creative
comimons

C O M O N S
& X EAlI-HI el Xl 2.0 Gigel=
Ol OtcHe =2 E 2= FR0l 86t AFSA
o Ol MHE=E= SN, HE, 8E, A, SH & &5 = AsLIC

XS Metok ELIChH

MNETEAl Fots BHEHNE HEAIGHHOF SLICH

Higel. M5t= 0 &

o Fot=, 0l MEZ2 THOIZE0ILE B2 H, 0l HAS0 B2 0|8
£ 2ok LIEFLH O OF 8 LICEH
o HEZXNZREH EX2 oItE O 0lelet xAdE=2 HEX EsLIT

AEAH OHE oISt Aeles 212 LWS0ll 26t g&
71 2f(Legal Code)E OloiotI| &H

olx2 0 Ed=t

Disclaimer =1

ction

Colle


http://creativecommons.org/licenses/by-nc-nd/2.0/kr/legalcode
http://creativecommons.org/licenses/by-nc-nd/2.0/kr/

it L

5]

ME-EE G ok

T v
e
<ONF T
,_ﬂ#momv.._bfﬂo
T KT
o — Ll
G
~N T 5
)
By M=
e
C# ZIE |
~ ho

- R

PR ERL KREEE

BLGRE

m%w/x
i
a

2H

20114F



ME-EEAL G oKam

VPN BN 7

20114F 24

@ jeju



e o e P el

M SIS RAER

N ER RS KB R

20114 2/

@ jeju



An effect of perceived value in
Jeju—1sland package tour product on

satisfaction and behavior intention
— Focused on domestic traveler

Hyeong-Jin Jeon
(Supervised by professor Si-Sa Park)

A thesis submitted in partial fulfillment of the requirement for the degree
of Master of Tourism Science

2011. 2.

This thesis has been examined and approved.

Department of Tourism Management
GRADUATE SCHOOL

JEJU NATIONAL UNIVERSITY

@ jeju



L. A] B o s 1
F s =3 [ PPN 1
0. 10 L]ttt 3
3. AATE0] QI QF HFH corerriieit ettt s 5

1 = [ By B e 6
1. T] )R] SABIAFIE coovmrvrvvenemsssssstmssssssse e sssmssssssss s s ssnn 6

1) 7] A] A FAFITEO] F W cererrereii 6
2) AFE FI)A] AT O] B o, 8
o 1P Ao S ORORR O O OO 11
W’} =] (value)] o] S0 S SR .................... T 11
2) X Ztel 7}X] (perceived value)Q] L - e, 13
3) K ZFE TFR] Q] TFRFQIAT coervrerereerereeieiint s 17
A) DGO X ZFE TFR] B cervveerreerssesssssessessss sttt s ssssss s 29
SR e S NS RN Rl SR S———. 26
el o) A AR R o R 26
2) AEO O] AN el e S s 29
3) HHTFET] BT O O] THA| wrrverrrrrrrrssssssissssstsnnesssssssssssssss s 33
4. A 5 T Gl g vevveeoeeesssssseessssssssssssssssssssssssssssssssnsess gl M cosssssssscessenssnssrees 37
1) AZrE 7FRSF GHE GIE O T FhA| e sbbssti sttt sthe i sssssssssissessssss 37
9) TIFAAO] K ZHE] TFA] Q1 T coovmmeveessssmmeeeessssssitoe sttt 39
M. QAT ZAF ADA] weeeemeeesssssssssssssssssssssssssssssssssssssssssssssssssssssss s sssssssssssssssasssssns 46
1. GITRE] 2 TR AL A corvvevennesssssssss s 46
1) QI treereetrens et 46
2) TFAL O] AL et 47

-1 -

Collection @ jeju



0. TNE O] FZH H O] v 49

D) U] TF]H] ] BAFE oo 49
2) K| ZHE) TER] sererrsereenisemmiiniiimininiinii s s st sttt ssssssmssass 49

3) TEE ci s s s R s 49

4) BJIEOIIE it s s s 50

3. A Al E B A] HFH e sttty 50
1) ZBAF A | et 50

2) 5ol Fal KL M. 5 T R e 51

3) AE EARHAE - gl e, 51

I\ /é%.l-i_}j' L L ) L T T P T T TN RO SO SR 53
. T - T N e—— . 53
2. ATEI A T BFTFA] 73ttt e saibes 54
1) A ZE 71x19] A FA @ OEFBA] 7 i 56

2) ME3} PEO o] AF A W EFFA Z]E e 58

v - R L . ECUTOT  — Y 59
D7 19 A B8 i ... . 59
gL 00] Az BB L ..o P 60

5) 714 39 Az A% BB AR N ... 62

4, BAAT 0] T XA cenmnnmibeisbisseisbessssessititise s sssssssssssisses 62
DR B iR VAR ) O S— o 62
AR IR, 1 O OO O ONTTONORTONIE. A0, TR 68

V. Z B i e 70
I =) < =) TN OIPIY 70
2, AT A T A Q] oottt s st st st s 79
7‘19—_-,1%-@ .................................................................................................................. 74
AL JL R rererereereeertes et s 89

Collection @ jeju



CE 1-1> ATFY BE v
CE 2-1> AFE HF]A] G BALE o
KT 2-2> A ZHE 7} 9] A O] wrrvvvvesssensnessssisssssssssssiss s
CH 2-35 HZFEL 74R] SFRFSL oo e
I 2-4> TGRS HZHE ThR] ZA e
CIE 2-5> HFE O] T ettt
CE 2-6> FELEO ZA QA i
K3 2-7> BH N3} YT O T A BY O FF cerverererenenenie
KFE 2-8> A ZE 7}x], uhE BT O T A E) &I T s
KE 2-9> BAFM] NZE 7hR] AF AT s
CFE 3-1> ATER] JEA] o s s
CE 4-1> FE TA = EA i e

<E 4-2> AZd 71x9 A L B3 A5 A3

<E 4-3> E!l—é_gl /ﬂﬂ/\é Ell E],%/\C-)] Zj% 7‘_237,]. ...................................
<E 4-4> r‘sg%g]g:g] /‘\_]g]/\c—)l E—l E}%}/\g 7&% 7534_ ...........................
<FE 4-5> A 7hel ZFR] oF WHEZEO] 3] HA] AT} e

<E 4-6> A7t 1A 9 AFe|wgbe] HAEA A%

<K 4A-7> q}éﬂ} 6@%9}5 Zlg] ﬁ:ﬂ.ﬁr@' 7534 .................................

