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Abstract

This study examined how Chinese tourists’ beauty tour preferences and attitudes
toward Korean culture impacted their purchasing behaviors, repurchasing intentions,
and the likelihood that they would recommend the products and services they
received. Between the 10th and 21st of June, 2016, a total of 277 questionnaires were
distributed in Seoul, Busan and Daegu using SPSS 21.0. On the surveys, beauty tour
preferences were divided into the following categories: human service, high quality
service, convenience - accessibility & cost, and facility & atmosphere. The study
found that high quality service and convenience & accessibility significantly affected
respondents’ purchasing intentions, with high quality service showing the higher
standardized beta value. Friendliness to Korean culture also had a significant impact
on beauty tour purchasing intentions. Preference for human service, high quality
service, and facility & atmosphere significantly affected the purchasing intentions and
the likelihood o f respondent recommendations, with higher standardized beta values
shown (from high est to lowest) in the preference for facility & atmosphere, and
preference for human service and high quality service respectively. Concerning perceptions
of beauty products, preference for quality had a significant impact on the repurchasing
intentions and intentions of respondents to make recommendations, as did the respondents’,
friendliness toward Korean culture. This study suggests that, to be most effective,
beauty tours should emphasize human service and facility & atmosphere, as well as
high quality service. In addition, preference for beauty services or products, and
friendliness to Korean culture must be considered.
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I. Introduction

sh20] FEel HElgEC] g AAsle] ol
ol EA HEBRES BHo FYS YEal 9
2159 7 2 Z715F tH(Kim, B.-H. 2014;
Yang, 2014). E5] 2] uhet ol2el % 44 B ol
A9 F300] A RO AYo T By AR
off Het IAet AL} obdol w2t FEEg
o %ol A § R AUk REWFold B
BAE20t BYo) BEAuA @ 990 RENE
Ful7h AgE Aoz wYo| HeAulel vola
9, 1ol M9, o) 534 99 S, ol R
HZA 5L Fustr] Yt TF2 L3} Ministry
of Culture, Sports and Tourism(MCST)Q] ZFAfof wh
W 2310] g o] Aul o]Ato] Fh=t WL A] 71
0}5,_ AL A7 £3(84.3%)S Eow, 1 = 85.4%
7t 3P g Yol A2 YERFTHMCST, 2016).
oY FRASC HelwYel et 287t AA 5
st Jhed =y HEAQlY wAe TRanA
39 BYAL o HeWY A T o
Fg 0L WES PEdE A7 9l Aow
HQlt}.

;[_L‘g(Klm & Kim, 2012; Lim, 2011; Park & Lee,
201)3= € Ay @88 2ARR: A=) HF

2 Qlew, REIGC] 2 F= JFHAU
HlE 7Ho] IAIE ol A+ ob nl &Rt A%
ojch. whA 2 AN E = WBAL gL

T FEEEe A¥&AS Welal, AdE&Ado] )
Ojreof| vl FFH ] o]Fof dofuk= A2
=83 %14501] nAE FFEE HHoEA TE
Wgo] IS F= HAES lstaA} gt EIt
5OFAoF Tﬂ’rﬂ‘qoﬂ At d=9 AYH, A
A7 FF A FHAEY] ATl IF= T
A Aoz diEE=rt st Hidt 28] #
Eldg o=t AFmie 3 3okl v
= T WSl 318 JdAo] HElES sl

UAE SFYE SUstalA} Fitt. o] Qo =1l
BYAY BEBY ol gUHE 2] Solhk
Z3Q] HE HPAE0] EAL njotstiz} st

Background

1. Current status of inflow of foreign tourists
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<Table 1> Current status of inflow of foreign tourists
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Visit the entire To tourists
Construct foreign tourists from china
n % n %
2007 6,448 4.8 11,068,925 19.2
2008 6,891 69 1,167,891 9.3
2009 7,818 134 |1,342,317 14.9
2010 8,798 12.5 | 1,875,157 39.7
2011 9,795 11.3  ]2,220,196 18.4
2012 11,140 13.7 2,836,892 27.8
2013 12,176 9.7 14,326,869 52.5
2014 14,200 16.6 |5,514,555 41.6
2015 13,231 -6.83 |5984,170| -233
Data Sources: From. Korea Tourism Organization.(2015).

http://kto.visitKorea.or.kr
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oX
of
ol

AT & & Utk HES AFe BHow d52
HHEoHE =9l BFZE 2010W00= 0.2%, 2013
L 09%2 4d7F 458 Z71sH9ict o] HEl9}

