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of £AL ANHAL ATEATE SHANME P, A, 25 59 A4

= WEe® aglal, A A SN A EH, AT wFA WSl A

WA gue] me wRAnAgE s Aolg AFs] Astel SURE
ttest® AABA Ba 29 ol HH(1=-233)0 4 el W o]zt
ERute. ol A (M=32477)0] 4 (M=3.068D) 1t} BiFgko] %A vehg ojgo] %

A 9 =A Abstes Ae & 5 9

<3 4-15> Aol mE #AA A Aol

29l g4 N Bt TeAzt t-gk p#t
A% & I e i
A
A
7}+4 ;; fli ;;2; é :ﬁgﬁg 1.713 089
e e e e
*p<.05

AGo] W BFARARY 20 AolE o] Slahe] iR HAHRA
(One Way ANOVA)E ANt #4243 A%, %4, §% Solxe Ao

2 Aok Ve @tk sAw Aol feldgel 007 Aol wel
Aol7t Q= Ao ehgt

A gke] foa Aol: Ask7] $)ste] AFAE Scheffe BHEL DA

At A A 30t 40t Fd ghol el gt 2ol 7b yhEluk
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<HE 4-16> A" wE BFA A 2o

829l oA N o3t Y783 | FI/A28E | Scheffe
20t (@) 136 3.3303 64646
- 30t (b) 7 37520 61597 )
AE 4001(0) 56 37308 63599 908/.413
50t o1 4Hd) 45 37873 66423
20t (a) 136 31103 63122
. 30t (b) 7 3.0602 67443
=2 _
e 40t (c) 5 33214 70486 1.938/.123
50t ©14Hd) 45 3.2148 74588
20t (a) 136 2.94%5 71287
30t (b) 7 3.2503 88142 ..
A
M 40t)(d) 56 31429 72156 4078/.007 b<d
50t o)A 45 27852 92156
20t (a) 136 3.2770 6279
30t (b) 7 34398 53318
o B _
e 40t () 3.3360 59891 1241/.2%5
50t ©14Hd) 45 3.3704 70073

A3 A Fol A 2009HY o]sl, 20173009, 40175005 A&k Ire] {2l gk X|o)
7} vhebk
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<E 4-17> 259 wE AgxnpA"g Y 2~ Aol
89 2= N ot ¥FHA | Fi/A2 &85 | Scheffe
2001H o] 3H(a) 123 39245 60119
- ~3009H ) | o
A= 201~300 (b) % 3.8045 63956 4402/ 002 2 b, d
30174009+ (c) 63 34385 65548
40191 o] AHd) 28 3.2286 51208
2001H o] 3H(a) 123 3.0949 66874
. 2017300%+¢1 (b) % 3.2386 64808 .
EXY 2.937/.021 -
30174009+ (c) 63 3.2804 67257 /
40191 o] AHd) 28 28231 71403
2001H o] 3H(a) 123 29593 74485
2017300+ (b) % 3.1298 86335 .
744 2.783/.02 -
} 30174009+ (c) 63 3.0952 76769 783/.027
40191 o] 3Hd) 23 209111 1.03460
2001 o] 3k(a) 123 32764 63261
2017300+ (b) % 3.3789 61041
o 1.255/.283 -
B 30174009+ (c) 63 34021 59616 /
401+¢d o] AHd) 28 34522 56895

FAE wel Aol Qi Aow
How foatd %e Ao ey
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<E 4-18> AT Ao] we HHATAY N Fol

o] 3 =4 N ks XA | Fa/98E | Scheffe
F4/#3a) 250 3.8657 64894
3] 9]/9 5(b) 19 3413 59265 "
AT/RAAFEC) | 30 36331 S0l | SB30A010 a b
71 EHd) 10 37286 65101
Fob/3a) 250 3.1853 69025
QA/%‘ (b) 19 27719 64838
/A () | 30 3.1222 52874 2.258/.082 R
_71EHd) 10 3.1333 59213
F/ A a) 250 30187 83840
QA/%‘ (b) 19 3.1930 81131
AF/AAE () | 30 3.0333 79438 261/849 R
71 EHd) 10 3.0667 63132
Fob/3a) 250 3.3773 61610
3] 9]/ 5F(b) 19 3.1930 58072
AF/AAE () | 30 3.1667 64178 1.599/.190 R
7 EHd) 10 34667 44997

o FolFE 05NA BAMOR Fol7t Qi Ao Eu A
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<3 4-20> ARG wE AFAwA G 2 2o