A
=3}
S
%
v
)
ol\
iih)
B=)
o

o

2,

Collection @ jeju



CTIT T-1> FERIA R ED crirmmnnissiassunisssssissssssssseassuossssssassiossasstsssassasssosnsssasssossssssasseass 12

<R 2-2> A ZFE TFA] FPU B} coerrrerrreemserisen s 15

<28 2-3> AH|AF AElof] JTES X A ZHE TFX] e, 18

<28 2-4> Frul-20] - BA R A FF e, 28

KT 31> GITEELE] ettt st st et e 46
— 4 -

Collection @ jeju



A &

EXN el M|

1.

MAd 9=z NH=2

&=

T

T BB = 2002495 AA

b E3 9900k A

T T7HA=

o]

s

, 20089 % o]% & Fowm FUt

O

==
O —

)

24

A, AT

o}

o
W

= Ui

ol 5

6,523,938 & =,

N

Al

o} 20094

E=nY

= A

5,801,584% o2 AA] @a7je] o 90%

o}
R

plo

1o

-
]
Mo
el

Mﬂ
o
st

o)

afu), 2 AFRe) BB 32

()
Coal

ﬁo
W

%

R

5
Ao

—
o

ﬁo
W

-

I
o
—

;oo

o

o)
&

)

/1\1,

. =

A=

Hlgo] 20079 7]+

34

o
oI

=
w3

o
W

o
ﬁo

o}
H
N

=

!

R

Aol v A& =237}

To
aqr

ol
~O
7o

=3

©
T
A

o)
oyl
re

12

3|

©}
=

35%6°ll

ojy

0

X

ubet o A

(0]
S

o] &
o] (package tour)2]

738 oty =} o3

k33
=

=
-

I T
ANEE

A2 7]

s

IO
=

ol

7h &gl ¢

=
[
XL oA
1

oL =], #Hro) wuo] 3

s

]

(e}

dvtel 5
163} of 2

?:51_

A9 AFE A T

=)

ERIENIEE!

EURZ ST RS A

3l ¢

&
T

o glow, i oY Frigo A

B

T
N

1
2)



Q
=
@
=
o)
0
<
rir
Y
il
o,
X
o)
I
b
(ld
-
=}
_0|L
ki
o
mal
_0|L
l
¢H
AN
b
rir
e
(=
AN
flo
D)

= wsish Pl ome] 9P wATI PRGN SPR009E A
AT RS AAA SR e FHH v AF EE AY 3% 9

ol AEAA MiEe Ve & Jow, FVAQ] o AEol ZA 7l dvhaL
o 1

AZvE 7RA= 1980
(fantasy, feeling, fun)el F = 7] &ojHA /Y@ AF7} AZFHJALD 2n) =}
PFFE FAHZ L AFeE HFE

al
AZ=dTFee F2 F3AE ez AAEAdor  McDougall &
2 EQHID Ax o s

Levesque(2000)el 23] AH]A Abdo] EA A

i=|
qal vzt ool BRAY w dBAEL OAe

o

Azt S ZA48

3) RL. Oliver(1980). A Cognitive Model of the Antecedents and Consequences of Satisfaction
Decisions, Journal of Marketing Research, 17(4), p.460.

4) 33 (2009). HFA WE8E FoE-AAE WE SR AWE oEo #Agk A+ AU
W HFUEY AV =7, pp26-27.

5) M.B. Holbrook, and E.C. Hirschman(1982). The Experiential Aspects of Consumption: Consumer
Fantasies, Feelings, and Fun, The Journal of Consumer Research 9(2), p.132.

6) V.A. Zeithaml(1988). Consumer Perceptions of Price, Quality, and Value: A Means-End Model and
Synthesis of Evidence, The Journal of Marketing, 52(3), pp.2-22.

7) H.G. Gordon, and T.L. McDougall(2000). Customer satisfaction with services: putting perceived
value into the equation, Journal of Services Marketing, 14(5), pp.392-410.

8) D. Crick-Furman, and R. Prentice(2000). Modeling tourists’ multiple values, Amnals of Tourism
Research, 27(1), pp. 88-89.

9) J. Sanchez, L. Callarisa, RM. Rodriguez, and M.A. Moliner(2006). Perceived value of the purchase
of a tourism product, Tourism Management, 27(3), p.394.



~ —_
5 O ® W W
ju] ~ — : )A.L ‘:L L ‘.I_l ) lnre
i ] T 1_,_Al < mwuv T % Uw_ o) o] H = =
wmﬂrﬂ7%1 T X% s EG G T R
o < 5=
B % gp Homoag B MoF 7w R » C Z
—_ ; " dig _ . . o
‘1;|L oy <R E.u M umo, = g 4 N i o T = o I .
L oo 4 K Hoo o & F X 7R I
Ay oz - TN w_m o w5 F om T = Mo ERI
— 7o T _ fl o or
i - SR ) = ¥ 3T 4 %
A S X o s - TF TR © T Lhk FF
=2 E .75 AN I A
= o o S g e . ™ o = e X RS- S
o X o oM o R = . - U
oo o T X F X U VI o 229 LRSS
L N u R ) = G
‘_Ir,Vl‘._ ~o m} © 1_|L ‘.:L = — ‘U| JUH o) i ~ DT 7L
g & Mm = TR T o ow oy ® - = B s wax Z i
- W T o X T do N 4 "N aEs Tk
] — ) Q DL AN . =0 - o
Mraofr%%ﬂ mﬁ@xw‘frﬂw%ﬂg T w@ﬂ&mw
pase) = — _ — =
%oﬁo}fgﬂn #Q%%ﬂ%%% — tde = %
R 0 _ 0 ! <
A = B pow R o M T o Az R N
< e ZT N e _,_11 "o N = ,DrL ZT EE == ~ ol = y4_l J
5 — = o i A i = M = ® EEX 2IZE
A = X . X
O oi i i o| gy Feor sl M T mw g EER OR AR
o] ® Lv LA o g B X oo | O W R
w B A ﬁ W O 4 5.0 X = X _ﬁmx %mmmr 8y
e S E R o EWE L E S TeyrIex
- = W M ofp § 9 R Ik T o 5 L mERIWE N
RN A  m oW g T . S
< w_m o T o oo BT Ak s N ok mﬂ@ﬂ,ﬂmuw
w N 2 = N Lot | @l AR LS
= g T3 EEAEREE: S BN 31X~
5 o = f < i o X = X s
, g T 3 ” - ° W 7 X | BEgrowiy
AN 0 o W oo T In o KT X0 NETFRD M
> = - T - T o N Ar oo o5 W B! Jm_v mwe - T Mm %N(nmo/.ﬂu%).ﬂxm.r
T o W X s o N ® X ar g o ~ B |mrg 2 X
s zaz tEE TR FEIAN & Rl
W = - X o B e BT Al
how oA ® w G B W e B 8l N Ef%m%% %
X ok o T T . = 30 ol ﬂnﬁﬂ%ﬂﬂo

pp.95.



ojy

~
B

it
;O#

| e #goz npo] sha, ofF 2596%ke] of

A o
&

4

o e o 3Afellr A

I T
ANEE

i3

Al ol T,

il

2

the 2Ab AL A, A5 9714

™
N

o}

=
ﬂo
&

-

o714

=
T

Al

-
1.

e N

ojy

%

i
o

=

1

3
=

o JAAMERA A7te 7)Ao o

.
s

I}, WS @)

T

714

BF 2L A}

5

)
s

=
T
A5

A, Al

3]

A

N

B
i

fi%e)

-

B

Al ALy

=

3T

stol JujA o

5

AA, G 2 F

o i7] 9

TR

R

=
TR

A

-
1.

s

5

B ONL

=

=

@2}

o

L

.

