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Abstract The purpose of this study is to examine how visitors’ recognition on cultural tourism festivals influences
festival satisfaction and festival effects and suggest plans for operating the festivals. To address the goal, this author
conducted a survey to visitors of memorable Chungjang Festival, and 441 sheets were finally used for positive
analysis. According to the analysis results, the factors of recognition on cultural tourism festivals were divided into
those related to recognition on tourism and recognition on culture, and these recognitions influence festival
satisfaction and festival effects. Based on the results, this researcher suggests that it is important for those operating
the festivals to make efforts to enhance tourism convenience for visitors and also develop programs which can allow
visitors to learn about the unique culture of the region closely.
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Fig. 1. Research model
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Table 1. Factor Analysis and Reliability Analysis of
Culture Tourism Festival Recognition

, factor Cronbach’s

Factor name Metrics loading a
Easy accessibility 793
A variety of programs 767
Tourism factor | £oog / Souvenir variety 753

(10.135, - - 9N
48.264)" Enough festival guidance 691
Information service 634
Amenities available 610
Local culture inheritance 761
Cultural factor | promote focal cutture 755

(2015, - — .807
15.521) Establish a local identity 719
Understanding Local Culture 665

1) (eigen value, variance explanation power)
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Table 2. Factor Analysis and Reliability Analysis of
Festival Satisfaction

, factor Cronbach’s
Factor name Metrics loading A
Satisfied throughout
the festival 781
Satisfaction
Revisit if opportunity 784
(2931, i v fosiva o 908
61.009" memorable festival .
Recommended 749
nearby

1) (eigen value, variance explanation power)
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Table 3. Factor Analysis and Reliability Analysis of
Festival Effect

, factor Cronbach's
Factor name Metrics loading a
' Increase of tourists 804
Economic
Increase sales of specialties 765
effect
(10135 Increased tourist 745 17
T consumption .
48.264)" . .
Activate local business 683
Provide leisure opportunities 819
, Rise of self-esteem 817
Social effect
Provide educational
(2.015, opportunties 801 913
9.593)
Local alerts 740
Resident Integration 657

1) (eigen value, variance explanation power)
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Table 4. Multiple regression analysis of Festival
Recognition and Festival Satisfaction

Culture Tourism Satisfaction
Festival Recognition B t value
Tourism Recognition 3 5.753™
Cultural Recognition 303 5.106™
R=362
Adjusted R*=345
Ft=17.078™
«p<.05, =p<01, *p<.001
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Table 5. Multiple regression analysis of Festival

Recognition and Festival Effect
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Table 6. Regression analysis of Festival Satisfaction

and Festival Effect
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