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ABSTRACT 

 

 Tourism is one of the biggest industry and fast growing up in the world, and is the 

most economic development option. It is important to understand what tourists’ 

need for promoting travel product in tourism market. The purpose of this study is 

examine whether  there is a significant influence between lifestyle of Korean 

tourist and vacation benefit & tourism product attribute or not, as well as  also 

attempt to investigate that there is a mediated effect between lifestyle of Korean 

tourist and tourism product attribute through vacation benefit segmentation as a 

mediator variable.  

 The survey of this study was conducted to collect the information from 312 

Korean respondents who had a travel experience through the online questionnaire. 

Base on the survey, we identify four type of Korean tourist lifestyle, including 

Individual-satisfaction oriented, Social-satisfaction oriented, Trendy oriented, and 

Family oriented. These four type of lifestyle represent the style of life about 

Korean tourists well. This study used the segmentation method to classify three 

type of vacation benefit: Relaxation, Discovery and Interaction, and also identified 

two type of tourism product attributes, including Feature-Attraction and Activity-

Practical.  

 

 The result of this study identified that Korean tourists getting changed to not only 

try to learn new an experience & challenge and share information with other 

people, but also retain the connection or interchange with people during traveling. 

The Korean tourist prefers to travel with accompany, such as friends, family, 

relatives rather than being alone, but enjoy FIT plan without full-package tour 

schedule. Therefore, it is useful for travel agency companies to develop a new 

travel partial-package tour product for Korean tourists in Taiwan tourism 

marketing. Besides, the travel agency need to try diverse campaigns or events, 

advertise marketing for approaching the intention or motivation of Korean tourist 

come to Taiwan for traveling. 

 

Keywords: Lifestyle, Vacation Benefit Segmentation, Tourism Product Attribute, 

Korean tourist, Taiwan travel, Marketing, Tourism Industry  
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摘要 

 

 觀光是全球最大的產業之一、成長迅速、同時亦是一個最具經濟發展的選項。在觀光市

場裡為了促進旅遊產品、了解觀光客的需求是很重要的事。本研究的目的是檢視韓國觀光

客的生活型態是否會對其旅遊行為及旅遊產品選擇產生影響。 

 本研究調查透過網站的問卷總共收集了 312 個有旅遊經驗的韓國人樣本。從調查得到韓

國觀光客的生活型態可分為 4 種：1.個人滿足型、2.社會滿足型、3.流行型、4.家庭型。

此四種生活型態足以代表韓國觀光客的生活型態。經由區隔方法得到旅遊的效益及旅遊產

品、分別是三種效益：休閒、創獲及交流以及兩類型產品、包括特殊吸引力型及.活動實

用型。 

 在這研究裡發現韓國觀光客變成喜歡學新的經驗或挑戰、而且在旅遊時喜歡跟別人分享。 

韓國觀光客比較喜歡跟旅遊陪伴一起旅行如朋友、家人及親戚，以及比較喜歡無套裝行程

的個人獨立旅遊。因 此、此一研究發現有助於旅行社開發新部分套裝旅遊產品、進行台灣

的觀光行銷此外、亦需要嘗試多種廣告以增進韓國觀光客來台灣旅遊的機動。 

 

 

關鍵字：生活型態、旅遊效益區隔、旅遊產品、韓國觀光客、台灣旅遊、行銷、 觀光產業 
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Chapter 1 Introduction 

 

1-1. Research Background 

 Tourism is one of the biggest currently and widest part of industries in the world 

and is a rapidly growing sector at the same time. The international tourism industry 

has been growing for 9 consecutive years from 2010 to 2018. In 2017, the tourism 

industry grew 7% compared to 2016, and it was the largest growth rate since 2010. 

The number of worldwide tourists in 2018 surpassed over 1.4 billion and was 

increased by more 4% in 2019. The number of tourists, as a result, has increased 

by an average of 5.1% over the past 10 years. As of 2018, tourism revenues totaled 

$ 1,462 billion, up 4.9% ($ 11.2 billion) from 2017. Travelers using Airline (58%) 

to holiday and Leisure (56%) accounted for over than half of a total, most of the 

majority of tourists are traveling to Europe (51%), subsequently is Asia and Pacific 

countries (25%) (UNWTO, 2020). Besides, according to World Travel and Tourism 

Committee (WTTC, www.wttc.org), the tourism and travel sector in 2019 was 

developed at 3.5%, which is a growth rate higher than the global economic growth 

rate of 2.5% for the 9th consecutive years. It announced that it has created about 

25% (1/4 of the total) of new jobs during the last five years, making it the best 

sector to help government employment policies. According to CNN 

Travel(MarieemO’Hare, 2020), the United Kingdom(UK) law firm 'Henley Passport 

Index' announced the passport index rankings for the number of countries that can 

enter and leave the country in 2020. The first country is a Japan where is free-

entry without a visa and leave to be possible into 101 countries, the second country 

is Singapore, where is free-entry without a visa and leaves to be possible into 190 

countries. Germany and ‘Korea’ is the third country where is free-entry without a 

visa and leave to be possible into 189 countries. In ‘the world passport power 

rankings’, Korea where is the top 3rd in the ranking, can enter and leave without a 

visa to 120 countries out of a total of 170 countries and can be applied for a visa 

and received when arrived in 20 countries. And 28 countries are required to apply 

for a visa(Passport Index, 2020). It may be indicated that Korea is a fairly 

convenient and free system for overseas travel.  

 As a number of tourists in the tourism industry is increasing, all the tourism 

industry in each country has maintained mutual relationships. But, the tourism 

industry is a range of comprehensive activities according to various travelers, the 

part of concept and definition still have limited in terms of generalization in 

academic and industrial sectors. The tourism industry has many unclear 

characteristics because of the specificity that changes from the travel activity of 

tourists, and the industry was decided by tourists that is, as consumers. In general, 

the tourism industry is divided into pure tourism such as travel, accommodation, 
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and aviation, etc. which most rely on the tourism industry, and partial tourism such 

as shopping, transportation, food and beverages, etc. which are not directly rely 

on the tourism industry, however, are directly related to tourism activities.(KIET, 

D, W. HA., 2017) 

 In a history of the tourism industry in Korea, a meaning of tourism began as a 

modern concept in the 1950s, when the first travel agencies and airlines were 

established, however, because of the Korea-War, it became a travel permit and 

passport issued within a limited range of the purpose overseas travel, except for 

only the social and economic insecurity. After the 1960s, the government was 

continued to regulate and restrict oversea travel to prevent foreign currency 

wasting from oversea travel. As a result, the travel industry was limited to 

development in a stagnant state for a while. In the 1980s, through the 86 Asian 

Games and the 88 Olympic Games, it changed to be a globalized and 

internationalized society, finally, overseas travel liberalization was implemented in 

1989, because the economy was growing up and the living life became to improve. 

(NAK, 2017)  As compare between overseas tourism in the past and in current, 

was only possible under complicated conditions and limited in the past, is perceived 

as one of the basic human rights with the development of economy, so that 

everyone can enjoy traveling freely now.  

 The definition of tourism is expressed in various concepts according to individuals, 

the viewpoint of scholars and researchers. It is difficult to give universally accurate 

concepts because still there is no generalized concept yet. According to Guyer-

Feuler (1905) who has defined a concept of tourism for the first, described tourism 

as following: “A phenomenon unique to modern time which is dependent on the 

people’s increasing need for a change and relaxing, the wish of recognizing the 

beauties of nature and art and the belief that nature gives happiness to human 

beings and, which helps nations and communities’ approaching to each other thanks 

to the developments in commerce and industry and the communication and 

transportation tools’ becoming excellent.” Also by Manish Srivastava(2006), from 

the concept of tourism of Hunziker and Kraft. (1942) described that tourism is as 

a totality of a phenomenon and relationship arising from the traveling and staying 

of strangers, is providing that the staying does not indicate an establishment of 

permanent residence and, is not related to their remunerative a position. A concept 

of “Tourism Society of England in 1976”(Beaver and Allan, 2002), was described 

as the short period or temporary movement of people to a destination out of from 

a places where generally living & working, and on the other words, activities 

during the staying at every destination including movement for all purposes. At the 

“World Conference on Tourism”, In Manila (1980), World Tourism stated that the 

tourism is considering an essential activity to a life of the nation because of it is 

directly affect on an education, culture, economic and social sectors of their 

international relations and national societies. According to them, define what 
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tourism means is important to understand and research the consequent need by 

increasing and widening impact on society. WTO Ottawa Conference on Travel and 

Tourism Statistics in 1991 described that the tourism is a movement of persons to 

travel and staying in some new spots from out of their ordinary circumstances for 

less than one consecutive year for doing business, holiday, leisure, and other some 

purposes. (WTO, 1995) According to C, R. Goeldner., et al. (2009), that a tourism 

is the composite of services, industries and activities that deliver the travel 

experience; transportations, accommodation, drinking, food, shopping, activity 

facilities, entertainment, and other hospitality services are available for a personal 

or groups that are traveling away from the house.  

 Tourists are important as a mediator and essential factors according to that 

tourism values, perceptions and behavior are changed. The tourism industry is also 

reflected in the change of travelers. Before understanding the Korean tourism 

industry, understanding Korean tourists as a consumer is important. The tourism 

industry in Korea, the role of the consumer has a great influence on tourism, as it 

has been changed from the past form that was decided by the supplier, to the form 

that is decided by the consumer. The three elements of tourism are ‘tourists’ as 

the main subjects of tourism, ‘tourism resources’ as the objects of tourism, and 

‘tourism industry’ as tourism mediator. And these three elements may be 

complementary to each other. In general, tourism classified as (1) Domestic-

tourism that tourists travel through their own country, (2) International-tourism 

that tourists travel across international borders. International-tourism may divide 

into inbound-tourism, outbound, and foreigner-tourism.  

 In this study, the relationship between consumer lifestyle which is as a 

subject(Independent) variable of travel in the process of travel, and tourism 

product which is as an object(Dependent) variable of travel. Through the vacation 

benefits and variety of travel behaviors that are considered as a mediator variable 

during travel, and intend to analyze the relationship whether there are relevant or 

not between lifestyle and tourism product through vacation benefits and travel 

behaviors. Depending on the lifestyle of the tourist, that is, as a life-style of the 

consumer, the various vacation benefits and travel behaviors as a mediator 

variable is used to determine the tourism products. The most important part of this 

process is how to analyze the lifestyle of tourists and classify the types by criteria. 

Although many Korean people who had already an experience to go oversea 

traveling, some studies had been conducted to analyze the lifestyle of Korean 

tourists and to determine the appropriate tourism product to Korean tourist who 

visited Taiwan for traveling. To attract Korean tourists sustainably, a proper 

customized tourism product must be developed to attract tourists.  

 Therefore, in this study, based on these requirements, and research previous 

studies on lifestyle and vacation benefit, travel behavior and tourism product. By 
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analyzing the relationship between each characteristic of Korean tourists' lifestyle 

and vacation benefit, travel behavior and tourism product, it may help to develop 

the travel products for Korean tourists in the tourism marketing, intend to provide 

it as a basic information that can give directions to the marketing strategies for 

promoting the tourism products for Korean tourists. 

 

1-2. Research Purpose 

  Based on previous researches, this study intend to identify the components of 

the lifestyle and classify the types, and according to the categorized these types, 

determined the relationships among vacation benefit, travel behavior, and tourism 

product which are considered from when tourists traveling. As values and 

perceptions of Korean tourists have diversified, determined that the elements of 

vacation benefit and travel behavior which is important through lifestyle, and also 

determined the components which are considered when tourist selecting tourism 

product for the traveling. Based on this data, this study intends to help for 

developing new trendy tourism products that is a proper to Korean tourists and 

sustainable development in Taiwan tourism market. The purpose is as follows: 

 First, based on the previous studies(oversea and Korea), is considered the 

background of theoretical research, model of study, hypothesis which 

related to lifestyle, vacation benefit, travel behavior, and tourism product.  

 Second, for empirical study, investigate the reliability & validity of each 

factor and the characteristic of main factors from the empirical analysis 

based on the collected data.  

 Third, based on the lifestyle of Korean tourists, the goal of this study is to 

analyze preferred travel behaviors and types of vacation benefits during 

traveling and determined the composition of attributes that are important 

when Korean tourists selecting tourism products. 

 Fourth, analyzes whether there is the correlation between the lifestyle of 

Korean tourists and their vacation benefit, travel behavior, and tourism 

product or not. 

 Fifth, analyze whether there is a positive impact among vacation benefit, 

travel behavior, and tourism product according to lifestyle or not. 

 Sixth, investigate whether the vacation benefit and travel behavior as a 

mediator variable has an significant effect when input lifestyle as an 

independent variable to tourism product as a dependent variable or not.   

 Seventh, based on the results of theoretical analysis, suggest a direction to 

develop a new appropriate customized tourism product that can fulfill the 

needs of Korean tourists, and helping steadily attract potential Korean 



- 5 - 
 

tourists through the development of tourism products and promotion in the 

Taiwan tourism marketing is main purposed of this study. 

 

1-3. Research Scope 

 This study aims to achieve a purpose of research through literature research and 

empirical research for the relationship among vacation benefit, travel behavior, 

tourism product according to lifestyle typologies.  First, it is intended for Korean 

tourists who have a traveling experience. To analyze the factors influencing the 

selection of tourist destinations, classify factors constituting vacation benefit and 

travel behavior. By analyzing that the tourism products attribute have a direct 

impact on travel satisfaction. This study aims to help develop appropriate travel 

products based on factors that are important for Korean tourists' choice of travel 

destinations. 

 

1-4. Research Contents & Framework 

  Based on the scope, this study consists of a total of five chapters, (1)Introduction, 

(2)Literature-Review, (3)Research-Methodology, (4)Case study Analysis & 

Discussion, (5)Conclusion, and the research composition and contents of each 

chapter are as follows: 

 Chapter 1. The introduction, which is explained the background, purpose, 

scope, framework & contents of this study. 

 Chapter 2. Literature-Review, which is organized concepts, types, and 

components through prior studies related to the main variables of this study: 

lifestyle, vacation benefit, travel behavior, and tourism product. 

 Chapter 3. Research-Methodology, which is presented the method of 

manipulation of variables, the establishment of the research model and 

research hypothesis, questionnaire preparation, sample design, and 

analysis methods through the theoretical preliminary research. 

 Chapter 4. Case study Analysis & Discussion, which is conducted empirical 

analysis and analyzed the results to verify the established research model 

and research hypothesis. 

 Chapter 5. The conclusion, which summarizes the result of the research 

based on the analyzed results, and suggests future research directions by 

analyzing the limitations and implications of this study. 

The progress of the study constituting in this study is as shown in [Figure-1]. 
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Chapter 2 Literature Review 

 

2-1. Current Tourism Industry in Korea 

 Currently, Korea's GDP is 1,626.54%, ranking 12th in the world and 4th in Asia 

after China, Japan and India, GDP (PPP) is 2,418.10%, ranking 14th in the world 

and 5th in Asia, behind China, Japan, India and Indonesia(International Monetary 

Fund, 2019). A number of tourists who travel to abroad have been rise steadily 

since 2010, and a number of tourists who travel to abroad in 2019 is 28,714,247, 

and the number of tourists traveling to Asian countries including Japan, China, 

Vietnam, Thailand, Philippines, Hong Kong, Taiwan, etc., getting an increase. 

According to, KTO report of 2019, may realize that Korean tourists constantly 

increase go to overseas travel. Here, is refer total and to Taiwan statistic data. 

 

Table-1: Korean Tourists (Outbound) Statistic 

Year Total Outbound Increase rate(%) To Taiwan Increase rate(%) 

2013 14,846,485 8.1% 351,301 35.6% 

2014 16,080,684 8.3% 527,684 50.2% 

2015 19,310,430 20.1% 658,757 24.8% 

2016 22,383,190 15.9% 884,397 34.3% 

2017 26,496,447 18.4% 1,054,380 19.2% 

2018 28,695,983 8.3% 1,019,122 -3.3% 

2019 28,714,251 0.1% 1,081,931 18.9% 
Resource: KTO, Korea Tourism Statistic Report. 

 

 According to data, the total number of outbound in Korea has been increased since 

21 century. The life-style of Korean people has changed to be globalization or 

international from the development of economic and society, life level also has 

been to be stable. Because of those changings in life, Korean people has been start 

to go oversea for traveling.  However, the increasing of outbound or travel to 

Taiwan was suddenly decreased in 2018. At this point, found a case of 

THAAD(Terminal High Altitude Area Defense) which is the air defense system 

designed for protecting against from the missile attacks of enemy. The United 

State government want to set up THAAD in Korea for protecting Korea and United 

State from the nuclear-missile threat of North Korea. However, China not agree 

with this THAAD arrangement case with Korea. Eventually Korea government 

permit THAAD arrangement and China government completely forbid all Korean 
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tourists to visit China for traveling. The impact of THAAD arrangement can be 

explained that why the rate of Korean tourists who travel to Taiwan had decreased 

during 2017 to 2018. 

 The highest increase rate (34.3%) in 2016 to Taiwan, and according to this data, 

it may be explained that many Korean tourists still prefer to travel to Taiwan during 

these few years. There are factors that led tourist travels to Taiwan. For example, 

in Korea, the cultural phenomenon of “Hallyu(韓流)” is affecting the world culture 

in various ways. Among them, it can be said to be one of the factors influencing 

the tourism market. Through this, it has developed into a phenomenon that informs 

the image of Korea and visits Korea from various countries(Li., 2013). As such, 

Hallyu(韓流) in Korea is a factor that continues to have an effective influence on a 

tourism industry these days. In the case of Taiwan, a time when Korean tourists 

started to travel to Taiwan, can be "Grandfather over Flowers <in Taiwan>” which 

is a Korean reality broadcast travel program in 2013.  

 A backpacking travel program that introduces information or images about the 

country to travel, it is a new type of program that leads to viewers' interested and 

curiosity about travel rather than just for a simple fun-oriented way by showing 

the actual situation different from the existing entertainment program. In 1992, 

Korea ended up establishing diplomatic relations with China, after the inevitable 

dismissal from Taiwan, most of the people did not have much information or 

awareness about Taiwan. By previous studies related to the Hot-Trendy and 

impact of this program, it is a real variety travel program that adds fun to 

entertainment shows and mainly introduces overseas attractions and hidden tourist 

spots. In fact, a survey report showed that 64.7% of people who watched this 

program influenced their plans for overseas travel(KTO, 2004). It can be explained 

that there is an indirect effect that induces tourist motives from positive images 

by exposure to new types of programs from the limitations in movies and 

dramas(Seo., et al, 2018).   

 According to the statistics for the last three years (2017 to 2019), Korea Tourist 

Departure Status that annual growth rate is an average 89% (Reference: Table-1). 

It is possible to grasp that more than half of the people have experience abroad, 

and modern tourists who have an abundant travel experience tend to get accurate 

information about travel destinations, most are affected by the Internet or travel 

programs. As a representative example, the syndrome boom through “Grandfather 

over Flowers <Reality Travel Program>” had a great impact on the Korean travel 

market(Kim., 2016). In addition, as the number of programs based on tourist 

destinations filmed in overseas backgrounds increased, it developed into a tourism 

product. According to the Korea Tourism Organization, 53.8% of tourists visited 

Taiwan within one year after watching “Grandfather over Flowers”, and tourists 

who want to travel to Taiwan since this program broadcasted has been increased 
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from 250,000 tourists in 2012 to more than 500,000 tourists in 2014. As such, it 

can be represented that overseas travel programs have a high influence on the 

selection of destinations. In conclusion, the positive image of the reality travel 

program shows a positive attitude toward a destination, and it can be explained 

that it has a positive correlation with the intention to travel(Cho., 2016). In addition, 

travel products are intangible service products that cannot be predicted or 

satisfied before experiencing them in person, making it easy to obtain information 

through travel programs and also may affecting tourism motives. Among the video 

media that can be easily accessed due to the development of the mass media, the 

travel program does not simply provide information, it shows the local experiences 

more vividly. This means that travel programs can affect consumers' travel 

needs(Qin., 2017).  

 Focusing on Taiwan travel, as Korean tourists who prefer to travel to Taiwan 

began to increase, by analyzing the factors that select Taiwan as a destination. 

The point of failure rate is low in the first free travel by the facts such as, the 

short distance, cheap prices, free entry, national security, and convenient 

information, etc. was the most influential in considering the destination. In Taiwan, 

most tourists prefer free travel rather than package travel, so it is closely related 

to the safety of the destination(Lee., 2017).  

 In general, tourists visiting Taiwan have positive effects on image, experience, 

and satisfaction, so they may consider revisiting or recommend it to acquaintances. 

It can be demonstrated that traveling to Taiwan have a positive effect on Korean 

tourists. As such, because the Korea tourism industry developed, Korean tourists 

have also been changed their social, cultural and values, giving meaning to the 

tourism industry in many ways, it may be indicated that from the concept and 

activity of seeing and hearing on a simple trip. It has been changed to a feeling and 

experience of a multi-purpose customized activity that proper each person's value 

creation and propensity. This phenomenon can be accompanied by changes in the 

value of tourism because a lifestyle of the tourist who is consumers in tourism, is 

also changing by developing the economy. The improvement in the quality of life 

and distinction of individual values are influenced by countless factors in tourism 

which as a service industry for intangible products. 
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2-2. Lifestyle Concept and Definition 

 As the life type of consumers due to the development of society and the economy 

have also changed widely, and the quality of life has become more important as 

consumers' values and individual needs have diversified.  By the lifestyle of 

consumers because of the development in society and the economy has also 

changed widely, the quality of life has become more important as consumers’ value 

and individual needs have diversified. Every individual has own particular lifestyle 

and improves at the same time change by learning through surroundings such as, 

how a person lives in life, self-image, interests, habits, social status, attitude 

towards the world and daily activities(Ebad Baig, et al., 2013). Because of this, one 

approach way to understand consumers’ intrinsic values or needs by analyzing in 

more detail is research about the lifestyle. 