A%e BAoz W 39 WEAY 57

2. Beauty tour selective attributes
WY FE) AL BFAo] BPA|A B
I Aok Aog gy wHE P52 54 (Park

& Oh, 1999)°]c}. TYAE BHAZ e 1] B
A19) 4492 v3 Bkl HEshe WY 4ES 2

ﬂo}ﬂl Hoh REEEE 539 REAH| A a1
5 FEHS #HE §39 REAE ol IEA
H|IAZE A9HE g Holth & o& &, o] &
g, WolaY 59 739 RETA A8 A9 SPFE,
T, vHH AR, A4, REEE AE Y 5 7
39| REHA A4F9 g 5ol X FE
HFE Addots IAEL FHAEY GAE A
AH, 71 Qo F3H4, ALSlA, AAA, AeHos
ot 8219 4eAE-S B FuidA o] o]Fof
1 Al Hot. A& AET ARA7E M= §3
T3 EACRE JAEAT oA AHRTE A
JEo] digt Ae = Q5 E 2u]skH(Jin,
2000; Kim & Lee, 2015), A=} & 2 zs1A =& gt
S AL vt & REIE BHA 49 4
TR sl dFE A= 84 & 5 Qe o]
A Ag&Aols 5% 74, AHlA9 ApEA, A

1;

et 4

St A&, gAY AFA, b8, F2e HEA, 9l
A A, 337 Qlma} So| 9 om(Koo & Kim, 2013;

Oh, 2011; Yang, 2014), o] AH&EAHEL HE|WY
49 = AP 5o I¥F=E FA 2
oA JERFAECNA WSS F1L, 35 A
2 FHAEE o7l HAMA= &g |
A5k 243 7] 3
of digt FREY 7o) =& mofshe 2ol e
5}t (Lee, 2010).

HE|g AgEAlo gt A3 A+ (Koo & Kim,
2013; Lee, 2010; Nam, 2010; Oh, 2011; Yang, 2014;
Zhou, Lee, & Guo, 2016)S ArHEH A& S0
L omy e olma QA H|A, Al 9 Bl
Au|20) A, A= "2 5ol A o] F

S4B Yol 2 4

flo

125

o
=
o2

Q% Hemd 4ES 4E A ED L A
S W BSAE AV BasH AZERE Aow
UEPGth(Kim, Y.-I., 2015; Park, 2012; Yang, 2014).
REUEASY MES0) g FREL A0
2 wron TojgEe] FYH JFE vl A
o2 UeRItKim, Y.-J., 2015; Oh, 2011; Park, 2012;
Yang, 2014). £ <170 A& Hong(2004), Kim & Kim
(2012), Kong (2011), So(2011), Yang(2014)9] G7LE
oA A= ol AZE VY 4ES) A &
H B9 9 ANA 2 A8 9 29, 2
4 el Hed 9 o4, W dne vg 58
REUY HESgOR ASIHIA Tt

3. Friendliness to Korean culture

3 1442 B84 a9E F o9 1A A8
2 F3tol U7 B A9t 57 Sol HE wHA
&= Z(Zajonc, 2001)0]t}. Kim, B. K.(2014)2 &3}
A FDE2 MU 234, =7} 7ol =7 Aol
A Lo olsjst HE FEE ojujsitky sglow],

AurH o Ry Azt W Rk Aol

=
oF Shch AW A SE 298 2
7P S3(Yao, 2016), F9H PO WA
Aok steieh 2 AshE A4S AU4ol o

I i Eo R WAL 4 Qv AE Hoje

w31 Azls Agd AR dFE "Ae 8
(Conway & Swift, 2000; Earley & Moskowski, 2000)
OS2 A, 2T R AFolA 234 IDAHS 4
Y& A2 AFE 1 9k (Han, Won, & Kim, 2014;
Lee, 2004; Lee, 2012). 42|14 A= A=9] E3lo}
54 5719 23k vlustiA 2 He 23 2
olof tist 7AZQA ZH o=z A Ao tist A
T Aol gt At AFE A= AT Gruber &
Vernon, 1970; Leamer, 1974). 7/2]o] ojst APA+
EolAe ©s] =71 2] A2H, AR, S A
2] gt A7E FAAT T AFoME HE
2710] g A%lel A4, R4, Ald 284 So
2 2435131 th(Brewer, 2007; Ojala, 2008; Shenkar,
2001; Sousa & Bradley, 2005). A2]&] #|g]o] H42
L oBok, ASE, A, A2E, AAE, A
891 5 tofst YFEEZ A EJckHan et al., 2014;
Lee, 2004). £3] Kim, B. K.(2014)9] dGo|A= 4]
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126  F= W39 FEIEF A

214 A=E w5t Aot A4 Az Yol 7F
AAYG AL 27le 04 A0 2 Folskil
o, Lee(2012)9] AFoA= A&2 AHE =7t
Zrol &34 zpolo] thigt /A AYo2A IFA

£ Esto] 571 3 238 HlwsHEA Ll 8
75# Aol stk H2A AZl= 3 fAF
4t 23] &4 w0l wet gEtAH, o 571
oS A 4o] wers Tokd AdE g LA
Stk w3 AleE Azge ofel B vkl
FNBFAE FFL WAT U= A0 Ut}
(Hwang, 2002).

