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Abstract The outbreak of COVID—19 is facing a global crisis. Therefore, this study comprehensively
reviews the risk perception, tourism attitude, and tourism intention of potential tourists in the
COVID—19 situation. As a research finding, three factors were derived for tourism risk perception:
physical risk, social risk, and performance risk. It is verified that social risk to be a significant factors
affecting tourism attitude. Also, it proved that social risk, performance risk to be important factors
affecting tourism intention. A t—test was conducted to examine the implications of demographic
characteristics(gender, age, job) in the study. As a result of the analysis, it was found that potential
tourists in their 20's age perceived social risk as more important than other age groups. In addition,
potential tourists in their 20's showed more positive tourism attitudes than other age groups. As a
result of analyzing differences according to job, it was found that the student group had higher social
risk, tourism attitude, and tourism intention than other occupational groups. Based on the research
results, it can help derive strategies to reduce tourists' perception of risk in special situations such as
COVID—19 and contribute to academia.
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Table 1. Factor analysis and reliability analysis of the tourism risk perception
Factor | Commo |eigenval| Variance
Factors ftem loading | nality ue (%)
Vulnerabilities in the management of infectious diseases 711 515
Concerns about sanitation in tourist destinations 674 554
physical risk . 2.314 19.284
Lack of efforts by tourists to prevent infectious diseases 648 .509
Worried about being infected with COVID—19 .639 627
Worried about affecting residents of tourist destinations 758 588
COVID—19 infections damage people around you .663 461
social risk 2.165 18.040
Concerned about negative gazes around 596 445
Difficulty participating in various activities 507 494
Worried about financial loss 751 621
Worried about time loss 721 .661
perf",mf(an“e 1.992 | 16.602
ris Atmosphere of tourist destinations will be bad .650 506
Low quality of tourism products 500 1490

KMO= .833, Bartlett test of sphericity= 618.754, p<.001, Total Variance Explained= 53.925%
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Table 2. Factor analysis and reliability analysis of the
tourism attitude

ltem Factpr Commona eigen Variance
loading lity value (%)
Tourism is happy .962 1925
Tourism is fun .960 922 2.748 91.255
Tourism is attractive 1944 .891

KMO= .769, Bartlett test of sphericity= 679.097, p<.001,
Total Variance Explained= 91.255%, Cronbach's a=.952

gz gigh AlF = 9 el 4727 Table 3

I Zo] #FS FAXN R A, BFS T oEIt 9l
5, BHE T el =5 do R Ao,
BEAEEE L 80.08%, eigenvalue 2.402, Cronbach'
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Table 3. Factor analysis and reliability analysis of the
behavior intention

ltem Factor |Commona| eigen Variance
loading lity value (%)
Talking posnnjely about 908 894
the trip
Intend to go trip 904 | 816 | 2402 | 80.080
Very likely to go trip 873 762

KMO= .735, Bartlett test of sphericity= 342.171, p<.001,
Total Variance Explained= 80.080%, Cronbach's a=.874
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Table 4. Effect of tourism risk perception on tourism
attitude and behavior intention

Tourism attitude (H1) Tourism intention(H2)
model
B(t—value) S.E. B(t—value) S.E.
physical risk .023(.256) .091 114(1.144) .099
social risk .449(4.831)" .093 .239(2.367)" .101
Performance risk| .033(.376) .088 .251(2.643)™ .095
F= 12.986, F= 11.269,

Model Summary R?= .152(.140), R*= .138(.126),

Durbin—Watson=1.586 Durbin—Watson=1.634

# p< .05, ** p< .01
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Table 5. Effect of tourism attitude on Behavior intention

model B(t—value) S.E. F R?
Tourism attitude |.607(10.101)™| .060 102.037" |.318(.315)
#k p< .01
P91 9A 7, PR, Bl Alole] B2 B
FH o7 dolr 7] 915) Table 63 o] ¥F o] nj
Aol g AL FASAT, F7HEAIA T}
e 270 F55 9], Sobel testE 8315} #4914
3 Sgue} i aSE T8 HARANN S
o} oG BETL feld darel e 2 glo] p
Table 6. Sobel test
Tourism Behavior intention
model attitudes
B(t—value) B(t—value) B(t—value)

Tourism risk

perception .512(5.268)™

.604(5.835)™ .330(3.465)™

Tourism attitude - - .535(8.591)™

F R F= 27.750, F= 34.050, |F= 59584, R’=
' R?=112(.108) | R*=.135(.131)|  .353(.348)
sobel test part mediation, 4.503(Z>1.96)

# p< .05, #* p< .01
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Gender
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Male
(n=75)
3.98
4.07
3.86
4.26

Aow AR

p
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Division
Pysical risk
Social risk
Performance risk
Tourism attitude
Behavior intention

Table 7. Results of the independent samples t—test
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