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A Study on the Effect of Memorable Tourism Experience on
Visitor’s Behavior Intention
- Focused on Rural Experience Villages in Jeju Island -

Shin, Hyunchul

Abstract

Department of Tourism Management

The Graduate School of Business Jeju National University

Since the competitiveness of a tourism destination is the result of ex—post
evaluation of the image formed by the tourist recalling the experience at the
destination, research on the memorable experience should eventually be the focus
of tourism experience. There is a big change in tourist behavior and consumption
propensity, and since the tourism industry is based on mobility, it is difficult to
respond to this pandemic phenomenon. Therefore, it is necessary to study and
discuss these changed tourism behaviors by applying empirical theories. Recently,
interest in memorable tourism has increased and related studies have been
conducted, but research based on the recent tourism market that has changed in

pendemic situations such as epidemics is needed.

Based on the above research background, this study aims to develop the
sustainable development of Jeju tourism in the midst of a tourism crisis such as
the recent pandemic situation by studying the relationship between a memorable

tourism experience, which is an important factor in the tourism industry, and the
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behavioral intention of tourists visiting Jeju. In particular, it aims to improve the
quality of research by reflecting the changed consumption trend after COVID-19,
targeting tourists visiting rural experience villages rather than general tourist
destinations. Therefore, the purpose of this study can be summarized as follows.
First, we want to find out whether engagement, destination image, and
authenticity have a positive effect on a memorable tourism experience. Second,
we investigate whether memorable tourism experiences have a positive effect on
tourist behavioral intentions (revisit intention, online word of mouth intention),
and third, we examine the behavioral intentions of Jeju visitors represented by
revisit intention and online word of mouth intention. In the relationship between
inducing engagement, authenticity, and image of a tourist destination, this study
aims to identify whether a memorable tourism experience plays a role as a
mediating effect.

The questionnaire items in this study consisted of 43 items in 6 fields. Visitor
engagement 4 questions, tourism destination image 4 questions, sincerity 2
questions, memorable tourism experience 18 questions, revisit intention 3
questions, online word of mouth intention 4 questions, totaling 35 questions on a
5-point Likert scale did In order to find out the demographic characteristics, eight
items, such as gender, age, education level, average monthly income, occupation,
companion, residence, and visiting area, were configured as a nominal scale.

A total of 320 questionnaires were collected by distributing 350 offline
questionnaires, of which 301 copies (86.0%) were used for the final empirical
analysis, excluding those with insincere responses.

The results of the hypothesis tests are as follows: First, it was confirmed that
visitor engagement, tourist destination image, and authenticity had a significant
effect on the memorable tourism experience of tourists participating in rural
experience villages in Jeju. All but the relationship between visitor engagement
and memorable tourism experience (recovery experience, novelty experience) were
found to have an effect. These research results are based on Waitt (2000),
Hargrove (2002), Kim and Ritchie (2014), and Coudounaris & Sthapit (2017), who
verified the relationship between visitor engagement, tourist destination image,
authenticity and memorable tourism experiences. Chen & Rahman (2018),

Rasoolimanesh, Noor, Schuberth & Jaafar (2019), etc. showed results supporting
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studies.

Second, it was found that a memorable tourism experience had a significant
effect on the intention to revisit and online word-of-mouth, which are tourist
behavioral intentions. This is consistent with the results of previous studies on
the relationship between MTE and tourist behavioral intentions such as Marschal
(2012), Kim & Ritchie (2014). However, among the components of MTE, it was
found that semantic experience did not affect the intention of tourists to revisit.

Finally, it was found that visitor engagement, tourist destination image, and
authenticity had a significant effect on revisit intention and online word-of-mouth
intention. These research results are consistent with the results of previous
studies such as Poria et al. (2003), Shen et al. (2014), Meleddu et al. (2015), and
Harrigan et al. (2018).
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