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A Study on the Effect of Festival Satisfaction on the
Determination of Revisited Visits of Festival Visitors
-Suncheon food art festival-
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Department of Hotel Tourism management, Gwangju University
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The purpose of this study was to determine the satisfaction and return impact of the Festival
visitors visiting the food and art festivals in Suncheon city. which successfully hosted the Suncheon Bay
Garden Expo.. In order to carry out this research, hypothesis was set up, and after the questionnaire survey
was conducted for the visitors participating in the festival, empirical analysis was conducted through the
survey. Also, I would like to present the implications for the tourism development process and the
convergence research of the fourth industry for the garden and food tourism of the tourists coming back
again in the future due to the festival. The effect of factors on festival satisfaction was found to be
influential in order of tourism product, food, guide and public event program. Also products and food
facilities. It was confirmed that the guide and publicity part had an influence on the revisit of the festival
and also the recommendation of the festival. As a result, the attributes of satisfaction factor of Suncheon
Food & Art Festival were confirmed and causality was derived because visitors’ satisfaction had positive
influence on behavior intention. However, the limitations of the study remain in that it does not reveal the
subdivision factors of the satisfaction and perceived satisfaction in measuring the festival satisfaction.
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Companion 274 199 713
Accommodation hotel 28 10
Information TV/radio 0 323
traffic Car 227 814
residence Jeonnam/Gwangju outside 169 60.9
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Cronbach’s a #o2 AA3F3t
(Table 2) Factor analysis and reliability analysis

Factor and Variable factor Common | Eigenvalue CF

Name loading value (%)
A3 774 880
Products and | A2 659 876 2.589 753
Food Al 573 866 (15.230) '
567 865
B4 751 862
PR and B2 59 863 2149 79
information Bi 550 868 (12.640) ’
B3 544 868
Cc2 699 866
C1 661 866 2087
Event contents 758
C3 540 870 (12.275)
C4 416 871
- D2 712 872 1546
Faciliies D1 605 .869 909 746
D3 587 874 ’
Total Vari : 49.237%
KMO : .886

Cronbach’s Alpha = .876
Bartlett Check politics : 1026.902(p-value : 0.000)
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(Table 3) Visitors' evaluation factors are visitor satisfaction

multiple regression analysis

N-SF SF
D | T
v v B Error B

4849 | 052

p-value

93569 | 000+

Products and 397 | 080 362 | 6653 | .000-

Festival Food
evaluation| . PR anq 242 056 221 4352 .000«
information
Event contents| .216 057 197 | 3812 | 000«
Facilities 105 056 0% | 1872 | 082
R2 = 388 F =43478 p=000
* p<0.01

4.3.2 7129 HF

(Table 4) Multiple regression analysis on the effects of
festival evaluation factors on return visit intention

N-SF SF
bV v B Error B T

5093 | .064

p-value

79.029 | .000

Products and | 50 | 74 | 280 | 3789 | 000+

Return Food
vt | PRand o | geg | 23 | 4171 | 000-
physician |  information
Event contents| .133 07 13 | 1952 | 052
Facilities 150 069 123 | 2157 | 032

R2 =23 F=21.15% p=000

* p<0.01, »p<0.05
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85.407
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4127

1.590

226
.000

237

068 | .03

067

SF
B
113

Error
072

067

N-SF

B
5.308
264
.108
132

R2 =218 F = 19065 p

festival evaluation factors on recommendation
intention
2
Products and
Food
PR and
information
Event contents
Facilities

bv
* p<0.01, »p<0.05

Recomm
endation

(Table 5) Multiple regression analysis of the effect of
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B
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(Table 6) Multiple Regression Analysis on the Effect of

satisfa



246 s=gEE=EX| MsH MiE

REFERENCES

[11 Y. C. Lee, C. S. Kim, “Effect and Evaluation on
Local Festivals Stockholders Tourism Management
Studies”, Vol. 38, pp. 121-140, 2009.

[21 M. H. Choi, "Study on integrated visual commu
nication design evaluation system the model for
strategic festival event design to create value”,
Hanyang University graduate school doctoral
dissertation, 2012.

[3] U. S. Hwang, The Influence of Regional Tourism
Experience Program on the Regional Brand Imand
Image, Behavior
Satisfaction —with Experience of tourism mission

Intention and Experience

orienteering program in Wonju— Tourism Research,
40(1):145-163.