=91 ARle =71 7] 2314 9] Aol (Kogut
& Singh, 1988)%, ttaFgt WA E &3 AFUA A
< &%l ZBAo] EolAA EHATHKim & Han, 2006;
Kim & Son, 2010), #£3}2Q1 A&7} Hoj#|A =W
D= ol A "Hekal shiek A9 A A= A
Al DolA U= A e EYE 30 AZEA, &
34 AolE 714 9A Sk= =83 QQlo]th(Bergstrand,
1989; Srivastava & Green, 1986). A|&]& AZZ 4
212 Ag)e} #eo] gloj(Ankomah & Crompton, 1992;
McKercher & Du Cros, 2003), X|2]& A7} 717}t
245 4218 At BolAA Ho] BAxz A
gEo] HolRtkal 3} tHJeon, Min, & Lee, 2012;
Kim, B. K., 2014). #9] A7-So|A= o]d B5a
QLgol £84T wEo| F7jste] TABF
S mzth= AL 951 AtYu & Kwon, 2014;
Lee, 2010).

4. Purchasing behaviors
TP EL ufel e H PEoT E QILo)A]
E oo, A7 R FHER Uire] AFetn
A ek, ool AuRe] AYH nlehe FEo
2 Ada gert P98 LAX A} sk= A E(Engel
& Blackwell, 1982)0], AH|Z}| FZ Q] Az}
A &A, =t &5t P52 A5L 5 At
AT A=e 7ol MHAE T ol & 754
Oi/ﬂ 179 Aoy uAGA 9 WHSHA #
ZItH(Choi, 2005). Park(1999)2] QoA Jtajjo]
T Tl il digh &uAke] 143 S H ol A
U 2429 Aol T 52 7[Rk F7] fE
T RS Wrhske AYE 23 4 Yok o9

&3 =2t AEAgel FEEg FiidEe] A

T HHENAT

rlr

o Kim(2009)9] @Ato] w=d, o=t A&t
Au), ofoltlolg Fujskast s OERAl 4|
Ao fufgisof AAAQl P w|R= AAZFQ]

Qolo]aka FoJ5Hitt. Yi(2000)9] Ao AL AH]
A7t g Agshetl ol HFTAAEH A
2 5 deH, Fi7t ojfojxe A dA=t
Steh ATl whESt Ao Az niFo|
T @A AHIAE HHESto] o] 83 7heA] W RHE

¥ Ffj35o]thKim & Oh, 2002). Kim, D.-Y.(2015)
2 ZFHAOEE AH|A9 AL Higog = /\]_%_
ZolA a3 ARE Adst TS 5
L* el H%M T S g% %

0] by W 754 u}
o 7P 4ol S8 1] 1 BFAS AE It
A, Kim(2007)& AZRe Aulze] e g
Hizo] uet wgo] FepH|mi, AH|A0] QlojA] T
Ae F2% 9P AL 2olztn sheitk Sco
(000 DAL Aulzo] BEPS A B 4E
3} Aua0] AT Het ol ke WelHolut
ol 2olA WEA THE FU FHH ARUACIA
2 Zubeke, Yi(2000) Av|2of wEgh 7L e
QoA FHH o AL A B Zo] B/ 7]

2 ej2a ojsteln. X A Heug o)

£ BEwE A7) % Hewg 2R o]
G FBsaA shdch. wehd B Ao
ReEg Adsqn SREs 1940 Beny
FololE, HEHY AT L HEwy FAwo
AR GRe wslaA wt.

lll. Research Methods

1. Research problems

TLEA) 1. HElay deidio] sHolAe gl
ATEA 2. HEITRF A4l stglaigsol R

Eldg TildE

| MiAle dF= Hh
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Beauty Tour
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Characteristics

of Beauty Tour

Research problems 4

<Fig. 1> Research model

FERG Aol ¥ FHE vl I

Ll =
AFEA 3

o uXE FTFE Eel
AFEA 3

Lo mRle IFS ¥tk

AFEA 3-2. =20t AP/l FEHF Al

=
g 9 FAES VAL IFL ¥
=

ATEA 4. FEIRF o8 AH

2. Measuring

£ AL ASE ARAL HenY Ags
4, wRRst 494, HORY PR, Heuy

<Table 2> Measuring instrument

Aol 9 FHO %, REEF o] &AH, 1 9
ATLEAY EZE B =T 522 3= St
SRSt d/dol thgh £ Jun, Kong, and Lee
(2010), Kim, B. K.(2014), Wu and Yu(2015), Xu(2011)
9] AT AHEEH HAE B2 FE 4 - B
skl & 6w ARSI FEITRE AEEdS
Hong (2004), Kong(2011), So(2011), Yang(2014) &
9] AolA AMEE B & Aol BA 35t
of 2EFow Fsttt. REWF Tt A
T @ FHOE9o] B2 Kim, Y.-1(2015), Kim
and Jung(2015), Kong(2011)2] AToA ALSEH A&
EPZ IR £ Bt F 1022 AHESHA
ok JFEASH E4ols S5 B34 Y, o
3 AL R, @ AF A9 5= 5

g
Fsteich. HEleg olgAeol: &
@

o
UE
g

Authors(year)

Construct

Content

Hong(2004), Kong(2011),
So(2011), Yang(2014)

