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As the number of tourists visiting Seoul are continuously increasing, the demand of an integrative tour pass is also increasing.
However, only a few tour passes are available for the tourists in Seoul. In this paper, we propose a new tour pass called “Seoul
Landmark Pass” targeting foreign individual travelers and investigate the marketability of the proposed tour pass. For the config-
uration of the Seoul Landmark Pass we listed 17 candidate attractions charging entrance fee in Seoul, referring to e-guidebook
on Visit Seoul web site. Among them we selected 6 attractions using the checklist with the attributes that foreign tourists would
prefer. We also performed SWOT analyzes on existing tour passes to determine the benefits to be included in the proposed
tour pass. To investigate the marketability of the proposed tour pass we have surveyed the foreign individual tourists in Seoul.
Using the survey data, we have analyzed the intent of purchase by age, visiting period, visiting purpose, frequency of visit,
and nationality to identify target customers. The results show that the intent of purchase is high among the Chinese tourists
at the age of twenties who visited Seoul for the first time or second times. Also, the individual tourists prefer to bundle T-money
card with the proposed tour pass. Finally, we have provided a brief review of the Price Sensitivity Measurement (PSM) method
and applied PSM to determine the acceptable price range and the optimal price of the proposed tour pass. The optimal price
of the proposed tour pass is determined at 53,000 won including T-money card.

Keywords : Marketability, Tour Pass, Foreign Tourists, Survey, Price Sensitivity Measurement(PSM)
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ol A=At = -&HTH12]

1771 5 #FA e &l 8714 7S A& A3 71E0] T AES] 4uE B FH SRS E
T <Table 1>¥} Zth AFAY2Ed A=A 7t 22 & o] dis] SWOT 242 e 1 Ades 7
AR 6709 WFASE Wevpa sfxo] A BBA 7 <Table 3>, <Table 4>9F 2t} 7]E9] F gj29] 34
2 AAstdenl NAZERY], FAF Aol E7) 638Y 2~ & A dFse & de ) AgA o g 7hefek A
FholotE, g7t frpd, s ofFtolel, FHEEE W el 5 Al ti7] Aol gltke Aotk of o R
AR = A = EYE 2] AS o] &S S ool ag A,

Wk s o x5k 67l WFA ] YFEE <Table A2 9 FAZ PR A, A AEC] HJuo]EVL
2>9F 2k AAl 7HA 1105009 FollA ZRUd= Ay =9 Holth 7 Ilx BF FEE 73] Qhe FFRET
o] &A 7F40] 46,0009 0.2 AA TFA YAF] 40% o2 Fhro] i BAZ I} T BFMo] FEI B
olF& AA skl Atk o= WEwka |20 A kA AL Qv Zlolt) o] dW=wmta i aE A5k 670
& wA Aok s 29lo] I & Jon FULE o BFA} BE sdhlsh oy ZRage] FYAP
g devka sne] TFIA ol HERALE Bd HelA A=k ArolE Jgese 448 ¢ A
o)z v} ER L

SWOT 24 2#2 ngor dsna sart 449
2.2 Mz dEni3 iAo S41} of =H S 2% 7 UEE g 2L ™S Agsta =9l
HBAES Yoz HEZAE AAste] 7} ged o)

Mg denta djao] 549 dd9s ARty st @ x93 RS EAstaAt gk
of WA 7]Ee] S3E dEol digk SWOT w418 3% AR, 945 E FdES ATl JFRe IAE
Tk SWOT 42 oxpdAe] Jae mA+= W - 93 2 Fg9] i34 33 #3 45 v 7A9 d=
FARJNES A4, o4, 713, gz PRt AA  E FFsto] 6Y AMEAS 34% DRl FE THAE Ve
HOoR EEeil ol 2FFOEM OIS s BEs o' AEXRAE Tt HA IHAS AP0

{Table 1> Checklists to Select the Attractions for Seoul Landmark Pass
ZIZ IS || |Fl@|I2|2|2|F8|F|2|5|2|¢ ¢
5 gs = g | &
RESRE
& |3
g
Not included in existing pass v |V VIV VYV
Landmark N VvV v N N,
Admission Fee VIVIVIVIVIVIVIVIVIVIVIV VY NE
Foreign Visitors > 10% v v v |V vV |V
Proximity to shopping area VIVIVIVIVIVIVIVIVIVIVIVYI VY VYV
Accessible via public transportation v VIVIVIVIVIVIV VY N4
Always operating VIiVIVIVIVIV VIV YV
Artificial, Viewing type VIVIVIVIVIY VoV v

