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Abstract The purpose of this study is to categorize tourists according to the types of Korean popular
culture as travel motives and to explore their characteristics and behavior in the tourism—related
decision—making process. A sample of 12,914 leisure tourists from the 2018 foreign tourist survey data
was analyzed using MNL and ANOVA. The popular cultural tourists were categorized into K—food,
K—fashion, and K—pop groups. They showed a higher percentage of female tourists, social media usage
in the tourism information search, and visits from countries geographically close to Korea. K—pop
tourists did not hesitate to choose Korea as the destination and visited Korea the most frequently. They
showed the highest satisfaction, revisit intention and recommendation intention, suggesting loyalty and

growth potential.
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Table 1. Demographic and travel—related characteristics

Variable Category n %  Variable Category n %
Male 4,647 36 China 4,559 35.3
Gender
Female 8,267 64 Japan 2,661 20.6

15-20 597 4.6 Taiwan 1,151 8.9
21-30 4,586 35.5 Hong Kong 708 5.5
31-40 2,928 22.7 USA 617 4.8

Age
41-50 1,975 15.3 Thailand 526 4.1
51-60 2,207 17.1 Vietnam 401 3.1
>60 621 4.8 Natio—ng Malaysia 365 2.8
1 5845 453  litY  Philippine 280 2.2
Visit 2 2,369 18.3 Russia 199 1.5

frequen—c

v 1,352 10.5 Singapore 193 1.5
>4 3,349 25.9 Indonesia 171 1.3
FOOD 3,909 30.3 Canada 152 1.2
Tourist POP 537 4.2 Australia 108 .8

typology FASHION 241 1.9 Mongolia 100 .8

ELSE 8,227 63.7 Other 724 56
Social g 414 339 <odays 378 2.9
media
Informat—i
on source Portal 7,148 28.8 Los 3-5days 7,857 60.8
(multiple oA 5755 23.2 " 6-9 days 2,967 23
response) o
Official 5 504 141 >10days 1,712 13.3
website

Total 12,914 100 Total 12,914 100
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Table 2. Multinomial logit estimation on tourist types

FOOD FASHION

(N=3909)  (N=241) [ OF (N=887)
Gender Female 13" 29" 1.11™
10s .32° —.08 1.02™
20s 37 —.16. .31
Age 30s .20 .02 -.29
40s 25" —.75" .07
50s .02 —.48 —-.22
Destination 13 -.34 1.22™
Social media -.32" —.69™ —.40™
Alternative accom. .24 -4 =77
Log-L —513.62
Resricted Log—L —754.54
Model # 481.85 (p< .000)
# of observation 12,914

Reference category of the DV: ELSE (N=8,227)
* p< 05, = p< 01, #xx p< 001
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Table 3. Comparison of travel pattern

Tourism FOOD FASHION  POP ELSE
behavior  aqsp)  M(SD)  M(SD)  M(SD)
Visit 3.58 2.36 4.82 3.42 19.25%
frequency  (5.93)°  (2.52)¢  (9.10)° (5.95)° :
. 3.16 3.22 2.37 3.05
Compa=mion (7'gays  (564)5 (2.02)"  (4.90) 1019
5.34 5.44 5.36 7.36
LOS (4.34)° (314"  (4.19)° (7.78): 11930
) 283.83  274.98 21173 267.25 .. .o
Expendi—ture “(hg5ya (3390 (135 (315> o273
- [~4~% 5
Travel 2255.20  2477.89  2409.99 332345 oo ..

distance  (1899.85)" (1636.15)" (2407.26)" (2918.37)*

a—c Different letters in the same row indicate significant statistical
differences (p<. 05, Games—Howell test)
* p< .05, xx p< 01, =xx p< 001
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(Table 4). 3t #34 M 192 57 ELSEXRTH
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AV (4.41), AL E(4.35)9 EFRIFH
(4.37) BF 71 24491 H7FE Bl olgg A
= K—pop #¢] §-54] Ej=e} 52| %=[20,21]9] A8
Aot LA gy,

Table 4. Comparison of post—travel evaluation

FOOD  FASHION  POP ELSE
M(SD)  M(SD)  M(SD)  M(SD)
. . 4.31 4.40 4.41 4.35
Satisfac—tion (62)° (57) (59 (61) 6.89
. 4.17 4.14 4.35 4.17
Revisit (780 (74 90y (79 09
Recomm—end  4.25 4.35 4.37 427 oo
ation (.67)° (.61)*° (.67) (.68)° ’

a—c Different letters in the same row indicate significant statistical
differences (p<. 05, Games—Howell test)
* p< 05, = p< 01, #=xx p< 001
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