Preference for human service

Beauty tour selective | High quality service

attributes

Convenience & accessibility

Preference for facility & atmosphere

Jun, Kong, & Lee(2010), Kim, B. K.(2014).
Wu & Yu(2015), Xu(2011)

Friendliness to Korean

culture

Friendliness to Korean culture

Kim & Jung(2015),
Kim, Y.-J.(2015), Kong(2011)

Beauty tour purchasing| Purchasing intention

behaviors

Repurchasing intention & intention to recommend
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O{N =
.I-lJ
2,
hu
L
8
I ol
¥R

REREL 94811 wga & 9% oAz Zoln
293 A7 W
SRLE L

3. Data analysis
2 A7E 29 A% A2 SYS 4EA §
WA OF o]FolFon], IS W & FHA B
AE ez APHUS. oH|2A }% 20169 5¥
10958 59 2097H] FFS YT T FFA 1Y
082 tidoz AAstalon, OﬂHlX AME Eh

574 HYFORA ZHTYS THIY
20166 69 1021Y7HA] AL, BAL
Aoz FHES HpEE 20| waA

455.9] AZA7} v 213, 31057}
eE. oS EAT SHAY SEHS AlLRt
% 27739 ARE AT 240 AHgatoct

g E4S A3t SAZZ IHL SPSS 21.02 A

stk B351o] AEA HAZL 93 Cronbach's ¢
Alstglon, A3t B0 dHA "z B4 Q9
AeA 52 AAISHIH

r

{

o
O{N

& ot oo
il

tolr

IV. Results and Discussion

1. The demographic characteristics of sample

AR B4 AMEY SR uge
A 1058 (37.9%), A 1729(62.1%) 0.2 LFEFG:
o, AP 20~294] 1697 (61.0%), 30~394] 73

(26.4%), 20A] H|TF 20%(7.2%), 404 A} 1578(5.4%)
O & 20tj7F 7Y Ekth g2 15 &9 o]
St 38%5(13.7%), A& At L &Y 12779(45.8%),
st Ast 9 £ 917(32.9%), ek Ast & of
A =9 oA 219(7.9%) 0.8 YE} AfHog
1 EAE Yottt 2E o R = HE 2079 (74.7%),
71% 65%8(23.5%), 7Bt 5(1.8%)C.& njZo] 7}%
otk AAS Y 769(27.4%), HEjAH|AZ] 57
8(20.6%), A7 7|6 329(11.6%), A9
2875(10. 1%) YEEAFEZ] 19%(6.9%), T2 16T
(5.8%), =5 13 (4.7%), TFY 4H(1.4%) 2= et
ok AFA 9L s A G(stol, 4bs, A4, A%
bF-ol, Al 14175(50.9%), SHEA A (H]°]7, ZJZJ,
S{Hlo], AW, FaL) 477(17.0%), SFEAIH (S,
A, stoli) 287(10.1%), THAH (2, dlolF
&, A”) 217(7.6%), SsA96E, S, FHo])
169(5.8%), AGAL(FH, 23, FA, dd, A%,
Jo] A9, AEAHTHE, AMA], AIA, YAF, AEstol)
129 (4.3%) 2.8 =3t A 2H o2 77k S XY
I} SFEA oA = TFE ASoks AR UE
S TH(Table 3).

2. Beauty tour selective attributes factor analysis

A2 2 BYAZ ] Y3t o] ol
o 53 A5 £vPES sot I cherdt 74
245 ¥ a7t Ao ol & AFolA= w
B} Jung] g AFATE 59 229 ¥
SR sy, TS ALY, Pl Ao
% 4749 FHRAE FHSA 2
Thatd q¥ 33eYse 4YATE 22

SFo. A

3o gt e=et ﬁélié 9}01 Oh-x} Eli=s
JAEAYHO R L= FHE B4 AASHYT 8213
A2 Varimax A& ARESF 0™, Q18450 .50
ojAl WES 9u| s WEE Fuelrt ES
AT HEEQ AFE A3 SHTEEY WH LS
& YEt= Cronbach's @ A5 B9l AT Ek

1) Beauty tour selective attributes factor analysis
RETG AEse) sAAE Wel7l Hstol
HYATAN 223 B B2 A7 47
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<Table 3> The demographic characteristics of sample (N=277)
Construct n %
Gender Male 105 37.9
Female 172 62.1
Below 20s 20 7.2
Age 20~29 years 169 61.0
30~39 years 73 26.4
Over 40 years 15 54
Single 207 74.7
Marital status Married 65 23.5
Other 5 1.8
High school graduate 38 13.7
Graduate of some college or have a associate's degree 127 45.8
Academic ability
Have a bachelor's degree 91 329
Over the doctoral/master's degree 21 7.6
Technician 32 11.6
Government official 4 1.4
Office 19 6.9
Sales or service worker 57 20.6
Occupation Administrative position 16 5.8
Self-employed 28 10.1
House wife 13 4.7
Student 76 27.4
Other 32 11.6
Northern province 47 17.0
Central China 16 5.8
Southeast province 141 50.9
Residence China anger 28 10.1
Northwestern province 21 7.6
Southwest province 12 43
Northwestern province 12 43

w42 Agslgon, 89 St
nRE 1 oMY V1E0R FESGT AFHOR 2
A9 £Fol RARYA AgHAoH, F 4742 &
Qlo] E=|9{cTable 4).