Sum 716655165333 | 4] 4|8 ]| 8]|3 | 4]|4

<Table 2> Entrance Fees of Selected Attractions(unit : won)

Admission Fee 22,000 8,500 9,000 13,000 12,000 46,000 110,500
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<Table 3> The Strength and Weakness of ‘Combination Tickets for Palaces’
Strength Weakness
Internal | 1. Offer discount 1. Different closed days
External 2. Provide tourist information 2. Complex reservation procedures for secret garden

3. Accessibility between the palaces

3. Poor publicity

Opportunity SO Strategy

WO Strategy

1. K-Culture Wave

. . . - Promoting Korean cultural tour
2. Increased interest in the Orient &

- Closed on the same date
- Strengthening overseas promotion

Threat ST Strategy

WT Strategy

1. Shopping -oriented tourism

2. Cultural assets similar to China
and Japanese cultural assets

- Emphasis on differentiation from Chinese

- Development of interest-inducing factors for Korean history
and cultural assets

and Japan

{Table 4> The Strength and Weakness of ‘Seoul Travel Pass’

Strength Weakness

Internal 1. Offer discount 1. Include spots unrelated to Seoul
External 2. Provide tourist information 2. Poor update
3. Accommodation reservations available 3. Poor publicity
4. Easy purchasing with mobile app. 4. Oriented to Chinese tourists
Opportunity SO Strategy WO Strategy

—_

. Increased interest in Korean
drama shooting locations
2. Increased tourists in Seoul

- mark drama shooting locations in the guidebook

- Offer discount

Threat ST Strategy

WT Strategy

1. Korean image decline (Korean Air
Conversion Case, Seowol Tragedy)
2. Global economic recession

- Offer discount and tourist information

- Active promotion and marketing
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vebdar ok 8o 49 1071 84, 207} 8874, 30
7} 327, 40t o] /o] 34 o2 201:114 H]go] 7P =
Atk SHAFe] Aol gk U8 <Table 5>l 14
Ak ZAF 23 BEALE vy ¥(Minitab) S A&

{Table 5> Demographic Classification of Respondents

welAh e @l 2002 2AFEgleh <Table 7>
o Ayl e selAF 44 AnE ekl E9

g p-#to] 0.0232.2 Fol¢F 0.05HET Fornz A
el wet Fujoatel] 2ol Q= RS & 4 Ak 1
B2 Fuj oAl vl Eo] 50% o] d<l 1ouH 2005 8
Mo HAse As 1y & ek

<Table 6> Purchasing Intent by Age Group

Purchasing Intent
Age Sum | Percentage
Yes No
Teens 4 4 8 50.00
Twenties 48 40 88 54.55
Thirties 11 21 32 3438
Over forty 9 25 34 2647
sum 72 90 162

<Table 7> Chi-Square Test(by Age Group)

S Gender
Nationality Age Sum
Male Female

teens 0 0 0

twenties 14 17 31

China thirties 2 6 8
over forty 4 5 9

sum 20 28 48

teens 3 2 5

twenties 4 8 12

Japan thirties 2 6 8
over forty 0 16 16

sum 9 32 41

teens 1 1 2

twenties 7 5 12

USA thirties 0 2 2
over forty 2 2 4

sum 10 10 20

teens 1 0 1

twenties 17 16 33

et | thirtes 5 9 14
over forty 1 4 5

sum 24 29 53

teens 5 3 8

twenties 42 46 88

Total thirties 9 23 32
over forty 7 27 34

sum 63 99 162

3.2 FOH2IAL &M
A A= sfae] ol jatel i dRes) 2
I AA 16279 ZAF A F 7290] Tt 9l
Ao F bl 44.4%7F Ful A} Q= A0 ZA}
Holth webd AL AAEA AReta AFe=
& FhE A Asvta e AFYe F
HokEoh, Fuje Al gisk $H-S
5155, 2o whe} FE-sle] xpo] S HA
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s 7Eo®
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—H ML
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w

Value D.F P-value
Pearson Chi square 9.449 3 023
Likelihood ratio 9.737 3 021
No. of valid cases 162
W7 7bol| whE uf oAb <Table 8>3 7S] o34
el Fuj) A &2 10Y o T, 3~4Y WA
0] 50% oo FuiertE B FholAlw A 4
= <Table 9>} Z2d| p-ato] 02142 9 0.05
Hop A8 7k gE FujoAbes Afolrt gl
As FAT F 9t
<Table 8> Purchase Intent by Duration
isiti i Purchasing Intent
Visiting period Sum | Percentage
(days) Yes No
1~2 6 14 20 30.00
3~4 27 26 53 50.94
5~6 19 22 46 41.30
7~10 5 14 19 26.32
Over 10 15 14 29 51.72
Sum 72 90 162
<Table 9> Chi-Square Test(by Duration)
Value D.F P-value
Pearson Chi square 5.808 4 214
Likelihood ratio 5.999 4 .199
No. of valid cases 162
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<Table 10> Purchase Intent by Visits