 The lifestyle concept has helped in marketing to understand consumers and way 

of livings and presenting products accordingly(Ebad Baig, et. al.).  As mentioned 

previously, most of the lifestyle typologies have made diverse choices with 

variables depend on the particular lifestyle categories. Lifestyle, because there 

are inconsistencies in every research associated with a definition of what is meant 

by lifestyle is a complicated concept to express. Although, these parts had been 

discussed among the precedent researches, however, still do not make clear 

typologies and concept of lifestyle by various troubles(Jansen., et al., 2011). The 

concept of lifestyle began to be used by sociologist Max Weber & psychologist 

Alfred Adler, and William Lazer introduced it at the American Marketing 

Association (AMA) in the early 19690s, and at the same time began to actively 

apply in consumer and marketing fields.  

 On the other hand, Korea started the research of lifestyle for the first time in 1975 

by JOONG-ANG Daily and Dong-Yang Broadcasting (JOONG-ANG Daily, 1975), 

but lack of data due to insufficient research compared to developed countries. At 

the point of regarding definitions of lifestyle concepts, it is better to understand 

by dividing and analyzing according to the study sphere. By study sphere, it may 

be to divide it into three parts: sociology, psychology, and marketing. 

 

     2-2-1. Sociology Sphere 

 Sociologists concentrate on a macroscopic point of view whole of society or group. 

From the perspective of social class, the term of “lifestyle” was used by Max 

Weber as a germany sociologist, to study the concept of “the status group”, 

because just the bourgeois and proletariat were not enough to understand. 

Sociologists mostly share the collective meaning shared by specific groups and 

classes, and the concept of lifestyle is used as a comprehensive expression of 
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social hierarchical differences in people's behavior. According to Max Weber(1968) 

who is a sociologist, the status group generally founded on regulating own style of 

life, economically consumption patterns and individual formal education, hereditary 

or occupational prestige. Social groups relate to their life style, which becomes 

the traits of a group and belongs to. The decisions of diverse life styles are from 

the social class, such as occupation and education. Lifestyle is the summation of a 

response to the social world and depicts clearly the place in social prestige the 

consumption can provide a specific way of communicating social diversity in life. 

Feldman and Thielbar(1972) defined that life style is a group phenomenon, life 

style pervades various aspects of life, life style implies a central life interest, life 

style varies according to sociologically concerned with variables. Life-style has 

been explained in contemporary social science research and it has been confused 

with a status group, subculture and social movement. Zablocki & Kanter(1976)  

defined a life-style as a given combination that the members are similar to another 

and different from the other in a distribution of their incomes and movements. 

According to them, a given life-style may be characteristics such as; a particular 

subculture, social class, status group but it can be defined as a collectivity that 

lack social and cultural identity since life-style described just in terms of 

preferences. By the consumption pattern of the status group, they figured out 

characteristic amounts of the services, goods obtained for a group of status and 

mix of these goods and services. 

 

     2-2-2. Psychology Sphere 

 Some psychologists try to approach conclusions by noticing specific impressions, 

traumas, or instincts but on closer examination, it will be found that these 

components presupposed the consistent style of the life. Psychologists focus on 

individual internal psych-state. Individual psychology has figured out no problems 

in a life that can not be grouped under these three main problems: sexual, social 

and occupational. It is in react to these three problems that every human being 

certainly shows their own sense of the life(Adler., 1931). Adler (1969) as a 

psychologist who believed that humans practice control over their behaviors, it 

was used the term of “style of life” for the first in psychology described that the 

style of life is constitutes expressed or imbedded in an attitude, and the attitudes 

are an expression of the whole attitude to life. Adler study about a statement of 

individual psychology. By him, the self-consistent personality structure develops 

into a person’s style of the life and a style of the life is molded from people’s 

creative power(Adler: Individual Psychology, p.69-70). As he said, the style of life 

is a unity because it has grown out of the difficulties of the early life and out of 

the striving for a purpose. Also it found that a style is different from an 

environment from what we expect. Every human being has an individual life pattern 
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and, is not merely the mechanical reaction to an environment. It is a key to predict 

individuals act by individual consistent traits. It includes a self-concept, feelings, 

a person’s purpose for others and attitude toward to the world. By his theory, 

lifestyle is a valence-free self-perception that influence emotional reactions, 

thoughts and behavior, also trust all behavior is useful and purposeful for people’s 

goals and needs. Allport presents his case for ‘patterned individuality’, he 

emphasizing the individuality, and this individuality through the personal 

differences.  

 

     2- 2-3. Marketing Sphere 

 In early 1960, William, Lazer mention the concept of lifestyle. After he introduced 

‘lifestyle’ in AMA (American Marketing Association), it starts to applicate in 

marketing. It has developed by consumer act research, which is about the 

connection between society, group and individual in diverse parts. Lazer who has 

introduced a concept of life style patterns and relationships to the marketing 

defined life style patterns as; ‘a concept of system. It mentions to an unusual style 

of living, in its broadest sense and aggregative of a whole segment or society 

thereof. It is relevant to those distinctive ingredients or quality which is described 

a life-style of some groups or culture, and divide it from others. It symbol a pattern 

that develop and emerge from the diversity of living in a society(Lazer., 1963).” 

According to Levy(1963), an individual’s lifestyle is a large complex symbol in 

motion. He mentioned, it is composed of sub-symbols, and utilizes a characteristic 

pattern of living space, and act systematically to process objects and events 

following these values. He focuses on his personal lifestyle. And also point out that 

marketers have to sell an appropriate product to the consumer’s lifestyle rather 

than just sell isolated products. Therefore, to increase the number of ways, the 

marketer fits meaningfully into consumers. Moore(1963)  who is focused on family 

lifestyle as different from Levy, defined the term of lifestyle as a patterned mode 

of life into which people fit diverse resources, events or products. In 1990, Engel, 

Brlackwell & Miniard(1990) defined that lifestyle is as a pattern in which people 

spend time & money and live, and is a function of consumer’s motivations, social 

class, demographics and other variables. And, also depicted that lifestyle is a 

summary construct which reflecting the values of consumers. 

 

     2-2-4. Korean Researcher 

 As a dictionary definition, lifestyles represent cultural and psychological 

differences in all aspects of life in at large form, including a variety of lifestyles, 

behaviors, and thinking patterns that appear because of individual or family 
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values(NAVER, 2020). According to domestic literature, it is defined as a concept 

of different lifestyles among scholars. However, it is common to define the concept 

of lifestyle as a comprehensive system structure for activities, interests, and 

opinions.  Chae(1992), who presented the lifestyle of Koreans as the first paper, 

defined the lifestyle as a unique life-style common to members of society. 

According to Oh(1983), lifestyle is a synthesis of life consciousness, values, and 

attitudes, and is defined as a specific way of life possessed by the entire society 

or a part of it. Besides, Yoo(1997) explained that a lifestyle implies how consumers 

spend time and money, what interests them in their environment, and what opinions 

they have about their surroundings. Similarly, Yoon(1989) defined lifestyle as a 

broad concept as a life-style related to how people spend time, what is important 

in their environment, and what they think about their world around them.  In a 

similar concept, Song(1993) defined lifestyle as first, how people spend their own 

time, second what they expect to be important in their environment, and third how 

they think about the environment. On the other hand, Kim(1993) said that as a sum 

of culture, values, resources, symbols, and behavior patterns, the lifestyle of a 

particular society or a specific group is reflected through the purchase and 

consumption of products. Lee(2000) explained that a concept of lifestyle as a result 

of the formalization of culture, values, symbols, and wealth, is a pattern of using 

time and money by each individual to develop and pursue life with a concept 

embodied toward self, others and society. 

 In addition to this, according to prior studies on lifestyles for Chinese people visit 

Korea. Chang(2010) defined lifestyle as follows, “Lifestyle refers to a system that 

is mutually integrated with attitude, value consciousness, opinions, interests, and 

practical actions, and operates from the perspective of AIO analysis that can 

describe any part of an individual family, generation, group, class, region, and 

society. It may be defined as an integrated system of interests and opinions and a 

form of time and money spent in individual and social groups.” Kang(2018) defined 

a lifestyle as an overall way of living to pursue material or mental happiness in the 

environment and values given to self from the past an experience to the present. 

Also, Wang(2018) was defined as a characteristic and discriminatory life-style of 

a person’s life or social class. Zhang(2019) referred to lifestyle as a unique way 

of life in which self or group lives, and also specifically, what patterns of 

consumption consumers have about time and resources, what they interest in the 

environment, and how thinking about the society. By knowing through this, it 

reflects the consumer's self-awareness and the thoughts of others in the lifestyle.  

As a result, by referring to the previous research materials comprehensively, 

lifestyle can be view as a comprehensive system concept made up of various 

factors such as values, attitudes, lifestyle, culture, preferences. And it is defined 

as an overall pattern of life that is centered on activities how to spend time and 

money, interests what is important in the living environment, and opinions 
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expressing thoughts about social and cultural surroundings. The following is a brief 

summary of domestic prior materials related to the definition of previous lifestyle 

concepts. 

 

Table-2: Lifestyle Concept & Definition 

   

Researchers Concept & Definition 

Wilensky 

(1970) 

A pattern of behavior and attitude that persists through 

more than one generation and coheres enough to cross-

cut diverse spheres of life 

Wind and Green 

(1974) 
The overall manner in people live and spend time, money 

Murphy 

(1974) 

A person’s lifestyle is a pattern of individual behavior 

Based on personality, cultural, education, family, 

occupation, income, mode of living 

Schutz., et al. 

(1979) 

The orientation to self, others, a society that each 

individual develops and follows 

Sessoms 

(1980) 

A mode of expression, The behaviors, attitudes 

The way one lives’ 

Entwistle 

(1981) 

A package of activities, at work and play, 

Domestically, politically, culturally 

Tulloch., et al 

(1982) 
All those behaviors over which we do have control 

Bosserman 

(1983) 

A pattern of consumption involving preferences, taste, 

values 

Earl 

(1983) 

A Person’s pattern of choices, activities 

A pattern determined by personality, by thinking about 

the world 

Glyptis 

(1984)/(1988) 

Types of people with similar patterns of behavior 

A total package of activities from an  individual’s daily life 

Gattas, et al. 

(1986a) 
Life-style is a sociological concept 

Featherstone 

(1987) 

The distinctive style of life of specific status groups 

Individuality, self-expression, self-consciousness 

Voges, et al. 

(1988) 

A combination of ‘person-related traits’, ‘context-related 

traits’,  

A mediator between social structure and individual 

resources 

Miedema 

(1989) 
The distinctive style of specific status, position groups 

Ruiz 

(1990) 

The personal way in individual organizes daily life 

The original individualized way 
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Chae 

(1992) 

A unique lifestyle that members of society have in 

common 

Oh 

(1983) 

A complex of lifestyle, values, and attitudes 

The unique life-style of the whole and part society 

Yoo 

(1997) 

How to spend money and time, what interests you in your 

environment, and what opinions you have about yourself 

and your surroundings 

Yoon 

(1989)) 

How do you spend your time, what do you think is 

important in your environment, and what are you thinking 

about your surroundings 

Song 

(1993) 

How to spend time, what to expect from the environment, 

what to think about the environment 

Kim 

(1993) 

Total of culture, values, resources, symbols, and behavior 

Reflecting the lifestyle of a specific society and group 

through product purchase and consumption activities 

Lee 

(2000) 

The formalized result of culture, values, symbols and 

wealth 

Patterns of time and money spent on living 

Jang 

(2010) 

A system integrated with attitude, value consciousness, 

opinion, interest and practical behavior 

An integrated system of activities, interests and opinions, 

as well as a way of using time and money in individual 

and social groups 

Gang 

(2018)) 

Living way of pursuing material or mental happiness in 

the environment and values 

Wang 

(2018) 

A characteristic and discriminatory way of life or social 

class 

Jang 

(2019) 

A unique way of life in which live self or in group  

Reflecting consumers' self-awareness and other people's 

thoughts in lifestyles that consumers learn through time, 

resource consumption patterns, environmental interests, 

and thoughts about society 
Resource(Reference Previous Research and Re-citation): A, J. Veal. (2000). Leisure and Lifestyle 

(a review and annotated bibliography), Online bibliography No.8, School of Leisure, Sports & 

Tourism, UTS, p.102-104. 

 

 Comprehending the existing studies, the concept and definition of lifestyle were 

explained differently according to the purpose and interest of the researcher. In 

this study, the concept of lifestyle is defined as a pattern of the life in which 

individuals and communities coexist, which can be influenced by individual ideas 

and values, cultural and environmental factors, and can change into the influence 

of a specific group in the social aspect. 
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2-3. Lifestyle Research Development Background 

 In general, demographics variables used in the tourism market for segmentation 

before lifestyle conception start to use commonly. However, demographics 

variables such like; gender, age, education, occupation, income, etc. have 

restricted to explain the segmented market characteristics by the change of 

diverse consumer. Lifestyle is useful to understand the market and to express 

more clearly the consumer than demographics. Lifestyle is the crucial component 

to affect consumer product selection, and it may depict as an individual value 

organization by personal culture, society level, groups, family influence.   

 The background of lifestyle appearance is followed as: 1. As consumers’ values 

and behaviors become more complex, as the demand for more useful explanation 

principles increases, it becomes to be important to start the study of lifestyle. 2. 

Lifestyle variables will help segmentation in the field of tourism marketing for a 

large number of unspecified consumer markets. 3. From perspective of shaping 

and expanding a new lifestyle is the background of lifestyle development(Kim., 

2007).  

 By lifestyle variables, can determine from microscopic view like personality to 

macroscopic view such as, society status, groups, family that what consumer wants, 

what is needed to consume specific tourism production, Lifestyle help to the 

marketer to segment market, and useful for development travel production, attract 

tourists and satisfied the consumer’s consistently changing needs in the tourism 

market. This is the reason that lifestyle has developed in market research including 

the tourism market. 
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 2-4. Lifestyle Method 

 Because the lifestyle concept is abstract, it is impossible to measure the quantities. 

However, it may be to measure with demographics approach method. And also 

possible search on big scale, the research reliable and validity from the analysis 

can be higher. There are two ways of analysis method in lifestyle depends on the 

view of analysis. It is a macroscopic analysis method and microscopic analysis 

method. The macroscopic analysis method is a way to figure out a comprehensive 

trend lifestyle in society or certain society by objective data. This is for 

understanding a feature in society as one group. As a macroscopic way, there is a 

social trend approach which is the main purpose that determines the factor relative 

with lifestyle in social tendency by Yankelovich monitor, and Society trend 

prediction approach which is focused on that how the social change depends on 

need, value, belief by SRI (Standard Research Institute). Another one, microscopic 

analysis method is a psycho measure way and is predict social trend from life-

need type and personal value by subjective. This is for understanding a feature 

sub-group, which consists of society. So, the microscopic analysis method is 

better to use in marketing or aspect of a consumer than a macroscopic analysis 

method. There is a psychographic approach, AIO(Activities, Interests, Opinion) 

approach, VALS(Value and Lifestyle Survey) approach RVS (Rokeach Value 

Survey), and LOV(List of Value) approach. 

 

Table-3: Lifestyle Analysis Method 

   

Type Objective Subjective 

Macroscopic 

Society indicator 

Quality of life 

Demographics trend 

Society psycho 

Consumption demand 

Social-tendency 

Prediction society trend 

Microscopic 

Segmentation: 

Demographic, society & 

economic 

Pattern 

Psychographic 

AIO, VALS, LOV 

Life system 

Resource: J, H.  Chang. (2010). A study on the travel product selection attributes according to the 

lifestyle of chines tourists. Han-Yang University. Korea 

 

     2-4-1. Psychographic Approach 

 A psychographic approach is a way to supplement quantity measure variables 

such as; activities, interests, opinions, values, attitudes, needs, a personality in the 
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demographic approach used by Demby(1974). According to him, psychographics 

is a quantitative research procedure to express why people behave as they do and 

why they hold their current attitudes. And it is from the socioeconomic, 

demographic and user/non-user analysis and employs. Also, he mentioned that 

psychographics may be viewed as a behavior to marketing research and an 

appropriate application of social sciences. It can measure the consumer’s 

predisposition to buy a product, the influences that stimulate buying behavior and 

the relationship between the consumer’s perception of a product benefits and 

lifestyle, needs and self-concept(Demby., 1974). The other words is a way 

including characteristics related to individual personality or disposition in lifestyle. 

It is measure quantitatively psychological character. Therefore, psychographics 

refers to people’s lifestyle characteristics whereas demographics refer to certain 

social and the physical characteristics of people. Market researchers were 

presented with the challenge of measuring consumer lifestyles and psychographics 

start to use in marketing. Psychographics supplement demographics by adding the 

richness of the social and behavioral sciences to standard demographic 

descriptions of people. This way could not only describe the types of people that 

buy their products but also could consider more systematically the reason why 

people buy them. It can obtain information concretely because it offers quantitative 

data about psychological characters by using objective investigation. 

 

     2-4-2. AIO (Activities, Interests, Opinions) Approach 

 AIO approach is one way to use for measuring and analysis of lifestyle these days. 

It was developed from Wells & Tigert in 1971. AIO is one parameter to carry out 

psychographic, which does a market segmentation based on a psychology of the 

customers. AIO including Activities, Interests, Opinion and demographic variables 

like age, income, gender, education. Occupation. The user of activity, interest and 

opinion variables has the option of employing a large, highly diversified or of using 

a more limited multi-item scale. The multi-item scale approach is favored by a 

psychometric tradition because properly constructed scales are invariably more 

reliable than individual items. The relationships between AIOs and the products 

are merely surface manifestations of more demographics, So, the market 

increasingly uses for segmentation more on psychological, social and an attitudinal 

criteria than on the traditional bases of geography and demography(William., 1971). 

AIO approach can measure thoroughly lifestyle relative with specific products or 

services. Plummer(1974) is a scholar who starts to research demographics data 

mixed AIO factors in lifestyle analysis. The method of measuring life style pattern 

and their relationship to consumer behavior have been developed and refined since 

1963, the most commonly used approach to life style measurement have been AIO 

rating statements. Life style segmentation research measure peoples’ activities in 
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terms of (1)how they spend their time, people’s interests in terms of (2)what they 

place importance in their immediate surroundings, (3)people’s opinion (view of 

themselves and the world around) in terms of some basic characteristics such as 

education, income, a stage in life cycle and where they live(Joseph., 1971). 

 

Table-4: Life Style Dimensions 

Activities Interests Opinions Demographics 

Work Family Themselves Age 

Hobbies Home Social issue Education 

Social events Job Politics Income 

Vacation Community Business Occupation 

Entertainment Recreation Economics Family size 

Club membership Fashion Education Dwelling 

Community Food Products Geography 

Shopping Media Future City size 

Sports Achievements Culture Stage in life cycle 
Resource: Joseph, P. Plummer. (1974). The Concept and Application of Life Style Segmentation. 

P.34 

 

 There are general AIO items and special AIO items to figure out a relationship 

between lifestyle and action, and search consumers’ personal information in AIO 

approach. General AIO was used to define comprehensive lifestyle patterns and 

special AIO is measure certain product or trademark associate with activities, 

interests and opinions. It is a better way to put together with general and special 

AIO for market segmentation in more detail. 

 

     2-4-3. VALS (Value and Lifestyle) Approach 

 The VASL based on a consumer’s value and lifestyle, this approach refers to 

market research developed by Mitchell(1983) who is a social scientist at 

SRI(Stanford Research Institute) in 1978. VALS which is developed from “Maslow’s 

hierarchy”, has been used for psychographic segmentation. Two concepts for 

understanding the target consumers in VASL research.  Two concepts are Primary 

motivation and resources, which determined can be expected of a consumer in a 

marketplace. VALS offers a lot of information about the consumers by using. 

Primary motivation express the attitudes and behaviors of consumer and including 

motivations for understanding consumers’ behavior, such as; ideal, achievement 

and self-expression. Ideals are related to knowledge and principle, achievement 
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look for products and services, self-expression desire physical, risky and social 

activity, etc. These motivations offer basic information for applications. A resource 

is that people consume services and goods by demographics, like age, income and 

education, etc.  Also is a key that demographics decide a person’s resources by 

psychological characters, such as; energy, novelty-seeking, leadership, etc. 

various resources come from a person’s primary motivation(US Framwork and 

VALS types, 2020). VASL based on the concepts of three basic motivations: 

Ideals(Principle), Achievement(Achievers), Self-expression (Self Expressers) and 

resources with eight sub-groups(Solomon., 2016).   