2ie Avnw, 89 18 HEFA4EY 14
A, RESAAE WA, R Aus AR
SAL, HEAE B 0, REGE ooty

JraBo £UF, FAAES] A& 2o
2 FAEo] AL THE Q90 B
SFHUTHAS 2k 10.204, A ¥ 22.00). 891 2=
AANSHE ALY, REBPARA, HElBG
o B A=, ReEAAY HAA L e
deb, ‘ThE Fheke) REA, 94t J1409) £
o& JLAE|o] <925 TAAJu|A’ Qolo g W}
Foh(A gk 1.876, AA HIF: 19.63). 22U 32 ‘O
Z0E olgo My, A 9% @ Fe| gol

ol‘-llj

rl

r“o
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<Table 4> Factor analysis and reliability verification of beauty tour selection attributes

Factor | Eigen |[Variance| Cumulative |Cronbach's

Fact ti . .
actor Question loading| value | (%) |variance(%) a

Korean beauty facility workers are kind. 855

Korean beauty facility workers show enthusiastic interest

. . .854
in beauty tourists.

Preference for | Experts’ consideration stands out in the Korean beauty service. | .765

human Korean beauty product sellers are kind. 759 |10.204| 22.00 22.00 930
service

Communication with Korean beauty product sellers is

728
smooth and easy. 7
Korean beauty tour works promptly solve problems, 704
when they occur. ’
Korean beauty service systematically consists in terms 226

of pre and post management system.

Korean beauty tour is equipped with professionalism. | .745

Korean beauty tour has good reputation and high reliability. | .739

High quality | Korean beauty facilities have state-of-the-art facilities

. : 655 | 1.876 | 19.63 41.63 .890
service and modern equipment.
Korean beauty tour is differentiated from the beauty 616
tour of other countries. ’
Korean beauty tour has outstanding techniques and 604

technologies.

Public transportation is convenient for Korean beauty facilities. | .805

Geographic location is good and access is easy for

o 741
Korean beauty tour facilities.
. Price discount for Korean beauty products and services 75
Converlnejnlce is reasonable. '
-accessibility - - 1.546 | 16.37 58.00 .867
& The quality of Korean beauty tour is excellent, compared
cost ) ] .617
with prices.
Precise calculation is made for Korean beauty products 602

and services.

The standby time for Korean beauty service is appropriate. | .557

Preference for | 1he indoor spaces for Korean beauty facilities are clean. | .754

facility & | Korean beauty facilities are comfortable, and atmosphere is good. | .641 | 1.065 | 11.96 65.96 813
atmosphere | e convenience facilities of Korean beauty facilities are good. | .601

37, BIEER H AR A A, THATE] FE 95, womn, HE Q219 AFE A¢s 81 oJFCE U
CFEI AU A BT ALb, H7| A7 HHA B A d3bgo] SR E I

o] £Fog FgEo] ‘W HEA 4 HlE 290

2 Yy TH A Zk: 1.546, A ¥ 1637). & 2) Friendliness to Korean culture factor analysis
o4& AvEe) AFA, HE 297], W s AN4e] BURAL Bl Ysto] A
el Bom Aol AlE 9 RO 7 @ WeATolN AT ERe EUE A7Asl 44 &
Qloz WelArkae 3k 1065, WA Wk 11960, 9 67 Eao] Ths) QAR N 2oL B

F2° 19 899 HA HEHL 65.96%= L s W& ddge FHsIAT 8042 Varimax
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<Table 5> Factor analysis and reliability verification of friendliness to Korean culture

Factor Question Factor | Eigen | Cumulative | Cronbach's
loading | value | variance(%) a
I know Korean culture well, and feel close to it. .809
I feel close to Korean life style. 764
Friendliness I frequently eat Korean foods. 736
to Korean - 3.244 54.07 .829
culture There are many Korean entertainers that 1 prefer. 728
I feel close to Korean pop culture (music, drama, etc.). .688
I enjoy Korean fashion styles. .679
ol ofet 4R 4G AHBAIAOH, 8 S HENE T} AP, AT HE 4F L Aux F

%H Sith(Table 5).

AE AHEY S dFEst AP, = A
FA AZER, T AP, ASohe g ARl
Fht SRS} ALr, Sk AAEd o BEt
FE2 LA o] Qlou g o]E TR} WY
2 Pysldrh TS gk 3.244). 8919] A é%‘ﬁ
54.07%=2 YEhgton, HE Q919 AFL A4 8
ol o= yeht W d@/go] FHE

rIo 15 Hn f

3) Beauty tour purchasing intention factor analysis

ey TolelR] SRS Bsl7] Sfeted A
PAFNAN 23 £ EHE A7 £ B
A3t 47) Bl e LB AFE BAS
3 Y& dBAS A5 2 AEAL Varimax @
Aof ot FAHE BAZ ARESIl e, a9l =
§ 71019 AEoz 22 4% valadle
ZZF|cH(Table 6).