&t

5

X

ojy

A= HFEE, pd

15) 20091 A



A F-(documentary study)®t 7

]

RIS

A=)
-

&7 o - (empirical study)=
A Uik 7R FEe= A

[}
=

otk 2AF 7170 20109 104E 23

}\] 3l 3]

ENE

b

13} 31

[e]

!

ojy

0
=T

o
&

714

°f

=

=L

shelet.

5

£ SPSS 120 A4 #H7)X

B~ 1049 31E7HA=E

5

it
;O#

T aL%

Gk

Wl e

A

A7el 2
M A7 =4 2

A A7

L=

=0

o

X

ENE R

O

X
N

N

o)
TH

3} o] % AA

X

M AE

ol

A 2 A

Q7-2)

A=A 2 gy 4

A =
xEe 54

o
c

B

@ jeju




XA L=

1.

D S71A oA 3gEe] 7

(1) o BgES Hel

—
o

. _
o

ojy

Hin

o
&

MH
T

o}
ey

o
]

10} 16) %

3
T

)
s

§o7k A7)

2

Zuke) A 399, 71A

Al

g

o] A&

ZAR FRAYAE

=
=

H)19) o]

sheli=

A

3t

A~
—_I_"

ERE

3

T “
1.

d], UNWTO®] A]

B9 olg Ak de

i3

of of

;OL

=
=

HAI A

T “
1.

ol A

739l

Aaka] =

stol Rrh7kA &

%l-

[o]
EnR= O -

TERE LR, A A p239.

—~

= 3
o
Eo=
o ~
o
K
= .
w
A
-
"
3
B
= To
T =
R
NC S~
XA m
B A
N X M
DE
<0 —
B
CCIY
e
o
G
A
3 £l
~ o
o W oo
o H 5 of
# o= T A
— R
RIS =
[ e e =
ﬂﬂoz_mm%
T O
Z‘.#ﬂnof ﬂWDTﬂﬁiL
T o 2 T
RGN
mEw S S R
_ﬁT_ﬁTZZqu\mﬁ
® R E X J-&
o e go ;o.]_ M‘XL 01
;R R F R o
" W

o~ s
I~ 0 O © =
— = = N ™



A el AA anArE o3

o
i
(IN]
-
32
b
it
_0|L

Ir
Je

o
>
[>
)
b
b
o
i)

k)
e
kS
o2
>

O
£
_O|L
kS
kS
o2
o

i

X
5y
e,
o

, D.8.
§(2005). ﬂ]ﬂﬂ 04%”*‘0 °l VV} a7 AR WAE 9 A, A7Idstal ARl
g, A =R, pl2
) Fagz)5 A xﬂgz 33k
25) i‘lﬂ"qﬁﬁokﬂr A3z 28,
26) P.J. Sheldon, and J. Mark(1987). The demand for package tours: A mode of choice model, Journal
of Travel Research, 25(3), p.13.
27) A. Pizam, and Y. Mansfeld(2000). Consumer behavior in travel and tourism, NY: The Haworth
press Inc., p.187.
28) HhAIAH2006). BA AF|A A BdE ARFT B, TRl T, | 30(4), p.l53.



Ak o2 of FAatol A B = el 9] of AE o] 2 7] A 5o (package  tour)
857 st avAke] el F-eate] A Aol d A7 X ek =W oY)
A AEEC HZol SAHA o] @] sfeloflte on = &ol® Abg
at7lell= AgetA &vh 2 AT = A IIA] FES QA FAT T o

B St BRAL A9 DA, S, wE, QA4 5 A 82EL A g

T

=
e
{17
N
Y
o
f
[
=)
o
rir
2

WHE O QoA Hrl,

HT 5ol wwlse =ul waFel tid @AHe] gopA WA, FmddEAibs
20063 -8 “thEtls g Tel ek A e S8k =Wl @Al e &

£ st v sl dezAte] wEad, sl S71 X AFEEE olE
A R MY 2 olwE A7IA AES AL 7187 gtk Sl o 30%E
Holil Ql=ul 30 ojelgh AHE wpgo 2 dmAFIAbeA = 20083 FH o] 3
Abel At Srliol g e SEekal, AAdE dsrol dsiAE 3s AR
& A9 5 AL A@skal glvks

odrbs el AFE W74 FEE GA wFsA FAHA Sh=E, 20089
Azl ok, AF BB FES 609742 LA
ou 3 HTE &

=
=3
gkof, Z18/AHar vk AT R 24, &, 3E, #3o] 25 A9d
2~
—_I_"

225179(1996). AR FEN g FFAH A v ek A5, TEF-HAAAT; | 8(D), pbh.

S IR AH2009). F20085 A P B FAL, |, S AFFTAL

Sk 3A WLERFE(2008.03.28). http//kto.visitkorea.or kr/kor/ks/content/cms_view_527024.jsp
S FAFIAH2008). TS B AN EE LN RAATAETA, , S HFFAL



