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Abstract The purpose of this study is to suggest the Assessment model for tourist information center
in Seoul. As a research method, we analyzed international guideline and interview with tourism experts
in order to rate the tourist centers in Seoul. Secondly, we renamed the international rating model to
Itaewon information center as a typical landmark in Seoul. The assessment factors for T.I.C is
assembled through researching of the centers’ status in terms of overall service satisfaction. Via in —
depth interview with 9 visitors , as a result, we were able to derive the possibility that new—designed
rating model is able to be applied to the Tourist centers in Seoul. It is significant that this study
suggests ways to improve domestic tourist center service. It is expected that the follow — up study will

help improve the factors to Seoul T.I.C, not only Itaewon, with much more specific rating method.
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Feature/service

Mean score
(14

)

Access to knowledgeable staff
Brochures on local attractions & activities
Advice on things to do in the local area

Advice on local events/happenings
Activities/tour booking service
Information on local accommodation
Reference books on local region
Accommodation booking service
Models/displays of local attractions

Internet/e-mail access
Talks by experts on regional topics
Multi-media resources (e.g., touch

Merchandise/souvenirs
Video presentations

3.7
3.6
3.6
3.6
3.4
3.3
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Note. *1 = not at all important; 2 = not imporiant; 3 = important; 4 =

Fig. 1. Importance of Visitor Information center
Features/Services

Fig. 2. Important facts of Korea T.1.C
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Fig. 3. Jakob Nielsen's Curve[7]
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Table 1. Purpose of visiting T.I.C in Iteawon
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