AIE AHEY = FEALE S A, A=

HUHEOHH

ool AP, gt REAFET A 714 A glo]
Fafro] BIt FFER FAE] YR o]E uf
o)z g WHsITh Y gk 2.541). 8919 AA A
HE2 6553%= JEon, BE Q919 AL 4
T 79 oo R Yt WA dykdo] EEI

4) Beauty tour repurchasing intention & intention

to recommend factor analysis

U ] A7 ole 200 o917
A5 9317] Ystol AAATOIN 257 £YL E

A B
A3t A B4E st 21E4L Varimax 3
3 9 3 4 Hislston 29 4t 2
—’—Fao}‘ﬁ‘:} 1 2%} HF 6
el ol RelpAo] Ao, Aulolre}
FHO =7} tsiA E‘r° 9lo g &% tHTable 7).
AvE e 0 B A ST o
HAE A A9, b= FEGE BeloA R
A BEUPY 2, 9F HPUY 2Hoz ¥
B, U BEBE AT, BF AL A2

a)

<Table 6> Factor analysis and reliability verification of beauty tour purchasing intention

. Factor | Eigen |Cumulative| Cronbach's
Factor Question . .
loading | value |variance(%) a
I will select Korean beauty products or services preferentially, 900
when I buy beauty products and services. ’
Purchasi I have an intention to purchase Korean beauty products. .846
urenasing , : P , > P 2541 | 63.53 788
Intention | [ am interested in and pay attention to Korean beauty products 797
or services. ’
I will buy Korean beauty products or services, irrelevant of prices. | .616
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<Table 7> Factor analysis and reliability verification of repurchasing intention & intention to recommend

Factor Question Factor | Eigen |VarianceCronbach's
loading| value | (%) a
I will participate in beauty tour, if an opportunity is given to me, 289
when 1 visit Korea with another purpose. '
I will recommend the beauty products (for example, cosmetics, 269
Repurchasing | perfumes) to others. '
gltent{on & I have an intention to recommend Korean beauty tour to others. | .862 | 4267 | 71.12 914
intention to — -
recommend |1 will visit Korea again for the purpose of beauty tour. .854
I have an intention to purchase Korean beauty tour again. 812
I will recommend Korean beauty services (for example, hair care, 768
skin care) to others. ’

0] B EFER T B ol A AASH3I T (Table 8).

T % FHo e PYStATHL R h: 4.267). & 1 27 3 24 md2 Ao {ofgt

Qo] AA AL 71.12%% YEhtoH, BE gl e THe Ao Yegen, £dd A3

o] AFE AE 91 olFo R yeht A AT < FEEG Ad9&do] Fufe] AA 24t

o] ZH =}, 425%5 AYshs AR Ueyth 2345 dui
H R E Y AgEA] gt 419 2dE F

o &
ofN i L

3. Effect of beauty tour selective attribute on
purchasing intention Fojelzo] 8§93k dEge JIXE Aoz JE}
=

FE T Adgdo] iz A= 9FE o o & A RENY AHEY F St FEAAHA
5|7] ol B HEAE AASHAT WA HaTke] o oF Hol A ¢ H]go] FEHG Fjolo] FIF
S5 dE 1Este] ZARHA|(Tolerance)2} VIF(Variance < o= Aotk S5 BFAY HEHg A9
Inflation Factor)S A3 H It} Tolerance .10 &3} AL 43 EAAY| A0 st WS B E A] #
Stal VIF gho] 10 H|9klE &6 =8 1o o5 o Fo A 7] AleE AEo] &
TR ISt FAZL flE= ERlskiit: FElH F4E RYAE Pz 338 dFS 7
T AdEigAdo] Fujojrof n|X= FFE Hel7] ¢ A= ZA0E oA 4= v} 7 AF8T= S o
Sf RUAAAH|A T, @53t FAAHA’, ‘HI 4 FHERAES 358eE F4 9 Au g
A 9 v, Ald 9 297 33% 4 8902 A= 7P F8% A" £40= QAs= A
FFHSTE, LS TEHTE oto] JARAS O % YERd Oh(2011)9] Ate} A5ttt

<Table 8> Effect of beauty tour selective attribute on purchasing intention

) Independent variable (purchasing intention)
Dependent variable 5
B SE B t p F R* |Tolerance| VIF
Constant 0.254 1 0.238 1.065 | .288
Preference for human service 0.084 | 0.056 | 0.099 | 1.492 | .137 476 2.102
Bea:lty_to‘" High quality service 0351 | 0.081 | 0.294 | 4315 | 000 |°°21% 425 455 |2.199
selective
attributes Convenience & accessibility 0.266 | 0.069 | 0.248 | 3.869 | .000 516 [1.938
Preference for facility & atmosphere| 0.139 | 0.080 | 0.119 | 1.732 | 0.084 451 (2216
' p<.001
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4, Effects of friendliness to Korean culture on

purchasing intention

=t AgAgo] Fufolze vAlE 9
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e
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o] oo FAE e W] o) GHEs