7h suba Y Iket Ak 7l 5o frEEe] AARESD oojd, oo} I}

952 Y olWATS At AR oY 92BW AP YFo2 B F 9

of 317

oA BME 3 gl AFE AR AP FES

_—

<HE 2-1> AFE d7)X o YFAFE

A gt L A A7) vk Atk thee) <a 2-1>¢= =
1o

o A = o 5 Hul dA AEF SH| o)A
S A, AdF, LYFo,
20%H o) ~ FepasEr QEAH, 239 www.hana
ol . . i 107}
70 AAAAFAEA 3, o Al Q3 Y, 394 tour.com
Rt
200kl o) ~ AAFEE AR, Shekabs .mod
g o | Al -3} . S . - www.mode
cORHA | AFAEIE, LAY, =AY Fol tour.com
S 109+ o] ~ soAE SRMTE ats 2813 - www lotte
S H| 2% ZHAE, sEibER 8 E
° 0w J g 39H4< tour.com
= <~ =R 2 1
AZ 204 ‘ﬂﬁkﬁh_ré, doldl 29, T - www.tour
Fola 30kl felaet R el mall.com
A AZsHAY, 7hEel
olefuf= | 1%k~ y y —~ tour.inter
- s0erel o) gepakst, A, 293 | 2670 i
] park.com
) AFTHBRAFo], QEFo]
Fojol s | 052~ SHAE, wteleold, Ao, www.tour
s . B 2813 2871
YA 50kt o] A d vihEyel gt exXpress.com
10%H 9] ~ www.tour
o gYutAL =epuFe], dig e o], AFLE, | 293Y 671
30wkl gl baksa.com
ST, AA TR,
. 205 o) ~ = e www.kal
A DY 4 AEoilod 8, =AY Fof 243 1174
S
702t SAaAY, A mae tour.com
10%H 9] ~ 1 www.yb
A el A4, Al 5t 9 eheikE Rl 239 1470
30wkl ) tour.cokr
109k 9] ~ www.jau
Aol AAZSE, Seah Au ou3el | 137) :
30wkl ) tour.com
x 7 o PAPE FHo]A] AA AE 5 2010 108 VI, =4 A

33) Tl &3 o)A (www.hanatour.com)

@ jeju



20

-

1.

Fow TAEo] Y3, /1A

AFs 374

o}
T oo - 9
wﬁ ﬂr H X X o B oj do of W N BE ]
< Mo i L AR T R
- o G e ki N3
X ﬂr ) N AT o oy A al ™ Moo
5o = _,%l i = ) T ! ‘;b ojy oy or il
T RN B oo R o Moy,
mn - R
TE o s Retys 2k 2 5 5 -
B o= _mn i ; W s - =3 Y oy
WM RN RS w N T M T e T o
~ M T B o R o <X I
~ — T Hin 0 N = == o Y
ﬂﬂM 0 Wl O’ = ;o’ =0 1‘% o s . ¥ oR o
=R W = R TR ) Mﬂ iy T =y = o
# ok Tool W T B P - =g cll
- 2 ! Z) o = @ A ap , M o =
X 7E m} H ﬂo — | —~0 ~X —_~
—_ piinr OE :i © ﬂ 0 _i < Jl N
oz R R S o o
T < o on =1 o T T = g or i =o o
~— _i <® o oy ‘o) ‘wa E <0 — X 1o T
) p B S b 4 & AN T
5o P ow N . T o YR
N % = =
T 5 Mo M A ol AN S TGS Mo O o
— ,Ul —_ ® — ) JH o
o E R o B o T YT = o =
- ald o = m = o — X e
= Al e o ml ™ T 0 =0 ~
— H w Ml O W TR 2 P oa NN o) ™
= A 1,_m ! N "y EIPSich 3 i ma} - B o 4
T B oo MR b I e i
Calg B g X .- Jo O By L oF
oo "Ry gy K B omm o 5 N = T -
2 = BEE R mm TEF W A S
© 5 el S oo w 3 °
5 o = » o S " of T X B W <o 7l
o o LY LY AN w o = 8 o o R
o D;Lﬂﬂﬂﬂrﬂ@. O A o 3 wio© ﬂefab
w e “mo ®HEE g SEEZAT siz ™ oo
< w oMW R oMt e Ry, SEE . SUE
S <X E oA -
© s
\A

- 10 —



e 2R A% Bk A7 kel Aol GFE A 9o AUY BE
g

A28 olglElE FRE MPoer I Yk vpAE Eokol A o
24e gFolA A gl e, 7HA e A&l st = B2 AFTF o] Fo A A

FUTEH TP (value)s 1 F4E APOE Qstel, R Reop i SRS
o3l tgaal Aol A=, ARSI E el waw B4 Ee] U §
2 Ao, Ae el Az OBl Rl BEoR na gon], Je s
= e Bsh BEY NF
A ZHAE A Avel 488

Z’:
of Aelstel M= 7ide #E 7IEolehs vAA dAl A thFei XAl gt
e

o
o
i
=
2
“
32
)
ro,
i
%
B
>
tob
%
2
i o
B
iz}
=

VY 7 TRl o dAle] Ad AAE JRA A s=d, ofd =l
thatk 123} Hrh= ol#d AAE T A Do FHEe AV AdeeH
o] THA o] o] o] st dA e HE, FFoE, FEo] e vAA v =
g 7= LA ATEAlE 546 deiAE dFE B frhse

Pizam} Calantone(1987) 7i¢1¢] &2 7118 7[Ao] da& &ow, 714
= A A el A ERe g e 5 Ao, Aol v, Ee
Bzl s was] & 4 va F
FE MAE fQde2A TAE GgFaL IIANL A AbEe]l ddder 71

o] A FEA @ AAL 1973d9] Rokeach® 71x &t} (value

o2

34) ERAJAL = =2 A 3H2009). ANQIVEAlOl E o 4FE o] #REA ] oA mA& 7 A
o], T&AZstAT; | 33(3), p.229.

35) {-FEH200D). 7HE R 71A 9] g BAdo] #ek AT Ar|distu Hd ek, AR, pd

36) A AA1997). 7R FFEAA] AdardA el vAE G B AT, THF- ﬂl/‘ﬂﬂ
T, 92), p185.

37) A. Pizam, and R. Calantone(1987). Beyond psychographics - values as determinants of tourist
behavior, International Journal of Hospitality Management, 6(3), pp.178.



paradigm)o] ik E o] F AT L= JFAE FEol tid FAA A1) Aol
W, 2 gl tid Y Ee griR Aosta, JhA = AlTAd Aladoly, A

olgt MY 7tAER T

o

Ha i 7 skeivkse

7hA s thqleo] Wy o] Fo] AM|Al AE AFolA Fo WFR AE 2
Az oz tFEA HAEd, Vinson, Scott®} Lamont(1977)= Rokeach® 7=
goz, /A7 A (personal value)e] AL Abg, Abs, BZ(idea)ol 3 7}
e 93 7lEoly, 43 oE49<] vsd 39AE A9l FF 5kl
AA, 27 7k (global value)= F7d2olw 7jle] U] 7|RH o= 7}

=

AL e AR A Aage TR 7o), =4, BAF F90 g 1A

(domain-specific value)v= 54 Ao 43S 7|22 55 A0 AA 4,

AR A, T @y 55 Boko] A@ WA= shA AL STk rhA e R A
2240] 3t 3 7F(evaluative belief)= HaA=¢} A Fo] #d Adozm vl

ATt A Aol <14 8k7] frhal silo, ol g gk

system) AFE LS A, AAA 27, bS5 22 o5 A s weE Ao

BT <19 2-1>= o] # g JhA| AlaElE Bojsan gl

4

7

H =<5 do
o=t &2k
(Evaluation of
product
attributes)

ST Y0 ozt
& (Domain-
specific Value)

=R 25|
(Global Value)

A2, HAHE, PP 5E 82

o /

D.E. Vinson, JE. Scott, and L.M. Lamont.(1977). The Role of Personal Values in Marketing and
Consumer Behavior. The Journal of Marketing, 41(2), p.46.

