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ABSTRACT

The Effect of Selection Attributes of Integrated
Resort Visitor on Perceived Value and Behavior
Intention

- Focusing on A Integrated Resort in Jeju -

Sang—-Hyo Koh
Department of Tourism Management

The Graduate School of Jeju National University

The purpose of this study is to empirically examine the effect of selection attributes on
perceived values and behavior intentions of Koreans who have visited A Integrated Resort
in Jeju. This study is to provide academic and practical implications and to contribute to
successful operation of domestic integrated resort industry amid fierce competition in Asian
market.

Integrated resort indicates a large—scale resort with a variety of facilities such as hotels,
MICE, theme park, water park and restaurants, centered on casino. Many countries plan
to invest integrated resorts. Because Integrated resorts helps to boost the local
and national economy, creating jobs, and expanding tourism market.

Currently, Domestic integrated resorts is being developed around Yeongjongdo in
Incheon and Jeju. Paradise city is the first integrated resort in Korea and located in

Yeongjongdo in Incheon. A integrated resort in Jeju is the biggest resort in Korea market



and opened on march 2018.

This study surveyed Koreans with experience of visiting A integrated Resort
from September 21 to October 8, 2019. The survey was conducted by Online
survey that was distributed 300 copies of questionnaire. A 282 of total valid
samples were used for the final analysis, excluding 18 copies of unexplained
items or unfaithful responses. In this study, the statistical package SPSS 23.0
was used to analyze the demographic characteristics and characteristics of
tourism according to the frequency analysis.

A study through regression analysis was conducted to determine how the
selection attribute affects perceived value and how perceived value affects
behavior intention. As a result of the study, it was confirmed that the
sub-factors of convenience—accessibility, aesthetics, and perception of the
selection attributes have a significant effect on perceived values. In addition, it
was confirmed through this study that the sub—factors of perceived values have
a significant effect on service intentions and emotional values.

This study provides the following implications. First of all, as a case of
empirical analysis of a integrated resort visitor, it can be said that it has
academic significance. Second, it can provide practical helps in establishing

marketing strategy for a integrated resort.

Key Words : Integrated Resort, Selection Attributes, Perceived value, Behavior

Intention
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