371 9o HARAL UAsoch ARES} AU

A4 89 GPATE, THY=S
3o} BFRAS AAIBHAEK Table 9)

3 23 39 24 mae SAMow S
292 /AL og vehton], FYE o2l
SHEst AW Aol PR A Bk B 29.8%
4yt 202 ekt 278 dnuw
o} AWHE FololEe] fOlt dlEee L
o ek dREs ] et AA4o] £ 4

s94o] RolAn BapHoE A 7|
HEE Pl FHHA L 1A

o ESRYAS WA BAA A A Fag
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8hgo] ZopAth= Kim, B. K.(2014)2] A9}
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5. Effect of beauty tour selective attribute on

repurchasing intention & intention to recommend

Sk
5

Ao
=

2 Qlgt

1 23 89 74 2d2 SAXCR Fofet

ge 7 Aom YEton,

5

i
1=

}

pul

S4o] Aol 2
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#2950 5%

ue17] 18] HElBY Aesy 29 9
S, A7 L FHYEE FEASE Bfo] 3]

AAFG. A W) R gL T
slo] Fx}5HA|(Tolerance)?} VIF(Variance Inflation
Factor)& A EQIt}. Tolerance .10

g}\-o] 10 u]u]-OLQ EaH E%‘Eﬂ

A7 =

e A

3 603%E A

Ho FEd

AEAMB| A S,

el

1T

717k Ao L e

Ao ekt ol
0 BRASS HEEY

jul

e A

£8P FR5 AZUTHE Yang(2014))
AT FARE Ztolct.

%3513l VIF
7ol thgaAag e
-2 EQI5}F tH(Table 10).

1
598 o|Zuql
S40] A7 L FHwe) A
gt Aoz ekt 2ne
ol dhat 4719 a9ls
S5k BAAEA, AH W 2]
2o o o
1% 5% o4nY

ﬁ e

ﬂl

L 7=

_;6(_/\

oA Ald 4

6. Effects of friendliness to Korean culture on

repurchasing intention & intention to recommend

<Table 9> Effects of friendliness to Korean culture on purchasing intention

Independent variable (purchasing intention)

Dependent variable

B S.E B t p F R’
Constant 1.412 0.187 7.555 .000 s
—— 111.606 298
Friendliness to Korean culture 0.564 0.052 0.546 10.798 .000
p<.001
<Table 10> Effect of beauty tour selective attribute on repurchasing intention & intention to recommend
Independent variable
Dependent variable (repurchasing intention & intention to recommend)
B |SE| B t P F R* |Tolerance| VIF
Constant -.282| 216 -1.304( .193
Preference for human service .276| .051 | .300, 5.419 .000 476 [2.102
103.44
Bea;“y_“’“" High quality service 378 074 | 290 5.126 000 ') o3 [ 455 |2.199
selective
attributes Convenience - accessibility & cost -.022| .062 |-.019| -.352| .725 S16 [1.938
Preference for facility & atmosphere | .402| .073 | .314/ 5.531] .000 451 (2219
' p<.001
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<Table 11> Effects of friendliness to Korean culture on repurchasing intention & intention to recommend

Independent variable (repurchasing intention & intention to recommend)

Dependent variable

B SE B t p F R?
Constant 1.862 216 8.611 .000 e
73.960 212
Friendliness to Korean culture .520 .060 460 8.600 .000
" p<.001

SRS AUAo] A7 & FAHrof mXE 7. Characteristics of beauty tour
FFE 997 A IAELLS AT SE 90 AR RETY o] AH Ate o
3} 2g/go] At 2 FHO|Eof mA= JFE o =3 2o ZAGAEY] SEEE - 13 153
5|7] Yol St AU 80 JFHSE, A+ 8(55.2%), 23] 6279(22.4%), 33| 357(12.6%), 43]
W] 9 FHIEE SHAFE Sho] IHREAS AA 224(7.8%), 53] o4 57(1.8%) 22 AR

SHAEKTable 1), s0%014e] $H WEAFe] Uk AoR ekt
0 E% o B4 59 BAdoE fo HETRS BHoR WEL 1029(368%), B
2 M Zog yegon, £ o= B ol9] B YRS 1753(63.2%) 0.8 ek,

o gRel AU4o] 24 L ARYEY A Puge Bh0z g2 IR 4L IS 103

% 212%E H¥sts Aoz vehyth A0S & & 174%(62.8%) 02 Uehgeh. 7l

u gERsl ANHo] A7) W FAEC] £ WYL Doz BEA I HI 435(15.5%)

M o 8
e e

_EL
B of dr

¢

3t d&8E 7MAE Aoz Uyt & 27t Y= 387(13.7%), U= 108(3.6%), TF 6'H(2.2%),
st Aol =& He Estyoz 7gA A AL 47(1.4%), T oJAloF 17(0.4%)C.2 et
93 57w obdA] Hof o] FAHA ¥ wwh

< F= ALz 4T 5 Stk o Fele NEAR 127(43.3%), FA 3 110
<Table 12> Characteristics of beauty tour (N=277)