[4 Y. H Lee, "Influenced Festival Experience
Marketing by Brand Equity of Festival, Brand
attitude, Brand loyalty”, Gyeonggi University

graduate school doctoral dissertation, 2012.

[5] M. H Lee, “A Study on the Effects of between
Festival Experience and Brand Equity”, A Study on
Corporate Contest, Vol. 19, 2012

[6] S. C. Park, "The Influence of Cultural Tourism
Festivals Experience on Destination Brand Equity:
Focusedon The Mediation Effect of Flow”,
Gyeonggi doctoral
dissertation, 2012

[71 S. N. Yoon. Y. H. Yoo, "The Effects of Festival
Experience on Festival Image and the Valuation of
Festival.-Focusing on Hampyeong  Butterfly
Festival”, Korea Tourism Industry Association,
<Tourism Research> Vol. 38, 2010.

[8] S. J. Boo, "The Influence of Expended Service
Marketing Factors according to Lifestyle on
Festival Participants Satisfaction —Analysis on 2008
Boryeong Mud Festival Domestic & Foreign
Participants.
Journal of the Korean Society for Atmospheric
Environment, Vol. 13, No. 2, pp. 79-104. Tourism
Management Society of Korea 2009.

University graduate school

Tourism Management Research”,

[9] D. S. Lee, "An Analysis on the Effects of Festival
Satisfaction on the Consumption Expenditure -
Focusing on the Mediation Effect of Brand Value in
Local Products-",
Association, <Tourism Research> Vol. 40, Issue 4.
pp. 83-103, 2015.

[10] Getz. D. Event management and event tourism.
Elmsfoed. NY: Cognizant Communication Crop.
1997.

[11] B. J. Lee, K. L. Chung, "The Impacts of Festival

Satisfaction Level
Activities on  their of Revisit and
Recommendation. Tourism Studies”, Vol. 33, No. 6,
pp. 215-236. 2009.

[12] C. S. Kim, "The Effects of Muju Firefly Festival's
Service Quality on Muju Development”,
Policy Research; , 11 (2): 117-136, 2005.

[13] Boulding, W., Kalra, A, Staelin, R., Zeithaml, V. A,

"A dynamic process model of service quality: From

Korea Tourism Industry

Participants of Hands-on

Intent

Mourism

expectations to behavioral intentions”, Journal of
Marketing Research, 30(10: 7-27. 1993.

[14] H C. Kim, "Study on the Moderating Effect of
Awareness between Service Quality and Revisit
Intenyion in Local Festivals”, Korea Tourism
Industry Association, <Tourism Research> Vol. 39
pp. 263-284. 2014

[15] K S. Ha, B. S. Han, "The Determinants of Theme
Park  visitors and  Behavioral

Tourism Research 25 (1),
Tourism Association. 2001.

[16] C. H Suh, "The Effect of the Post-image of
Regional Festival on the Satisfaction and Behavior
Intention of  Visitors Centered on the
-Bull-fighting Festival of Chong-do”, Tourism
Research 24 (1), Korea Tourism Association, 2001.

[17] Dekimpe, M. G, Jan-Benedict, E. M., Steenkamp,
M. M. & Abeele, P. V, "Decline and variability in
brand loyalty”, International Journal of Research in
Marketing, 14, 5-420, 1997.

[18] Dick, A. S., Basu, K., "Customer loyalty: Toward
an integrated conceptual framework”, Journal of the

Satisfaction

Intentions”, Korea



]

EHEEET SRIY WEHSO| Ky

2
=

3

x
]

20

3

%

E & OtE HAE|YH Zao=2-

247

Academy of Marketing Science. 22(2), 99-11, 1997.

[19] Hair, J. F. Jr,, R. E. Anderson, R. L. Tatham, W.
C. Black, Multivariate Data Analysis with Reading.
4th  ed, New Jersey, Englewood Cliffs:
Plentice-Hall. Inc, 1995.

[20] Keller, Strategic Brand Management: Building,
Measuring, and Managing Brand Equity, 2nd ed.
Pearson Education Inc. New Jersey : Prentice-Hall,
2003.

[21] Oliver, R. L, When cecon sumer loyalty?. Journal
of Marketing. 63, 33-44, 1999.

KXEAIH

oF g 7](Tai - Gi An)




