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ABSTRACT 

 

Organised mass tourists heavily rely on travel organisations and purchase holiday 

products that offer various elements including transportation, accommodation, meals, 

sightseeing activities, and tour guides who speak their language. Organised mass 

tourists are unlikely to have chance to experience authenticity and freedom at a 

destination, as they have to follow schedules which have been previously organised for 

the group by travel professionals. Despite perceived disadvantages, however, organised 

mass tours remain popular in South Korea with around half of South Korean travellers 

purchasing various types of mass tourism products. Previous studies have focused more 

on identifying ‘how’ mass tourists behave differently from independent travellers when 

travelling overseas. Relatively less attention has been paid to identifying reasons ‘why’ 

mass tourists behave differently from independent travellers. This study fills this gap by 

identifying important factors affecting South Korean tourists’ preference for mass 

tourism. The primary purpose of this research is to identify driving factors that 

encourage tourists to prefer organised mass tours in the South Korean context.   

This research employed a mixed method approach by conducting two stages of 

research sequentially. Qualitative research was carried out during the first stage. A 

review of previous literature showed a lack of prior research into reasons why mass 

tourism continues to be preferred in Asian countries including South Korea. To gain a 

better insight into this topic, qualitative research was carried out through focus group 

interviews. Three interview sessions were held with experienced South Korean tourists 

and two sessions were conducted with travel industry experts. Based on the qualitative 

results and a review of the literature, a series of hypotheses was proposed along with the 

proposed framework of the study. A rigorous scale development process was carried out. 
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The measurement scales were purified through a pilot study in which a total of 300 

valid cases were used. A quantitative study was conducted during the second stage. An 

online survey was carried out and a sample totalling 438 cases was used for testing the 

hypotheses in the proposed model. In testing them, structural equation modelling was 

employed using AMOS version 18.0. 

Five research questions were answered using a mixed method approach. The first 

research question asked whether tourists’ psychological needs for comfort play a 

significant role in understanding South Korean tourists’ preference for organised mass 

tours. This study introduced the term “encapsulated travel” and identified that this is a 

primary source of encouragement for South Korean tourists who prefer organised mass 

tours. It is considered this concept should be regarded as an important psychological 

factor that can predict tourists’ preference for organised mass tours. The second 

research question was concerned with whether perceived risks play a part in South 

Koreans’ preference for mass tours. The results of this study showed that perceived 

risks are significantly related to tourists’ psychological needs for comfort. The next 

three research questions were about whether the constructs of English language barriers, 

time constraints and psychic distance play a part in South Koreans’ preference for mass 

tourism products. The three constructs were proposed as antecedents that increase 

tourists’ psychological needs for comfort (‘encapsulated travel’) and perceived risks, 

which, in turn, can affect tourists’ preference for mass tourism products. English 

language barriers and time constraints were significant variables that increased 

perceived risks, and a preference for “encapsulated travel” and the role of psychic 

distance was partially supported in the model.  
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In summary, this research identified driving factors that play a significant role in 

preference for organised mass tours, most of which has been rarely addressed in relation 

to mass tourism. The constructs include English language barriers, Time constraints, 

Psychic distance, Perceived risks, and Encapsulated travel. By providing a valid model 

that incorporates the constructs, this study provides a deeper insight into mass tourism 

in the South Korean context. The practical implications for the tourism industry is that 

the findings of this study should offer useful information to tourism marketers for 

designing and promoting their holiday products in the South Korean market.  
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CHAPTER 1. INTRODUCTION 

1.1 Background to the Research 

Independent travel is on the rise and is becoming more significant in the tourism 

industry in many countries (Harris and Duckworth, 2005; Hyde and Lawson, 2003), 

however, organised mass tours have remained a popular choice for many tourists from 

Taiwan, Hong Kong, China, Japan and South Korea when they travel internationally. 

Around half of tourists from these countries have joined all-inclusive mass tours (Wong 

and Lau, 2001; Tourism Australia, 2008a; Tourism Australia, 2009; Korea Tourism 

Organisation, 2008; Tourism Bureau Ministry of Republic of China, 2007; Wang, Jao, 

Chan, and Chung, 2010).  

The organised mass tour lies at the extreme end of the familiarity seeking style on a 

novelty-familiarity continuum (Basala and Klenosky, 2001). Cohen (1972) suggested 

four types of travel style, namely the ‘organised mass tourist’, the ‘individual mass 

tourist’, the ‘explorer’, and the ‘drifter’. The novelty and familiarity seeking motives of 

the tourist have provided the conceptual basis for the classification of the typologies. 

The ‘organised mass tourist’ enjoys a maximum of familiarity; while, at the other 

extreme of the continuum, the ‘drifter’ enjoys the greatest level of novelty. Various 

terms have been employed by researchers when they refer to this tour type, including 

‘all-inclusive tours’, ‘group inclusive tours’, ‘guided group tours’, and ‘package tours’. 