 

Table-5: VASL Motivation Classify  

Motivation Typology Characteristic 

Ideals 
Thinkers Good education, mature, satisfied Belief 

Principle Believers Conservative, conventional, 

Achievement 

Achievers 
Motivated by the desired 

Goal-oriented lifestyle Approval 

Opinions 
Strivers 

Motivated by achievement 

Success from trendy, fun, money 

Self-Express 
Experiencers Look for variety, excitement Desire 

Risk Makers Enough ski, energy, experience 

Innovator Successful, sophisticated with self-esteem 

Survivors Narrowly focused lives,  no motivations 
Resource: Psychographic Segments. (Source from SRI) 

 

Figure-2: VALS Framework 
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     2-4-4. LOV(List Of Value) Approach 

  LOV was examined as a measurement approach to values, the List of Values by 

Kahle(1983). VALS emphasized the combined demographics segmentation, life 

style variables and values, whereas LOV is theoretically tied to social adaptation 

theory, in which personals are conceptualized as adapting to various life roles, 

based on values fulfillment. LOV including a sense of belonging, excitement, fun 

and enjoyment in life, warm relationships with others, self-fulfillment, being well-

respected, a sense of accomplishment, security, and self-respect which can 

classify on Maslow’s hierarchy(Beatty., et al., 1985).  These values can be 

classified as external values(sense of belonging, being well-respected, security) 

and internal values(warm relationships with others, sense of accomplishment, fun 

and enjoyment in life, self-respect, self-fulfillment, excitement). Internal values 

are much more individualistic whereas, external values are more concerned with 

a social group and its approval. LOV is a better methodology than VALS for 

predicting consumer behaviors. LOV provides a more parsimonious measurement 

of personal values. The LOV has been figured out to provide a higher percentage 

of items that personal said influence their lives and also considered more easily 

translatable and relates more closely to daily life and consumers’ 

behavior(Watkins., et al., 2005). It is significantly important that LOV which is, 

measure lifestyle and values can approach to measure cultural values which getting 

change diversely and may be offered the opportunity to a marketer in the 

market(Park., 2008). 

 

Table-6: LOV Survey Form 

Rate each thing on how important it is in your daily life. 

1 = not at all important / 9 = extremely important 

   Very um-important              Very-important 

Sense of belonging 

Excitement 

Warm relationship with others 

Self-fulfillment 

Being well-respected 

Fun and enjoyment of life 

Security 

Self-respect 

A sense of accomplishment 

1-2-3-4-5-6-7-8-9 

1-2-3-4-5-6-7-8-9 

1-2-3-4-5-6-7-8-9 

1-2-3-4-5-6-7-8-9 

1-2-3-4-5-6-7-8-9 

1-2-3-4-5-6-7-8-9 

1-2-3-4-5-6-7-8-9 

1-2-3-4-5-6-7-8-9 

1-2-3-4-5-6-7-8-9 
Resource: The questionnaire format for the List of Values from L, R. Kahle. & P, Kennedy.(1989). 

Using the list of value(LOV) to understand consumers, The Journal of Consumer Marketing, 6(3), p.8. 
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2-5. Lifestyle Typologies 

 Lifestyle related to consumer’s activities, interests, opinions and consumption, so 

it is helpful to segment a market if marketers can understand the type of 

consumer’s lifestyle. By segmenting in the market, it can establish the strategy for 

each marketing part, and also may be developed new appropriate products or 

services for consumer needs. There are two kinds of types to classify in lifestyle. 

The first is a general lifestyle approach for dividing type of consumer lifestyle and 

second is a specific lifestyle approach for dividing type relate to certain situations 

or particular products(Huong., 2016). Bei(2000) also pointed out that two methods 

for applying lifestyle to market segmentation exist a general lifestyle research and 

a specific lifestyle research. A general lifestyle research focuses on a personal 

activity, interest and opinion of consumers in their daily lives, whereas a specific 

lifestyle research emphasizes the consumers about a particular production(Bei., 

2000). By referencing previous studies, general lifestyle typologies are following 

as: 

Table-7: General-Lifestyle Typologies 

   

Researchers Titles Typologies of General-Lifestyle 

Izeki 

(1975) 

Life-style Types and 

Consumer Choice Patterns 

in Japan 

Open-minded innovators, 

Established conservatives, 

Steadfast conformists, 

Young pleasure-seekers, 

Close-minded retreaters, 

Apathetics indifferents, 

Anti-establishment malcontents 

Darden,  

et, al. 

(1976) 

A study of vacation life-

style 

Budgeters, Adventurers, 

Homebodies, 

Vacationers, Moderates 

Douglas,  

et., al. 

(1977) 

Life-style analysis to 

profile women in 

international markets 

Home, Social, Frustration, 

Innovation, Intellectual, Role 

Reynolds, 

et., al. 

(1977) 

The Modern Feminine Life 

Style 

Modern-Orientation 

Traditional-Orientation 

 

Mitchell 

(1983) 

 

The nine American 

lifestyle. 

Sustainers, Survivors, Belongers, 

Emulators, Achievers,  

the I-Am-Me, Experientials,  

Socially -Conscious, Integrated 
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Dalen 

(1989) 

Research into values and 

consumer trends in Norway 

Modern materialists, Modern 

idealists,  

Traditional idealists,  

Traditional materialists 

 

Zins 

(1998) 

Leisure Traveler Choice 

Models of Theme Hotels 

Using Psychographics 

Hedonism, Work, Leisure, 

Creativity, Health/Environment, 

Cocoon, Social-Oriented, 

Egocentrism 

Kenneth 

Yang 

 (2004) 

A comparison of attitudes 

toward internet advertising 

among lifestyle segments in 

Taiwan 

Experiencers,  

Traditionalists,  

Self-Indulgent 

 

Leah 

Watkins, et., 

al. (2015) 

 

The New Zealand 

Consumer Lifestyle 

Segments 

Progressives, Disengaged,  

Young Pleasure Seekers,  

New Greens, Quiet Lifers,  

Success Driven Extroverts,  

Traditional Family Values 

 

 As the typologies of specific lifestyle relate with particular products and certain 

situations, applied in tourism. Specific lifestyle of tourists divided by follow as: 

 

Table-8: Specific-Lifestyle Typologies 

   

Researchers Titles 
Typologies of Specific-

Lifestyle(Tourists) 

Cohen 

(1972) 

Towards a sociology of 

international tourism 

The original mass tourists,  

The individual mass tourists,  

The explorer, The drifter 

Plog 

(1977) 

Why destination areas rise 

and fall in popularity 

Psychocentrics(Dependable), 

Near-psychocentrics,  

Mid-centrics, Near-allocentrics 

Allocentrics(Adventure) 

Perreault, 

et., al. 

(1979) 

A psychological 

classification of vacation 

lifestyles 

Budget travelers,  

Adventurous tourists, 

Homebody tourists, Vacationers, 

Moderates 

Cohen 

(1979) 

A phenomenology of tourist 

experience 

The recreational tourist,  

The diversionary tourist,  

The experiential tourist,  

The existential tourist 
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Gallup & 

American 

Express 

(1989) 

Unique four national travel 

study reveals traveler 

types 

Adventurous, Dreamers,  

Economisers, Indulgers 

Smith(ed.) 

(1989) 

Hosts and Guests: The 

anthropology of tourism 

Explorers, Elite tourists, Off-beat 

tourists, 

Incipient mass tourists, Mass 

tourists, 

Charter tourists 

Sickens 

(2002) 

The scared and the 

profane: a tourist typology 

Cultural heritages tourists, Ravers, 

Shirley valentines, Heliolatrous,  

Lord Byrons 

Weaver 

(2001) 

Ecotourism as mass 

tourism: contradiction or 

reality? 

Hard ecotourist, Soft ecotourist 

Strasdas 

(2006) 

The global market for 

nature-based tourism 

Committed nature tourists,  

Interested nature tourists,  

Casual nature tourists,  

Nature tourists with specific  

cultural interest,  

Sports/Adventure tourists, 

Hunting/Fishing tourists 

Pearce 

(2008) 

A needs-functions model of 

tourism distribution 
Package, Independent, Customized 

Arnegger, 

et., al. 

(2010) 

Toward a product-based 

typology for nature-based 

tourism: a conceptual 

framework 

By motivations, 

Nature conservation,  

Nature experience, 

Sports/Adventure, Hedonistic 

By Products, 

Independent, A la carte, 

Customized, Standardized 

Hasoly 

(2011) 

An Exploratory Study to 

Develop a Geotourism 

Typology Model Based on 

the Experience and the 

Importance of Geotourism 

in the Decision to Visit a 

Destination 

Escape-seeking group,  

Knowledge and novelty-seeking 

 group, 

Novelty-seeking group, 

 Socialization 

 

 

 

 



- 25 - 
 

2-6. Lifestyle Traits 

 Understanding the traits is the first step for researching lifestyle. There are six 

dimensions that we can understand the lifestyle traits, as follows: 

1. Lifestyle is an assembling system of life-consciousness, life-behavior, 

values, and attitudes that are structural aspects of life. 

2. It can be grasped through the analysis of purchase possession of living 

goods, usage patterns, a distribution of expenses, time allocation, and usage 

patterns of living space. 

3. Lifestyle is not a primary, is a multi-dimensional qualitative and quantitative 

expression. Lifestyle is a form of expression of life that has objective 

meaning and value for a group that not only has a subjective meaning and 

value according to the behavior of the life-person who composes and 

expresses it but also shares the style of that lifestyle 

4. Lifestyles can be investigated and analyze across multiple levels from a 

specific individual to the entire society. 

5. The lifestyle of living people may be classified into several types. 

6. Lifestyle may be regarded as a system. The lifestyle as a system tends to 

change itself by adapting to environmental changes, while tend to maintain 

the conventional lifestyle by minimizing the influence from the 

environmental change as much as possible, this is, that the extent of 

strength differ depends on the lifestyle type of the living person. 

 Market segmentation can be approached by analyzing and analyzing how these 

lifestyle characteristics affect the life-style and behaviors of members of society 

and, as a result, how they relate to lifestyle and purchasing behavior. The 

segmentation of the lifestyle market is one of the ways to correctly identify 

lifestyles and develop products or services to link them with marketing strategies. 

Lifestyle is a new approach to market understanding, customer understanding, and 

response strategy development(Hou., 2012). 
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2-7. Marketing Segmentation 

 Businesses may not be satisfied with all customers every time, because each 

customer has different needs and customers do not have identical preferences so 

that all people rarely satisfy one product. So most companies apply a strategy that 

dividing the market into segments and developing products and services for target 

marketing.  This strategy focuses on consumers’ needs and values. Target 

marketing includes the market segment, which is businesses focus on.  

 A market segment is a group of personal, groups or organizations that may share 

the same interests, characteristics and traits, and consumer segments may have 

similar expectations and needs. For this, the businesses have to figure out what is 

the most appropriate way to distinguish to various segments(Camilleri., 2018). 

Marketing is a key to companies in business for their target consumer who wants 

the greatest value. The American Marketing Association(AMA) had defied that 

marketing is the activity, set of institutions and processes for delivering, 

communicating, creating and exchanging offerings that have value for partners, 

clients, customers and a society at large(2007).  

 A market segment is associated with individuals, groups, and communities who 

can share the same traits, characteristics and interests. The business has to figure 

out the most appropriate ways to determine the segments because the consumer 

segments may be have a similar expectations and needs. And also it is important 

for developing products and mixing marketing for particular consumers(Carmilleri., 

2018).  People have been selling products to other people there has been some 

form of the marketing. Marketers knows that people are varied and do thing 

differently for various reasons.  

 Therefore, it needs to identify to understand better for diverse groups(Topfer., et 

al., 2015).  According to Tynan & Drayton(1987), marketing segmentation is 

because it is to delineate and identify market segments, a crucial strategy in the 

marketing. By S, R. Smith(1956) defined that the segmentation is based on 

developments on the demand in the market and represents a rational application 

of product and marketing effort to a consumer for needs. Marketing segmentation 

is particularly important for predicting consumers’ purchasing behavior. 

 

     2-7-1. Segmentation Analysis 

 The segmentation is used a combination of two or more components, is rarely 

used alone. The diverse components are may be distinguished by demographic, 

geographic, psychographics, psychological and behavioral variables. 
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1. Geographic segmentation which is divided by geographic units(nation, 

region, local) 

2. Demographic segmentation based on sex, age, family, socio-economic, 

lifestyle, occupation, education and income variables.  

3. Psychological segmentation is as a basis for predicting consumers’ behavior, 

attitudes, motivation, individual traits, etc.  

4. Psychographic segmentation is based on lifestyle, activities, interests, 

opinions, values, needs.  

5. Behavior segmentation is divided by usage rate, a response from the 

customer, brand loyalty, benefits sought, states and situation. 

6. Industrial segmentation consists of geographic, demographic, psychological, 

psychographics and behavioral variables. 

7. Product segmentation is for cluster products, useful for identifying gaps for 

new product opportunities 

 

 

     2-7-2. Segmentation Theory 

 Market segmentation is the procedure that marketers organize and determine 

their customers who want the best products or services and particular attention. 

(Victor & Middleton, 1994). Market segmentation includes a division of similar 

segments. Philip Kotter mentioned that the best proper marketing is aimed at a 

particular market with a high probability of success rather than targeting the entire 

market.  

 Market segmentation is a strategy for accurately grasping the needs of different 

customers by segmenting the market. It means that identify the best position of a 

certain market, which is attractive to the consumer rather than try to reach 

everyone. Generally, can be to classify three stages about operating in a 

market(Nynne, Larsen, 2010). 

 

1. Mass Marketing: Mass producing, distributes, promotes a product to all 

consumers, segmentation is helpful for variety in each consumer. 
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2. Product Differentiated Marketing: Two or more products that display 

distinguish characteristics, styles, qualities, sizes in the entire market. 

 

 

 

 

 

 

3. Target Marketing: Focus on one or more segments, develop products and 

marketing mixes to each segment. 

 

 

 

 

 

 

Figure-3: Marketing Segments 

 

 

     2-7-3. Advantages of Market Segmentation 

 Marketers may better understand what is the need that consumer wants by 

dividing the market into segments. So, marketers may approach more accurately 

and responsibly to each of their consumers. Segmentation marketing may help 

businesses fulfill the consumer’s needs.  By market segmentation, may predict the 

needs of consumers and compare marketing opportunities. And enable them to 

develop a marketing strategy for certain market segments. Marketers may utilize 

the market better by determining the appropriate market. 

 

     2-7-4. Vacation Benefit Segmentation 

 Benefit segmentation was applied since provided marketers with consumers’ 

motivation profiles to behaviors and socioeconomic characteristic that might be 

useful in a positioning or promotional strategy. Classifying consumers by benefit 

sought, and profiling each segment from variables which are geographical, 
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demographic or other factors is the advantage of benefit segmentation(Frochot, et 

al., 2000).  

 In 1968, Haley who introduced benefit segmentation was to develop a method for 

better understanding and prediction of future buying behavior. According to him, 

the benefit which is, people seeking in consuming a given product are the 

fundamental reason for market segments. Also, he mentioned that the benefit 

segmentation is the greatest attention in the tourism, leisure, recreation and travel 

fields. In benefit segmentation, it is important to know what kind of relevant value 

people attach to different benefits(Haley,1968). Benefit segmentation may be 

related to products/firms, preferences, perceptions, purchase intentions & 

situations, and loyalty.(Weinstein, 1987) Koh, et, al.(2010) state that benefit 

segmentation is a technique to differentiate and consumers based on the benefits 

they desire or seek.  

 By knowing the benefits sought from consumers, marketers don not need to 

presuppose which stimulus might persuade consumers to buy a specific product or 

service. By Lewis(1981), redefined benefits segmentation as a grouping-customer 

on basis of the importance they attach to combine a rational, sensory and emotional 

benefits expected from the service or product.  

 By Woodside and Jacobs(1985), and Woodside et al.(1980), Calantone and 

Jhar’s(1984) demonstrated that benefit segmentation useful for designing vacation 

package development. Also, benefit segmentation may apply to certain products, 

facilities, services, and specific activities and attractions(Frochot & Morrision, 

2000). Consumers vary in terms of their preferences and desires and also may 

desire or prefer different from the same products and services.  

 Haley’s segmentation had been applied to products and had been classified by 

product appearance, price, effectiveness and quality. In tourism and travel, the 

benefit segmentation to tourism destinations from the destination’s attributes. 

There are many applications of benefit segmentation to tourism and travel. 

Woodside(1982) emphasizes to learn the benefits sought and experiences realized 

from a viewpoint of the visitors to certain destinations. It is important to 

understand the benefits of tourists seek destinations.  

 According to these researches, four general typologies which are, applied the 

benefit segmentation in the tourism and travel were destination marketing, 

targeting specific markets, examining traveler decision making processes and 

attractions & events & facilities. Benefit segmentation was applied for destination 

marketing from Gitelson and Kerstetter(1990) who segmented the visitor market 

in four segments which is relaxation, explorer, excitement and social. And 

Calatone, et al.(1980) studied out-of-state automobile tourists for determining 

influential components affecting tourist choice.  
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 One of the researches relevant application benefit segmentation in tourism and 

travel is a study of Goodrich(1980) which determined the importance of the various 

benefits tourists seek on vacations was identified three segments; passive-

entertainment such as; scenery, cuisine, sports-oriented related with wealthy and 

outdoor who interested in the historical and cultural aspects at the destination 

(shopping-facilities, availability of the entertainment, etc.)  

 Crompton’s study(1979) is concerned with identifying motives of the pleasure 

vacationers that affect a selection of the destination. It was classified as a socio-

psychological benefit namely; evaluation of self, regression, exploration, 

relaxation, escape from a perceived mundane environment, enhancement of 

kinship relationships, facilitation of social interaction, prestige which not related 

to destination attributes, and as the alternate cultural category, novelty and 

education which is related with the specific qualities that a destination offered. 

 According to previous research, vacation benefit segmentation may base on 

individual-benefit which is the related to how the consumer feels the product or 

service on vacation, such like, motivation, preference, desire, value and 

experience, and socio-psychology-benefit which is related to social approach, 

such like, intrinsic compensates tourists seek from travel activities. Benefit 

segmentation is one of the best ways to segment a market and allows for a better 

understanding of tourists’ needs and deciding behavior. 
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2-8. Travel Behavior Concept and Definition  

  Literature review on travel behavior should define the concept first, and the 

elements of travel behavior should be grasped by considering factors affecting 

travel behavior. To understand travel behavior, it is important to identify the 

factors that determine the comprehensive travel satisfaction of travelers. 

According to Peattie(2010), travel behavior can be divided into different travel 

purposes. Silva, et al. indicate a connection between land use patterns and travel 

behavior, and found that travel behavior is affected by land-use variables. Travel 

characteristics, travel time, and land use attributes affect travel mode, and along 

with diverse travel goal which is business and leisure(Limtanakool, 2006).  

 The traveler has distinct reactions to distance when they choosing the mood of 

transport(Wu and Yang, 2013).  Travel behavior is a process of mental and physical 

behavior in a decision-making process that tourists purchase, evaluate, acquire, 

use, and dispose of intangible and visible attributes of tourism. It appears diverse 

and complex under the influence of demographic factors, social factors, and 

psychological factors(Cho, 2005). Travel behavior may explain as a way tourists 

behave by their attitudes to a specific product. (March & Woodside, 2005, Gerorge, 

2004), Fu(2016) Mentioned that every single action of a tourist may refer to as 

tourist-action, the collective type of them is travel behavior. 

  According to previous studies, the concept of travel behavior in this study is 

defined as a comprehensive collection of factors that affect the type of activity 

that travelers seek in the process of traveler's act during travel. 
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2-9. Travel Behavior Typologies 

 Travel behavior is the way that tourists behave according to their attitudes before, 

during and after traveling. Travel behavior may help to increase the number of 

tourists in marketing and product or service development. Tourists’ travel 

decisions are influenced by travel behavior. This behavior is an interaction 

between specific personal and environmental variables.  By Venkatest(2006) & 

Laws(1995) identified factors which are reflecting travel behavior of tourists are 

as a motivating the tourists to travel, tourists’ attitudes, various situational and 

environmental components(Vuuren., et al., 2011).   

  In terms of the travel behavior is reflected by information on mode, route or 

alternative starting times of trips. Travel behavior may describe activities patters 

or destination and mode choices as components(Hilger., et al., 2016). In general, 

travel behavior differs depending on the socio-economic characteristics and 

residential characteristics of tourists and is composed of the purpose and distance 

of travel, transportation method, and a number of travel days.  

 In addition, travel behaviors are diverse, influenced by social factors such as 

demographic factors, lifestyle, social class, reference groups and culture, and 

psychological factors such as perception, attitude, motivation, and personality, and 

characteristics of the tourism destination(Lee, 1994). By Ryu(1999) divided the 

travel behavior as a number of visits, travel period, accompany, number of 

accompany, accommodation facility, travel expense, and selection of destination 

for investigation about the characteristic of people’s tourism behavior. Oh & 

Heo(2006) determined demographic factors(gender, age, etc.), travel 

behavior(individual, backpack, package, etc.), type of accompany, and information 

for tourism to measure tourism behavior.  

 In general, travel behavior consists of the purpose of the trip, the mode of 

transportation, the distance traveled, the number of trips per period, the number 

of travel days, etc. Such travel behavior may differ according to the tourist's 

background, such as the socio-economic characteristics of the tourist and the 

characteristics of the residence(Song, 2002). In a study examining the factors that 

determine the satisfaction of a trip for an individual traveler(one person), were 

classified as travel behavior the goal of the trip, a choice of the destination, and a 

cost of the trip, according to gender and age(Lee, 2017). 
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2-10. Tourism Product Attribute Concept and Definition 

 Normally, a dictionary definition of product is described simply as goods for 

buying and selling. Goods may divide two types of products. One is a general 

product, which is tangible and visible in contrast, the other one is a service product 

which is intangible and invisible. According to Kotler & Levy(1969) point out that 

every organization produces a ‘product’ from at least those types of; physical, 

services, persons, organizations, ideas. So the product may take many forms, and 

it is an important for marketing. McCarthy(1971) opinioned that needs of the 

consumer is fulfilled by not only tangible product but also service may satisfy. 

