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Abstract 

Background/Objectives: All modern activities have been developed to manage the system fused with IoT Internet 

of Things. Tourism industry is also developing into a fusion and complex. Currently, the Internet of things is the 

most active field of use, and the development plan of the Internet of things and ecotourism is being studied very little. 

ICT convergence industry in other fields is considered to be a field with high potential growth potential from remote 

systems. The purpose of this study is to empirically verify the relationship and influence between the motivation and 

satisfaction of eco-tourism tourists. 

Methods/Statistical analysis: In order to achieve the purpose of this study, literature research and empirical research 

were conducted in parallel. First, the concept and characteristics of ecotourism were examined based on IoT base 

through theses, journals, and other related materials, and theoretical considerations such as motivation, satisfaction, 

revisit intention and recommendation intention of tourist destinations were conducted. The reliability test was 

conducted to identify internal consistency using SPSS program, and factor analysis was conducted to verify validity. 

Findings: In order to investigate the relationship between the motivation and satisfaction of visitors to IOT 

ecotourism, this study was conducted to investigate the relationship between the motivation and satisfaction. First, 

based on the previous studies, the characteristics and mutual relations are conceptually redefined through theoretical 

review of ecotourism, tourism motivation, and tourism satisfaction. Second, the relationship between tourism 

characteristics, tourism motivation, tourism satisfaction, and revisit recommendation intention was empirically 

verified for tourists visiting IOT eco-tourism sites. Third, it is intended to provide useful Infor-mation for the 

development and management of ecological tourist destinations and the tourists who visit ecological tourist 

destinations in the future. 

Improvements/Applications: Despite the importance of IOT ecotourism, systematic research is insufficient. The 

reason is that the application of ecotourism is different from case to case, so it is difficult and it is applicable to 

various fields, so various approaches are possible. This study was conducted to investigate the relationship between 

the tourist's motives and tourist satisfaction, targeting various ecotourism resources of the Jindo Mystery Sea Road 

Festival. 

Keywords: ecotourism, motivation, satisfaction, conservation value, IOT base, tourism industry, fusion and complex, 

recommendation intention 

1. Introduction 

Ecotourism is the fastest growing sector in the tourism market since 2000. According to the reported data, the global 

tourism market is growing by about 4% annually, ecotourism is growing by about 10-30%, and the overall tourism 

market share is growing by 5-10%. More than 20 years after the word ecotourism was born, the United Nations is 

drawing global attention to setting 2002 as the year of ecotourism. Similarly, the WTO also forecasts that ecotourism 

is growing 20-30% annually and will reach 25% this year (2012) (Baker and Crompton, 2000; Beerli and Martin, 

2004). In Korea, the public's interest in the environment is increasing rapidly, and the number of tourists visiting 

natural areas with excellent conservation value is increasing rapidly every year. All modern activities were 

developed to manage integrated systems with the Internet of Things. Tourism industry is also developing into 
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convergence and hybridization (Crompton, 1979). The Internet of Things (IoT) is expanding the service market 

through convergence and combination with various industries and is being applied to medical care, home, 

automobile, industry, transportation, construction, agriculture, environment, entertainment, energy, safety, food, etc. 

Currently, the Internet of Things is the most active field of utilization, and the development of the Internet of Things 

and ecotourism is very insufficient. The IOT convergence industry in other fields is regarded as a field with high 

potential growth potential from remote systems. The rapid aging and the increase in income level are the result of the 

analysis that consumers' interest is concentrated on 'health' and IoT technology is rapidly growing, focusing on 

ecotourism (Coleman, 1988; Dann, 1981). Ecotourism is a trip to see the nature and culture of the region and 

contribute to the local economy by providing facilities and environmental education considering the environment so 

that travelers can understand, appreciate and enjoy the natural area without adversely affecting the ecosystem or local 

culture. 

The conditions of ecotourism are the preservation and maintenance of species of biological resources, the prevention 

of irreversible damage to resources, the maintenance and utilization of natural life, and the life of nature protection 

spirit. It refers to tourism activities that provide economic benefits to local residents and have high educational value 

considering the environmental acceptance ability of the natural environment. 

In addition, ecotourism aims to understand the natural environment and cultural resources of the target area and to 

experience convergence with nature through professional education and commentary (Fakeye and Crompton, 1991). 

It can be defined as tourism that minimizes the negative impact on the natural environment and local culture of 

tourist destinations, becomes a source of financing to maintain and develop nature-protected areas, and provides 

economic opportunities to preserve natural resources to local residents by creating economic benefits to local 

communities. 