No. of visits Purchasing Intent Sum | Percentage
Yes No

1 37 48 85 43.53

2 16 15 31 51.61

3 8 9 17 47.09

4 2 4 6 33.33
Over 5 9 14 28 32.15
Sum 72 90 162

<Table 11> Chi-Square Test(by Visits)

Junseok Oh - Sunhee Kwak - Hanbyeol Kim - Heesoo Jeon - Jonghwa Kim

3.3 ZHYEQ} T-money7ZIE E

AR Ef FFH o] vl 7to]
°of 2as= XUEE Aol 89 Aol
&= ZAPAIE <Table 14>9F 2o} A SAfe
7h FAEE Aol &S ﬂ”lﬂ—t— Ae AEshe A
o8 A XHEE Aol & "
Aol AL B FHAE 7}7—:‘1011 4
SHAZE Wol 16278 9] A A} %oﬂﬁ 9873
Sl SEAE Tl A 25,00099~35,000 9
A= -8—%1 7HE Eerer —"—Elz}’éiﬂ Bt 24,873
9, A 11,2869 0% FAF AT
Ry %wqg 7HAQl 2487392 SHEE ARolE

<l 46,0
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o7} A7) wWEd EUYLEe 2 FAS Esle 714
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A ASehs Aol B Ao ke,

<Table 14> Preference for Including Lotte World

Value D.F P-value
Pearson Chi square 1.284 4 .864 Frequency Percentage
Likelihood ratio 1.290 4 .863 Yes 101 62.35
No. of valid cases 162 No 50 30.86
No answer 11 6.97
SR FojeAtE PRI AsE <Table 1259 2 um = 10000
S T WA FejElEo] 60.42% =2 THE w2 _
HE @Ae] Fulelal vl gol 30% e 1 R v o denta A28 FUL o, T-money 7h=
ok FlolAlF AA AvR <Table 129 oy p-gp = WEE ETEE Aol tieh Haes 2t Ao
o] 0.0383 So]Z4F 00550 Zoma FA w I <Table 15>} 22 Sk oF 76% 7} T-money S &l
wjelabe] Folzh Qi AL Fod ¢ ek, apjme o =P A %‘6}% g Asshe 202 2AHE S
WA} e FE ppAL ggoz B340 g BT SHAL] SF 64%7F T-money s 7HEE mE
nl7ge] Wast Aoz molth wje me] 7hA<1 2,500 —’F t2 A=dtriet= v

<Table 12> Purchase Intent by Nationality

AL AdTha ekTh wep B AgeA datew

SR RAE L Age] Bad wEo A tiFu
22 T

e FE 08T Ao -money 7}=E W=wiA
o Purchasing Intent 1+ ° Hao = =B
Nationality g Sum | Percentage djol] EFEAI7]AL 2,500€19) M8-& FrlelH R Fi
Yos | Mo 3 At g Ao e
China 29 19 48 60.42
Japan 14 27 41 34.15 <Table 15> Preference for Including T-money Card
USA 6 14 20 30.00
other 23 30 53 43.40 Frequency | Percentage
Sum 72 90 162 Yes 124 76.54
No 25 15.43
Include T-money? N T 803
<Table 13> Chi-Square Test(by Nationality) 0 answer :
Sum 162 100.0
Value D.F P-value Yes 105 64.81
Pearson Chi square 8.396 3 0.038 Intenst of No 44 27.16
— - purchase at the
Likelihood ratio 8.479 3 0.037 price of 2,500 No answer 13 8.03
No. of valid cases 162 Sum 162 100.0
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Price Sensitivity Measurement(©]3} PSM)= A H| A&
1Al &l 7HAdE AAlstaL ofd gk 7+4 Rz
& A8t #HA 7HAE 2Asks ol 7 W
o tigk x4 42 Gabor and Granger(1966)7}
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<Figure 1>} 2t}

<Figure 1> “#eb 51 AZFeh 74 S5l gt <)
b Yz A S go] gobA He B

7} (Indifference Price, IDP)S YWE 3L, “H5F HIRT}

Cumulative
Frequency

Expensive

100%

oo Expensive

Cheap

Too Cheap

a Price b

<Figure 1> IPP and OPP

AL AZbshe FASHH S YT AA FHo] i a|
TP Aztehe SEIETE Zhopx] = FJo] Amlabe] A3k
ol 7H¢ w2 24 7}4(Optimal Pricing Point, OPP)<
LhERA T

HA7rAC] H= olfe vgd 2ok Fox 7HA
Al T o)A e BlE-E <Figure 1>0A4 KA e] 2o
of sjgst=u HA7FART Ada) |F AA o4l
7h= Hlgo] FrkelA el AbrE Q= H]Eo] AopA| i
g2 H A 7HA R v ((b) U R A gle
Hlgo] F7bal A oAbzt Q= Hlgo] AopA 7] wi
ojth.