Wahab(1975) explained that a mixture of mutually reciprocal relations formed by 

the combination of the static part of a travel destination and the dynamic part of 

travel. 

 As defined by UNWTO, a tourism product is “a combination of tangible and 

intangible elements, such as natural, cultural and manmade resources, attractions, 

facilities, services and activities around a specific center of interest which 

represents the core of the destination marketing mix and creates an overall visitor 

experience including emotional aspects for the potential customers. A tourism 

product is priced and sold through distribution channels and it has a life-cycle”. 

Koutoulas(2004) who described that a tourist product fulfills the transactions 

between a tourist and business, defined that tourist product as a total bundle of 

functionally interdependent tangible and intangible elements enables tourists to 

engage in a certain activity at on or at some consecutive destinations. In other 

words, to facilitate the transition to the destination and the social reproduction 

during the trip. Medlik and Middleton (1973) expressed that the tourism products 

as a bundle of service, activities and benefits that constitute the entire tourism 

experience. Sharma(2007) defined that a tourism product is whatever is put into 

the promotion, it could be an individual facility or a whole community. 

 Since 1980, a concept of the tourism product has started to develop in Korea. By 

KTO defined that tourism products are schedules of travel courses produced by 

the travel industry so that travelers can enjoy travel at a certain place or 

destination. Travel products are commercialized by purchasing accommodation 

facilities, transportation facilities, and travel destinations in consideration of 

traveler’s needs and economics according to the ideas of travel agencies. Hwang., 

et al.(2014) indicated that travel product is a travel agency as a representative 

tourism company, retains an airline, a hotel, a restaurant, and a tourist attraction 

which are elements of a travel product, then organizes and sells the product by 

pre-contracting, and it is an extinguished asset which is lost value after the 

starting point. Kim(2014) who research tour package products explained that 

travel package products are cheaper than purchasing individual products because 

they sell a combination of components such as airline seats, hotel rooms and 
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restaurants. And if travel products cannot be sold by the date of departure, they 

are divided into individual products and then sold it. Park(2012) described that it 

is a comprehensive product of services such as facilities sold by a travel agency, 

or a single product such as an airline ticket or accommodation, which a traveler 

needs for traveling. To commercialize a trip, it is necessary to first set up a travel 

destination and tourists, and organize the travel components from the departure to 

arrival. The travel components may be indicate a travel product that is an element 

that a traveler purchases a comprehensive service for travel(Cheon, 2005). The 

following is a summary of the definition of previous travel product concepts, as 

follow: 

 

Table-9: Tourism Product Attribute Concept & Definition 

Researchers Concept & Definition 

UNWTO 
Combining various services and tourists attractions in 

tourist destinations and accommodations 

Medlik(1773) 
Attractive tourist destination have close access to various 

facilities and destinations combined with accommodation 

Holloway(1990) 
A contract that a travel agency creates appropriate travel 

conditions for the traveler to enjoy 

Burke & Resnick 

(1991) 

Intangibles goods that combine travel-related products 

and services 

Forsters(2000) 
As an intangible product, it consists of an unknown 

package until used 

Jeong(1991) 
Creating added value by combining travel-related facilities 

with destinations 

Yoon(1997) 
Travel products are packaged according to the consumer’s 

decision-making method 

Lee(2005) 
A product that travelers can use in the process from 

departure to arrival 

Re-Citation: Bu Tian. (2014). Figure 2-1. p.17  

 Based on previous studies, the concept of tourism product attributes in this study 

is defined as 'factors related to tangible of general products and intangible specific 

service products that affect satisfaction during travel'. A product in the tourism 

can be defined as services that are mostly intangible abstract products. 



- 35 - 
 

2-11. Tourism Product Attribute Typologies 

 Fundamentally, travel products include various product attributes such as 

destination, price, travel agency, type of travel, transportation, accommodation, 

meals, and optional tourism. Perceived-image, emotional-experience, price-

acceptability is a point of view as attributes influence to the tourism 

product(Kang&Park, 2008).   

 Creating the tourism product involved components reliable on the natural, artificial 

or man-made, operating in tourism supply. Tourism supply is derived by the value 

of the product sold to tourists. It can not be examined before purchasing. 

Components of tourism supply classified as, attractions, transportation, 

intermediaries, destination, and activities.  Destination British Columbia is well-

positioned to benefit from the global in experiential travel, has identified distinct 

product sectors, such as; accommodation, transportation, attractions, tour 

operators, and corporate planners(Columbia, 2013).  

 Medlik and Middleton mentioned a bundle in tourism product, this bundle consists 

of destination attraction, facilities of destination, accessibility, image, and price. 

Middlento(1989) point out that tourist product used at ‘specific level’ which is a 

discrete product from a single business and the ‘total level’ which is a complete 

experience from the time leaves home to the time return. In service products, 

Sasser, et al(1978) were argued that the service product including facilitating 

goods, explicit intangibles, and implicit intangibles. In view of Lewis and 

Chambers(1989) tourism products are composed of goods, environments, and 

services. Levitt’s(1981) classified a core product, a tangible product, a product 

level, an augmented product(Smith, p.584-585).  

 According to Pay(1992), transportation, lodging dining, sightseeing/guide service, 

attraction, shopping are components of travel, by Gunn(1988) travel components 

are consist of traveler, travel resource, transportation, information and 

convenience facility(Seo, 1998). 

  Tourism products may depict as a comprehensive set of wealth and services 

produced by a travel agency. And there is food, souvenirs, etc., which are tangible 

characteristics and accommodation, transportation, and entertainment, which are 

intangible characteristics that can satisfy travelers. Also, travel-related companies 

sold independently as a partial travel product, such as travel agencies, hotels, and 

airlines. As such, the concept of a travel product may vary depending on criteria 

and scope and may be different according to a general travel product or a package 

tour product.  
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 The components of the tourism product may be classified as follow: 

 

 

Figure-4: Tourism Product Components 

 

 

 

 

 

 

 

 

 

Re-Citation: Y, J. Jeong.(1989, p.164), Sun, T. (2014) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Transportation: Airline, Shipment, Bus, Train, etc. 

Accommodation: Hotel, Guest-House, Resort, Motel, Condo, etc. 

Food: Restaurant, Beverage, Drinks, etc. 

Travel Information Resource: TV, Internet, Magazine, Book, etc. 

Tourism Destination: Natural, Cultural, Social tourism resource 

Shopping: Department, souvenir, etc. 

Travel Service: Tour guide, Insurance, etc. 
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2-12. Tourism Product Attributes: Destination 

 Travel products are all goods and services needed by tourists since they leave 

their staying until they are back home. Because travel products are services, 

products have various characteristics from tourist needs. The characteristic of 

travel products is intangible, production, consumption process and non-

transferable occurring at the same time(Madafuri, 2018).  

 Attributes, in general, may refer to the specific characteristics of the product, 

‘tangible’ and abstract characteristics, ‘intangible’. Travel products are a bundle of 

these attributes.  Attribute as a characteristic of the product is tangible and 

intangible, and the product is a combination of these attributes. Van(1986) is 

pointed out that two kinds of components in tourism destination, one is ‘given part’ 

which as the beauty of nature, historical area, the other one is ‘man-made part’ 

which as hotel, package product. The five factors: nature factor, social factor, 

historical factor, entertainment, and accommodation facility are belonging to a 

selection attribute of a tourism destination(Var., et al. 1997).  

 Travel product attributes will be influenced by the traveler's purpose and values. 

Traveler's decision is made by various product attributes, and these factors are 

evaluated in the course of travel, which in turn is related to travel satisfaction. 

According to Han(2006), travel-purpose, price of travel product, shopping, food, 

hotel, travel-guider, travel an agency is an element of the attribute of travel 

product. Lee(2009) divide the attribute of travel product, as transportation. 

Accommodation, travel-service, shopping, tourism-attraction, meal, and 

entertainment. As such, because the attribute of travel products is diverse, each 

element is configured differently according to researchers. Each attribute has an 

important influence on a decision to travel.  

 Of course, an important factor vary from person to person. However, in general, 

I would like to consider that the element of destination is considered by most of 

the travelers when deciding on a trip. The destination should be decided first, and 

other travel-related factors, such as transportation, accommodation, and airline, 

will be considered. This means that different travel product elements may change 

depending on the destination. The attribute of a tourist destination should be 

composed of attraction that tourists want to visit and attribute that can fulfill the 

needs of tourists.  

 So, summarize the related data on the travel destination selection attribute as the 

travel product attribute.  
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 Briefly explain from the previous researches follow as,  

 

Table-10: Components of Destination Attributes 

Researchers Destination Attributes 

Zabkar, et al. 

(2010) 

Accessibility, Attraction(Cultural/Historical), Quality of 

accommodation, Friendly of local people, Cleanliness, 

Relaxation-opportunities, Personal-safety, Beautiful 

nature, Local-food 

Shani, et al. 

(2010) 

Nice-weather, Clean-environment, Hospitality, Safety, 

various of event/festival, Modern, Accommodation, 

Distinctive-nature, Recreation, Friendly-people, Tourism-

infra, Local-food, Accessibility, Convenient-

transportation, Shopping, Cultural/Social-safety, 

Attraction of history/culture, Value for money, Sports 

Shin 

(2000) 
Image, Attraction, Various-activities 

Park 

(1995) 

Attraction (image, weather, scenery, atmosphere, etc.) 

Convenience (cleanliness, safety, tour course, etc.) 

Accessibility (expense, distance, period, etc.)   

Shin 

(2010) 

Type of destination, Accessibility, Facilities, Contents, 

Selection attribute of purpose place 

Jang, et al.  

(2011) 

Facilities, Tourism-resource, Reputation, Accessibility, 

Price-value, Climate 

Cha 

(2013) 

Accessibility, Facilities, Price, Service, Surround-

environment 

Resource: Gwak, H. S. (2008), Sun, T. (2014), Lee, J. Y. (2016) Re-Citation 
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2-13. Tourism Product Attribute Traits 

 Most travel product tends to intangible and is a complex product by combining the 

services of various industries. Because travel products are service products with 

special characteristics, it is difficult to make accurate judgments until consumers 

directly purchase products. Summary travel product as follows, (Re-Citation: Hou, 

2012)   

1. Intangible 

: Because of the intangible nature, it is necessary to present as much visible   

material as possible to understand the travel product to the customer 

2. Simultaneity (Production & Consumption) 

: Production, purchase, use, and evaluation of travel products occur 

simultaneously and are limited in time and space 

3. Randomness 

: The importance and satisfaction of travel products are difficult to develop 

due to individual differences 

4. Seasonality 

: Travel products tend to be based at specific times of travel demand 

5. Complexity 

: Packaged travel products are required because various travel services 

must be provided 

6. Imitation 

: It is easy to imitate a single product into a composite product 

7. Extinction 

: Because travel products cannot be stored, the value of the product will 

expire after the usage time 

8. Heterogeneity 

: It is a human-oriented service, and it is possible to differentiate it from 

other products depending on the service provider 

9. Subjectivity 

: The value of travel products is determined from subjective criteria of the 

traveler 
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 Since travel products belong to the service type, they are different from general 

products. Traits of between general & service product are, 

 

Table-11: Difference between General & Service Product 

General Product Service Product 

Tangible Intangible 

Homogeneity Heterogeneity 

          Production   

          Consumption 

          Production   

          Consumption 

Object Activity & Process 

Stock Available Out of Stock 

Re-Citation: Y, L. Hou. (2012). P. 22-24 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Separation  Simultaneity 
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Chapter 3 Research Methodology 

 

 As the lifestyles of individuals vary according to social and economic development, 

lifestyle type analysis is also an important factor in the tourism industry. A study 

which is an analysis about what behavior of travel is traveler prefer depends on 

each different individual-lifestyle, how different they feel in vacation benefit, and 

what is attributes of tourism products affect satisfaction during the travel, will be 

an important resource in new product development. Therefore, this study intends 

to analyze the correlation of each element (lifestyle, travel behavior attribute, 

vacation benefit segmentation, tourism product attribute) in the travel process. 

 

3-1. Model and Hypothesis 

  The purpose of this study is to investigate a relationship between components of 

lifestyle and vacation benefit segmentation and travel behavior attributes on the 

selection of tourism product attributes. For understanding this, design the model 

structure as like, [Figure-5]. First, examine the relationships that lifestyle 

components are positively related to vacation benefit segmentations[H1], and that 

vacation benefit segmentations are positively related to tourism product 

attributes[H2]. Second, examine the relationships that lifestyle components are 

positively related to tourism product attributes directly[H3]. Third, attempt to 

analyze whether there is a significant mediated effect relationship between 

lifestyle and tourism product attributes through vacation benefit segmentation as 

a mediator or not[H4]. Lastly, attempt to analyze whether there is a more positive 

impact between lifestyle and tourism product attributes from when input together 

vacation benefit segmentation as a moderator or not[H5]. 

 For this analysis, lifestyle is configured as an independent variable, vacation 

benefit segmentation and travel behavior attributes are configured as a mediator 

variable, and tourism product attributes are configured as dependent variables in 

this research. 
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Figure-5: Model Structure 
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(Not Accept) 

H4 
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3-2. Variable Measurement 

 

     3-2-1. Lifestyle 

 Lifestyle is a combination of individual-related traits and as a mediator between 

social structure & personal resources(Voges, et al., 1988), in this study, as 

reviewed in the previous research, the lifestyle is set from the perspective of AIO, 

according to Kotler(1991) was mentioned as a whole life-way of individuals related 

to activities, interests, and opinions’. By Tigert & Well(1971), Zin(1998), 

Lee(2008), and Kang(2018) extracted variables of lifestyle. From this, divide total 

of four types of lifestyle, are (1)Individual-Satisfaction Oriented, (2)Social-

Satisfaction Oriented, (3)Trendy Oriented, (4)Family Oriented. The part of lifestyle 

in the survey was composed a total fifteen questions from the extracted variables 

with demographic variables basic six questions by checking 5-point [Likert]. 

 

     3-2-2. Vacation Benefit Segmentation 

 Tourists may seek differently and observe different benefits from the same 

product or service. Vacation benefit segmentation is useful for applying to specific 

products or services. In particular, may determine consumers’ diverse in terms of 

their preference, desire of product or service in the tourism industry. Vacation 

benefit segmentation is reflected in each personal characteristic and social 

structure. Each component of vacation benefit segmentation are extracted from 

several kind of researches, Garau-Vadell, et al(2002) who explores the 

possibilities of the segmentation based on the benefits sought by tourists, 

Birdir(2015) who segmented tourists who visit Istanbul and analyzed tourist 

profiles based on demographics and travel characteristics.  Choi, et al(2016) who 

studied the benefits sought by US pleasure travelers to Hawaii by using a factor 

cluster market segmentation, and Zecevic, et al(2016) who studied assesses tourist 

preferences for summer package vacation benefits. From these studies, classified 

three types of vacation benefit segmentation, as (1)Relaxation, (2)Discovery, and 

(3)Interaction based on the 2006 travel and activity motivation survey which 

examined the benefits of vacation or a pleasure travel(Cromption, et al, 2006). The 

part of vacation benefit segmentation in the survey composed total nine questions 

by checking 5-point [Likert]. 

 

     3-2-3. Travel Behavior Attribute 

 Travel behavior attributes are important to understand the factor reflect the 

satisfaction of travelers during the travel. Travel behavior attributes are different 
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depends on many factors, such as; demographic, social, and psychological. Travel 

behaviors attributes have extracted some studies from Mayo(1981) approached 

travel and the motivation of the personal traveler represents a new direction in the 

tourism industry. They studied the effect of the tourist characteristic on travel 

behavior. Lee(1999) who analyzed the trend and factor of the travel plan, decision 

making, destination, behavior for the marketing of overseas travel products. 

Lee(2008) who defined that travel behavior is a complex concept of traveler’s 

action, travel motivation, and consumer’s action. Fu(2016) who studied to find out 

the effect of the values on lifestyle of Chinese people and identified the effect of 

travel behavior in the relationship between values and lifestyle. According to 2018 

Korea National Tourism Survey (KTO), reported that they decided the types of 

travel behavior into pre-travel and during travel. From these researches, this 

study is divided into four types of travel behavior attributes, as (1)Travel Period, 

(2)Travel Purpose, (3)Travel Type, and (4)Travel Accompany. The part of travel 

behavior attributes in the survey composed total of four questions to check by self 

on the correct answers. 

 

     3-2-4. Tourism Product Attribute 

 Travel-related products and all services included in travel products for selling by 

a travel agency to tourists based on tourism resources. Because the tourism 

product is a combination of various elements, each component is sold individually 

or as a comprehensive product. Among the various tourism products, variables of 

destination as one of the important factors are set for analysis during traveling. 

From Moscardo, et al(1995) and I, McDonnell., et al.(2004), divide total type of 

tourism product attribute[destination] variables, are (1)Feature-Attraction of 

Destination, (2)Activity-Practical of Destination. The part of tourism product 

attributes in the survey composed a total seven questions from previous research 

and by checking 5-point, [Likert]. 
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3-3. Hypothesis Specification 

 The hypothesis is a sentence that describes the relationship between two or more 

variables in a form that can be verified (Chae, 2004). This study set the following 

hypotheses to investigate the effects of Korean lifestyle on vacation benefits 

segmentation, and tourism product attributes. Based on the research model 

[Figure-5] and previous research, this study attempts to establish and test 

hypotheses as follows, 

 

Hypothesis 1: Lifestyle will has a positive impact (+) on Vacation Benefit 

Segmentation(Relaxation, Discovery, Interaction). 

 

 

 

 Zin(1988) examined four psychographic tools which is personal values, lifestyle, 

vacation style and benefits sought in tourism. It investigate a relationship between 

psychographic concepts revealed significant and essential correlations. Each of 

the four psychographic concepts show a direct or indirect influence on the choice 

of theme hotels. He found that each of the eight vacation-style dimensions can be 

significantly explained by a lifestyle factors, and benefits are heavily influenced 

by lifestyle and vacation-style components. Choi(2016) et al, delineates the 

benefits sought by US pleasure travelers to Hawaii by using a segmentation and 

enabling marketers to develop marketing strategies. It identified three distinct 

segments: active travelers, relaxation seekers and traditional tourists. From those 

previous study, this study attempt to the correlation relationship between lifestyle 

factors and vacation benefit segmentations of Korean tourists. Therefore, the 

hypothesis about lifestyle and vacation benefit segmentation following as, 

 

 H-1: Individual-Satisfaction Oriented will has a positive impact (+) on 

vacation benefit segmentation. 

 H1-2: Social-Satisfaction Oriented will has a positive impact (+) on vacation 

benefit segmentation. 

 H1-3: Trendy Oriented will has a positive impact (+) on vacation benefit 

segmentation. 

 H1-4: Family Oriented will has a positive impact (+) on vacation benefit 

segmentation. 

 

Lifestyle 
Vacation Benefit 

Segmentations 
H1 
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Hypothesis 2: Vacation Benefit segmentations will has a positive impact (+) on 

Tourism Product Attributes(Destination). 

 

 

 

 Zecevic and Kovacevic(2016) assesses tourists preferences for summer package 

vacation benefits. The purpose is to classify summer package tourists based on 

preferred benefits they seek from their vacation. They found that benefits related 

to the destination attractions and activities are beautiful beaches/natural attraction, 

interesting cultural attractions, good choice of destination activities, recreation 

infrastructure. They found that a segmentation based on benefits tourists seek 

could help to choice a destination. Sarigollo and Huang(2014) presents an effective 

segmentation of Latin American tourists and provides for destination marketers.  

They are identified four distinct segments based on the benefits sought. These 

segments can also be reached via specialized tour agencies that focus on 

customized tours. From these previous studies, this study attempt to investigate 

that the correlation any effective relationship between vacation benefit 

segmentation and tourism product attribute for choosing a destination to Korean 

tourists. Therefore, the hypothesis about vacation benefit segmentation and 

tourism product attribute(destination) following as, 

 

 H2-1: Relaxation will has a positive impact (+) on tourism product 

attributes(destination). 

 H2-2: Discovery will has a positive impact (+) on tourism product 

attributes(destination). 

 H2-3: Interaction will has a positive impact (+) on tourism product 

attributes(destination). 

 

 

 

 

 

 

 

Vacation Benefit 

segmentations 

Tourism Product 

Attributes 
H2 
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Hypothesis 3: Lifestyle will has a more positive impact (+) on Tourism Product 

Attributes (Destination) directly. 

 

 

 

 According to Huong(2016), at the point of that the travel product affect depends 

on lifestyle which is a subjective characteristic of consumer, analyzed the 

relationship of a travel product selection attribute depends on lifestyle of Vietnam 

tourists who visit to Korea. The result show significant differences on travel 

product selection attributes to classified lifestyle groups. Also a study of 

Zhang(2010) found that there is a difference between lifestyle of Chinese tourists 

and the travel product selection attributes according to the flow of tourism market. 

Kang(2018) also indicate the result of study that the lifestyle of tourists is impact 

on the travel product selection attribute. Therefore, this study also attempt to 

investigate that the significant influence between lifestyle of Korean tourists and 

tourism product attribute(destination) directly or indirectly. The hypothesis about 

lifestyle and tourism product attribute(destination) following as, 

 

 H3-1: Individual-Satisfaction Oriented will has a more positive impact (+) 

on tourism product attributes(destination) directly. 