Ecotourism means tourism that encourages tourists to recognize the ecotourism environment based on nature and 

guarantees the sustainability of business operations leading to nature conservation activities (Howard and Sheth, 

1989; Meric & Hung, 1998). The main subject of business operation is local residents living in tourist attractions, 

and one of the ultimate goals of ecotourism is to create economic effects for the local community. In other words, 

ecotourism is a tourism that includes both hardware and software, which minimizes environmental destruction and 

provides opportunities for learning about nature (Maslow, 1970; Management Based). 

2. Materials and Methods 

The concept of tourism motivation tourists want to experience more than one attraction of tourist attractions. The 

result that pure travel does not occur by one motive in tourism literature is a long legend, and the motivation of 

tourists is complicated (Oliver, 1980; Pearce, 1980). In many studies, it has been proved that not only the motivation 

of tourists but also the motivation of festival visitors is due to the combination of aspiration factors and discharge 

factors. The concept of tourism satisfactions at is faction tends to be measured at a specific place at a particular time, 

so it seems static, but satisfaction is dynamic and influenced by various factors. Especially, if the product use or 

service experience occurs over time, the satisfaction may vary greatly depending on the use or experience stage that 

the customer focuses on. Satisfaction can be seen as a passive response to the service that the customer receives or 

receives without thinking over time (Parasuraman et al., 1988; Pizam et al., 1978). It is a kind of joy to surprise in a 

positive way. If you have to remove the negative side of satisfaction, customer satisfaction can be a solution to your 

worries. Finally, when you have a mixture of positive negative experiences with products or services, you can say 

ambivalence (Poon, 1993; Tse & Wilton, 1988). The questionnaire is a means to evaluate how eco-tourists evaluate 

the tourism motivation and tourism satisfaction obtained through theoretical research and how they think after 

participating in tourism. This study used a post-evaluation method to evaluate the places where tourists visiting the 

sea road of Jindo mystery visit. The questionnaire was composed of four categories including the areas where the 

tourist visited. The first part was the items related to tourism motivation, and 16 items were set up including items 

related to IOT ecological nature, items related to recreation or rest, and items related to ecological experience (Wight 

Pamela, 1996). The second part is related to tourism satisfaction, and it consists of 17 items such as items related to 

convenience of use, items related to management and preservation, items related to commentary or experience, and 

items related to naturality. The third part was the items related to the evaluation of IOT tourist destinations, and the 

three items were recommended, revisited, and total satisfaction (Wall, 1994). The survey method was used to 

distribute and collect questionnaires after the surveyor obtained the consent of the respondents, and the self-reported 

questionnaire method, which is the way the respondents read and respond to the questionnaire, was used (Gofe and 

Tulu, 2019); (Gökçen, 2019). There were 500 questionnaires distributed, but 387 questionnaires were confirmed as 

valid samples except 35 insincere responses. The data were analyzed through coding process and frequency analysis, 
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reliability and validity verification, and regression analysis were used according to the purpose of use using SPSS 

statistical package. 

3. Results and Discussion 

The research model of this study was to show the relationship between the visiting motivation and the satisfaction of 

tourists who visited various ecotourism resources of Jindo Shinbi's Sea Road Festival. First, as shown in Figure 1, 

the motive of visiting eco-tourism will affect the satisfaction of tourists in IOT eco-tourism destination. Third, it will 

affect the motive of visit, tourism satisfaction and tourist satisfaction [Figure 1]. 

 

 

Figure 1. Research model 

 

Described as shown in Rable 1. The characteristics of the subjects according to gender, age, education and education 

were 49.4% male and 50.6% female. 19.9% of women under 20, 24.8% in their 30s, 23.8% in their 40s, and 31.5% 

in their 50s or older. The education level is 32.8% for high school graduates and 52.7% for college graduates. 

Income is 25.1% for 100 ~ 3 million won and 49.4% for 3 million ~ 5 million won. 

 

Table 1. Character analysis of research subjects 

variable 
Frequency 

 (name) 
percentage(%) 

gender 
Female 

Male 

191 

196 

49.4 

50.6 

age 

20 years 

30 years 

40 years 

over 50 years 

77 

96 

92 

122 

19.9 

24.8 

23.8 

31.5 

Education 

junior high school graduation 

high school graduation 

college graduation 

graduate school graduation 

18 

127 

204 

38 

4.7 

32.8 

52.7 

9.8 

importation 

one million won 

100 to 3 million won 

300 to 5 million won 

over five million won 

58 

97 

191 

41 

15.0 

25.1 

49.4 

10.6 
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As shown in Table 2, the analysis results of the use propensity of the subjects were investigated. 47.8% of visitors to 

the tourist destination accompanied by family and relatives, 28.2% visited with friends, and 20.9% visited groups. 

