
21

,

. (UNWTO)

2006 2005 8

600 8 4,200 4.5%

,

( , 2006).

5%

6,000

(

, 2004). ,

WTO ,

, 2008 2010

17 4 ( 44 ) pp.229 246 2008.8

Attribute Analysis on Selection of Jeju region focused on Chinese Tourist

Kim, Min-Cheol Kim, Hyung-Kyu Boo, Chang-San Moon, Sung-Jong

This paper is to analyze the relationships between the factors of choice attributes and the related satisfaction focused

on China tourists in Jeju region.

Firstly, this paper used the covariance equation method with the questionnaires to investigate the attributes affecting the

visitors' satisfaction and service value.

In conclusion, the attribute factors affecting service value is 'tourist convenience' and the attribute factors affecting the

visitors' satisfaction is 'food and culture'.

Also, the attribute factors is affecting re-visit and others' recommendation through the mediation of satisfaction factor.

Choice Attribute, Satisfaction, Service Value, Re-visit, Others' Recommendation
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