 H3-2: Social-Satisfaction Oriented will has a more positive impact (+) on 

tourism product attributes(destination) directly. 

 H3-3: Trendy Oriented will has a more positive impact (+) on tourism 

product attributes(destination) directly. 

 H3-4: Family Oriented will has a more positive impact (+) on tourism 

product attributes(destination) directly. 

 

 

 

 

 

 

 

Lifestyle 
Tourism Product Attributes 

(Destination) 

H3 
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Hypothesis 4: Lifestyle will has a more positive impact (+) to Tourism Product 

Attributes (Destination) through vacation benefit segmentation as a mediator 

variable. 

 

 

 

 

 

 

 Kang(2018) investigate the mediated effect about the travel product selection 

attribute as a mediator variable between lifestyle and tourist satisfaction. The 

result is that there is a partial mediated effect between lifestyle and tourists 

satisfaction when input travel product selection attributes as a mediator variable. 

Therefore, this study also attempt to investigate whether there is a significant 

mediated effect between lifestyle and tourism product attribute(destination) when 

input vacation benefit segmentation as a mediator variable or not. The hypothesis 

about a mediated effect between lifestyle and tourism product attribute(destination) 

when input vacation benefit segmentation as a mediator variable following as, 

  

 H4-1: Individual-Satisfaction Oriented will has a more positive impact (+) 

on tourism product attributes(destination) through vacation benefit 

segmentation as a mediator variable directly. 

 H4-2: Social-Satisfaction Oriented will has a more positive impact (+) on 

tourism product attributes(destination) through vacation benefit 

segmentation as a mediator variable directly. 

 H4-3: Trendy Oriented will has a more positive impact (+) on tourism 

product attributes(destination) through vacation benefit segmentation as a 

mediator variable directly. 

 H4-4: Family Oriented will has a more positive impact (+) on tourism 

product attributes(destination) through vacation benefit segmentation as a 

mediator variable directly. 

 

 

 

 

Lifestyle 
Tourism Product Attributes 

[Destination] 

H4 

Vacation Benefit 

Segmentation 
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3-4. Survey Plan 

 

     3-4-1. Survey Construct 

 The purpose of this study is to find out whether the lifestyle of Korean tourists 

affects vacation benefit segmentation and travel behavior attribute, and whether 

there is an effective correlation with tourism product attributes. 

 The questionnaire for this study consists of a total five parts, which is for 

analyzing each of the components in lifestyle, vacation benefit segmentation, travel 

behavior attributes and tourism product attributes.  Lifestyle classified total four 

typologies, were namely, Individual-Satisfaction Oriented, Social-Satisfaction 

Oriented, Trendy Oriented, Family Oriented. Using fifteen items as questions to 

determine the characteristic of Korean tourist’s lifestyle. Vacation benefits by 

segmenting are classified total three typologies, were namely, Relaxation, 

Discovery, and Interaction. By nine items as a question to determine the type of 

travel behaviors that Korean tourists prefer. Travel Behavior Attributes classified 

total four typologies, were namely, Travel Period, Travel Purpose, Travel Type, 

Travel, Accompany.   

 In questions from four items is analyzed the type of travel behavior when Korean 

tourists travel. Tourism Product Attributes classified a total two typologies, were 

namely, Feature-Attraction(Destination), Activity-Practical(Destination). From 

seven items for questions is determined the tourism product attribute which 

reflected the satisfaction during traveling. And six items for the characteristics of 

demographics are analyzed the basic data about Korean tourists. A survey is 

consists of five parts with total forty-one questions in this study. 

  Lifestyle, vacation benefit segmentation, and travel product attribute used 

[Likert]'s 5-point scales by checking on the correct answers. And travel behavior 

attributes and demographic characteristics were just selected by self. 

 

     3-4-2. Survey Design 

 The questionnaire of this study was constructed base on previous research, and 

an internet survey was conducted to study the relationship between lifestyle, 

vacation benefit segmentation, travel behavior attribute, and tourism product 

attributes. 
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Table-12: Survey Composition 

Part Classification Questions Measure Reference Research 

Lifestyle 

Individual-

Satisfaction 

Social-

Satisfaction 

Trendy 

Family 

15 

questions 

5-point 

[Likert] 

Tigert, et al(1971) 

Zin(1988) 

Lee(2008) 

Kang(2018) 

Vacation 

Benefit 

Segmentation 

Relaxation 

Discovery 

Interaction 

9 

questions 

5-point 

[Likert] 

Joan, et al(2002) 

Birdir(2015) 

Choi, et al(2016) 

Zecevic, et al(2016) 

Travel 

Behavior 

Attributes 

Period 

Purpose 

Type 

Accompany 

4 

questions 

Checking 

Answers 

Edward, et al(1988) 

Lee(1999) 

Lee(2008) 

Fu(2016) 

KTO(2918) 

Tourism 

Product 

Attributes 

Feature- 

Attraction 

Activity-

Practical 

7 

questions 

5-point 

[Likert] 

Moscard, et al(1995) 

McDonnell, et al 

(2004) 

Demographics 

Gender, Age 

Marital-status, 

Occupation, 

Education, 

Income 

6 

questions 

Checking 

Answers 
KTO(2018) 

 

 

     3-4-3. Data Analysis Method 

 To analyze the statistic of this study, SPSS what is a statistic-program used for 

the statistic part of this study, and the main analysis method was conducted with 

statistics and reliability to grasp the basics of each questionnaire. To test the 

hypothesis, analysis of variance(ANOVA) and simple & multiple regression 

analysis was performed to understand a relationship between the variables. Simple 

regression analysis was conducted to influence a relationship between lifestyle 

and vacation benefit segmentation, vacation benefit attribute and tourism product 

attribute, lifestyle and travel behavior attribute, travel behavior and tourism 

product attribute. And a multiple regression analysis was conducted to analyze a 

relationship between lifestyle and vacation benefit attribute and tourism product 

attribute, and lifestyle and travel behavior attribute and tourism product attribute. 
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The correlation analysis was conducted to analyze a relationship among each 

factor of lifestyle, vacation benefit segmentation, travel behavior attribute, and 

tourism product attribute. Cronbach's alpha test was conducted for the consistency 

of measurement items, to test the reliability and validity of measurement items 

exploratory factor analysis and reliability analysis were performed. 
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Chapter 4 Actual Analysis & Discussion 

 

4-1． General Characteristics Analysis of Samples 

 

4-1-1. Analysis of Demographic Characteristic 

 This study was conducted by research analysis from the online survey from 

Korean people randomly to figure out the correlation between vacation benefits, 

travel behavior attributes and tourism product attributes depends on lifestyle for 

traveling.  

 In this study, because of the COVID-19(Corona Virus) the tourists where from all 

around world were shut down by Taiwan government for protecting from the 

Epidemic of virus, there was no the right of choice during progressing of this study.  

Therefore, the questionnaires were conducted on google online survey form. This 

online survey implemented from 6th to 20th on May, for 2 weeks, collected from 

total 312 respondents who people having a Korea nationality. Those respondents 

were selected by randomly on online who already had an experience for traveling 

before.  

 Factor analysis, one-way ANOVA, simple and multiple regression analysis were 

also utilized. Also were considered valid and used in the necessary analysis.  

[Table-13] shows the demographics of the Korean tourists contributed to the 

study. Total 312 Korean people were a response, it was founded that 136 

respondents answered, 43.6% were “Male”, and 176 respondents answered, 56.4% 

were “Female”. Age group of the participants in this study were found to be 25 

respondents (8.0%) for “18-24” age group, 142 respondents (45.5%) for “25-34” 

age group, 110 respondents (35.3%) for “35-44” age group, 19 respondents (6.1%) 

for “45-54” age group, and 16 respondents (5.1%) for “over 55” age group. 

 Marital status levels of Korean people in this study were found to be 183 

respondents (58.7%) for “Single (No married)”, 93 respondents (29.8%) for 

“Married with Kids”, 32 respondents (10.3%) for “Married without kids” and 4 

respondents (1.3%) for “Others”. 

 Over half of the total participants in this study, 172 respondents (55.1%) were 

“University” graduates. “Masters / Ph.D” graduates were 44 respondents (14.1%), 

“College” graduates were 43 respondents (13.8%), “Secondary / High school” 

graduates were 50 respondents (16.0%), and 3 respondents (1.0%) for “Others”. 

There is no respondents graduate for “Primary school”. Education level in Korea, 

most people has a higher level of education.   
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 Income levels of the Korean people in this study was founded to 46 respondents 

(14.7%) for “$800 over - $1,700 less”, 83 respondents (26.6%) for “$1,700 over 

- $2,450 less”. And 58 respondents (18.6%) for “$2,450 over - $3,300 less”, 16 

respondents (5.1%) for “$3,300 over - $4,100 less”, 23 respondents (7.4%) for 

“over $4,100-“, and 86 respondents (27.6%) for “Other (no income, don’t want to 

response, etc.)”  

 

Table-13: Demographic Characteristics analysis of Participants 

Characteristics Division N % 

Gender 
Male 

Female 

136 

176 

43.6% 

56.4% 

Age 

18-24 years 

25-34 years 

35-44 years 

45-54 years 

Over 55 years - 

25 

142 

110 

19 

16 

8.0% 

45.5% 

35.3% 

6.1% 

5.1% 

Marital Status 

Single 

Married(with kid) 

Married(No kid) 

Others 

183 

93 

32 

4 

58.7% 

29.8% 

10.3% 

1.3% 

Occupation 

Student 

Employed full-time(Office job) / Part-time 

CEO / Owner 

Professional job / Freelancer 

Retired / House-wife 

Temporarily unemployed / looking for working 

Others 

46 

81 

30 

55 

49 

24 

27 

14.7% 

26.0% 

9.6% 

17.6% 

15.7% 

7.7% 

8.7% 

Education 

Primary graduate 

Secondary / High school graduate 

College graduate 

University graduate 

Master / Ph.D graduate 

Others 

- 

50 

43 

172 

44 

3 

- 

16.0% 

13.8% 

55.1% 

14.1% 

1.0% 

Income 

$800 over - $1,700 less 

$1,700 over – $2,450 less 

$2,450 over - $3,300 less 

$3,300 over - $4,100 less 

$4,100 over – 

Others 

46 

83 

58 

16 

23 

86 

14.7% 

26.6% 

18.6% 

5.1% 

7.4% 

27.6% 

Total 312 100% 
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     4-1-2. Travel Behavior Attributes Characteristics Analysis 

 The part of travel behavior attributes in the questionnaire was composed total 

four questions, travel period, travel purpose, travel type, and travel accompany. 

The period was divided 1-3days, 4-6days, 1week, 2weeks and over 1 month. In 

the purpose part, was divided business (conference, exhibition, studying, etc.), 

leisure / sightseeing, visiting (friends / relative), others. The travel type was 

composed of FIT, full-package, partial-package. As the last part, accompany 

including four parts, alone, friends, family / relative, and group member. 

 

Table-14: Travel Behavior Attributes Characteristics analysis 

Characteristics Division N % 

Period 

1-3days 

4-6days 

1week 

2weeks 

Over 1 month 

34 

155 

85 

24 

14 

10.9% 

49.7% 

27.2% 

7.7% 

4.5% 

Purpose 

Business(conference, exhibition, studying) 

Leisure / Sightseeing 

Visiting (friends / relative) 

Other 

10 

293 

6 

3 

3.2% 

93.9% 

1.9% 

1.0% 

Type 

FIT(Foreign Independent Travel) 

Full-package 

Partial-package 

221 

13 

78 

70.8% 

4.2% 

25.0% 

Accompany 

Alone 

Friends 

Family / Relative 

Group member 

81 

118 

110 

3 

26.0% 

37.8% 

35.3% 

1.0% 

Total 312 100% 
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4-2. Investigation of the Reliability and Validity of Measurement Variables 

 

     4-2-1. Factor & Reliability Analysis of Lifestyle 

 

 This study was undertaken factor analysis to verify a reliability of the survey. 

This study about factor analysis of lifestyle was extracted by principal component 

analysis method, choose the Eigenvalue which is over 1 value (standard level), the 

rotation method was selected the varimax with Kaiser normalization. Carried out 

the reliability investigation for factor analysis of applicability between variables 

and the validity of analysis from KMO(Kaiser-Meyer-Olkin) and Bartlett Test, and 

the figured out the Cronbach’s alpha for the consistency. In general, it can be 

decided that sample data is suitable to factor analysis if KMO is over 0.5 value, 

also good data to factor analysis if Bartlett’s p-value is less than 0.05 value. Factor 

analysis was extracted for investing the validity of lifestyle from a total of fifteen 

5 Likert-type questions. From the [Table-15] by KMO & Bartlett Test for the 

suitability of the factor analysis model, it may be decided that this factor analysis 

is appropriate from KOM is 0,790 and p-value is 0.00(<0.05) in range.  

 

Table-15: KMO & Bartlett’s Test<Lifestyle> 

KMO Measure of Sampling Adequacy 0.790 

Bartlett’s Test of Sphericity 

Chi-Square 2065.999 

df 105 

p-value 0.00 

  * KMO >0.5: accepting, p-value <0.05: accepting 

 

 [Table-16] shows lifestyle variables with the Eigenvalue were organized in the 

higher-order. The reliability of the survey about lifestyle is high level in total 

Cronbach’s Alpha(0.820). The factor loading value indicates the correlation level 

each variable and factor, and it is good variables if it over 0.4 value( >0.4, 

accepting). Each factor is named that factor 1 is “Individual-Satisfaction Oriented”, 

factor 2 is “Social-Satisfaction Oriented”, factor 3 is “Trendy Oriented” and factor 

4 is “Family Oriented”, and a question content is from [Table-17] as follows, 
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Table-16: The Analysis Result of Reliability & Validity <Lifestyle> 

Factor Survey No. 
Factor 

Loadings 

Eigenvalue/ 

Variance(%) 

Cumulative 

(%) 

Cronbach’s 

alpha 

[Factor 1] 

 

Individual- 

Satisfaction- 

Oriented 

Lifestyle 12 

Lifestyle 11 

Lifestyle 5 

Lifestyle 4 

Lifestyle 13 

0.711 

0.670 

0.670 

0.608 

0.524 

3.559 

(23.730) 
23.730 0.844 

[Factor 2] 

 

Social- 

Satisfaction- 

Oriented 

Lifestyle 9 

Lifestyle 8 

Lifestyle 6 

Lifestyle 10 

Lifestyle 7 

0.765 

0.626 

0.608 

0.571 

0.526 

2.634 

(17.563) 
41.293 0.815 

[Factor 3] 

 

Trendy 

Oriented 

Lifestyle 2 

Lifestyle 1 

Lifestyle 3 

0.824 

0.813 

0.528 

2.190 

(14.602) 
55.895 0.801 

[Factor 4] 

 

Family 

Oriented 

Lifestyle 14 

Lifestyle 15 

0.825 

0.797 

1.679 

(11.196) 
67.091 0.775 

 * Factor Loadings >0.4: accepting, Cronbach’s alpha >0.6: accepting, Eigen-value >1 

 * Total variance explained: 67.091%  

 * Total Cronbach’s alpha(reliability statistics): 0.820, p-value=0.00(<0.05)   
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Table-17: Measurement Questions in Each Factors<Lifestyle> 

Factor’s 

Name 
Measurement Questions 

Individual-

Satisfaction 

Oriented 

 1. I enjoy life thoroughly. 

 2. Above all, I arrange my life for my own desires and needs. 

 3. I passionate in life. 

 4. I work with confidence in everything. 

 5. I am more independent than most of people. 

Social-

Satisfaction 

Oriented 

 6. I like social meeting with people. 

 7. I always actively take the lead in reunions and social gatherings. 

 8. I tend to be interested in activity. 

 9. I like to try new and different things. 

10. I read quite a lot entertainment and relaxation. 

Trendy 

Oriented 

11. I follow the latest trend and fashion. 

12. I usually have one or more outfits that are of the very latest 

style. 

13. When I see a new brand on the shelf, I often buy it just to see 

what it is like. 

Family 

Oriented 

14. I spend time with my family on holiday. 

15. I enjoy going out with my family. 

* This items were measured using a 5-point Likert- type scale (1= strongly disagree, 2= disagree, 

3= average, 4= agree, 5= strongly agree). 

 

     4-2-2. Factor & Reliability Analysis of Vacation Benefit Segmentation 

 This study was extracted factor analysis for verifying the validity of vacation 

benefit segmentation from a total of nine questions, and the result show [Table-

18] as follows. Test from KMO & Bartlertt for figure out the suitability of the 

factor analysis model, and the result may be decided that this factor analysis is 

appropriate from KMO is 0.762, p-value is 0.00(<0.05) in Bartlett.  

 

Table-18: KMO & Bartlett’s Test<Vacation Benefit Segmentation> 

KMO Measure of Sampling Adequacy 0.762 

Bartlett’s Test of Sphericity 

Chi-Square 712.784 

df 36 

p-value 0.00 
  * KMO >0.5: accepting, p-value <0.05: accepting 
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 [Table-19] shows vacation benefit segmentation variables with the Eigenvalue 

were organized in the higher-order. The reliability of the survey about vacation 

benefit segmentation is a high level in total Cronbach’s Alpha(0.743). Factor 

loading value indicates the correlation level each variable and factors, and it is 

good variables if it over 0.4 value( >0.4, accepting). The total was extracted three 

factors and each factor is named that factor 1 is “Relaxation”, factor 2 is 

“Discovery”, and factor 3 is “Interaction”, and a question content is from [Table-

20] as follows, 

 

Table-19: The Analysis Result of Reliability & Validity  

<Vacation Benefit Segmentation> 

Factor Survey No. 
Factor 

Loadings 

Eigenvalue/ 

Variance(%) 

Cumulative 

(%) 

Cronbach’s 

alpha 

[Factor 1] 

 

Relaxation 

Vacation 3 

Vacation 1 

Vacation 2 

0.742 

0.595 

0.635 

2.046 

(22.735) 
22.735 0.703 

[Factor 2] 

 

Discovery 

 

Vacation 8 

Vacation 7 

Vacation 9 

0.751 

0.666 

0.597 

1.923 

(21.371) 
44.106 0.709 

[Factor 3] 

 

Interaction 

Vacation 4 

Vacation 6 

Vacation 5 

0.694 

0.581 

0.523 

1.816 

(20.173) 
64.279 0.620 

* Factor Loadings >0.4: accepting, Cronbach’s alpha >0.6: accepting, Eigen-value >1 

* Total variance explained: 64.279%  

* Total Cronbach’s alpha(reliability statistics): 0.743, p-value=0.00(<0.05)   
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Table-20: Measurement Questions in Each Factors 

<Vacation Benefit Segmentation> 

Factor’s 

Name 
Measure Questions 

Relaxation 

1. Have a peaceful holiday 

2. To relax and do nothing 

3. Escape from daily routine 

Discovery 

4. To enrich your respective on life 

5. To gain knowledge of history, other places or other cultures 

6. To have stories to shard back at home 

Interaction 

7. To keep family ties alive 

8. Be with friends or family 

9. To renew personal connection with friends(people) 

* This items were measured using a 5-point Likert- type scale (1= very unimportant, 2= unimportant, 

3= neutral, 4= important, 5= very important). 

 

     4-2-3. Factor & Reliability Analysis of Tourism Product Attribute 

 This study was extracted factor analysis for verifying the validity of the tourism 

product attribute from total seven questions, and the result show [Table-21] as 

follows. Test from KMO & Bartlett’s for figure out the suitability of the factor 

analysis model, and the result may be decided that this factor analysis is 

appropriate from KMO is 0.719, p-value is 0.00(<0.05) in Bartlett.  

 

Table-21: KMO & Bartlett’s Test<Tourism Product Attribute> 

KMO Measure of Sampling Adequacy 0.719 

Bartlett’s Test of Sphericity 

Chi-Square 371.127 

df 21 

p-value 0.00 

 

 [Table-22] shows tourism product attribute variables with the Eigenvalue were 

organized in the higher-order. The reliability of the survey about vacation benefit 

segmentation is an appropriate level in total Cronbach’s Alpha(0.617). The factor 

loading value indicates the correlation level each variable and factor, and it is good 

variables if it over 0.4 value( >0.4, accepting). Exceptionally in this part, one-

factor loading is less than 0.4 value(product 5 in factor 2), but almost close to 0.4. 

It found the result that the Cronbach’s alpha of factor 2 and total Cronbach’s alpha 
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both also decrease when deleting the product 5 in factor 2. Therefore, this study 

decides to keep this part(product 5 in factor 2) for analysis data. The total was 

extracted 3 factors and each factor is named that factor 1 is “Feature-

Attraction(Destination)”, and factor 2 is “Activity-Practical(Destination)”, and a 

question content is from [Table-23] as follows, 

 

Table-22: The Analysis Result of Reliability & Validity  

<Tourism Product Attribute> 

Factor Survey No. 
Factor 

Loadings 

Eigenvalue/ 

Variance(%) 

Cumulative 

(%) 

Cronbach’s 

alpha 

[Factor 1] 

 

Feature-

Attraction 

(Destination) 

Product 1 

Product 2 

Product 7 

Product 3 

0.660 

0.657 

0.646 

0.427 

2.227 

(31.817) 
31.817 0.703 

[Factor 2] 

 

Activity-

Practical 

(Destination) 

Product 5 

Product 6 

Product 4 

0.540 

0.529 

0.385 

1.617 

(23.096) 
54.914 0.709 

* Factor Loadings >0.4: accepting, Cronbach’s alpha >0.6: accepting, Eigen-value >1 

* Total variance explained: 54.914%  

* Total Cronbach’s alpha(reliability statistics): 0.617, p-value=0.00(<0.05)   

 

Table-23: Measurement Questions in Each Factors 

<Tourism Product Attribute(Destination)> 

Factor’s 

Name 
Measure Questions 

Feature-

Attraction 

1. Environment(Weather, Scenery, Hygiene and Cleanliness) 

2. Personal Safety(When traveling) 

3. Facilities(Accommodation, Transportation, Restaurant, Shopping) 

4. Awareness or Image 

Activity-

Practical 

5. Nightlife-Entertainment 

6. Variety of short guide tour 

7. Value for expenditure 
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     4-2-4. Correlation Analysis among Factors 

 This study is conducted the correlation analysis among the variables(lifestyle, 

vacation benefit, travel behavior, product attribute) to figure out the correlation 

relationship. Correlation analysis explains the relative point among the variables 

because it indicates the level of the relationship between variables using in 

hypothesis as important factors. Therefore, analyzing the correlation relationship 

among the variables is a previous step before analyzing total factors. 

