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ABSTRACT

The purpose of this research is to analyze the factor of tourism storytelling through literature review,
to figure out the relations of tourism storytelling—tourism satisfaction and tourism satisfaction -behavior
intention. The total number of the questionnaire copies handed out was 440, and the 384 copies of them
(the 184copies from Chinese tourists, and 200copies from Korean tourists) were used for the analysis.
The results were as follows. First, it was found that the factor of tourism storytelling has influence
on tourism satisfaction. Second, it was also found that the tourism satisfaction has influence on behavioral
intention as well. And based on the above results, the research has figured out what factors of tourism
storytelling mostly affect tourism satisfaction. By comparing Chinese and Korean tourist, and ultimately,
suggested the best way to utilize this storytelling idea in a tourist area.
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Table 1. Reliability Analysis
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Variables Question Cronbach’s a
Education 5 847
Interest 5 813
tourism storytelling Description 4 853
Emotion 5 877
Uniqueness 5 .839
Satisfaction 4 .899
Behavioral Intention word of mouth intention 4 .885
revisit intention 3 844
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Table 2. Correlation matrix between variables
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variable 1 2 3 4 5 6 7 8
1.Education
2.Interest 615
3.Description 642 695
4.Emotion 456 688k 622
5.Uniqueness 530 612 D92 D78
6.Satisfaction AT5%x | B8k | 506#x | HT7bwx | 438k
7.word of mouth intention BT2%x | 423k | 436k | HATwx | 398k 678+
8.revisit intention 375 4665 A4 D07 AB1 6043 130
average 3.75 3.68 3.80 3.72 3.76 3.99 4.06 3.94
standard deviation 0.627 0.659 0.671 0.675 0.706 0.665 0.587 0.665
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Table 3. Regressions Testing the Effect of Tourism Storytelling on Satisfaction

dependent variable independent variable B S-B t-value P

Education .253 .346 6.149™ .000

Interest 126 172 3.057 .003

Satisfaction Description 140 191 3.390" .001

Emotion 344 A71 8.354™ .000

Uniqueness 122 167 2.962" .003

R?=435 adj R?=419 F-value=27.442 p=.000
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Table 4, Regressions Testing the Effect of Satisfaction on Behavioral Intention

dependent variable independent variable B S-B t-value P
word of mouth intention Satisfaction 544 678 12.453™ .000
R?>=460 adj R*=457 F=155.090 p=.000
revisit intention Satisfaction 550 604 10.220™ .000

R?=365 adj R*=.361

F-value=104.456

p=.000

<005 “p<001, S p=3FF3H AT
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