In similar contexts, these terms have been used interchangeably with Cohen’s term, 
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‘organised mass tours’ (Basala and Klenosky, 2001; Wong and Lau, 2001; Wang et al., 

2010; Wang, Jao, Lin, and Guo, 2009).  

As organised mass tours follow set schedules, they have lack of freedom and 

flexibility, and consequently they offer tourists less chance of interacting with locals 

(Basala and Klenosky, 2001; Reisinger and Turner, 2002; Tourism Australia, 2004). 

Due to the limited individual freedom and the pre-set menu of available interactions, 

organised mass tourists are described in some research as those who “hardly experience 

the real, authentic world” (Enoch, 1996, p.600) and as those who are “strongly 

ensconced” within a comfortable and familiar environment created by service providers 

(Cohen and Cooper, 1986, p.539). These descriptions suggest that some tourism 

practioners and tourists who favour novelty over familiarity may regard these 

experiences as shortcomings.  

South Korea has a relatively short history in respect to overseas leisure travel. Until 

1988, Korean government did not encourage Korean people to travel overseas for 

pleasure; rather it limited the number of outbound journeys promoting inbound tourism 

in order to gain a surplus in its balance of payment in travel account. Later, when the 

Liberalization of Travel Code was passed in 1988, the spending limit on credit card use 

was relaxed and the restriction on international travel by Korean citizens were also 

removed (Korea Statistics Research Institute, 2008; Seo et al., 2009). Since then, 

Koreans have been able to enjoy overseas trips without legal restrictions. Moreover, a 

significant rise in tourism demand resulted from the new social policies of a five-day 

working-week and restrictions on Saturday school classes (National Archives of Korea, 

2007). These policies of Korean government have provided people with more 

opportunities to travel and boost domestic as well as international tourism.  
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As a result, in just over two decades, the tourism industry in Korea has seen dramatic 

growth (Korea statistical research institute, 2009; Tourism Organisation, 2012; Seo, 

Park, and Yu, 2009). During the last decade, the growth in travel by South Koreans has 

increased from 5,500,000 in 2000 to around 12,000,000 in 2010 (Korea Tourism 

Organisation, 2012). Consequently, in 2010, South Korea was ranked 20
th

 in terms of 

the world’s top tourist source markets and 17
th 

in terms of international tourism 

expenditure (Korea Tourism Organisation, 2012). Top destinations for the Korean 

outbound market are China (32.97%), Japan (13.06%), the USA (9.23%), Hong Kong 

(8.04%), and Thailand (7.99%); China ranks first with more than 4,100,000 tourists 

(Korea Tourism Organisation, 2012). Leisure was the top reason for Korean tourists to 

travel internationally in the last few years (Korea Tourism Organisation, 2012). 

According to Korea National Tourism Survey conducted by Korea Culture & Tourism 

Institute, travel agents were perceived by Korean tourists as the most important source 

when tourists arrange their overseas trips, followed by friends and Internet (Korea 

Culture & Tourism Institute, 2012). 

South Korean tourists have conventionally been described as mass tourists (Tourism 

Australia, 2008b; Ahmed and Chon, 1994; Tourism New Zealand, 2009; Korea Tourism 

Organisation, 2008; Reisinger and Turner, 2002). Overall, more than 40% of South 

Korean tourists join organised mass tours when they travel overseas for leisure (Korea 

Tourism Organisation, 2008; Tourism New Zealand, 2009; Tourism Australia 2008; 

Tourism Australia, 2010; Seo, Park and Yu, 2009). When tourists purchase organised 

mass tours, the itineraries are generally pre-organised and tightly controlled by the 

tourism agencies (Wong and Lau, 2001). Organised mass tourists rely heavily on travel 

agents and purchase holiday products that offer various elements including 
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transportation, accommodation, meals, sightseeing activities, and tour guides who speak 

the tourists’ language (Enoch, 1996; Heung and Chu, 2000; Wong and Lau, 2001; 

Cohen, 1972).  

It was anticipated that the demand for organised mass tours would fade away as a 

growing number of people gained more overseas experiences and opted for greater 

independence in their travel choices. For example, Ahmed and Chon (1994) made a 

prediction for mass tourism as follows; “[South] Koreans prefer to travel in groups. As 

Koreans gain more experience, their preference for group travel may diminish”(p.91). 

Currently, however, although the numbers are slightly decreasing from 50.4% in 1997 

to 46.8% in 2008, organised mass tours have remained popular in South Korea (Korea 

Tourism Organisation, 2008). This significant and continuing demand means the 

availability of organised mass tours is critical for the health of the tourism industry. It is 

advisable that destination marketers fully understand why organised mass tours 

continue to be preferred in South Korea in order for them to provide holiday products 

that satisfy the tourist needs of this particular market. 