 The correlations relationship level range between 0 to ±1, getting closer to ±1 

means the correlation relationship level getting higher, getting closer to 0 means 

the correlation relationship level getting lower. The strength of change is higher 

if it getting closer to absolute value 1. It demonstrates that if the direction of 

change is ( +) it is a positive direction if the direction of change is ( - ) it is a 

negative direction. 

 The result of correlation analysis among each variable, lifestyle-vacation benefit-

travel behavior-product attribute explains that most of the variables are in a 

significant relationship. Especially, there are many significant relationships 

between lifestyle factors and vacation benefit factors and travel behavior factors. 

And also there are some significant relationships between lifestyle factors and 

product attribute factors, between vacation benefit factors and product attributes 

factors, between travel behavior factors and product attribute factors. To figure 

out the discriminant validity, the relationship among the variables from the 

correlation analysis indicates as following, [Table-24]. 

[Table-24] demonstrate the mean value and standard deviation value among the 

variables, as [Table-24] implied the result of the correlation relationship analysis 

that most of each factor is in a positive direction, the correlation coefficient is in 

a significant(*p <0.05, **p <0.01). 
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Table-24: The Correlation Relationship & Coefficient of Each Variable 

Factor 
Mean 
(std.D) 

L1 L2 L3 L4 V1 V2 V3 B1 B2 B3 B4 P1 P2 

Individual 
3.5551 

(0.82034) 
1.000             

Social 
3.3885 

(0.85012) 
0.564 

** 
1.000            

Trendy 
2.4391 

(0.98099) 
0.176 

** 
0.269 

** 
1.000           

Family 
3.5208 

(1.14132) 
-0.014 0.025 0.094 1.000          

Relaxation 
3.9220 

(0.84992) 
0.101 -0.022 -0.033 0.092 1.000         

Discovery 
4.0641 

(0.72383) 
0.346 

** 
0.289 

** 
0.108 

 
0.185 

** 
0.296 

** 
1.000        

Interaction 
3.6976 

(0.82310) 
0.217 

** 
0.296 

** 
0.172 

** 
0.251 

** 
0.228 

** 
0.424 

** 
1.000       

Period 
2.4519 

(0.94423) 
0.199 

** 
0.115 

* 
0.113 

* 
-0.018 

 
0.167 

** 
0.213 

** 
0.125 

* 
1.000      

Purpose 
2.0064 

(0.29998) 
-0.056 -0.040 -0.104 0.094 -0.061 -0.041 0.030 0.092 1.000     

Type 
1.5417 

(0.86641) 
-0.205 

** 
-0.180 

** 
-0.070 

 
-0.033 

 
-0.091 

 
-0.127 

* 
-0.090 

 
-0.100 
 

0.061 
 

1.000    

Accompany 
2.1122 

(0.80007) 
-0.210 

** 
-0.201 

** 
-0.123 

 
0.445 

** 
-0.030 

 
-0.086 

 
0.096 

 
-0.144 

* 
0.118 

* 
0.181 

** 1.000   

Feature-
Attraction 

4.1899 
(0.64138) 

-0.078 
 

0.030 
 

0.139 
* 

0.224 
** 

0.111 
* 

0.257 
** 

0.138 
* 

-0.021 
 

-0.111 
 

0.144 
* 

0.160 
** 

1.000  

Activity-
Practical 

3.2447 
(0.83743) 

-0.098 
 

0.079 
 

0.098 
 

-0.043 
 

-0.079 
 

-0.067 
 

0.139 
* 

0.098 
 

0.032 
 

0.226
* 

0.015 
 

0.216 
** 

1.000 

  * p <0.05, ** p <0.01  

 

 In detail, the correlation coefficient of each independent variable has a significant 

relationship, between individual-satisfaction oriented and social-satisfaction 

oriented is 0.564(**p <0.01), individual-satisfaction oriented and trendy oriented 

is 0.176(**p <0.01), social-satisfaction oriented and trendy oriented is 0.269(**p 

<0.01). 

 The correlation coefficient between individual-satisfaction oriented as an 

independent variable and discovery as a mediator variable is 0.346(**p <0.01), 

individual-satisfaction oriented as an independent variable and interaction as a 

mediator variable is 0.217(**p <0.01). The correlation coefficient between social-

satisfaction oriented as an independent variable and discovery as a mediator 

variable is 0.289(**p< 0.01), social-satisfaction oriented as an independent 

variable and interaction as a mediator variable is 0.296(**p <0.01). The correlation 

coefficient between trendy oriented as an independent variable and interaction as 

a mediator variable is 0.172(**p <0.01). The correlation coefficient between family 

oriented as an independent variable and discovery as a mediator variable is 
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0.185(**p <0.01), family oriented as an independent variable and interaction as a 

mediator variable is 0.251(**p <0.01). 

 The correlation coefficient between individual-satisfaction oriented as an 

independent variable and travel period as a mediator variable is 0.149(**p <0.01), 

individual-satisfaction oriented as an independent variable and travel type as a 

mediator variable is 0.205(**p <0.01), individual-satisfaction oriented and 

accompany as a mediator variable is -0.210(**p <0.01). The correlation coefficient 

between social-satisfaction oriented as an independent variable and travel period 

as a mediator variable is 0.115(*p< 0.05), social-satisfaction oriented as an 

independent variable and travel type as a mediator variable is -0.180(**p <0.01), 

social-satisfaction oriented as an independent variable and accompany as a 

mediator variable is -0.201(**p <0.01). Trendy oriented as an independent variable 

and travel period as a mediator variable is 0.113(*p <0.05), trendy oriented as an 

independent variable and accompany as a mediator variable is -0.123(*p <0.05).  

 The correlation coefficient between trendy oriented as an independent variable 

and feature-attraction as a dependent variable is 0.139(*p <0.05), family oriented 

as an independent variable and feature-attraction as a dependent variable is 

0.224(**p <0.01). 

 The correlation coefficient of each mediator variable has a significant relationship, 

between relaxation and discovery is 0.296(**p <0.01), individual-satisfaction 

oriented and trendy oriented is 0.176(**p <0.01), relaxation and interaction is 

0.228(**p <0.01), discovery and interaction is 0.424(**p <0.01). 

 The correlation coefficient between relaxation as a mediator variable and travel 

period as a mediator variable is 0.167(**p <0.01), discovery as a mediator variable 

and travel period as a mediator variable is 0.213(**p <0.01). Discovery as a 

mediator variable and travel type as a mediator variable is -0.127(*p <0.05). 

Interaction as a mediator variable and travel period as a mediator variable is 

0.125(*p <0.05). 

 The correlation coefficient between relaxation as a mediator variable and feature-

attraction as a dependent variable is 0.111(*p <0.05). Discovery as a mediator 

variable and feature-attraction as a dependent variable is 0.257(*p <0.05). 

Interaction as a mediator variable and feature-attraction as a dependent variable 

is 0.138(*p <0.05), interaction as a mediator variable and activity-practical as a 

dependent variable is 0.139(*p <0.05). 

 The correlation coefficient of each mediator variable has a significant relationship, 

between travel period and accompany is -0.144(*p <0.05), travel purpose and 

accompany is 0.118(*p <0.05), travel type and accompany is 0.181(**p <0.01). 
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 The correlation coefficient between travel type as a mediator variable and 

feature-attraction as a dependent variable is 0.144(*p <0.05), travel type as a 

mediator variable and activity-practical as a dependent variable is 0.226(*p <0.05). 

Accompany as a mediator variable and feature-attraction as a dependent variable 

is 0.160(**p <0.01). 

 The correlation coefficient of each dependent variable has a significant 

relationship, between feature-attraction and activity-practical is 0.210(**p <0.01). 

  

     4-2-5. Correlation Analysis among Demographic Variables 

 Third, the result of correlation analysis among demographic variables explained 

that most of the variables of the hypothesis are in a positive( +) relationship. 

Especially, there are some significant relationships in age variable and occupation 

variable. To figure out the discriminant validity, the relationship among the 

variables from the correlation analysis indicates as following, [Table-25]. 

 

Table-25: The Correlation Relationship Analysis 

(Demographic Variables) 

Factor 
Mean 
(std.D) 

G A M O E I 

Gender 
1.5641 

(0.49667) 
1.000      

Age 
2.5481 

(0.91658) 
0.074 1.000     

Marital Status 
1.5417 

(0.72940) 
0.086 0.401** 1.000    

Occupation 
3.5128 

(1.86519) 
0.162** 0.463** 0.249** 1.000   

Education 
3.7019 

(0.93396) 
-0.031 0.173** 0.016 0.047 1.000  

Income 
3.4647 

(1.86490) 
0.112* 0.016 0.065 0.064 -0.101 1.000 

  * p <0.05, ** p <0.01  

 

 [Table-25] demonstrate the mean value and standard deviation value among the 

variables, as [Table-25] implied the result of the correlation relationship analysis 

that most of each factor is in a positive direction, the correlation coefficient is in 

significant(*p <0.05, **p <0.01). 
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 In detail, the correlation coefficient between gender and occupation is 0.162, 

gender and income is -0.205.  The correlation coefficient between age and marital 

status is 0.401, a correlation coefficient between age and occupation is 0.463, a 

correlation coefficient between age and education is 0.173. A correlation 

coefficient between marital status and occupation is 0.249. As [Table-25] indicate 

that age and occupation are the most correlation relevant variable with other 

demographic variables. It may be explained that Korean tourists considered with 

age and occupation part for traveling. 
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4-3. Hypothesis Investigation & Result Analysis 

 

     4-3-1. The influence relationship between lifestyle and vacation benefit 

segmentation 

H1: Lifestyle will has a positive impact (+) on Vacation Benefit Segmentations 

(Relaxation, Discovery, Interaction). 

 H1-1:  Individual-Satisfaction Oriented will has a positive impact (+) on 

vacation benefit segmentation. 

 H1-2: Social-Satisfaction Oriented will has a positive impact (+) on vacation 

benefit segmentation. 

 H1-3: Trendy Oriented will has a positive impact (+) on vacation benefit 

segmentation. 

 H1-4: Family Oriented will has a positive impact (+) on vacation benefit 

segmentation. 

 

 This study conducted a regression analysis using the extracted factor score as a 

new variable from the result of factor analysis. For verifying hypothesis 1, 

implement simple regression analysis by putting lifestyle factors as the 

independent variable, vacation benefit segmentation as the dependent variable, the 

results are as following, [Table-26].  

 According to the result, the level of explanation of the regression analysis 

model(R2) is low, however, also implements ANOVA analysis of variance for 

verifying the validity of the regression model. As the result, it can be decide an 

appropriate model in a significant range(**p <0.005, ***p <0.000). Between 

lifestyle factors and relaxation: F is 2.414, p-value is 0.049 means in a significant 

effect(**p <0.05), individual-satisfaction oriented has more influence relationship 

with relaxation among the lifestyle factors. Between lifestyle factors and discovery: 

F is 15.373, p-value is 0.000 means in a significant effect(***p <0.000), individual-

satisfaction oriented and family oriented has more influence relationship with 

discovery among the lifestyle factors. Between lifestyle factors and interaction: F 

is 14.277, p-value is 0.000 means in a significant effect(***p <0.000), social-

satisfaction oriented and family oriented has more influence relationship with 

interaction among the lifestyle factors.  

 As this result of the analysis, it indicates that individual-satisfaction oriented and 

family oriented has a strong relationship with vacation benefit segmentation 

factors, and social-satisfaction oriented has a little relationship with vacation 
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benefit segmentation factors and trendy oriented has no relationship with vacation 

benefit segmentation factors.  

 

Table-26: The result of Regression Analysis 

(Lifestyle Factors & Vacation Benefit Segmentation Factors) 

Dependent 
Variable 

Independent 
Variable 

Unstandardized 
Coefficients 

Standardized 
Coefficients t p-value 

B Std. Error Beta 

Relaxation 
Individual-
Satisfaction 

Oriented 
0.178 0.071 0.172 2.526 

0.012* 
(Accept) 

R = 0.175(R2 = 0.030), F = 2.414, p-value = 0.049** 

Discovery 

Individual-
Satisfaction 

Oriented 
0.243 0.056 0.276 4.364 

0.000*** 
(Accept) 

Family Oriented 0.117 0.033 0.185 3.536 
0.000*** 
(Accept) 

R = 0.408(R2 = 0.167), F = 15.373, p-value = 0.000*** 

Interaction 

Social-
Satisfaction 

Oriented 
0.217 0.063 0.224 3.446 

0.001** 
(Accept) 

Family Oriented 0.173 0.038 0.240 4.553 
0.000*** 
(Accept) 

R = 0.396(R2 = 0.157), F = 14.277, p-value = 0.000*** 

*p <0.05, **p <0.01, ***p <0.001 

 

     4-3-2. The influence relationship between vacation benefit segmentation and 

tourism product attribute 

H2: Vacation Benefit Segmentations will has a positive impact (+) on Tourism 

Product Attributes(Destination). 

 H2-1: Relaxation will has a positive impact (+) on tourism product 

attributes(destination). 

 H2-2: Discovery will has a positive impact (+) on tourism product 

attributes(destination). 

 H2-3: Interaction will has a positive impact (+) on tourism product 

attributes(destination). 

 

 This study conducted a regression analysis using the extracted factor score as a 

new variable from the result of factor analysis. For verifying hypothesis 2, 

implement simple regression analysis by putting vacation benefit segmentation 
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factors as the independent variable, tourism product attribute as the dependent 

variable, the results is as following, [Table-27].  

 According to the result, the level of explanation of the regression analysis 

model(R2) is low, however, also implements ANOVA analysis of variance for 

verifying the validity of the regression model. As the result, it can be decide an 

appropriate model in a significant range(***p <0.00, **p <0.05). Between vacation 

benefit segmentation factors and feature-attraction: F is 7.483, p-value is 0.000 

means in a significant effect(***p <0.000), discovery has more influence 

relationship with feature-attraction among the vacation benefit segmentation 

factors. Between vacation benefit segmentation factors and activity-practical: F is 

4.892, p-value is 0.002 means in a significant effect(**p <0.01), discovery and 

interaction has more influence relationship with feature-attraction among the 

vacation benefit segmentation factors.  

 As this result of the analysis, it indicates that discovery has a strong relationship 

with tourism product attributes factors directly or indirectly and interaction has a 

little relationship with tourism product attributes factors, and relaxation has no 

relationship with tourism product attributes factors. 

 

Table-27: The Result of Regression Analysis 

(Vacation Benefit Segmentation Factors & Tourism Product Attribute Factors) 

Dependent 
Variable 

Independent 
Variable 

Unstandardized 
Coefficients 

Standardized 
Coefficients t p-value 

B Std. Error Beta 

Feature-
Attraction 

(Destination) 
Discovery 0.206 0.055 0.233 3.738 

0.000*** 
(Accept) 

R = 0.261(R2 = 0.068), F = 7.483, p-value = 0.000*** 

Activity-
Practical 

(Destination) 

Discovery -0.152 0.073 -0.131 -2.081 
0.038* 

(Accept) 

Interaction 0.218 0.063 0.215 3.467 
0.001** 
(Accept) 

R = 0.213(R2 = 0.045), F = 4.892, p-value = 0.002** 

 *p <0.05, **p <0.01, ***p <0.001 
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     4-3-3. The influence relationship between lifestyle and tourism product 

attribute 

H3: Lifestyle will has a more positive impact (+) on Tourism Product Attributes 

(Destination) directly. 

 H3-1: Individual-Satisfaction Oriented will has a more positive impact (+) 

on tourism product attributes (destination) directly. 

 H3-2: Social-Satisfaction Oriented will has a more positive impact (+) on 

tourism product attributes (destination) directly. 

 H3-3: Trendy Oriented will has a more positive impact (+) on tourism 

product attributes (destination) directly. 

 H3-4: Family Oriented will has a more positive impact (+) on tourism 

product attributes (destination) directly. 

 

 This study conducted a regression analysis using the extracted factor score as a 

new variable from the result of factor analysis. For verifying hypothesis 5, 

implement simple regression analysis by lifestyle factors as the independent 

variable, tourism product attribute as the dependent variable, the results is as 

following, [Table-28]. According to the result, the level of explanation of the 

regression analysis model(R2) is low, however, also implements ANOVA analysis 

of variance for verifying the validity of the regression model.  

 As the result, it can be decide an appropriate model in a significant range(***p 

<0.000, **p <0.05). Between lifestyle factors and feature-attraction: F is 6.359, 

p-value is 0.000 means in a significant effect(***p <0.000), individual-satisfaction 

oriented, fashion-trendy oriented, family oriented has more influence relationship 

with feature-attraction among the lifestyle factors. Between lifestyle factors and 

activity-practical: F is 3.764, p-value is 0.005 means in a significant effect(**p 

<0.005), individual-satisfaction oriented, social-satisfaction oriented has more 

influence relationship with activity-practical among the lifestyle factors. 

  As this result of the analysis, it indicates that feature-attraction and activity-

practical both has an influence relationship with lifestyle factors. 
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Table-28: The Result of Regression Analysis 

(Lifestyle Factors & Tourism Product Attribute Factors) 

Dependent 
Variable 

Independent 
Variable 

Unstandardized 
Coefficients 

Standardized 
Coefficients t p-value 

B Std. Error Beta 

Feature-
Attraction 

(Destination) 

Individual -0.105 0.052 -0.134 -2.018 
0.044* 

(Accept) 

Trendy 0.082 0.037 0.125 2.181 
0.030* 

(Accept) 

Family 0.117 0.031 0.209 3.788 
0.000*** 
(Accept) 

R = 0.277(R2 = 0.077), F = 6.359, p-value = 0.000*** 

Activity-
Practical 

(Destination) 

Individual -0.219 0.069 -0.215 -3.180 
0.002** 
(Accept) 

Social 0.173 0.068 0.176 2.551 
0.011* 

(Accept) 

R = 0.216(R2 = 0.047), F = 3.764, p-value = 0.005** 

*p <0.05, **p <0.01, ***p <0.001 

 

4-3-4. The mediated effect between lifestyle and tourism product 

attribute(destination) through vacation benefit segmentation as a mediator 

variable 

 H4-1: Individual-Satisfaction Oriented will has a more positive impact (+) 

on tourism product attributes(destination) through vacation benefit 

segmentation as a mediator variable directly. 

 H4-2: Social-Satisfaction Oriented will has a more positive impact (+) on 

tourism product attributes(destination) through vacation benefit 

segmentation as a mediator variable directly. 

 H4-3: Trendy Oriented will has a more positive impact (+) on tourism 

product attributes(destination) through vacation benefit segmentation as a 

mediator variable directly. 

 H4-4: Family Oriented will has a more positive impact (+) on tourism 

product attributes(destination) through vacation benefit segmentation as a 

mediator variable directly. 

 

 For verifying the mediated effect of vacation benefit segmentation in a 

relationship between lifestyle and tourism product attributes, implement the 

regression for mediated effect analysis. The mediator variable is a variable to 

explain a relationship between the independent variable as a predictor and a 

dependent variable as a result variable. In other words, it is mean that an 
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independent variable impact a dependent variable through a mediator variable. The 

mediate effect analysis requires for verifying this process.  

 At the analysis method, the first step is, implement a regression analysis between 

the independent variable and a mediator variable. The second step is, implement a 

regression analysis between an independent variable and the dependent variable. 

The third step is, implement a regression analysis between independent variable 

& mediator variable(at the same time) and a dependent variable.  

 

Table-29: A Step of Mediated Effect 

Step A variable relationship A significant A mediated effect 

Step 1 Independent & Mediator O 1. Complete effect 

 step1: O 

 step2: X 

 step3: X,O 

*step2 Beta > step3 Beta 

(independent) 

------------------- 

2. Partial effect 

 step1: O 

 step2: O 

 step3: O, O 

Step 2 Independent & Dependent  O / X 

Step 3 

Independent & Mediator O / X 

 Independent 

 Mediator 
O 

 

 From the result of the third step, it can be decided the acceptance or rejection of 

the mediated effect. It is mean that the relationship is in a complete significant 

effect if an independent variable impact on to mediator variable a significant effect, 

and a mediator variable impact on to dependent variable a significant effect, but 

dependent variable do not impact on to dependent variable a significant effect. 

 In other words, an independent variable and a mediator variable are in significant 

relationship, a mediator variable and dependent are in significant relationship, but 

an independent variable and a dependent variable has not any relevant significant 

influence. A part significant effect can be explained that the independent variable 

impact on to a mediator variable a significant effect, and a mediator variable, an 

independent variable both impacts to the dependent variable a significant effect. 

