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A Study on Tourism Resources Using Local Specialties: The Determinants of Willingness to
Pay for Jeju Seafood

ok

ZAd -2FE -0 d A0y

EEEEEY

Kim, Kyoung-Bae - Moon, Joon-Ho - Lee, Won-Seok - Ko, Kye-Sung

2
R )
o [0 ¥
ro,
ofy

[
X

Fo
o

% [o
=

fo
s=ATe}
ol J“d
2 lo
1

fo o

NN ox

olulAE Pt Sl wEF AP AWEE Fedhe i
o] shubE AAA L Slr}. E
o} ofel o] A= g=el o
8T WA= Eetar ofd i A5k T vRIsHl =9
oee] 2% el o2 it Awel=el i A
o <, wsld, 174 all T2 TR o] A= 20199
|5 &AA W=ale ez @4 dEs st dolHs s
& 25272 B 2ol ARE B
of RS FAsIeH dSAPIALHE Sl AXE TS HS
AL e 7T, w49 & A= 2BAES A EYALE Eo
=) e}

&

ofy rlo
o
rr
L2 )

(e}

O
Sl
R
12
Lo,
dlo
1>

e
o

o
o,
O.

N
rO
2
.
1
it
e
-
Ee)
o
R
fu
2
ox
_O|L

R}
b b
Lo
3&
[P
m{n
o
ki tlo o mX §E

)
ol
o

¢

i
ol
ok

1

e 4N & ok rlo
[
Qo ol
I
it
(e}
X,
it

i
ot
-
il
— of

H
e
[\
Ot

¢}

re
-4
rir
N
)
o
— ox
oX,
o
1>

w
(@]
(@)
T
]
=
3
of
ol
£
o

4y 12

2

N

e,
e
i
[\
3
me,
)
N
w
o
=3
of

’

i ol
o X

He

B

ol
Q

(e}
e
> —H
rir

of
X
™
1%
>
>

ﬁ
=3

o

g

;éé

N

g&

2

Mo o ofy

J
ro

L)

S
s

D
o

=)

HMUEN © MIFHAE, K2, 71ASEY, &, HI9M, 22T

ABSTRACT : Food is considered one of the important factors among many tourist resources as it

creates an image of tourism and induces tourists to visit again who are satistied with the food. In terms
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of tourism, the importance of food experiences and visits to restaurants is increasing. Therefore, this

study selected Jeju Island, Korea's leading tourist destination, as the research site. The purpose of the

study was to explore the determinants of Jeju seafood's willingness to pay, noting that although Jeju

Island's seafood was an Important tourist resource, research conducted in this area was somewhat

insutficient. The candidates to account for willingness to pay are price fairness, amount, poor

sanitation, and healthiness. This study executed data collection for Koreans at Jeju Airport for 3 days
from November 25 to 27, 2019. The total number of data used in the analysis is 252. Research

hypotheses were tested using multiple linear regression. The results appears that willingness to pay is

positively influenced by price fairness, amount, and healthiness. However, willingness to pay 1is

negatively affected by poor sanitation. In terms of the control variables, consumers with higher monthly

household income have higher willingness to pay for seafood. This study investigated the willingness of

tourists to pay for seafood in Jeju Island to turn local specialties into tourism resources. Given the

results, this research presents the implication to enhance the quality of Jeju seafood to develop tourism

resources.

Keywords : Jeju seafood willingness to pay, Price fairness, Amount, Poor sanitation, Healthiness
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(Table 1> Demographic information of the study participants

Frequency Percentage(%)
Male 91 36.1%
Gender Female 161 63.9%
Total 252 100%
20s 88 34.9%
30s 75 29.8%
40s 54 21.4%
Age
50s 25 9.9%
Over 60s 10 4.0%
Total 252 100%
Married 117 46.4%
Marriage Single 135 53.6%
Total 252 100%
Graduated from high school 65 25.8%
Academic Graduated from university/College 169 67.1%
background Graduate School or higher 18 7.1%
Total 252 100%
Less than 2,000,000 69 27.4%
2,000,000-4,000,000 65 33.7%
4,000,000-6,000,000 58 23.0%
Price (CNY) 6,000,000-8,000,000 31 12.3%
8,000,000-10,000,000 8 3.2%
More than 10,000,000 1 0.4%
Total 252 100%
= AABIT 8 A gk AaE AT E ool Wigk ®Hol i v, AT,
M, Kaiser-Meyer-Olkin(KMO)SX& 0.5 A=, %*—],94 oko] o] 28 o] &3slo] HHEY
ol’de]l 215 UElal Bartlett's Test x*<] == g1 5 Sl
537} felell dstonz aql®Ae] Aus} (Table 3y Z&Wso] ta €474 o)
fola Ao Jedeh(p 05). BAATE & w4 9 =% A%l Asjolh KMOFA
HEH o]&H BEE 8209 AAgE 0.5 o Bartlett’'s Test x*¢ FX|Z5H 42 27
o £28 tehle AomvE BYYS Bug 7 BAHOR fIFE BAF 5 gon a9
ta & 4= 9lo™ Cronbach's a9l 27} 0.7 A2 Cronbach’'s a2l F2ll= 47} §)
olel ke 2E AoaRE AAEE Sudyl & Ao e oE Fad, o ATE 9
22 BG4 Ak ool W o] ATE 47 el FEW4 8L £EF 4 don o 3
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(Table 2) Factors and reliability analysis results