29.5% of the Internet and 27.9% of the friends recommended getting tourism information. 75.2% of the respondents 

were the first to visit, and 21.4% of the visitors were in the second to fifth visits. In the question related to 

transportation, 77.0% of visitors use their own cars. 

 

Table 2. Use propensity analysis 

variable frequency (name) percentage(%) 

Companion 

alone 

family & relatives 

friend 

group 

guitar 

10 

185 

109 

81 

2 

2.6 

47.8 

28.2 

20.9 

.5 

Tourism 

information 

Broadcasting, Newspapers,  

internet 

friend recommendation 

experience 

guitar 

38 

114 

108 

56 

71 

9.8 

29.5 

27.9 

14.5 

18.3 

Number of visits 

beginning 

2-5 

6-9 

more than 10 times 

292 

83 

6 

6 

75.5 

21.4 

1.6 

1.6 

Traffic 

car use 

public transportation 

group bus 

guitar 

298 

18 

67 

4 

77.0 

4.7 

17.3 

1.0 

 

The result of analyzing the relationship with the overall satisfaction, which is the evaluation of tourist destinations for 

the motive of visit, is as shown in Table 3. The R-square value was 0.198, and the three causes explained 19.8% of the 

total variance. In the case of the beach road festival of Jindo Mystery, which is the subject of the survey, the most 

influential factor on the overall satisfaction of visitors is nature experience. 

 

Table 3. The Relationship between visiting motivation and total satisfaction 

Independent variable 
Dependent 

variable 
SF t p-value 

(Constant) 

nature experience  

learning ability 

a landmark 

.996 

.463 

.151 

.067 

.257 

.085 

.087 

.070 

3.879 

5.428 

1.731 

.947 

.000 

.000 

.084 

.344 

R-square = 0.198 

 



http://rwe.sciedupress.com Research in World Economy Vol. 11, No. 2; Special Issue, 2020 

Published by Sciedu Press                        163                         ISSN 1923-3981  E-ISSN 1923-399X 

The result of analyzing the relationship between the overall satisfaction, which is the evaluation of tourist destinations, 

on the factors of tourism satisfaction The same shall apply to Table 4. R-square value is 0.409, and 3 cause variables 

are 40.9% of total variance. In the case of the beach road festival of Jindo Mystery, which is the subject of the survey, 

it is the management of tourist attractions and the preservation of naturality that have a great influence on the tourism 

satisfaction factors and the overall satisfaction. As mentioned above, the results of analyzing the relationship between 

tourism motivation and tourism satisfaction for visitors to Jindo Shinbi's Sea Road Festival can be summarized and 

discussed in several categories as follows (George and Georgios, 2017); (Georgios and Maria-Rafailia, 2019). First, 

the subjects were distributed evenly according to gender and age, and the education level was found to occupy a high 

percentage of high school graduates and college graduates, so there was no significant difference from other tourist 

destinations in terms of demographics. As a result of analyzing the use tendency of the subjects, they often joined 

friends, family, friends, and relatives, and related information was also high in the rate of recommendation of internet 

and friends, and most of them visited for the first time and used tea. Second, in all items of tourism motivation and 

tourism satisfaction, respondents showed positive responses and it is judged that the level of trust and validity of the 

research data are secured. Therefore, there is no major contradiction in the design and survey method of the 

questionnaire using the research of the preceding researchers, and based on the results, it is judged that it can obtain 

similar implications to the evaluation of tourists visiting general ecotourism sites. Factors related to tourism 

motivation included tourism management, nature conservation, transportation, and information as natural experiences, 

learning, and reputation related to tourism satisfaction. Therefore, securing natural experience that can motivate 

tourists and delivering it to tourists is one of the important tasks of ecotourism. Third, the analysis of the impact of the 

factors of the tourism site evaluation on the motivation of the visit showed that it is related to the evaluation of the 

tourist site. In particular, it is expected to attract tourists with factors such as nature experience, learning, and 

reputation, which are tourism motivation factors, and reflect changes in tourist destination tendencies based on them. 

4. Conclusion 

Alternative tourism has begun to be sought to overcome the limitations and problems of popular tourism in the tourism 

sector. Ecotourism is one of the most popular areas of alternative tourism. Ecotourism is the fastest growing tourism 

with the aim of preserving the natural environment, benefiting local residents and educating tourists. Despite the 

importance of ecotourism, systematic research is insufficient. The reason is that the application of ecotourism is 

different from case to case, so it is difficult and it is applicable to various fields, so various approaches are possible. 

This study was conducted to investigate the relationship between the tourist's motives and tourist satisfaction, targeting 

various ecotourism resources of the Jindo Mystery Sea Road Festival. Recently, a tourist system that combines 

IOT-based tourist attractions and state-of-the-art technology will be a popular destination for visitors. 
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