38) R. Madrigal(1995). Personal values, traveler personality type, and leisure travel style, Journal of
Leisure Research, 27(2), p125(A 1),

39) DE. Vinson, J.E. Scott, and L.M. Lamont(1977). The Role of Personal Values in Marketing and
Consumer Behavior, The Jourmal of Marketing, 41(2), pp.45-46.
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HA B2 de

UF. Madrigal? Kahle(1994)2 7k A|&="lol] A3ko] A o5 {71 &8s &
37

qatol 59 479 Faold s, oI A9 AAE AAw Yow F8
sl Azsts F7b BEel Aol vk £330, Plogrt ANE o1
A f93 9 b BANE B ATdlAE oJBAEY fPL 1

o Rl ZEAIeE dRe]l dvtal W% sthAl  Crick-Furmanit
Prentice(2000)2 719 7HA &4 WHS 33459 74 #3& Ag3] wof
3l7] oJ@utal FAEHA, ASATE F3le] #BAE JAE /AR A

[ez]
o
3 RAFF AT FHoR setatdn, olEY 2ol o8 474 3

2) A Z+" 7} A (perceived value)e] 714
19709 158 =4 #ge] T840 ik A, AL G AELS AE F437
A e 284 MAE H-d FAZ aysRa, 4 MAE 3 A3

FUE 2 wRe AeH Bz dysksln ST AUk age g £

o ojds] A Wk fE T oI WEm QA= spARE A ef o]

Aoz HEatls A7 AARA o] # 3 A3k 3lo|A] ZH] A consumer)
B 3L (customer)®] #FANA A E A2 kAL, R 7EA], W] digk <
#HA ATl A F-E A e 7FA] (perceived value) 7Nd o]l =95 AT

Z27] AZ4E 7tAE A8 A9 glo] Av|AE9 A (feeling, fantasies)44)

40) R. Madrigal, and LR. Kahle(1994). Predicting vacation activity preferences on the basis of
value-system segmentation, Journal of Travel Research, 32(3), p.22.

41) R. Madrigal(1995). op.cit., p.125.

42) D. Crick-Furman, and R. Prentice(2000). op.cit., p.&9.

43) R.B. Woodruff(1997). Customer value: The next source for competitive advantage, Journal of the
Academy of Marketing Science, 25(2), pp.139-140.



e B8 (utility) S A A AREAE=d, 2 7249 AP Zeithaml(1988)
of olste]l AHHA HAATE 1= v dReA sHAR A, JhA e g
Ao E A& WA, 7t E A UEY AR A gl

A, 7FA= A 7HA ot

A, 7FAE AlFA Ui7E Yk Aelth

AR, 7kA = A= A tste] A= FHolth

A, 7hA = W7F Alsgk Aol gk Kool

ol MEES AR, v AZRH 7HXNE ‘A& A(given) AFLLS A
(received)oll thek 12& nigrow sh= AlFe] ol theh Aav|xke] A4 <
% 7Hoverall assesment)”2 Aol E vt 3k 7FA = FA N Aele] 7ol
W FaA REA ddola, 248 W (trade off)d ¥ AvhaL FFEiH,
anlAre =4, AR, = e B Ao esto] AlEd Au|xvt F5EH7Y] ui
of amulxke] sjAe] ZAasd, AlFel ek A74E kA= SulE ¢ dvkal F
oA ThA0) Zeithamlo] 1A S 7HE S o|F A7AE9 o4l nigo]
AzZtE 7rA el gk AF-AQ A5 7sskA s Stk

Dodds(1991)+= A Z¥ % A(perceived quality)d R|Z¥ 3] A (perceived
sacrifice)®] ztolollAl ZL JiS AWstEal e, <1 2-2>A Hols
T A FZo] avAEe] Woled Sl 7HA WSl dlelA, 23 3 A
ofel s Azt@ 7|7t SUiH A dadnal sk webA, 38E 3l
= W1 E HolA 7HAe] AFeA "W Agd 7hA = A" o gt 3

8hg v

A

44
45
46
47

M.B. Holbrook, and E.C. Hirschman(1982). op.cit., p.132.

R. Thaler(1985). Mental Accounting and Consumer Choice, Marketing Science, 4(3), p.199.

V.A. Zeithaml(1988). op.cit., pp.13-14.

W.B. Dodds(1991). In Search of Value: How Price and Store Name Information Influence Buyers’
Product Perceptions, The Journal of Services Marketing, 5(3), pp.31-32.
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<a® 2-2> AZd 7R A g

Fal
I

et T R|ZEEL FhH|
7t =
W.B. Dodds.(1991). In Search of Value: How Price and Store Name Information Influence Buyers’
Product Perceptions, The Journal of Services Marketing, 5(3), p.31.

Sheth, Newman¥} Gross(1991)& AH| A} ME 5o FFS nA= 820
ZhAlgkal Bar didte w5 E F5d B8 de A& gy, o]y
AT EddE Eskal, A ThA e diste] BEsk Ade ol ds] Ay 3
A ektyan FAEH A Woodruff(1997)= 312 71| diste] vhg-3 2 9%

A& AT

AA, A& aA 7pA = Folr

=4, 14 7pA A A He e #9971

AR, oA nA e THAE A AN

YA, o]9A A /1A S Wl AlZ ALY

2= 39 THA R A Al (seller)ol )8l AlE Hol x|z Ae] obd A 9

A oA AcwM, wAe) HS(EA, Y, BH)F nAe] AR(GIA, 54

el wa Ao gk AN o Wi ;A AN s BRoA Wobsha

48) JN. Sheth, BL Newman, and BL. Gross(1991). Why we buy what we buy: A theory of
consumption values, Journal of Business Research, 22(2), pp.159-160.
49) R.B. Woodruff(1997). op.cit., pp.139-140.
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= 3}itEsn
Eggert(2002)= 7129 AFES A E3 WA
< stetstgEd, AAE S e wF APdoR ME AR there AF