$tH 8 7153 7129 9l(Range of Acceptable Price,
RAP)E 737 flaiA = A 4 7FA 4 (Point of Mar-
ginal Cheapness, PMC)¥} # i1 37 7}4 % (Point of Mar-
ginal Expensiveness, PME)< T-3llof dtth. PMC% PME
E o] SleiA = Aol “H tialel] <A o
ool “HIRA] Frbal =71 7R gk FA-S ]
&5 Tefok gk o] & fle kel A Wit e sty al
=7 7HA e deiM = TP w2 MR TP =2
7V o m FAsL “HATaL =7]= ZhA ol e
= 7P g AR Y P g A o ® A sk
“HA| Frp ek “HIRA] grpro] tidk A S HEEE ¥
gt

PMCE “UF Aol A edtfeo] gl 2] 5]
& 419 wapgle] "k whef o] JpARG AAH T
A SAle] = Ml Eo] EobAaL W= HIAbA|
oA b ar Azbeks Hlgo] Eopxith

PMEE “U% HIAT of H|AA] frfeo] gt 748
HHlE Ao wapgle] Ak wkef o] ZpA R Y AAH
HIAEA] TP e HlEo] EobAal Wi HIRAIH «Y
TR AL AZbeks B go] Eolxit ol Y EE

YR <Figure 2>} 2T},
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Cumulative
Frequency

100% Not cheap

oo Expensive

FM
PME

Not expensive
QPP

Too Cheap

Price

<Figure 2> PMC and PME

4.2 PSM2 0|23 HEn3mjAL| MA 71H &M
cuta 29 AA 7HAS B Hste] 1709
HFE 7S AASL “yF AP, “anp, <ajay,
U w7 A S *d%}Ei sttt A
Algt 7bA S B FAY s ed e &
of denta sfzo] EFE S/ HEA 9 %“L A4
7 749 64,500 ol A 34%§ golst 7149l
S 7% 7o E At
9 E 7E PR 7}7—%4 %5"
33,0009 55 63,00097H4] & 77H¢] W
T3 S A FE FY] NHE

ZL AMA L o] LIFHE AL
=

fd

rO
mio
mio
e
o kI
o
L

HA & AA &g+ 8ol glv 45 v 7H H&
of gt FAHI == <Table 16>3 7Z2ow o] TP x g

YERH™H <Figure 3>, <Figure 4>} 2t}

<Table 16> Cumulative Frequency(Joining the Waiting Line)

===Too cheap = == Cheap

Expensive Too expencive

100%

80%

60%

40%

20%

0%
33000

38000 43000 48000 53000 58000 63000

<Figure 3> IDP and OPP(Joining the Waiting Line)

= TooChegp ———notchegp notexpensive  ——— Too expencive

100% &
80%
60%
a0%

PME|

20%

0%
33000

38000

43000 48000 53000 58000 63000

<Figure 4> PMC and PME(Joining the Waiting Line)

=050 WAl
<Table 17>JJr zgon 4 71sd 7H WeE 39,500~
56,5001 019 7 71242 48,0009 02 EEE ek A
7HA ] 48,0009 &Rl A 7HA S 64,5000 4] 25.5% 5
A THA R o FAPA S AR1E 34%H T H
e e HEatol dunta Aag i At

7F o A B £4h

<Table 17> PSM Points(Joining the Waiting Line)

. Too
Too cheap Cheap Expensive expensive
2oz | IE|FgEe|FE
c3 |l2eBlg3le3|g28|leB|g 3 |<c3
Price |EE|E§E |2 E|§E|EE|§E|SEE|§E
E2l2a|l8E2l2E2|E2|BE2|EES |8 =
es|Ts|es|Ts|°s |5 |3 |38
33,000 | 100.0 | 137 | 100.0 | 137 0.7 1 0.7 1
38,000 | 453 62 78.1 | 107 22 3 0.7 1