155

Factor‘ Ttem Fac?or Eiggn value
(Cronbach’s a) loading  (Variance %)
Seafood in Jeju Island is unsanitary. .879
Poor Seafood in Jeju Island is dirty. 919 6.541
sanitation
(@ = 943) Seafood in Jeju Island is not hygienic. 919 (40.881)
Seafood in Jeju Island is unclean. .884
The prices for seafood in Jeju Island are suitable. .850
Price fairness  The prices for seafood in Jeju Island are reasonable. .906 3.333
(a = .925) Jeju Island’s seafood is offered at a reasonable price. .895 (20.832)
Seafood prices in Jeju Island are acceptable. .800
Seafood in Jeju Island is rich in nutritional value. .819
Healthiness Seafood in Jeju Island helps you lose weight. 761 1.723
(@ = .913) Seafood in Jeju Island has many healthy nutrients. .851 (10.771)
Seafood in Jeju Island helps me improve my health. .836
Seafood in Jeju Island is large in quantity. .826
Amount Jeju Island’s seafood is enough to eat. .887 1.351
(a = .871) The amount of seafood in Jeju Island is large. 167 (8.445)
The price for seafood in Jeju Island is reasonable. 763

KMO=.878, Bartlett's test x*=3395.041(p<.001), Total variance explained=80.929%

(Table 3) Exploratory factor analysis and reliability verification results

Factor‘ Ttems FacFor Eiggn value
(Cronbach’s a) loading  (Variance %)
I am willing to spend on Jeju seafood. 906
Willingness to pay I will pay for Jeju seafood purchase. .950 2.617
(a = .926) I am willing to spend on purchasing seafood in Jeju 945 (87.217)

Island.

KMO=.743, Bartlett's test x*=618.694(p(.001), Total variance explained=87.217%

32 Pn, A gelw

A

= 73T =

.500,

p(.05), &2 ¢ = 523, p.05), A%

(Table 4)= F#AAEANS 2} =29
89159 Hit 9 ZFAA ] Ul JEE

Sh(A B =(HT=3.14; EFHA=1.01),
718344 (F=3.26; ETHA=0.92), &
2o F(H=3.06; EFH
(H=2.96;
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A& 4 A = -.147, p(.05).

4. 7H4 AR A3

(Table 5)= te3]HEA ] Aot} th&
3|AEA L F Al 2H A

v

ol gt} AN F A AR =Y
F_ﬂo il"'i‘ﬁ E;q]z% o=z _ﬁ_g] &L Q%Q’
(p.05). 7HHT dg Z23= 24
7}7@%%4 190, p¢.05), <42
([3 319, p{.05), AZ=(B = 422, p<.05

o

o
O

=

= E_% A&zl FHAR Fd= F= 84
o7 yepytth v, v Ao E 7

g9z YEHH(p =

(Table 4) Correlation analysis result

Standard Correlation analysis
Variable Average ..
deviation 1 2 3 4
1.Willingness to pay 3.14 1.01 1
2.Price fairness 3.26 0.92 .500* 1
3.Amount 3.06 0.76 523" .455* 1
4.Poor sanitation 2.96 1.06 -.423* -.147* -.110 1
5.Healthiness 2.95 1.04 .693* .439* 4217 -.466*

* p<0b

(Table b Multiple regression

Dependent variable: Willingness to pay

Variable Model 1 Model 2 Result
B(t-value) B(t-value)
(Constants) 172(2.98)* .587(1.63)
Price fairness .190(3.60)* .179(3.39) Adopt hypothesis 1
Amount .319(5.01)* .313(4.92) Adopt hypothesis 2
Poor sanitation -1.58(-3.60)* -.155(-3.47) Adopt hypothesis 3
Healthiness 422(8.22)% .406(7.80) Adopt hypothesis 4
Gender -.001(-0.01)
Age -.021(-0.43)
Academic background .043(0.62)
Marriage -.015(-0.14)
Price (CNY) .097(2.11D)*
F-value 87.68* 39.35%
Adjusted R? .5801 4225

* pC.05
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