= As v, ®rbekes AolEkar Rtk o8 Rl Ce® 1i= W=y A vhAH
AAM Xztd ZHA g, AEE g de UE Uehe gy Ay § 9t
o= g st 3elHsy
olet fAFSHA, A2t ZhAl= A Jidela Az i S 3 Qg%
A, Eskd, AZEE Folol ol vE=A d4E & o, F-ulfd (before
purchase), T-"fA] & (at the moment of purchase), A}-&*]% (at the time of use),
Ab-&F(after use)oll =¥ A@ o] Avpa FA A7 = 3} 3IT}52)
Tule] AFEoAE Zeithamle] gt Hrte] AES 8319, %7
g AYsA Hed deme dAZQR004)= AdE FHlE Skl dA H+=
sleiol iste] A=d Wge] i "tz AMuA ZEAE Aelshal, dAds

o

o
-
A,
AN
)
N
rir
r o
o
£
o
ot,
M,
Zi
g
ot,
i)
)
o
0%,
i)
i
s
o
o
il
2,
o
S,
o
o
e

A= Ale) AldelEe Al viga Fal, 54 AlEe 7lskal ARg Sk Ay

Aol Algla ela) A v 89 3 A(sacrifice)d 259 8 & (benefit) 2] W)

50) H.G. Gordon, and T.L. McDougall(2000). op.cit., pp.392-393.

51) A. Eggert, and W. Ulaga(2002). Customer perceived value: a substitute for satisfaction in
business markets?, Journal of Business & Industrial Marketing, 17(2/3), pp.107.

52) J. Sanchez, L. Callarisa, RM. Rodriguez, and M.A. Moliner(2006). op.cit., 27(3), pp.396.

53) AFZ-GAZ(2004). TFFE FHAA LG D3 AF, THAFETAF, | 29(4), pp.221-222.

54) Az -8 EH(2007). SAE WHEA Y A7t bR 9 v ARE R vAe P, Tebaad
+38) 4], | 13(2), plll.



E= 2ol 3k W 7Hassesment)® A A o] Hk & Aol A= Az ¢
A1 5.(2004), Woodruff(1997), Zeithaml(1988)2] 73S 831 “H7]#] o 4
w THiAbEe 244, vedd A g5E e xpolo] didk W&o
B E AzbE hAE A Ystar A did R

< 2-2> A7k AR 9 Qe

Q74 Az A AEA Aol

ARG A3 AZLE Ao NE QAL hgos H

Zeith 1
cithami(155 AES) E8A OB 2nAel x40l B

Dodds(1991) Aztd Fd3 AzZtE A9 Aol
Sheth, Newman & Z2HARY] g Fe] FEhE vAE 8QoR
Gross(1991) geto2 iy 958 &8

oA I5(EF4, Y, 589 e A&7, A7k
Woodruff(1997)

Gordon &
McDougall(2000)

Eggert(2002) Aed = J= & ke wed A3 §Ete] ek

AL GNEQ0H) | BBAS HAA-SAY 43 BpgEe] o8 AT A vm

)

A5 FAT H G B} F =4 vz

A 142 AR 7

o

3) 78 F1A e T U

Al A2 7EA o) o]y gk EAE olsfst ot L
Aoz 9dte] G (uni-dimention) 0.2 F2 A4S 3Avh AZ4E 71
o] YA Y (multi-dimention)ol ™3 o]EF  F =  Sheth, Newman¥}
Gross(1991)7} A A8+ 7]°54 7}A] (funtional value), A}3]4 7} (social value),



ZAAA 7FA(emotional  value), #14  7}A(epistemic value), 334 7}F
(conditional value)®] 57b#] S.acl A58 AFH AL & 4 QT 754 7HA
= AE ke SA4doly ARERY Aol BE, AR A 7hA = ditel o3
AN £ OF% Ul AMREHRe BARFE dE E& 784 7HA = A
Aol Algshs =golu AAA HHEFH d59 28, A4 7HAE SVE
EHHF o7 A &7E UEAL F d= Yioke] sHoRRY 9A He
|, 434 A= 5F Aolu Al7ld AdE

TAYATEH 2L}, <2 2-3>014 AAE o

(overall value)®] 74 842 7FH7] ¥l &

AE2A A0} Azt Ao MY BRE AN v off ol Ytk

iy

<3y 2-3> AuA AHe] Gg WA= 28 A

Conditional
Value
(A=)

Functional
Value
i
(Z1=5)

Walue
(AFEIE)

Consumer Choice Behavior
(Z~H|A} HEH SHE)

Emotional
Walue

Z3=

Epistemic
Value
(=5

JN. Sheth, BI Newman, and B.L. Gross.(1991). Why we buy what we buy: A theory of
consumption values, Journal of Business Research, 22(2), pp.160.

Groth(1995)= 84 =W 7[A(perceived utility value)2t 212 Z 9

4

7} 2] (perceive or unperceived psychic value)® 3-e}3}ar, AAA ZHe] 712 &
A 12 7F5 (conscious) #9121 B 715 (unconscious) $F 27119 Fio=2
sto] Hrp MF-AQ 75 A% 3T

A2+ 7EA 9 gl 2uS wop A E 3 AFE A 7R (acquisition

value)9} & 571 A(acquation value)®] #olt}. 3FA, 7)o AF-EoAE 4

55) JN. Sheth, B.I. Newman, and B.L. Gross(1991). op.cit., pp.161-162.
56) J.C. Groth(199). Exclusive value and the pricing of services, Management Decision, 33(8), p.22.
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vl Ake] #ado] obd AikAR(seller)d] #AdellA o] 27FA] JdE AL ete] &g
A7t Ho] QqA &) Grewal, Monroe®t Krishnan(1998)2 o] /&S
AL @dol A B ARUiAE FEE dv) A AvArf Aag Qg
ZFA e gk 4] ¥l (mental comparison)e} 3L, 57X E AlFd 714
ek HrkE ALYt AN o] F o aas AR ZHEolA gon 5L
A7y Azt A E F2 Agetal glow, AHrtAE F550 e adlele

B

_;_,E

4, 7HA, A4S 2del tgh Aol A Parasuraman® Grewal(2000)2 |
A Aol gk Aejs AT AAlE wE deR Welso|y, A
23948 FA57A, AHIEA, AFE71A (in-use  value), ZHo] W 2H7)1A] (redemption
value) 47} 2 A otatgit). A5 71xE v go ug 7|54 =W At s
A FHow Wi, ANV E AFE/AHIEE AR RN dE VAR, I
WEZEA = A2 ¥R e AlFe] AME E7he A7l Helds THAE 9
A L)

Sweeney 9} Soutar(2001)2 A 7@ 7}A SA] offwel i ZAHE A4

B
i
N
A
)
rir
)
_>|L
&
ro,
=
o
&
]
¢d
AN
rlo
e
e,
)
o,
o
!
=,
ot
oty
i)
)
=]
4
o
o

x T4 8o == 74AA 7HA, AE A
71e A AR, 71e A, A/ TR 9] 4 7ERE AlQEskaL, 3ebA ¢ A
T AA HFAE AH HE 197 FEow FAE PERVAL(perceived value) 3
=E AA ST v g ANEE e R AFATTF o] FolA 7= st

Ak A7 H 7pA o] tlg A AR Swe] Azl HoA o]F e ARs

57) D. Grewal, KB. Monroe, and R. Krishnan(1998). The Effects of Price-Comparison Advertising on
Buyers’ Perceptions of Acquisition Value, Transaction Value, and Behavioral Intentions, The
Journal of Marketing, 62(2), pp.55-56.

