 9).
Active (n=78) 76 (97.4) 2(2.6) 0 0
Social (7=83) 1(1.2) 81(97.6) 1(1.2) 0
Pleasure (7=104) 2(1.9) 3(29) 98 (94.2) 1(1.0) 7E=I E
Passive (7=67) 0 1(1.5) 3 (4.5) 63 (94.0)
Values are presented as 7 (%). P2 oA MiHies wAY} SAl0] AYPAe] =8
995,800 of respondents were classified correctly. 2=l o] Fo), A Wl IR Eo] 4 9 ZAAY
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