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The Effect of Chinese Tourists’ Shopping Tourism

Value on Satisfaction
~Moderating Effect of Shopping Tourism Motivation-—

RAN WENWEN

Department of Bussiness Administration, The Graduate School,

Pukyong National University

Abstract

This study first aims to analyze the relationship between shopping value,
satisfaction, and shopping motivation for Chinese tourists who visited Korea for
shopping tourism. Second, I would like to confirm the shopping tourism value
factor structure proposed by Heo Hee—jin(2019) for Chinese tourists. Third, it is
intended to understand which shopping tourism value affects satisfaction. Fourth,
I would like to analyze whether shopping touriSm motivation has a moderating
effect on the effect of shopping value on satisfaction. To achieve the analysis
results, an online survey was conducted for 30 days from July 25 to August 25,
2021 targeting Chinese tourist who experienced Korean shopping tourism.

According to the analysis results First, it was found that there was postive
effect on satisfaction in order of functional value, emotional value, epistemic
value. And social value, conditional value, shared value was found to have on
significant effect on satisfaction. Second, it was was found that there was

positive effect on motivation has a moderating effect on satisfaction with



shopping tourism value. In order to revitalize shopping tourism of Korea, This
paper wants to improve the satisfaction of tourists from functional value,

emotional value, epistemic value.

Key words: Shopping tourism, Shopping tourism value, Satisfaction, Motivation
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China remains the world’s largest spender, with one fifth of
international tourism spending, followed by the United States of America

USD billion Top tourism spenders % change (real terms)
255 I China -4
152 [ (United States of America 45
93 _ Germany +3
72 N United Kingdom +6
s France 1
36 - Russian Federation {5
s W Australia +5
35 - Canada 45
s> 1l -8
z0.- 1l Italy [ +6

Top 10 countries by international tourism spending, 2019*

Data as of November 2020.
Source: World Tourism Organization (UNWTO)

* Provisional data
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