58) A. Parasuraman, and D. Grewal(2000). The Impact of Technology on the Quality-Value-Loyalty
Chain: A Research Agenda, Journal of the Academy of Marketing Science, 28(1), pp.169-170.

59) J.C. Sweeney, and G.N. Soutar(2001). Consumer perceived value: The development of a multiple
item scale, Journal of Retailing, 77(2), p.206., p.211.



Az ThA o] Al Aol digh Agoh AlE AYHEA RS R4S 4
HE AlmEo] AT Yonggui et al.(2004)2 7|9 FHHE 225754
7FA, AR 7RA, AR A JhA-el v SAS oulste AdE A
7hakel 47FA] AH- Y& A B0 HA = 1

3 7" N E 2AT o), AAA shA(affecive value), AR 1A

o
X

(perceived sacrifices)

(symbolic value), 33+ 7} (trade off value)® 37}4 x9S AAIS AF= 9]
ATESD o] A AAlA 2R, A3estA AA, #AAA A" SAE Fs
d, 34 AEwE ngdvd, 7] dgolA AAEHAE, 754 71A, AL
A 7EA, AR A A e AR ekl & 4 dth

A gl o] 5 7] -0 -8 7](2008)= U E FHA = W

£

o Yo = Tl
N AAR AAE A5AA, AR, FAA A, A5 7HA, 734 A
5714 Agew ARt 2A5H G 2L AAFATLD o9 2L A
B ATES Eor A4E AAE e ArEHE a4 TR 5

(1) A4 7}A] (emotional value)

AE Az Faate] 44 wkg-g FAFA sk, 4 A= A
F EE AMYAE Ful, A&ste=2X ZHA HE =Z(feeling) T AAE
(affective) HEHIEZ5-H A= T84 Hat H7l= HLB 2 F v} av[AE
& =7 & (pleasure), B happiness) 53 o] A A AASE A
v]-g34 vl FrhskAl dek AQle] A A, A4 EE Al
dE Fel mEy vha Fold A A AU dAdEHel A 5 Qs dE

=AY dRelA =

I AVIE S, o=l Fofell A= g e v, F

o
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o e
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oK
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60) W. Yonggui, L. Hingpo, C. Renyong, and Y. Yongheng(2004). An integrated framework for
customer value and customer-relationship—management performance: A customer-based perspective
from China, Managing Service Quality, 14(2/3), p.171.

61) S.-P. Tsai(2005). Utility, cultural symbolism and emotion: A comprehensive model of brand
purchase value, International Journal of Research in Marketing, 22(3), p.279.

62) A1 &#-0]%7]-0]8-71(2008). A4E ZER7F HEA v, AR W FH At plX = GEk
e SR EAS FAoR TgdAdegdAT; | 17(4), pp.190-191.

63) J.C. Sweeney, and G.N. Soutar(2001). Ibid, p.211.
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(2) 71%% 7}A] (functional value)
7158 7hA A v]g9] H7F e AEH Aulxae] xZhd Ayl FHA=

B dojzx FgAlH B dura oz V)52 sA =

(3) A3l 4 7}A](social Value)

ARSI T A= Rk AL E A 2] Q12 EE SRS FFAATE AFE
/AUl =g sE o R EE AA HE a8d dig FraE sdsl Fded, o
€0 37ke] oFu AT & s E o Ele o3 EE 2 An=

(ld

5= HAE B e, 2% FoplAE o @A) stel=, e ol@e
Aot FuAgte] #AH FHAE 452 L YoM ANAABYES o

Hom @ ATAA Bw BAAR asgold FHAZMe] ANE A1F A
A ERe AT ATE ALSAT AEA AHE e A99T7EA

64) P. Williams, and G. N. Soutar(2009). Value, Satisfaction and Behavior Intentions in an Adventure
Tourism Context, Annals of Tourism Research, 36(3), pp417.

5) W. Yonggui, L. Hingpo, C. Renyong, and Y. Yongheng(2004). op.cit., p.172.

6) J.C. Sweeney, and G.N. Soutar(2001). op.cit., p.211.

67) H.G. Gordon, and T.L. McDougall(2000). op.cit., pp.393.

68) A& -0]%7]-0]8-7](2008). A A=, p.183.

9) P. Williams, and G. N. Soutar(2009). op.cit., pp.417.
) ARG AEAH2010). YA ol o] A A7; spA| &} w9l ege] AR, THEd

T3, 25(1), pp.269.



AR A AR ARoR AAHIE o, 4 FE Byy w5
B ojelgom Aste] AAAom HgA A9 BA @ AW, JBYE
& tgoR s ATEIAE BRAT slols, oA FHAn 1A, o By
F oENASte] B Bo F2@ WAL 1AHIL oH M B AT oA
714 FES A7 e S ool A8 AN ZHo] bEd Ao

Mol Abgl A 712l 2ol g FHE A= Aotk

< 2-3> A9 A 9] 2

o177}

Sheth, Newman &
Gross(1991)

P5A 74, AEA FHA, AA AR, A AR, A8 7

’

Groth(1995)

F84 MR, AAA FHA, G478 A, A4 Ebs A

’ ’

Grewal, Monroe &
Krishnan(1998)

A 7HA, A5

Parasuraman &
Grewal(2000)

HEAA, AGAA, AT, BN

Sweeney &
Soulter(2001)

AR 713, A8 A 7HA], V1 7HE 7HA, e A A/ 7HA

Yonggui et al(2004)

A 7R, A8 A AN, ARA A, A% 54

Tsai, S.-p.(2006)

ANA TR, A A, 2@ 7

’

M@0l 57101871

(2008)
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’

