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ABSTRACT

An Effect of Perceived Value of Golf
Tourism Product on Satisfaction and
Behavioral Intention
-Focused on Jeju—-island domestic tourist—

by Sang-Hoon Jung
Department of Tourism Management
GRADUATE SCHOOL OF BUSINESS ADMINSTRATION

JEJU NATIONAL UNIVERSITY

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

Golf travelers tend to spend more money than just travelers who visit Jeju.
Also, golf travelers re-visit Jeju more than just travelers. Golf travelers

increase regional economic development.



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 golf travel business fields in Jeju.

To accomplish these 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 golf tourists
in Jeju and at airport during 20days. Date started from 21st of May 2012 to
10th of May 2012. SPSS12.0 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 results are as follows. First, elderly aged tourists such as 40 male, and
group travelers generally used golf package tour products for their travel in
Jeju Island. Second, mostly married male travelers, high education and
own-business travelers are using golf package. Their average income level is
between 2 million Korean won and 3 million Korean won.

Travelers who are using golf package, they tend to do golf once or twice a
yvear and stayed 2 to 3 nights. These travelers are a group of people and
tend to do golf during the weekend. Most of travelers are using Korean Air

and spend on golf package price between 500,000 to 1 million Korean won.



Travelers have 2 to 5 years golf experienced.

The perceived value of golf tour products are composed by multiple factors.
The perceived value has the role of precedent variable on satisfaction and
behavior intention. Distinction from other research, functional-quality value
strongly influence to satisfaction and behavior intention.

The result of regression analysis is as follows. First, the golf 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.

Finally, result of regression analysis indicated that there was a positive
relationship between respondents’ evaluation on the perceived value of the
product and their level of overall satisfaction. Results also showed that the
respondents’ perceived value was positively associated with their behavioral
intension. Practical implications and limitation of the study were discussed at

the end of this study.
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