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Abstract

This study aimed to determine a tourist family's perceptions of dining at a holiday destination. A key assumption of this study
was that dining at an unfamiliar locale at a tourist resort is engaging in risk-taking behavior by the tourist family. In this un-
familiar setting, participation in the local food market takes on a significant role in the tourist family’s sense of satisfaction and
loyalty. For the purpose of this study, involvement pertains to the family's perceived relevance of the objective of this study based
on inherent needs, values, and interests. For this study, 151 subjects vacationing with his/her family on Jeju Island participated.
To perform research on perceived risk and involvement in terms of the decision maker's capacity, only one member of each family
responded to the survey, which examined the impact on sense of satisfaction of perceived risk and involvement in the local food
scene. Perceived risks were divided according to financial, performance, physical, social-psychological, and time-risk factors.
Perceived risk and involvement were found to be significant predictors of the overall satisfaction of the tourist family's local food
consumption. Furthermore, performance risk was determined to be significantly linked to the tourist family's dining sense of satis-
faction and loyalty. These findings provide some meaningful marketing implications for Jeju Island's tourism industry. Reducing
the performance risk and increasing the local food involvement may activate rural tourism and local food consumption. Theoretical
and practical contributions to local food marketing are discussed.

Key words : Tourist family, perceived risk, involvement, local food restaurant, satisfaction.
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Variables Content

Scale Theoretical background Item

Gender, age, dining out frequency,

Demographic .
£rap residence area

Nominal scale 4

Performance risk, opportunity loss risk,
social-psychological risk, financial risk,
physical risk

Perceived risk

Likert 5-point

Noh JH 2008, Song & Yoo 2008,
Peter & Ryan 1976, Seo & Joo 2008, 14
Song & Yoo 2008

Importance, pleasure, joy, knowledge,

Zaichkowsky JL 1985, Iwasaki & Havitz 2004,

Involvement interest, experience, information search. Likert 5-point Kim & Jeon 2006 7

Satisfaction Price, taste, accessability, general Likert 5-point  Oliver et al 1997, Lee YJ 2000 4
Recommendation, word-of-mouth, . . Oliver et al 1997, La SA 2005,

Loyalty Likert 5-point 3

revisit intention

Lee & Yoon 2007
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Table 2. Demographic characteristics of the respondents
(NV=151)

Characteristics Frequency  Percent

Male 77 51.0
Gender
Female 74 49.0
20~29 38 252
30~39 51 33.8
Age 40~49 32 212
group
50~59 15 9.9
60 and more 15 9.9
More than 2 times a day 15 7.5
Once a day 20 8.8
Dining More than 3 times a week 67 294
out fre-
quency Once a week 56 24.6
2~3 times a month 48 21.1
Less than once a month 20 8.8
Seoul/Kyonggi 61 40.4
Jeolla-do 15 9.9
Residence Gyeongsang-do 45 29.8
area yeongsang '
Gangwon-do 25 16.6
Etc.(overseas) 5 33
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Table 3. The result of factor analysis & reliability analysis

Factor Variance Ficen Cron- Bartlett’s
Factors Variable Joadin explained Va?ue bach’s KMO test of
g (%) alpha sphericity
Service employee’s quality 0.814
Performance risk  Taste of food 0.759 30.353 3.339 0.780
Cleanness of restaurant (hall and seats) 0.755
: Losing good opportunity with family 0.933
Opportunity loss 16516 1817  0.862
risk One of family member might not like this 0.840
ol :_ This choice doesn’t match my image. 0.897 0.617 576214™
Social-psychologi 12413 1365 0830
cal risk This choice would make to lose my prestige.  0.892
Hoping more cheap and good restaurant 0.901
Financial risk 9.476 1.042 0.678
Exorbitant price 0.797
Worry about diarrhea or stomachache 0.887
Physical risk 9.105 1.002  0.587
Difficulties in way finding 0.661
I am satisfied with eating Jeju local food. 0.892
It is important to me to eat Jeju local food. 0.870
Involvement I enjoy talking about the local food with others. 0.861 69398 3468  0.885  0.827 4452117
I am happy when I eat the local food. 0.858
It is interesting experience to eat local food. 0.698
Satisfaction on the price 0.716
Satisfaction Satisfaction on the taste 0.870 68364 2051 0751  0.639 136750 "
Overall satisfaction 0.884
I would revisit the Jeju local food restaurant in  0.797
the future.
Loyalty I would recommend others to eat Jeju local food.  0.853 81770 2453  0.888  0.738 256.038