F NYATE o A AFA

4y B3

o

Azka ARl dE Ade melel
= 583 fASHA, el BE a2 9

SRR

B

7

i

71 AR, pp.277-278.

FEA Aol Aua qbjer X3
A

Ak ok Al = E 7



NS #EAE 4BAL daew s Ao, 957149 ARshAe
Azkd A9 B faEM ASHQR, AT s AzE A B
g 4% BASA AT Ag AL A5ARG AT R ¥ 2
Qe WAL RoE tehdorl, JEe 4 EEe] #3408 Mg ¥

TH A7) el A3 AaE mEI] A A fokel Aee oAt
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James(2002)&= A u]2 FofolA] A&e vk =59 Ao ES AV AlH|
2 Aol Agbsk AR JIES ARSI e X AE A E @l Ao A

SAGA W g 2 27FA ZAF o] A sthal A4l Ade &
vz 7F kA 8] om & ERbafA QlA|ste] Al S0 ol EAE AR
g 437 ASY oAE9A 1 ZHAE FuAZE o AdEA AL Weks
2717k ofgoha 3kt aE VE ATEY ¥4 A4S ngoR HEE ]
Ao Algt & AF= AJAES GO R 29 dF FALE AAstY, 9
&4 7FA(behavioral price), AF4  7FA(monetary price), HAFA kS
(emotional response), % Z(quality), ™A (reputation)e] 571 =€, 2571 #H =
T/4¥  SERV-PERVAL(service perceived value)e At A TL™)
SERV-PERVALS AH| 2 4b9del] A88 e ARZ AA Hloy, I .
A5l JEAQ AFAFEANA A8 o], HE3re] Aol B8 SAE V)
AA HA3, o] F AFAFE AMEEH= A7 BA 2AT

FHE2006)S e FxAFNE WO R S ATolAN XAH THAE F

Aol del, w4 7HA, dlmy HA, AR TEA 9] 7] Akl o

hu
>
of\
M
it

Aol Fol Auh ole 53], oFAES el gk Adwkd ZFA|(overall

72) F.P. James, and J. B. Sheila(2002). An examination of the construct of perceived value for the
prediction of golf travelers’ intentions to revisit, Journal of Travel Research, 41(1), pp.42-44.

73) F.P. James(2002). Development of a multi-dimensional scale for measuring the perceived value of
a service, Journal of Leisure Research, 34(2), p.124.

74) FERQ007). A =ZAFAL A4E RA I wESH FAZ PA= FE
21(2), pp.333-335.
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& el Fde FoH, V€Y AREe] 2 e A

A Agetms AAHEATL FAsAY. Elske] o8k dAE S Weks)

W 6209, 2470 #Axeo] GLOVAL(global purchase perceived
value)- S AAELE T AAE FAmoA= 75482 " (functional aspect)ell 7]
52 M)A 7FA (functional value establishment), 7]%52 £AFY 7}A (functional
value personnel), 7|54 A& 7} (functional value product), 7|54 7}4 714
(functional value price)& ¥&A| 7|3, A4 HF(affective aspect)ol = 744
7} x (emotional value), A}F& &  7}A|(social value)® +5F5 3 Ar). AAH
GLOVAL HIZi= H71A oA P =9 Aze 7HAE S48k &3t
A AR dvtal ATAES

Z
T8
FHS PEH AW ANEE BRASY Azt A U AP S

o
off

TAA 7R 37kA 8] AHEE AL

e sh7]A] ol P AES Yo E S A AwF2008)9] AT-olA AFAE
< oAFggFd HA-dE A FA4H =4E Jidstal A &stax gien,
Sanchez et al(2006)°] A|Al3 GLOVAL #HEE = Astel] w H3d Ars)
Atk ole oA wujsi= a9 HTIHFo e BN o FAEAHT/Ont
AR M A(T/G), FEL 22 Anjx Q1™ dgre] FoAdd F53to] o|A=
& A7te 7R 8ad E£AIZAT o]FE wiE o ®, offetuivbA, FEVHA, &
YH7HA, AELTEA, THAZEA, AR AR, A TEA el F A AReel 81
A AERE AN AF3(2008)F A el HA71A FE o8 APAE
U, AR "g #A SA-S 9% AgolA A=
Brbe A2 AN e, A er 74 o v

Bt

75) J. Sanchez, L. Callarisa, RM. Rodriguez, and M.A. Moliner(2006). op.cit., p.397, p.406
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ABSTRACT

An effect of perceived value in Jeju-island
package tour product on satisfaction and

behavior intention
- Focused on domestic traveler

by Hyeong-]Jin, Jeon
Department of Tourism Management

The Graduate School of Jeju National University

Because of the establishment of five day workweek, operation of low cost
carriers and several external factors, the amount of wvisitors in Jeju Island
gradually increased in these days. Unlikely overseas travel spots, Jeju Island
1s inexpensive and convenient tour destination. Although most type of tourists
visiting Jeju Island is individual, many group travelers are visited by using
package tour products.

The purposes of this study are to examine relationship among perceived
value, satisfaction and behavior intention, to investigate which factor of
perceived value is mostly affected to the satisfaction and behavior intention
and to provide a practical implication to travel business fields.

To accomplish this purposes, the concept of perceived value, satisfaction
and behavior intention is settled and various theories were examined on
literature reviews. Based in these, research model and hypothesis were
established.

In quantitative analysis, questionnaire survey was conducted to domestic



tourists departing Jeju island in Jeju International Airport during 9 days.
Total 362 questionnaires were distributed and then 352 questionnaires were
collected. 334 questionnaires were finally used for the analysis. SPSS 12.0
program were employed for the statistical analysis and exploratory factor
analysis, frequency analysis and multiple regression were used.

The result of factor analysis, perceived value of package tour product
divided by four components - emotional value, functional-quality value,
functional-price value and social value. At verifying of hypothesis, there was
positive  relationship between perceived value and satisfaction and
functional-quality value most strongly affected to the satisfaction. To the
result of regression analysis both perceived value and behavior intentions,
positive influences is also proved.

The discussions from results are as follows. First, elderly aged tourists
such as from 40 to 50, and group travelers generally used package tour
products for their travel in Jeju Island. In addition, they visited in Jeju Island
not special vacation but weekend leisure. Second, perceived value of tour
products are composed by multiple factors. Third, perceived wvalue has the
role of precedent variable on satisfaction and behavior intention. Forth,
distinction from other research, functional-quality value strongly influence to
satisfaction and behavior intention.

The practical implications from this study are as follows. First, the tour
product should be planned and organized considering demographic characters
of customers. Second, travel agencies have to more concerned about product
quality and Jeju province government must supervise to decrease about
complaining of low quality products. Third, more empirical researches should
be studied on perceived value as multiple factors and relationship among
variables.

Limitation of this study is that the results could not be generalized because

survey was only conducted to domestic visitors in Jeju area.
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