829l Ar A=A N 3t XA | Fa/Aol3E | Scheffe
7ho| =5 (a) 22 3.9091 66357
FZel/BeMb) | 42 35408 57102
7T A () 3 3.9048 95119
A o] A4 7R (d) 32 37277 67919 2.569/.019 -
AT/ AA 2 | 63 3.8050 65831
AE () 130 3.9330 63744
71EHg) 17 35882 58876
7tol =5 (a) 22 3.3788 72954
FZel/BeMb) | 42 2.9365 49517
7T A (0) 3 37778 1.07152
=l o] PAFATH(d) 32 3.1667 65583 1.907/.079 -
AT/ AA20(e) | 63 3.1429 79810
AE () 130 3.1949 66509
71EHg) 17 2.9608 35123
7hol =5 (a) 22 3.2121 80043
FZe/BeMb) | 42 3.1270 73971
7T A (o) 3 24444 1.3.4715
744 o] B AL 470 (d) 32 29375 85692 937/.469 -
AT/ AA M) | 63 3.0476 82709
AE () 130 3.0385 85023
71EHg) 17 2.7451 71229
7tol =5 (a) 22 35152 53182
FZe/BeMb) | 42 32778 50427
7T A (o) 3 3.3889 1.01835
& o YAk (d) 32 3.3834 60529 2.049/.059 -
AT/ AA 27 | 63 3.2011 72225
AE () 130 34205 59795
71EHg) 17 3.1373 45733

xp<.00, ##p<.0l
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ABSTRACT

A study on the effect of Marketing Mix to Satisfaction
and Revisit intention in theme Tourist Sites

Jae-Chul, Lee

Determinant of Tourism Management
The Graduate School of Jeju National University

(Supervised by professor Yong-Gun Suh)

The objectives of this study are as follows:

First, through theoretical reviews related to revisit determinants of theme
tourists area, previous literature i1s examined and organized in all its aspects.
Second, this study tries to examine whether there are structural relations
among marketing mix factor, tourism satisfaction and revisit intention.

Third, this study tries to examine whether there are differences in

marketing mix according to the type of theme tourist areas.

To accomplish the objectives of this study, the theoretical reviews and
empirical analysis were carried out together. 320 questionnaires were collected
out of total 350 questionnaires and finally used 309 questionnaires for

empirical analysis excluded from 11 questionnaires.

As per questions, the study selected 13 items about a marketing mix

in theme tourist area, 5 items about a tourist satisfaction, 5 items about a

,69,



revisit intention, 6 items about demographic characteristics, and 6 items about
the tourism behaviour characteristics by analyzing and reviewing the items
for the measurement of a marketing mix factor in theme tourist area, tourism

satisfaction, and revisit intention withdrawn from existing research.

In the analysis methods, frequency analysis, factor analysis, ANOVA,
multi-regression analysis, t-test, single-regression were used for the

statistical analysis.

As a result of a factor analysis, a marketing mix for theme tourist area were
withdrawn containing 4 factors, including product, price, place, promotion, and
both tourism satisfaction, revisit intention were withdrawn containing single

factor each.

As a result of a regression analysis, a marketing mix factors in theme tourist
area partly affected both tourism satisfaction and the revisit intention. Tourist
area marketing mix factors namely product, price, promotion factors affected
tourist satisfaction and revisit intention. But place factor not affected tourist
satisfaction and revisit intention. While tourist satisfaction affect deeply revisit

intention.

Also the results of the study indicated that there were significant differences
in marketing mix factor of tourist according to the type of theme tourist
areas. Especially tourists who visited natural theme tourist area were more

perceive on price factor than artificial theme tourist area.

Based on the above results, marketing mix useful for tourism satisfaction and

revisit intention promotion strategy on theme tourist area. These results

support the marketing mix strategy on tourist area.
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