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Abstract Busan is a world-class tourist city representing Korea, and more professional storytelling is
needed in the development and promotion of products. The purpose of this study is to convey the
image of Busan using storytelling techniques to foreigners, and then examine the correlation between
the intention of purchase and oral intention of the related tourist souvenirs. A survey of 162 foreigners
was conducted. The results showed that storytelling exposure and visiting experience on tourist sites
and the design of tourist products have a certain correlation between the intention of purchase and
oral intentions. Attractive souvenir design, visiting experience in the region and storytelling in the area
involved are expected to contribute positively to the revisit of foreign tourists and the attraction of
potential tourists. This study is meaningful in that it provides a new direction for promoting Busan
tourism products, and in the future, the district will conduct additional verification for tourism cities

other than Busan to verify the research hypothesis extensively.
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Fig. 1. Structural Equation Model
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Table 1. Technical statistics

Sortation Details Frequency Percent
Gender Man 77 48%
Woman 85 52%
China 74 46%
Japan 26 16%
USA 18 1%
Nationality Australia 16 10%
Turkey 11 7%
India 3 2%
Russia 14 9%
Less than20 28 17%
20~29 38 23%
Age 30~39 36 22%
40~49 23 14%
50~59 22 14%
More than 60 15 9%
Trip 105 65%
AUEES Education 4 25%
of visit -
Business 16 10%
1 92 57%
. 2 31 19%
Visit 3 25 15%
count
4 9 6%
More than 5 5 3%
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Design Samples Using Local Storytelling Techniques
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Table 2. measurement item reliability

rotated component matrix’ Cronba
Ingredient ch's

1 2 3 4 5 Alpha
V3 .950 .030 .077 .035 135
V2 .949 .067 102 .039 117
V1 .939 108 .053 .037 .095 .956
D2 .044 918 .022 .030 .082
D1 .042 .888 121 -.006 .046
D3 102 .842 .059 .070 .076 .873
W2 .062 .060 .876 -.003 125
IW1 .066 .030 .875 137 125
W3 .090 118 .823 -.081 A71 .848
S2 .085 .070 .041 .821 .060
S3 .004 105 .016 .813 140
S1 .005 -.085 -.013 .804 163 .766
IP3 144 .024 .198 164 .852
IP2 .051 169 125 .027 .809
IP1 .156 .018 119 242 725 .766
Methods of extraction: Principal components analysis.
Rotation method: Verimex with Kaiser Normalization.
a. The factor rotation was converged in the five iterations.

7} JEo] gt Al ® A olF, AF diide] H5l
L%t 24 F55h=A] ERIsHt. Table 30] =
W ¥ E23} A9] C.R(critical ratio)gr2 p< .05 7|I&
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Table 3. validity verification

Sortation Estimate S.E. CR. P
D1-D 1.271 109 1619
D2-D 1.293 109 11.825
D3<D 1.000]

Vi—V 1.074 049 21.769 "
V2V 1123 044 25489
V3V 1,000
S1-S 983 42 6.900
S2-S 1141 164 6.956]
S3-S 1.000]
IP1—IP 837 084 10012
1P2—IP 748 071 10524
IP3—IP 1.000

IWI—IW 1.067 094 1315

W2 W 1.221 107 11395

IW3—IW 1,000

Y- EARZ(AVE: average variance extracted)
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Table 4. AVE and C.R value

Sortation AVE CR.
D 0.76386816 0.90632143
\ 0.86905135 0.95215725
S 0.72899679 0.88935464
IP 0.77010326 0.90862079
W 0.80075188 0.92319482
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Correlation
p D v S IP W
D 1
v 046
5 1
3 0.002116
S 149 118
) 0022201 0013924 !
IP 166 212 347
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W 059 229 100 398
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