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Abstract

The Gangneung coffee festival which started over escaping from the existing Sunrise Festival
and Dano Festival of Gangneung has marked the 8th anniversary in 2016. Therefore, as the
purpose of this study, an effect of service quality, perceived value, satisfaction, and loyalty of
participants in the coffee festival was investigated through a structural equating model to
prepare the system that can reinforce the Gangneung Coffee Festival’s young and bright image
escaping from the traditional city of many artists so that it can develop into the representative
festival of Korea. This study was performed through a survey focusing on 623 tourists who
visited the 2016 Gangneung Coffee festival events. The results in the study are summarized as
follow: First, the service quality was classified into 3 factors of the festival programs and image,
festival sites and food, and festival information and staffs. The reliability analysis has found that
the 3 factors all show high reliability of more than 0.8. Second, the service quality of the festival
has a significant effect on perceived value, satisfaction, and loyalty, except for some items.
Third, the perceived value has found to have a significant effect on only satisfaction about the
effect of it on satisfaction and loyalty. Fourth, satisfaction with the festival has found to have
a significant effect on loyalty. Suggesting implications from the above results in the study, killer
contents that can create a culture street of coffee through various programs of the Gangneung
Coffee Festival and reinforce the possibility of the coffee city should be secured. And experience
factors to make tourists watch, touch, and feel coffee are needed.
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Table 1. The character of the respondent (N=623)

Category Frequency | proportion
Sex Male 219 35.2
i Female 404 64.8
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Table 4. Confirmatory factor analysis result B ool el AES 98] =AW} A gE o)
Factor ltems  |Esimeie| SE | CR | AVE JYAAZ dolr ] e HEEA (path analysis)S
Fun 816 | — | - . . -
Reputation | .820 | .040 | 23.611 AABIAT FetigEA e Au|aE, A 7FE 7HA],
give“i.ty 1 776 | 042 | 21.845 T S Uigk JEte] A A5 okl
perationa e - = ’
) .040 | 24.11
Program Statl'ls' 833 040 ” [Table 6] jq, Zzl"jr
and Publicity 704 | 047 | 19.181 .939
Image |Effect : ' ' HA THEHS S aokshd vt 2
Coffee City _ . _
imge | ‘0% | 047 | 18577 HI-1 %A Aul2Eds] 2273t olvlAe 42
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o | 73 | 06 | 187 € 7Hel A2 GE v Aol ek Apae A
Cleanliness 722 - - =3 Azl A — ) EAA o o
Festival Safety 748 | 064 | 17.546 o A3 A=AT7E 630(0=000) 2% SAH R 5
o | places  [Facilities 741 | 069 | 17.39 o5t A ow et}
Quality and Price .631 | .065 | 14.833 983 ~ o o Ao B
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Table 5. Results of Correlation Analysis
ltem Mean SD 1Y) | o) | s | arh) | s | e
Program and Image 3.81 715 1
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Path

Route Route CR D Result
Factor
Program and
H1-1 Im,age— 630 15.208  .000##x  selection
Perceived value
Place and Food
H1 H1-2 — 277 6.389  .000##x selection
Perceived value
Infirmation and
H1-3 Staff — 117 2.989  .003#=x  selection
Perceived value
Program and
H2—-1 Im,age — 439 9.706  .000##+ selection
Satisfaction
Ho Ho—g Dlace and Food = non 6717 000sss  selection
— Satisfaction
Infirmation and
H2-3 Staff — —.017 —.472 .637  Dismissal
Satisfaction
Program and
H3-1 Im,age— 441 8.041 .000%  selection
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13 1132 Plﬁ‘ﬁg‘l@ 00d 033 676 499  Dismissel
p3—g nformation and _ 00 pgg 4a1 pigmissal
Staff —Loyalty ’ :
H4 Pjr%izl‘;‘fia:if 359 9.601 .000%#x selection
ps  Perceived valie -y 5055 0026 selection
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H6 Satisfaction 431 g 595 000w selection
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‘)(2=.2746.412(d.f.=15, p=.000), NFI=1.000, CFI=1.000,
RMSEA=.541
* p<.05, **p<.01, *++p<.001
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