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Cultural markerting factors effect to tourist’s satisfaction

and revisit intention

Oh, Soo-Jung*-Kim, Kyung-Bum**:Kim, Sang-Mee***

Analyzed the result that Cultural marketing factors impact on
tourist’s satisfaction and revisit intention, and the purpose of this study
was to contribute to establish Cultural tourism policy of Jeju Province.

summarizing the policy implications on the basis of the results of the
analysis as follows.

First, Need to create such creative cultural production efforts street
culture.

Second, Above all we should focus on cultural Synthesis such as the
composition of Culture Street and events in order to improve the
tourist’s satisfaction and revisit intention at the same time.

Third, the tourist’s satisfaction has been shown to improve the revisit
intention with cultural Synthesis, tourist’s satisfaction were able to
confirm once more that directly improve revisit intention right too.

Finally, the price rise of cultural tourism products was confirmed that

* Lead-Author, Ph.D. Candidate, Department of History Graduate School, Jeju
National University.

*k  Corresponding Author, Professor, Department of Public Administration, Jeju
National University.

#kk Co-Author, Ph.D. Candidate, Department of Public Administration, Jeju National

University.
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it is a factor of reducing tourist’s revisit intention.

Key Word : cultural marketing, tourist, satisfaction, revisit intention

B AW 690756 AFERAAE A%
AFdfsta 102 Ao e
Apslsterst 48kt A}

(E-mail : saint@jejunu.ac.kr)

2015. 04. 28.
2] 2015. 06. 03.
2015. 06. 10.