43,000 | 13.1 10 | 46.0 | 63 146 | 20 1.5 2

48,000 | 7.3 1 124 | 17 | 256 | 35 13 10

53,000 | 0.7 0 5.8 8 584 | 80 153 | 21
58,000 | 0.0 0 1.5 2 81.8 | 112 | 372 | 5l
63,000 | 0.0 0 0.7 1 100.0 | 137 | 100.0 | 137

IDP OPP PME PMC RAP
39,500
46,500 48,000 56,500 39,500 ~56,500
TR ¢ AA g el 3 A9l /A
A% o] gat FANEE <Table 18>3 20w o2 17
=y ]/‘l,E]_LHl‘Jj <F1gure 5>, <F1gure 6>“Jr %LD]'
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<Table 18> Cumulative Frequency(Without Joining the Wai- =5 AR g o] A= 49, FAES AP
ting Line) <Table 19>9} 2241 & 7}&3 714 W9l& 42,500~
_ —— 58,5000l A 74L& 50,5009 0.2 =EH AT
Too cheap Cheap Expensive expensive
s o|lzmolzolzolzolzolgolzo <Table 19> PSM Points(Without Joining the Waiting Line)
SE525|8E5|25 (85|25 |88 |8¢8
pice \2EEE|EE|EE|EE|EE(EEIEE IDP OPP PME PMC RAP
CRER R R N = R R R 17,000
49,000 50,500 58,500 42,500 53000
33,000 | 100.0 | 137 [100.0| 137 [ 00 | 0 | 07 | 0 ;
38,000 | 555 | 76 | 79.6 | 109 [ 29 | 4 | 07 | 1
43000 | 336 | 46 | 6058 83 | 73 | 10 | 15 | 2 <Table 18>3} <Table 19>4 Ag vals) B, &5
48,000 | 102 | 14 | 299 | 41 | 168 | 23 |37 | 5 Aol =7 &5 AR &g g 7= HA 7HA
53000 [ 15 | 2 | 88 | 12 | 336 | 46 | 73 | 10 o zte]Ql 2,500 0% & F 9l
58000 | 07 | 1 | 07 | 1 [67] 90 | 197 27 sk Al Mg 4 Aol 43}”3 Fod=E A9
63,000 | 07 | 1 | 00 | 0 [1000]| 137 |1000 | 137 S}l T-money 7F=RF el o] #FAE] Hsw
7h wonE denta i AHTIAS S5 MA@
= dgo] gls Aol 50,5009, =5 AA & 9
——Tooteap = = Cheap Expensive Too expencive < X A5-el= 53,0009 J&UHO}—E Aol A%
00 Aoz At
80%
5 B
B60%
AT A= 9=l HAANES Jd THE Hx
. FED A denta g FEC 78S flete] AT
ZALE B3t AN Ee] AEe devta wao] 1A
- 3} AA 7MAS B o5 8 TR #FA] 1732
S AAE I 87 A 71ES EUE NASER, FAt
. N | Aol &7} 63Ud 27LolotE, 37 b, o of
33000 38000 43000 45000 53000 58000 63000 o}a]%, EH]EE = 67]]94 3= ]% {\j?ﬁ o]—oiq :LE}L]—
<Figure 5> IDP and OPP(Without Joining the Waiting Line) = A A7 SHEES dErka dj2of] Zokshs A
S AEsARE F7E2 A8 ¢ 5 w0l 24,8739 C
2 A9 A 7HAS 46,0009 3% Aol7F ARE SHEEE
e Toochesp  ———notchezp nat expensive  ——— Too expencive X}]Q/]S]—Qiq—.
oA e kA FRAIRE o] 2FE B
FA A4 Tzl N AP s Hol s ALg
HAHSNS) 2= BAS Fsto] AT oA =AY
FAEAE =& BAAE A= R E 1y
A& Aolths]

A
T 48,0009, =5 AA @+ 4 2} =
50,5009 02 &8 AA &= "ol sl 2,50092]
7SS AETY AL e AoE ZAMHIT T
3

L | T-money 7}=5 Wz Fojsls AR HER X 3sle
33000 38000 43000 48000 53000 58000 63000 Zioﬂ EHE]_ }\%EE7]_ l::]." L]’ﬂ']//]\):q Lq_ﬂ_/q % ?__?‘Oﬂ
<Figure 6> PMC and PME(Without Joining the Waiting Line) A1 AAlsl= #H=rvta sfxo] & XA &&= 38 T-



140

money 7H= 7FAE EZFsto] 53,0009 7HAel wejg

AL FAS

AT AnE ditstete AL AL A 2
AT WHES FF A By ol AR A
of AAAAA AN T3E HFH~E st A
AL AEstA 3 W FaxaE &8dE 7 ds A
o= 7lggtt
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