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‘Hanok’ in the Korean language means a traditional Korean house. Many Hanok Guesthouses are
located in Seoul's Bukchon heritage district, which reflects the architectural style from the Joseon
Dynasty (AD 1392-1910). The area is surrounded by popular historical sites such as the Cyeongbok
Palace, the UNESCO world heritage site of Changdeok Palace, and the Jongmyo Royal Shrine. Today,
the Bukchon heritage district is a traditional residential area that has 920 Hanok guesthouses, art gal-
leries, museums, Korean craft shops, and cultural institutions. The Bukchon heritage district is the per-
fect destination for those seeking to experience Korean cultural heritage and learn about the
traditional Korean lifestyle. The Bukchon heritage district attracts many domestic and international
visitors. Most importantly, it offers attractive accommodations. The Hanok guesthouses are recognized
as among the best commercial lodging choices in Seoul.

The Korean Tourism Organization and the Seoul Metropolitan Government recognize the Hanok
guesthouses as an important cultural attraction and unique form of accommodation for international
visitors. In May 2010, the Hanok Homestay program was launched to encourage building a network of
Hanok guesthouse-owning families willing to open their homes to visitors. The Korean government,
tourism officials, and marketing organizations saw the long-term opportunities for Hanok guesthouses
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to grow if they are effectively managed and attract more visitors. Hanok guest house product quickly
moves from the introductory to the growth stage of its life cycle, experiencing a 33% increase in visitor
stays between 2006-2010, it is imperative to learn how to satisfy Hanok guesthouse visitors and turn
them into repeat loyal guests. The satisfied guests are more likely to return to Hanok guesthouse and
spread positive word-of-mouth (WOM).

This study seeks to investigate future behavioral intentions (revisit and WOM) of international
visitors to the Hanok guesthouse by empirically testing a widely used marketing research framework
utilizing service quality (staff and facility), perceived value (emotional and functional), satisfaction,
and behavioral intentions (revisit and WOM). Examining the relationships among these well-estab-
lished constructs can offer a better understanding of visitors' intentions to stay at Hanok guesthouses.
It can also provide valuable and insightful implications for improving the product to more fully satisfy
visitors' needs and encourage their repeat visitation.

The items measuring service quality and value were extracted from existing festival literature (Lec.
Lee, Lee, & Babin. 2008) and modified for this study’'s purpose. Like the servicescape. festivalscape
includes many environmental cues influencing consumer behavior. Measuring items derived lrom
on-site interviews conducted with Hanok operators and visitors.

Service quality was measured with fourteen items, six items for staff and eight items for facility.
(e.g., the staff was helpful, bathrooms were clean). Emotional value was measured with four items
(e.g.. guesthouse experience was pleasant) and functional value with three items (e.g., guesthouse
was reasonably priced). Satisfaction was measured with four items adopted from previous studies
(e.g. Qliver, 1997). Intentions to revisit Hanok guesthouses were measured with two items, and inten-
tions to recommend Hanok guesthouses to others were also measured with two items: these were
adopted from previous studies (Chi & Qu, 2008: Yoon & Uysal, 2005). All 29 items were rated on a
five-point Likert scale. The questionnaire was developed in the Korean language and then translated
to English, Chinese, and Japanese by bilingual scholars. A back-translation to the Korean language was
performed.

An online survey was administered to international visitors at the Tea Guest House in the Bukchon
Heritage District, Seoul. The survey was distributed via an email through Survey Monkey. The survey
link was sent to 2,219 guests, and 4 14 questionnaires were used for final analysis. including seven that
did not indicate gender. There were considerably more female (259, 62.6%) than male (148, 35.7%)
respondents in the sample. Most respondents (33.6%) were between 30-39 years of age, followed
by those between 20-29 (24.6%), 40-49 (21.0%), and 50 and older (19.1%). The respondents with a
4-year college and graduate degree accounted for 84.6% of the sample. Nearly half of the respondents
reported being single (49.3%) and 43.2% married. Most of the visitors came from Europe (34.3%), China
(22.7%), USA (21.6%), and Japan (20.8%).

A series of confirmatory factor analyses for the proposed model using a maximum likelihood
method of estimation and the covariance matrix was conducted and examined for the validity and
reliability of the 28 items measuring five constructs (one service quality item was deleted during
an exploratory factor analysis due to its low factor loading). Comparative fit index (CFI) = .97, normed
fit index (NFI)=.94, and root mean square error of approximation (RMSEA) = .05 indicated that the
measurement model fit the data well. Once the measurement model was confirmed, the structural
model was estimated to gauge whether the data conformed to the proposed model. The goodness-
of-fit indices (CMIN/df = 1.97, CFl = 97, NFl = 94 and RMSEA = .049) indicated the acceptable cut-off
values for a good model fit. Again, the model fit the data well. The standardized coelficients and
t-values for all proposed paths were examined (see ki 1)

The mediating effects of perceived value on the relationship between service quality and satistac-
tion; satisfaction on the relationship between emotional and functional values and behavioral inten-
tions: and on the relationship between service quality and behavioral intentions were also tested.
Emotional value and satisfaction had an indirect effect on the proposed relationships. Emotional value
had an indirect effect on the relationship between facility quality and satisfaction, and satisfaction had
an indirect effect on the relationship between emotional value and behavioral intentions. However, no
indirect effect of satisfaction on the relationship between functional values and behavioral intentions
or on the relationship between service quality and behavioral intentions was found (Table 1),
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! Fig. 1. Results of the hypothesized model.

Table 1

Standardized indirect and total effect.
Paths Direct Effect Indirect Effect Total Effect
Emotional Value - Satislaction A4 - A4
Emotional Value - Behavioral Intentions A8 A7 A5
Service Quality Facility - Satisfaction 35 21 90
Satisfaction — Behavioral Intentions .62 62

Note: All indirect effects and total effects were significant at 01

The study identified two dimensions of service quality (staff and facility) and examined their
effects on perceived value (functional and emotional) as well as the effects of these values on visitor
satisfaction and behavioral intentions. The study supported the important role of service quality in
influencing value and the role of value in explaining visitor satisfaction and behavioral intentions. Spe-

| cifically, the study demonstrated that visitors evaluated their satisfaction with Hanok guesthouses
' along the perceived value (emotional value had greater impact on satisfaction than functional value),
and their evaluation drove their behavioral intentions.

The results of this study give insight into visitor evaluation of perceived value, satisfaction, and
behavioral intentions in the context of the traditional Korean Hanok guesthouse. The study shows
the dimensions of service quality that influence visitor perception of value and draws attention to
the impact of perceived value (emotional) on visitor satisfaction and behavioral intentions. The study
supports the literature stressing the importance of perceived value (emotional) for customer satisfac-
tion, and the strong relationship between customer satisfaction and behavioral intentions {revisit and
WOM) (Baker & Crompton, 2000; Cronin, Brady. & Hult, 2000). The study offers practical implications
for Hanok marketing management and its daily operations. Given that visitor satisfaction with the
Hanok guesthouses and the decision to return are largely dependent upon delivering emotional value,
Hanok guesthouse managers should attract visitors by creating unique emotional experiences that
influence visitors' feelings and touch them in a deep way at intellectual, esthetic, and spiritual levels
(e.g., developing unique atmosphere of the traditional Hanok, Korean garden or folk games). Since Kor-
ean Hanok guesthouses represent an important Korean cultural export, the product's popularity and
success can only be increased if diverse cultural emotional experiences are created. The study findings
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cannot be generalized as the proposed model was tested in a specific tourisim location and data were
collected in only one Hanok guesthouse.
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