 That is, independent, mediator, dependent all variables have a relevant significant 

influence. From this, verify the mediated effect between lifestyle factors and 

tourism product attributes factors through vacation benefit segmentations factors 

as a mediator variable in hypothesis 5a. For verifying hypothesis 5a, the first step 

& Dependent 
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is input each lifestyle factors, individual-satisfaction oriented, social-satisfaction 

oriented, fashion-trendy oriented, family oriented, as an independent variable. 

Input each vacation benefit segmentation factors as a dependent variable. The 

second step is input tourism product attribute factors as a dependent variable. The 

third step is input each lifestyle factor and vacation benefit segmentation factors 

as an independent variable at the same time, input tourism product attribute factors 

as a dependent variable. 

 From this process, the result of vacation benefit segmentation mediated effect 

between lifestyle factors and tourism product attribute factors show as following, 

 

Table-30: The Result of Mediated Effect 

Individual(independent)-Relaxation(mediator)-Feature(dependent) 

Individual(independent)-Discovery(mediator)-Feature(dependent) 

Individual(independent)-Interaction(mediator)-Feature(dependent) 

*p <0.05, **p <0.01, ***p <0.001   

 

 

 

 

 

 

 

 

 

 

 

 

Independent 
Dependent 

Mediator F (p-value)  Beta t p-value 

Individual 
Feature 

Relaxation  3.211(0.042**) 0.120 2.127 0.034*(Accept) 

Discovery 16.630(0.000***) 0.322 5.586 0.000***(Accept) 

Interaction 4.944(0.008**) 0.162 2.823 0.005**(Accept) 
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Figre-6: The Result of Mediated Effect 

(Individual - Relaxation&Discovery&Interaction - Feature) 

 

 First of all, a complete mediated effect is when an independent variable have a 

significant influence on a mediator variable(step1), however not have a significant 

influence with a dependent variable(step2, step3), a mediator variable have a 

significant influence with a dependent variable(step3). A part mediated effect is 

when an independent variable have a significant influence with a mediator and a 

dependent variable all. 

 For verifying, the mediated effect is conducted a regression analysis, the result 

can be explained that there is a part mediated effect between individual-

satisfaction oriented and feature-attraction when input relaxation as a mediator 

together. There is a completely mediated effect between individual-satisfaction 

oriented and feature-attraction when input discovery & interaction as a mediator 

together. 

 

 

 

 

 

Step3(Independent):  -0.189* 

Individual 

 (Independent) 

Relaxation 

(Mediator) 

Feature 

(Dependent) 

Step2:  -0.078 

Step3(Independent):  -0.090 

Discovery 

(Mediator) 

Interaction 

(Mediator) 

Step3(Independent):  -0.113 
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Table-31: The Result of Mediated Effect 

Individual(independent)-Interaction(mediator)-Activity(dependent) 

Independent 
Dependent 

Mediator F (p-value）  Beta t p-value 

Individual 
Activity 

Interaction  35.855(0.003**) 0.168 2.936 0.004*(Accept) 

*p <0.05, **p <0.01, ***p <0.001     

 

 

 

 

 

 

 

 

Figure-7: The Result of Mediated Effect 

(Individual - Interaction - Activity) 

 

 

 For verifying, the mediated effect is conducted a regression analysis, the result 

can be explained that there is a part mediated effect between individual-

satisfaction oriented and activity-practical when input interaction as a mediator 

together.  

 

Table-32: The Result of Mediated Effect 

Social(independent)-Discovery(mediator)-Feature(dependent) 

Social(independent)-Interaction(mediator)-Feature(dependent) 

Independent 
Dependent 

Mediator F (p-value）  Beta t p-value 

Social 
Feature 

Discovery 11.257(0.000***) 0.270 4.713 0.000***(Accept) 

Interaction 2.999(0.051) 0.141 2.391 0.017*(Accept) 
*p <0.05, **p <0.01, ***p <0.001     

Individual 

(Independent) 

Activity 

(Dependent) 

Step2:  -0.098* 

Interaction 

(Mediator) 

Step3(Independent):  -0.135* 
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Figure-8: The Result of Mediated Effect 

(Social – Discovery&Interaction - Feature) 

 

 For verifying, the mediated effect is conducted a regression analysis, the result 

can be explained that there is a complete mediated effect between social-

satisfaction oriented and feature-attraction when input discovery & interaction as 

a mediator together.  

 

Table-33: The result of Mediated Effect 

Social(independent)-Interaction(mediator)-Activity(dependent) 

Independent 
Dependent 

Mediator F (p-value）  Beta t p-value 

Social 
Activity 

Interaction 3.283(0.039*) 0.127 2.148 0.032*(Accept) 

*p <0.05, **p <0.01, ***p <0.001     

 

 

 

 

 

 

Figure-9: The result of Mediated Effect 

(Social – Interaction – Activity) 

Step3(Independent):  -0.048 
Social 

(Independent) 

Feature 

(Dependent) 

Step2:  0.030 

Discovery 

(Mediator) 

Interaction 

(Mediator) 

Step3(Independent):  -0.012 

Social 

(Independent) 

Activity 

(Dependent) 

Step2:  0.079 

Interaction 

(Mediator) 

Step3(Independent):  0.041 
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 For verifying, the mediated effect is conducted a regression analysis, the result 

can be explained that there is a complete mediated effect between social-

satisfaction oriented and activity-practical when input interaction as a mediator 

together. 

 

Table-34: The result of Mediated Effect 

Trendy(independent)-Discovery(mediator)-Feature(dependent) 

Trendy(independent)-Interaction(mediator)-Feature(dependent) 

Independent 
Dependent 

Mediator F (p-value）  Beta t p-value 

Trendy 
Feature 

Discovery 13.124(0.000***) 0.244 4.449 0.000***(Accept) 

Interaction 5.201(0.006**) 0.117 2.062 0.040*(Accept) 
*p <0.05, **p <0.01, ***p <0.001     

 

 

 

 

 

 

 

 

 

Figure-10: The result of Mediated Effect 

(Trendy - Discovery&Interaction – Feature) 

 

 

 For verifying, the mediated effect is conducted a regression analysis, the result 

can be explained that there is a completely mediated effect between trendy 

oriented and feature-attraction when input discovery & interaction as a mediator 

together.  

 

 

Step3(Independent):  0.112* Trendy 

(Independent) 

Feature 

(Dependent) 

Step2:  0.139* 

Discovery 

(Mediator) 

Interaction 

(Mediator) 

Step3(Independent):  0.119* 
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Table-35: The result of Mediate Effect 

Trendy(independent)-Interaction(Mediator)-Activity(dependent) 

Independent 
Dependent 

Mediator F (p-value）  Beta t p-value 

Trendy 
Activity 

Interaction  3.948(0.020*) 0.126 2.203 0.028*(Accept) 

*p <0.05, **p <0.01, ***p <0.001     

 

 

 

 

 

 

 

Figure-11: The result of Mediated Effect 

(Trendy – Interaction – Activity) 

 

 For verifying, the mediated effect is conducted a regression analysis, the result 

can be explained that there is a complete mediated effect between trendy oriented 

and activity-practical when input interaction as a mediator together.  

 

 

Table-36: The result of Mediated Effect 

Family(independent)-Discovery(Mediator)-Feature(dependent) 

Independent 
Dependent 

Mediator F (p-value）  Beta t p-value 

Family 
Feature 

Discovery 16.802(0.000***) 0.223 4.050 0.000***(Accept) 

*p <0.05, **p <0.01, ***p <0.001     

 

 

 

Trendy 

(Independent) 

Activity 

(Dependent) 

Step2:  0.098 

Interaction 

(Mediator) 

Step3(Independent):  0.076 
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Figure-12: The result of Mediated Effect 

(Family – Discovery – Feature) 

 

 For verifying, the mediated effect is conducted a regression analysis, the result 

can be explained that there is a part mediated effect between family oriented and 

feature-attraction when input discovery as a mediator together. 

 

Table-37: The result of Mediated Effect 

Family(independent)-Interaction(mediator)-Activity(dependent) 

Independent 
Dependent 

Mediator F (p-value）  Beta t p-value 

Family 
Activity 

Interaction 4.093(0.018*) 0.160 2.755 0.006**(Accept) 

*p <0.05, **p <0.01, ***p <0.001     

 

 

 

 

 

 

 

Figure-13: The result of Mediated Effect 

(Family – Interaction – Activity) 

Step3(Independent):  0.183** 
Family 

(Independent) 

Feature 

(Dependent) 

Step2:  0.224*** 

Discovery 

(Mediator) 

Family 

(Independent) 

Activity 

(Dependent) 

Step2:  -0.043 

Interaction 

(Mediator) 

Step3(Independent):  -0.084 
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 For verifying, the mediated effect is conducted regression analysis, the result 

can be explain that there is a complete mediated effect between family oriented 

and activity-practical when input interaction as a mediator together. 
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4-4. Regression Analysis of Total Factor 

 Every variable of each factor that is, lifestyle(4): individual-satisfaction oriented, 

social-satisfaction oriented, trendy oriented, family oriented, vacation benefit 

segmentation(3): relaxation, discovery, interaction, travel behavior attribute(4): 

period, purpose, type, accompany, tourism product attribute(2): feature-attraction, 

activity-practical divert to be one total factor as a lifestyle, vacation benefit 

segmentation, travel behavior attribute, tourism product attribute. To verify the 

significant effect between each every factor, was conducted simple regression 

analysis, the result is as following, [Table-38]:   

 

Table-38: Regression Analysis of Total Factors 

Independent Dependent 

Unstandardized 
Coefficients 

Standardized 
Coefficients t p-value 

B St.D. Error Beta 

Lifestyle Benefit 0.359 0.054 0.355 6.685 
0.000*** 
(Accept) 

R = 0.355(R2 = 0.126), F = 44.683, p-value = 0.000*** 

Benefit Product 0.121 0.056 0.123 2.183 
0.030* 

(Accept) 

R = 0.123(R2 = 0.015), F = 4.767, p-value = 0.030* 

Lifestyle Behavior -0.005 0.038 -0.007 -0.127 0.899 

R = 0.007(R2 = 0.000), F = 0.016, p-value = 0.899 

Behavior Product 0.195 0.085 0.130 2.306 
0.022* 

(Accept) 

R = 0.130(R2 = 0.017), F = 5.317, p = 0.022* 

Lifestyle Product 0.094 0.056 0.094 1.668 0.096 

R = 0.094(R2 = 0.009), F = 2.781, p-value = 0.096 

*p <0.05, **p <0.01, ***p <0.001 

 

 

 

 

 

 

Lifestyle 

Vacation Benefit 

Segmentation 

Travel Behavior 

Attribute 

Tourism Product 

Attribute 
0.094 
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 From the result of regression analysis, it demonstrate there is significant 

relationship between lifestyle-vacation benefit segmentation and vacation benefit 

segmentation – tourism product attribute and travel behavior attribute – tourism 

product attribute. However, there is no significant relationship between lifestyle 

and tourism product attribute and lifestyle and travel behavior attributes. 

Therefore, there is no any correlation relationship from lifestyle to tourism product 

attribute and travel behavior attribute. 

 

 To verify the mediated effect from the relationship in lifestyle – vacation benefit 

segmentation – tourism product attributes which has a significant influence, 

attempted to multi-regression analysis. According to the result [Table-39], 

lifestyle impact on significant effect on vacation benefit segmentation(step 1), also 

impacts on little significant effect on tourism product attribute directly(step 2). 

There is a complete mediated effect when lifestyle input as an independent 

variable, vacation benefit segmentation input as a mediator variable, tourism 

product attribute input as a dependent variable. Vacation benefit segmentation 

impact on to tourism product attribute, however, lifestyle not impact on to tourism 

product attribute when input vacation benefit segmentation as a mediator together.  

 

Table-39: Regression Analysis of Total Factors 

(Lifestyle–Vacation Benefit Segmentation–Tourism Product Attribute) 

Independent 
Mediator 

Dependent 
Step F (p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Lifestyle 
| 

Benefit 
| 

Product 

Step 1 44.683(0.000***) 0.355 6.685 0.000*** 

Step 2 2.781(0.096) 0.094 1.668 0.096 

Step 3(independent) 
2.844(0.060) 

0.058 0.961 0.338 

Step 3(Mediator) 0.102 1.700 0.090 

*p <0.05, **p <0.01, ***p <0.001 
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Figure-14: The Result of Mediated Effect 

(Lifestyle-Vacation Benefit Segmentation-Tourism Product Attribute) 

 

***** From the result that lifestyle – vacation benefit segmentation – tourism 

product attribute has a mediated effect, also attempts to moderate analysis to 

verify the moderated effect. In other words, there is an effect if input vacation 

benefit segmentation as a moderator variable between lifestyle and tourism 

product attributes. According to the result, there are few moderated effects, 

however, not as much as a mediated effect. This can demonstrate that the mediated 

effect is stronger than the moderated effect in this model. *****   
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Vacation Benefit 

Segmentation 

Tourism Product 
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Step2: 0.094 

Step3(Independent): 0.058 
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4-5. One-way ANOVA Analysis between Travel Behavior & Tourism Product 

 This study conducted an analysis of variance(one-way ANOVA) using the 

extracted factor score as a new variable from the result of factor analysis. The 

travel behavior attribute variable is as a nominal scale variable, it is not applied to 

implement a regression analysis in model with other factors. However, from the 

result of a correlation analysis, there is a significant relationship with tourism 

product attribute only. Therefore, investigate the correlation relationship between 

travel behavior attribute and tourism product attribute. 

 For verifying the correlation relationship between travel behavior attribute and 

tourism product attribute, implement one-way ANOVA analysis by putting travel 

behavior attribute factors as the independent variable, tourism product attribute 

as the dependent variable, the results is as following, [Table-40]. 

 

Table-40: The Result of ANOVA Analysis 

(Travel Behavior Attribute Factors & Tourism Product Attribute Factors) 

Dependent 
Variable 

Independe
nt Variable 

Unstandardized 
Coefficients 

Standardized 
Coefficients t p-value 

B Std. Error Beta 

Feature-
Attraction 

(Destination) 

Purpose -0.298 0.120 -0.140 -2.483 
0.014* 
Accept) 

Type 0.094 0.042 0.127 2.241 
0.026* 

(Accept) 

Accompany 0.126 0.046 0.158 2.757 
0.006** 
(Accept) 

R = 0.242(R2 = 0.058), F = 4.765, p-value = 0.001** 

Activity-
Practical 

(Destination) 
Type 0.216 0.055 0.223 3.947 

0.000*** 
(Accept) 

R = 0.243(R2 = 0.059), F = 4.823, p-value = 0.001** 
*p <0.05, **p <0.01, ***p <0.001 

 

 According to the result, the level of explanation of the regression analysis 

model(R2) is low, however, also implements ANOVA analysis of variance for 

verifying the validity of the regression model. As a result, it can be decided an 

appropriate model in a significant range(**p <0.05). Between travel behavior 

attribute factors and feature-attraction: F is 4.765, p-value is 0.001 means in a 

significant effect(**p <0.05), travel purpose, travel type, travel accompany has 

more influence relationship with feature-attraction among the travel behavior 

attribute factors. Between travel behavior attribute factors and activity-practical: 
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F is 4.823, p-value is 0.001 means in a significant effect(**p <0.005), travel type 

has more influence relationship with activity-practical among the travel behavior 

attribute factors. As this result of the analysis, it indicates that feature-attraction 

has a stronger relationship with travel behavior attributes factors, and activity-

practical has a little relationship with travel behavior attributes factors.  
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4-6. One-way ANOVA Analysis between Lifestyle & Demographic Variables 

 To verify a correlation relationship between lifestyle factors and demographic 

variables, it was conducted analysis of variance(one-way ANOVA). The result is 

[Table-41] following as, 

 

Table-41: The Result of ANOVA Analysis 

(Lifestyle Factors & Demographic Variables) 

Demographic 
variables 

N 
Individual 

Mean(std. D) 
Social 

Mean(std. D) 
Family 

Mean(std. D) 

Gender 312 

          Male 136 3.6721(0.75686) 3.4985(0.77936) 3.1140(1.08861) 

          Female 176 3.4648(0.85744) 3.3034(0.89391) 3.8352(1.08291) 

F 4.961 4.082 33.877 

p-value 0.027* 0.044* 0.000*** 
*p <0.05, **p <0.01, ***p <0.001 

Demographic 
variables 

N 
Individual 

Mean(std. D) 
Trendy 

Mean(std. D) 
Family 

Mean(std. D) 

Age 312 

          18-24 years 25 3.6880(0.87002) 2.7200(0.96071) 3.6600(0.99708) 

          25-34 years 142 3.7211(0.77367) 2.5962(0.95265) 3.3063(1.14676) 

          35-44 years 110 3.3327(0.80879) 2.2061(0.92312) 3.6182(1.18462) 

          45-54 years 19 3.6105(0.85238) 2.1053(1.22249) 4.2368(0.60938) 

          55 years over- 16 3.3375(0.88459) 2.6042(1.01265) 3.6875(1.09354) 

F 4.099 3.768 3.620 

p-value 0.003** 0.005** 0.007** 

*p <0.05, **p <0.01, ***p <0.001 

Demographic 
variables 

N 
Individual 

Mean(std. D) 
Social 

Mean(std. D) 
Family 

Mean(std. D) 

Marital Status 312 

     Single 183 3.6590(0.82676) 3.5005(0.79473) 3.0738(1.09005) 

     Married(with kid) 93 3.2817(0.80013) 3.2086(0.90357) 4.2527(0.79271) 

     Married(no kid) 32 3.7500(0.70207) 3.3063(0.87397) 3.8750(1.06256) 

     Other 4 3.6000(0.43205) 3.1000(1.31149) 4.1250(1.18145) 

F 5.233 2.747 30.107 

p-value 0.002** 0.043* 0.000*** 
*p <0.05, **p <0.01, ***p <0.001 
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 According to the result of ANOVA analysis between lifestyle factors and 

demographic variables, 

Demographic variables N 
Individual 

Mean(std. D) 
Family 

Mean(std. D) 

Occupation 312 

     Student 46 3.7565(0.70919) 3.2609(1.09919) 

     Employed full-time job 81 3.5457(0.82098) 3.5309(1.15202) 

     CEO / Owner 30 3.7600(0.77620) 3.0833(1.23235) 

     Professional/freelancer 55 3.7673(0.80440) 3.2273(1.11728) 

     Retired/House-wife 49 3.2531(0.79977) 4.3571(0.67700) 

     Unemployed 24 3.4417(0.86271) 3.6250(0.79741) 

     Other 27 3.2296(0.86060) 3.4074(1.35899) 

F 3.435 6.910 

p-value 0.003** 0.000*** 
*p <0.05, **p <0.01, ***p <0.001 

Demographic variables N 
Individual 

Mean(std. D) 

Education 312 

     Secondary/High school 50 3.4240(0.91486) 

     College 43 3.3581(0.89075) 

     University 172 3.5581(0.79860) 

     Master / PH.D. 44 3.8636(0.63944) 

     Other 3 3.8667(0.80829) 

F 2.659 

p-value 0.033* 

*p <0.05, **p <0.01, ***p <0.001 

Demographic variables N 
Individual 

Mean(std. D) 

Income  

   $800 over - $1,700 less 46 3.3304(0.86740) 

   $1,700 over - $2,450 less 83 3.5422(0.79298) 

   $2,450 over - $3,300 less 58 3.8207(0.76657) 

   $3,300 over - $4,100 less 16 3.6125(0.76059) 

   $4,100 over - 23 3.7304(0.77132) 

   Other 86 3.4512(0.84363) 

F 2.469 

p-value 0.033* 
*p <0.05, **p <0.01, ***p <0.001 

 it may be explained that individual-satisfaction oriented is the most strength 

correlation with demographic variables, family oriented is also strength 

correlations with demographic variables. Social-satisfaction oriented and trendy 

oriented are less a strength correlation with demographic variables. Gender, age, 
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marital status as a demographic variable are the most strength effective to lifestyle 

factors, occupation, education, income as a demographic variable are less strength 

effective to lifestyle factors. 
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Chapter 5 Conclusion 

 

5-1. Conclusion 

 This study has shown that there is the relationship between each factor that is, 

lifestyle, vacation benefit segmentation, tourism product attribute revealed 

significant and effective correlations. Furthermore, this investigation of mediated 

effect analysis may be offered the basic data for a marketer to establish a 

marketing strategy in the tourism market. The goal of this study was focused on 

the lifestyle of Korean tourists. Factor analysis in lifestyle detected four factors. 

“Individual-satisfaction oriented, Social-satisfaction oriented, Trendy oriented, 

Family oriented” have been classified as the most important factors affecting 

Korean tourists. 

 This study showed that benefit segmentation may be used for the development of 

package products(I. Frocot., & A. M. Morrison, 200) and also help to make more 

efficient marketing events based on tourists’ needs(B. Zecevic, & I. Kovacevic, 

2016). Factor analysis in vacation benefit segmentation detected three factors. 

“Relaxation, Discovery, Interaction” has been classified as the most relevant factor 

affecting the vacation benefits segmentation to Korean tourists.  

 Attempting segment analysis has been one of the specific methods, it may be 

provided useful data about tourists’ purchasing patterns to marketers and a 

destination managers in the tourism market(S.S.Birdir, 2015). Factor analysis in 

tourism product attribute detected two factors. “Feature-attraction, Activity-

practical” have been classified as the most relevant factors affecting the tourism 

product attribute to Korean tourists.  