I am willing to say positive things about Jeju 0.803
local food.

ok

" p<0.001, 7 p<0.05.
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SRR A2 el S2419] gtolu §3AQ SHE w3 AFE f=-0.305, =5.574(p=0.000)Z FJHQ1 FFollA
m]%- F283F 9 4olB R oo thgt nAe] Xztd dS = wFo] FHHEHA IS nHE Ao r Vet & #o
o & F de AgS s Hofok & Fojth 7t oW EEFE VLS O Axde A3 =EE A

o7} gkEo] n )& YHH3)S HE3 A3 Table 59 o] FAE HA e G HL)S A3 Az, Ay
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Table 4. Regression results for H1 & H2
I D Unstandardized Standardized
ndep.endent epe.ndent ; Sig. VIF R Adj R F
variable variable B SE. Beta
(Constant) 2339 0302 7754 0.000"
Performance risk —-0.137  0.079 —0.137 —1.739  0.084 1.110
Opportunity loss risk Involve. 0246 0.067 0.320 3.641  0.000° 1385
. 0.190 0162 679
Social-psychological risk ment —0.190  0.089 —0.181 —2.141  0.034 1.280
Financial risk 0.208 0.066 0.246 3.129  0.002” 1.102
Physical risk 0.119 0.074 0.136 1.613  0.109 1.271
(Constant) 3782 0215 17612 0.000
Performance risk -0373  0.056 —0.506 —6.640  0.0007 1.110
Opportunity loss risk Satis- 0.071  0.048 0.126 1480 0.141 1385
. 0.240 0.214  9.169
Social-psychological risk faction -0.075  0.063 —-0.097 —1.190 0.236 1.280
Financial risk 0.079 0.047 0.127 1.668  0.097 1.102
Physical risk 0.075 0.052 0.117 1432 0.154 1.271
Tp<0.001, 7 p<0.05.
Table 5. Regression results for H3 & H4
Unstandardized Standardized
Indep.endent Depf.:ndent ; Sig. R Adj B F
variable variable B SE. Beta
(Constant) 2279 0.185 12.339 0.000""
Satisfaction L0173 0.167  31.069
Involvement 0.305 0.055 0415 5.574 0.000
(Constant) 0.062 0.293 0.212 0.833
Loyalty L. 0471 0467  132.502
Satisfaction 1.013 0.088 0.686 11.511 0.000
" p<0.001, " p<0.05.
929l Sl FARdl Ynel AL MAE Aoz g A F 718 £23 ARA 979 A7fe] welo] FhHom
ettt AF7HA M A3 23S Aelste]l B Table 600 FAQ G3E vAIM, 22 4 A, A - 498 91E
3} g, & Bofo] H()A I WA Y o et ol
ARS A AZshs LuAdsS g digh @ilolut
Qo w 7= F9%E 2 Q43kn gt Row e
A, A2 9% 5 o4 BA 99 AL 9= ()
B ATE 7S @gAe] wEA A AR FESAS A Al 4 WA e AR nFAHA
s} pojo] Basle] Azel Wi A9 Bel, HE F A, Dol Vo] HnHow Y 1A S e
Axe] BAE nASATEY S8 vt dem, A7 ok aATNE AYGE 8 BARE Fole Zo] AAAR]
Ane aoks thet 2 =gl & 4 Uk
B4, A ARE 2]l 24 A3t s7he] adlom =% A, who] SR MAE gge FAE S 9
HAoH, 58 a9l A s e] dsE AT A oM FAA TR ALE I, FH x Fo= AuE
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Table 6. The result of examination of hypothesis

Hypothesis test

Hypothesis (»<0.05)

H1: Perceived risk — involvement Partially accepted

H1-1: Performance risk — involvement  Rejected

H1-2: Opportunity loss risk — involvement Rejected

H1-3: Social-psychological risk — Accepted
involvement

H1-4: Financial risk — involvement Accepted

H1-5: Physical risk — involvement Rejected

H2: Perceived risk — satisfaction Partially accepted

H2-1: performance risk — involvement  Accepted
H2-2: Opportunity loss risk — involvement Rejected
H2-3: Social-psychological risk — Rejected
involvement
H2-4: Financial risk — involvement Rejected
H2-5: Physical risk — involvement Rejected
H3: Involvement — satisfaction Accepted
H4: Satisfaction — loyalty Accepted
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