Division n %

Ist 153 55.2

2nd 62 22.4

Korea visit count | 3rd 35 12.6

4th 22 7.8

5th and more 5 1.8

Beauty of tourist | Yes 102 36.8

visa No 175 63.2

Visit of other Yes 103 37.2

countries No 174 62.8

Japan 38 13.7

Thailand 43 15.5

Visit of state America 10 36

Hong kong 6 22

India 4 1.4

Malaysia 1 0.4
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<Table 12> Continued

Division n %

Independent travel 120 433

Full-package organized tour 110 39.7

Type 4

Air-tel tour 7 2.5

Other 40 14.4

One night two days 9 32

Two nights and three days 39 14.1

Four days and three nights 54 19.5

Period of visit Five days and four nights 93 33.6
Six days and five nights 42 15.2

Seven days and six nights 24 8.7

Over eight days and seven nights 16 5.8

Beauty to education 23 8.3

Beauty a sightseeing experience and a photo shoot 30 10.8

Korean traditional cultural experience 67 242

Food tours 58 20.9

(shopping, and religion) a tour special purpose 14 5.1

Tourism assets for recreation 11 4.0

Hope sightseeing | Performance culture and tourism 13 4.7
Drama and movie was filmed visit 12 43

Historical sites of tourism 2 0.7

A sport tourism 5 1.8

Recreational tourism 9 32

Free tour 14 5.1

Other 18 6.5

8(39.7%), 7|E} 408 (14.4%), Air-Tour 7%(2.5%)2.
2 e AR/ 48 5Y 931(33.6%), 3t
449 54%‘(19.5%), s5dF 6 42%‘(15.2%), 24 39 39
H(14.1%), 69F 7Y 2478(8.7%), 75 8 oA} 16
(5.8%), 19} 29 91§(3.2%)0.2 L}ebth.

Regaat 3l Zofshi AS Wi AL
ASRIAY 679(24.2%), AELTF 587(20.9%)
og Yehgth URRTES FHEAEAY
(24.2%), AZSTF209%), HETF A L A
AZY(103%), BE L& 20)(8.3%), 71EHE.5%),
SRR ByY, ED) D AF BREA%), T
A RSB (4.7%), B3}, Skt FYA FE43%),
FOFT4.0%), 912 BH(3.2%) 0.2 Lrekikrh(Table
2).

Ju—,

V. Conclusion

B AL BEWY Q9549 AARAL %]
I, HERY AusAs Rt AU4el Hew
B P NlXE G Avngic B A7
ane aokshd e gt

A, 7 0] REH A3 HenY A4y
2L AFMHA BHE, 94T EAAHA

el H4 % g, A B
7K gelo® FAgol ST REs} A
Aol gl Azt gl geloz gelE g v
B FollEst A%, FHER o]
Arstgon, gelis A puleEl Fujos
ggacloz pyHgdon, fruoe SHolE
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b FAA st golo TAE
A, FEEF AESgo] Fujefkel vAEs o
T2 Wol7] A8l ARAS AR 23 FEEE
AdEi&Ago] digt 47119 891 & 9%t FAAHIA,
o] HTA F vlE 89lo] Fuioke] IFE F
+ Aog yehyth &S AUAHE Pz
Rl JF vlAE Ao e
A, ey gl AT 9 FA9 o
A e Wl o) AARNES WA At
B AEaAo] get 4719 891 F AR A
ST, Q55 TAAUA, AH L BU)
a9lo] Aol @ Ao folRt FaF vAE

o yepgtt @R AUAE v 9 53
o] folFt JFL AL oz vehgrt

25 = WY} B HeElPFe) o84
HIE oIt A3 AR 50% ol4de] ?t=
w49ol AL, FHEIP o] 43.3%= FHA| P
Hop gtk FE®ES @ A=, =t 5%9}
AdE ggotior, Fedg Ald % ANEY, &
B 1§ o] 5 REHALFE FYshes Ao 1
eheh.

Z7o 23} AelHos 1ga oF Batetol
A SRR Qdstd P4 W 2oty 1D
o= Qsto] IFHL WAL FT WHo] F7
e AL & 4 YA F BEHY AUHE B4
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>

O]"—‘ o= qu = = ]'

o} oE F71l EHO} A|Ao] QlaL, WHE A ¢lo]
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LA =i AE & SEE FoAA Hoj $-Eu
2to] REIPoE FHHesE 283 Aojt wot
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SYuet RETFS BAHAYL HEnYe
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1e4 ii% CaRisas OME} o 9
FERE

Aol FEWY FlFsel vAe 9T HAES

-

AejzAlel A ek F3el BASo] WSk B
% W2 Teiste] Hewy AR He 58 Hol
5 HEHe 25 9l Z2IRe] AL o|Fo]
Aok & Zolth. £ 79 FAHORE B ARA
44 A GEolet FFolg Wobhel Wdstgo
U, ghtolo] LA B Agsksd AT U

B 7ol F&1E A3t Aot £ #
F7o] gt HETFE Asst ot FHEAH
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