 From the investigation of correlation relationship between total factors, lifestyle, 

vacation benefit segmentation, travel behavior attribute, tourism product attribute, 

it was demonstrated that there is a significant effect relationship in lifestyle-

vacation benefit segmentation, vacation benefit segmentation-tourism product 

attribute, travel behavior attribute-tourism product attribute, however, there is not 

a significant effect relationship in lifestyle-travel behavior attribute. It can indicate 

that vacation benefit segmentation has a more effective influence than travel 

behavior attribute as a mediator when Korean tourists decide tourism product 

attributes(destination) for traveling. Also, attempt to analyze a moderated effect 

between lifestyle-vacation benefit segmentation-tourism product attribute, few 

factors have a significant effect, however, less than a mediated effect obviously. 

Therefore, a mediated effect influence is more strength in a model(hypothesis) of 

this study.  
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 Lifestyle is explained as a style of personal life that distinguished with other 

people, and a variable which affects to customer behavior. This study results 

clearly show the characteristics of Korean tourists from typologies of lifestyle. It 

represents well what kind of life is Korean people living. Korean people focus on 

personal private, society community, trend-cycle and family ties in their life. This 

point can be applied for the tourism industry. According to accompany part in 

[Table-14], Korean tourists want to travel with friends or family/relative than by 

themselves. Korean tourists want to share many things with their people during 

traveling. It can be say the connection of human relations is most important. 

Lifestyle component can be applied to the tourism product and service part. 
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5-2. Limitation of This Study 

 The following limitations need to be considered. The first limitations is the 

generalizability issue. Because of the COVID-19(Corona Virus Disease 19), the 

samples were collected an indirect way of the online survey, it may not well 

represent all Korean people in whole age. Most responses concentrate between 

30s and 40s from the analysis of demographics it can not explain the segmentation 

of traveling characteristic in age. The further study try to be conducted another 

direct way to get survey in person and more detail divide on the age part. 

Especially, considering the baby-boom generation(over 60 years) as a sustainable 

tourist in Korea will be one of the meaningful study for new tourism product. 

 Secondly, because this survey not conducted a direct way at the airport in person, 

it difficult to say that all responses has an experience traveling to Taiwan before. 

So the tourism product is for all Korean people who had an experience for traveling 

for both of oversea and domestic. However, it can be helpful to create new tourism 

product if considering graft the characteristics about Taiwan onto relevant with 

Korean tourists’ needs. 

 Thirdly, because of the short period for survey, there is a temporal, seasonal 

limitation about the result of analysis. The response are 312 people, not enough 

people to explain the validity about the result of analysis for generalization. 

 Therefore, the forward study need to supplement these limitations to create new 

tourism product for Korean tourists depends on lifestyle. 

 

 

 

 

 

 

 

 

 

 

 

 



- 91 - 
 

5-3. Forward Implication 

 This study may be offered the research model to an afterward study from the 

point that lifestyle component which affects to customer behavior who purchasing 

tourism product consists of individual-satisfaction oriented, social-satisfaction 

oriented, trendy oriented, family oriented. Korean tourists not only tend to be more 

personal oriented now, but also regard that belonging to family is important. Also 

being as a society member in the community is essential, having a sensitive and 

fast reaction to the new trendy. 

 From the mediated effect analysis, it is verified that lifestyle as an independent 

variable has more effect influence on tourism product attribute as a dependent 

variable when input vacation benefit segmentation as a mediator variable. It can 

be offered the analytical standard to a forward study from the direct/indirect effect 

between lifestyle-vacation benefit segmentation-tourism product attributes. 

Considering this point that there is more effective when input discovery & 

interaction than relaxation as a mediator variable depends on the consumer’s 

lifestyle who purchasing tourism product, new products which can participate 

special or traditional events or new experiences with traveling accompany, such 

like; friends, family/relative, or applying for latest tour trend are well suited to 

Korean tourists.  

 In other words, can explain that a traveling style of Korean tourists getting 

changed to not only try to learn a new challenge and share information with other 

people but also retain the connection or interchange with friends, family/relatives 

during traveling compare with the past just sight-seeing or only for free time with 

nothing to do. It is a good to change to make a partial-package tour product for 

Korean tourists even they enjoy FIT(Foreigners Independent Travel)  traveling 

type. Most of the packages are full-package for group tourists so far, however, 

Korean tourist prefers to do various not just only sightseeing.  Most Korean 

tourists enjoy they own plan and free time, therefore, it can be welcome to Korean 

tourists if travel agency company developed a new trendy tourism partial package 

product, which doing together or shares with people.   

 It demonstrated from the correlation relationship between lifestyle and tourism 

products, the feature or attraction of destination more significant effective when 

Korean tourists decide a tourism product to travel than activity or practical. This 

can be said that travel agencies try to marketing to campaigns or events, advertise 

about distinct traits or peculiarities part of the destination, like an as unknown 

place, traditional characteristics, etc. for tourism products.  

 Also, from this point that there is a correlation relationship between lifestyle and 

demographics variables, such like; gender, age, marital status, it can help to design 
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the tourism product from this correlation relationship to choose specific 

destination tourism products more detail segmentation in the market.   
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<< Questionnaire >> 

 

As following is a questionnaire about <<personal information>>.  

Please marking the correct answer. 

 

1. Gender 

                Male                               Female 

2. Age 

              18-24 years                       25-34 years                                35-44 years 

              45-54 years                      55 years or over        

3. Marital status 

              Single                                Married (with kid)                   Married (no kid)                  Others: 

4. Occupation 

               Student                                                     Employed full-time (office job) / part-time 

               CEO / Owner                                            Professional job / Freelancer 

               Retired / House-wife                              Temporarily unemployed / looking for working 

               Others:   

5. Education 

               Primary                             Secondary / High school                    College graduate 

               University                         Master / PH.D.                                     Others: 

6. Income 

               $800 over ~ $1,700 less                        $1,700 over ~ $2,450 less 

               $2,450 over ~ $3,300 less                    $3,300 over ~ $4,100 less 

               $4,100 over                                            Others: 
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As following is a questionnaire about <<Travel Behavior Attribute>>.  

Please marking the correct answer. 

 

1. Period 

                 1~3days                                      4~6days                                                1 week 

                 2 weeks                                      over 1month 

 

 

2. Purpose 

                 Business (Conference, exhibition, studying)                                     Leisure/Sightseeing                         

                 Visiting(friends/relatives)                                                                    Others:                   

 

               

3. Type 

                   FIT(Foreign Independent Travel)               Full-Package                         Partial-Package 

 

 

4. Accompany 

                   Alone                            Friends                           Family/relative                    Group member 
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As following is a questionnaire about <<lifestyle>>. 

 Please marking correctly in each item below according to the appropriate level. 

 

Lifestyle Type 
1 

Strongly 
Disagree 

2 
Disagree 

3 
Average 

4 
Agree 

5 
Strongly 

agree 

1. I usually have one or more outfits that 
are of the very latest style 

     

2. I follow the latest tend and fashion      

3. When I see a new brand on the shelf I 
often buy it just to see what it’s like 

     

4. I work with confidence in every thing      

5. I passionate in life      

6. I tend to be interested in activity      

7. I read quite a lot entertainment and 
relaxation 

     

8. I always actively take the lead in 
reunions and social gatherings 

     

9. I like social meeting with people      

10. I like to try new and different things      

11. Above all, I arrange my life for my own 
desires and needs 

     

12. I enjoy like thoroughly      

13. I am more independent than most 
people 

     

14. I spend time with my family on 
holiday  

     

15. I enjoy going out with my family      

1 = strongly disagree, 2 = disagree, 3 = average, 4 = agree, 5 = strongly agree 
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As following is a questionnaire about <<Vacation Benefit Segmentation>>.  

Please marking correctly in each item below according to the appropriate level. 

 

 
Vacation Benefit 

1 
Very 

Unimportant 

2 
 

Unimportant 

3 
 

Neutral 

4 
 

Important 

5 
Very 

Important 

1. To relax and do nothing      

2. Escape from daily routine      

3. Have a peaceful holiday      

4. To keep family ties alive      

5. To renew personal 
connections with 
friends(people) 

     

6. Be with friends or family      

7. To gain knowledge of 
history, other cultures or 
other places 

     

8. To enrich your respective 
on life 

     

9. To have stories to share 
back at home 

     

1 = very unimportant, 2 = unimportant, 3 = neutral, 4 = important, 5 = very important 
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As following is a questionnaire about <<Tourism Product Attribute>>.  

Please marking correctly in each item below according to the appropriate level. 

 

Tourism Product  Attribute 
1 

Very 
Unimportant 

2 
Important 

3 
Neutral 

4 
Important 

5 
Very 

Important 

1. Environment  
(Weather, Scenery, 
Hygiene and Cleanliness) 

  

   

2. Personal Safety 
(when traveling)  

  
   

3. Awareness or Image   
   

4. Value for Expenditure   
   

5. Nightlife – 
Entertainment 

  
   

6. Variety of short guide 
tour 

  
   

7. Facilities 
(Accommodation, 
Transportation, 
Restaurant, Shopping) 

  

   

1 = very unimportant, 2 = unimportant, 3 = neutral, 4 = important, 5 = very important 
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Appendix: 

Statistic Data: A Mediated Effect Analysis 

(Lifestyle-Vacation Benefit Segmentation-Tourism Product Attribute) 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Individual 
| 

Relaxation 
| 

Feature 

step1 
3.197 

(0.075+) 
0.101 1.788 0.075+ 

step 2 
1.876 

(0.172) 
-0.078 -1.370 0.172 

step 3 
(independent) 3.211 

(0.042*) 

-0.090 -1.585 0.114 

Step 3 
(Mediator) 

0.120 2.127 0.034* 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Individual 
| 

Discovery 
| 

Feature 

step 1 
42.063 

(0.000***) 
0.346 6.486 0.000*** 

step 2 
1.876 

(0.172) 
-0.078 -1.370 0.172 

step 3 
(independent) 16.630 

(0.000***) 

-0.189 -3.277 0.001** 

step 4 
(Mediator) 

0.322 5.586 0.000*** 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

Individual 

(Independent) 

Relaxation 

(Mediator) 

Feature 

(Dependent) 

Step2:  -0.078 

Step3(Independent):  -0.090 

Individual 

(Independent) 

Discovery 

(Mediator) 

Feature 

(Dependent) 

Step2:  -0.078 

Step3(Independent):  -

0.189** 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Individual 
| 

Interaction 
| 

Feature 

step 1 
15.271 

(0.000***) 
0.217 3.908 0.000*** 

Step 2 
1.876 

(0.172) 
-0.078 -1.370 0.172 

step 3 
(independent) 4.944 

(0.008**) 

-0.113 -1.964 0.050 

Step 4 
(Mediator) 

0.162 2.823 0.005** 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Individual 
| 

Relaxation 
| 

Activity 

step 1 
3.197 

(0.075) 
0.101 1.788 0.075 

Step 2 
3.017 

(0.083) 
-0.098 -1.737 0.083 

Step 3 
(independent) 2.256 

(0.106) 

-0.091 -1.606 0.109 

Step 3 
(Mediator) 

-0.069 -1.221 0.223 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Individual 

(Independent) 

Interaction 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.172 

Step3(Independent):  -0.113+ 

Individual 

(Independent) 

Relaxation 

(Mediator) 

Activity 

(Dependent) 

Step2:  -0.098 

Step3(Independent):  -0.091 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Individual 
| 

Discovery 
| 

Activity 

step 1 
42.063 

(0.000***) 
0.346 6.486 0.000*** 

Step 2 
3.017 

(0.083) 
-0.098 -1.737 0.083 

step 3 
(independent) 1.695 

(0.185) 

-0.085 -1.415 0.158 

step 3 
(Mediator) 

-0.037 -0.616 0.539 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Individual 
| 

Interaction 
| 

Activity 

step 1 
15.271 

(0.000***) 
0.217 3.908 0.000*** 

step 2 
3.017 

(0.083) 
-0.098 -1.737 0.083 

step 3 
(independent) 5.855 

(0.003**) 

-0.135 -2.352 0.019* 

step 3 
(Mediator) 

0.168 2.936 0.004** 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Individual 

(Independent) 

Discovery 

(Mediator) 

Activity 

(Dependent) 

Step2:  -0.098+ 

Step3(Independent):  -0.085 

Individual 

(Independent) 

Interaction 

(Mediator) 

Activity 

(Dependent) 

Step2:  -0.098 

Step3(Independent):  -0.135* 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Social 
| 

Relaxation 
| 

Feature 

step 1 
0.150 

(0.698) 
-0.022 -0.388 0.698 

step 2 
0.279 

(0.598) 
0.030 0.528 0.598 

step 3 
(independent) 2.105 

(0.124) 

0.032 0.574 0.566 

step 3 
(Mediator) 

0.112 1.982 0.048* 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Social 
| 

Discovery 
| 

Feature 

step 1 
28.168 

(0.000***) 
0.289 5.307 0.000*** 

step 2 
0.279 

(0.598) 
0.030 0.528 0.598 

step 3 
(independent) 11.257 

(0.000***) 

-0.048 -0.838 0.403 

step 3 
(Mediator) 

0.270 4.713 0.000*** 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Social 

(Independent) 

Relaxation 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.030 

Step3(Independent):  0.032 

Social 

(Independent) 

Discovery 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.030 

Step3(Independent):  -0.048 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Social 
| 

Interaction 
| 

Feature 

step 1 
29.665 

(0.000***) 
0.296 5.447 0.000*** 

step 2 
0.279 

(0.598) 
0.030 0.528 0.598 

step 3 
(independent) 2.999 

(0.051) 

-0.012 -0.198 0.843 

step 3 
(Mediator) 

0.141 2.391 0.017* 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Social 
| 

Relaxation 
| 

Activity 

step 1 
0.150 

(0.698) 
-0.022 -0.388 0.698 

step 2 
1.930 

(0.166) 
0.079 1.389 0.166 

step 3 
(independent) 1.890 

(0.153) 

0.077 1.361 0.175 

step 3 
(Mediator) 

-0.077 -1.358 0.175 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Social 

(Independent) 

Interaction 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.030 

Step3(Independent):  -0.012 

Social 

(Independent) 

Relaxation 

(Mediator) 

Activity 

(Dependent) 

Step2:  0.079 

Step3(Independent):  0.077 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Social 
| 

Discovery 
| 

Activity 

step 1 
28.168 

(0.000***) 
0.289 5.307 0.000*** 

step 2 
1.930 

(0.166) 
0.079 1.389 0.166 

step 3 
(independent) 2.335 

(0.098) 

0.107 1.811 0.071 

step 3 
(Mediator) 

-0.097 -1.652 0.099 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Social 
| 

Interaction 
| 

Activity 

step 1 
29.665 

(0.000***) 
0.296 5.447 0.000*** 

step 2 
1.930 

(1.166) 
0.079 1.389 0.166 

step 3 
(independent) 3.283 

(0.039*) 

0.041 0.700 0.484 

step 3 
(Mediator) 

0.127 2.148 0.032* 

* <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Social 

(Independent) 

Discovery 

(Mediator) 

Activity 

(Dependent) 

Step2:  0.079 

Step3(Independent):  0.107 

Social 

(Independent) 

Interaction 

(Mediator) 

Activity 

(Dependent) 

Step2:  0.079 

Step3(Independent):  0.041 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Fashion 
| 

Relaxation 
| 

Feature 

step 1 
0.336 

(0.562) 
-0.033 -0.580 0.562 

step 2 
6.085 

(0.014*) 
0.139 2.467 0.014* 

step 3 
(independent) 5.222 

(0.006**) 

0.143 2.547 0.011* 

step 3 
(Mediator) 

0.116 2.072 0.039* 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Fashion 
| 

Discovery 
| 

Feature 

step 1 
3.635 

(0.058) 
0.108 1.907 0.058 

step 2 
6.085 

(0.014*) 
0.139 2.467 0.014* 

step 3 
(independent) 13.124 

(0.000***) 

0.112 2.047 0.042* 

step 3 
(Mediator) 

0.244 4.449 0.000*** 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Fashion 

(Independent) 

Relaxation 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.139* 

Step3(Independent):  0.143* 

Fashion 

(Independent) 

Discovery 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.139* 

Step3(Independent):  0.112* 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Fashion 
| 

Interaction 
| 

Feature 

step 1 
9.454 

(0.002**) 
0.172 3.075 0.002** 

step 2 
6.085 

(0.014*) 
0.139 2.467 0.014* 

step 3 
(independent) 5.201 

(0.006**) 

0.119 2.088 0.038* 

step 3 
(Mediator) 

0.117 2.062 0.040* 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Fashion 
| 

Relaxation 
| 

Activity 

step 1 
0.336 

(0.562) 
-0.033 -0.580 0.562 

step 2 
3.006 

(0.084) 
0.098 1.734 0.084 

step 3 
(independent) 2.397 

(0.093) 

0.096 1.691 0.092 

step 3 
(Mediator) 

-0.075 -1.334 0.183 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Fashion 

(Independent) 

Interaction 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.139* 

Step3(Independent):  0.119* 

Fashion 

(Independent) 

Relaxation 

(Mediator) 

Activity 

(Dependent) 

Step2:  0.098 

Step3(Independent):  0.096 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Fashion 
| 

Discovery 
| 

Activity 

step 1 
3.635 

(0.058) 
0.108 1.907 0.058 

step 2 
3.006 

(0.084) 
0.098 1.734 0.084 

step 3 
(independent) 2.453 

(0.088) 

0.106 1.874 0.062 

step 3 
(Mediator) 

-0.078 -1.375 0.170 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Fashion 
| 

Interaction 
| 

Activity 

step 1 
9.454 

(0.002**) 
0.172 3.075 0.002** 

step 2 
3.006 

(0.084) 
0.098 1.734 0.084 

step 3 
(independent) 3.948 

(0.020*) 

0.076 1.340 0.181 

step 3 
(Mediator) 

0.126 2.203 0.028* 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Fashion 

(Independent) 

Discovery 

(Mediator) 

Activity 

(Dependent) 

Step2:  0.098 

Step3(Independent):  0.106 

Fashion 

(Independent) 

Interaction 

(Mediator) 

Activity 

(Dependent) 

Step2:  0.098 

Step3(Independent):  0.076 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Family 
| 

Relaxation 
| 

Feature 

step 1 
2.631 

(0.106) 
0.092 1.622 0.106 

step 2 
16.390 

(0.000***) 
0.224 4.048 0.000*** 

step 3 
(independent) 9.604 

(0.000***) 

0.216 3.891 0.000*** 

step 3 
(Mediator) 

0.092 1.651 0.100 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Family 
| 

Discovery 
| 

Feature 

step 1 
11.001 

(0.001**) 
0.185 3.318 0.001** 

step 2 
16.390 

(0.000***) 
0.224 4.048 0.000*** 

step 3 
(independent) 16.802 

(0.000***) 

0.183 3.326 0.001** 

step 3 
(Mediator) 

0.223 4.050 0.000*** 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Family 

(Independent) 

Relaxation 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.224*** 

Step3(Independent):  0.216*** 

Family 

(Independent) 

Discovery 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.224*** 

Step3(Independent):  0.183** 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Family 
| 

Interaction 
| 

Feature 

step 1 
20.924 

(0.000***) 
0.251 4.574 0.000*** 

step 2 
16.390 

(0.000***) 
0.224 4.048 0.000*** 

step 3 
(independent) 9.383 

(0.000***) 

0.202 3.545 0.000*** 

step 3 
(Mediator) 

0.087 1.519 0.130 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Family 
| 

Relaxation 
| 

Activity 

step 1 
2.631 

(0.106) 
0.092 1.622 0.106 

step 2 
0.587 

(0.444) 
-0.043 -0.766 0.444 

step 3 
(independent) 1.166 

(0.313) 

-0.037 -0.643 0.521 

step 3 
(Mediator) 

-0.075 -1.321 0.188 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Family 

(Independent) 

Interaction 

(Mediator) 

Feature 

(Dependent) 

Step2:  0.224*** 

Step3(Independent):  0.202*** 

Family 

(Independent) 

Relaxation 

(Mediator) 

Activity 

(Dependent) 

Step2:  -0.043 

Step3(Independent):  -0.037 
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Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Family 
| 

Discovery 
| 

Activity 

step 1 
11.011 

(0.001**) 
0.185 3.318 0.001** 

step 2 
0.587 

(0.444) 
-0.043 -0.766 0.444 

step 3 
(independent) 0.846 

(0.430) 

-0.032 -0.559 0.577 

step 3 
(Mediator) 

-0.061 -1.051 0.294 

*p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

Independent 
Mediator 

Dependent 
step 

F 
(p-value) 

Standardized 
Coefficients 

(Beta) 
t p-value 

Family 
| 

Interaction 
| 

Activity 

step 1 
20.924 

(0.000***) 
0.251 4.574 0.000*** 

step 2 
0.587 

(0.444) 
-0.043 -0.766 0.444 

step 3 
(independent) 4.093 

(0.018*) 

-0.084 -1.442 0.150 

step 3 
(Mediator) 

0.160 2.755 0.006** 

 *p <0.05, ** <0.01, *** <0.001 

 

 

 

 

 

 

 

Family 

(Independent) 

Discovery 

(Mediator) 

Activity 

(Dependent) 

Step2:  -0.043 

Step3(Independent):  -0.032 

Family 

(Independent) 

Interaction 

(Mediator) 

Activity 

(Dependent) 

Step2:  -0.043 

Step3(Independent):  -0.084 