1.2 Research Problem Identification 

Researchers have paid attention to the travel behaviours among tourists who have 

different cultural backgrounds, nationalities, and motivations (Pizam and Jeong, 1996; 

Reisinger and Mavaondo, 2005; Reisinger and Turner, 2002; Pizam and Sussmann, 

1995). The research, however, seems to focus more on identifying ‘how’ tourists behave 

differently, rather than on finding the deeper reasons ‘why’ they behave differently.  

Attention has been paid to identifying the differences in individual behaviours 

between Western countries and non-Western countries (Moon, Chadee and Tikoo, 
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2008; Kueh and Voon, 2007; Lam, 2007; Blodgett, Hill and Bakir, 2006; Patterson, 

Cowley, and Parasongsukarn, 2006). It was found that Asian tourists are more passive 

(Reisinger and Turner, 2002), less dynamic (Pizam and Jeong, 1996), higher spenders 

(Laesser and Crouch, 2006), happier within groups (Litvin, Crotts, and Hefner, 2004; 

Money and Crotts, 2003), likely to take all-inclusive organised mass tours (Wong and 

Lau, 2001), less comfortable under uncertainty (Reisinger and Turner, 2002; Reisinger 

and Mavondo, 2005), stick with their own national food, and are more cautious about 

safety issues (Wong and Lau, 2001) than most Westerners.  

Tourists show different travel behaviour according to nationality and cultural 

background (Crotts, 2004; Pizam and Sussman, 1995). The tourism literature includes 

examples suggesting that tourists who share similar cultures show high levels of 

similarity in their travel behaviour (Money and Crotts, 2003; Maoz, 2007; Crotts, 2004) 

and in service evaluations (Crotts and Erdmann, 2000). The literature also illustrates 

nationality is important for understanding tourist behaviour (Pizam and Sussmann, 

1995; Reisinger and Turner, 2002). For example, generally Japanese tourists are less 

attracted to adventure tourism than Americans; American tourists are more active and 

open towards the experiences on offer in a host country than tourists from other 

countries (Pizam and Sussmann, 1995). Differences are also found among tourists from 

Asian countries. Examples showed different travel behaviour according to nationality 

(Reisinger and Turner, 2002). For example, Koreans show a greater preference for their 

own Korean cuisine and are less likely to accept non-Korean customs in a host country 

than tourists from other Asian countries (Reisinger and Turner, 2002).   

Despite this considerable interest, to this time, there is a lack of research that pays 

attention to seeking the reasons ‘why’ people in most Asian countries, including South 
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Korea, China, and Japan, continue to prefer organised mass tours. As Chang, Kivela and 

Mak (2010a) have pointed out, “most of the existing research focuses on Western 

tourists; studies based on non-Western and Asian tourists are scarce” (p.990). If lack of 

experience is one of the significant factors that encourages tourists to choose mass 

tourism, then the trend is likely to change soon as travellers gain more overseas 

experiences (Pearce and Lee, 2005; Chen et al., 2010). If fundamental factors, such as 

values, attitudes, or language, play an important role, this trend is likely to be relatively 

stable because cultural background changes slowly (Tang and Koveos, 2008; Hofstede, 

2001). Various other reasons may influence tourists’ travel-style choices. These reasons 

include prior travel experience, lifestyle, and economic situation (Singh, 1997; Chen, 

Lee, and Huan, 2010). However, there is a lack of research that clearly identifies and 

measures the most important factors that encourage Asian tourists including Koreans to 

choose organised mass tours. This omission in the literature provides the grounds for 

conducting research in this area and it would seem to be critical for tourism marketers to 

have a better insight into the reasons why mass tourism continues to be the preference 

for a significant number of people in South Korea. Having a better understanding of the 

travel preferences of mass tourists will assist tourism marketers to provide holiday 

products that can better satisfy the Korean market.   

1.3 Study Objectives  

To gain a deeper understanding as to why mass tourism opportunities are preferred 

by Korean tourist, the goal of this study is to identify the driving factors that encourage 

them to choose mass tourism products. To achieve this goal, this study identifies five 

specific objectives.    
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First, this study investigates whether the psychological need for comfort play a part 

in the preference of South Korean tourists for organised mass tours. Mass organised 

tourists are known to seek psychological comfort by maintaining familiar elements 

around them (Cohen, 1972; Enoch, 1996; Wong and Lau, 2001). The concept of an 

‘environmental bubble’ was used by Cohen (1972) to describe the ‘psychological 

comfort’ sought by mass tourists. When a tourist joins an organised mass tour, they 

travel within an ‘environmental bubble’ where he/she “functions and interacts in much 

the same way as he does in his own habitat” (Cohen 1972, p.166). The underlying idea 

is that individuals can enjoy psychological comfort when they have familiar elements 

around them while overseas (Cohen, 1972; Cohen and Cooper, 1986; Enoch, 1996; 

Jaakson, 2004; Petrick, 2002). Organised mass tourists are likely to choose products that 

provide psychological comfort where many elements, such as hotels, food, coach tours, 

transportations, and tour guides are included (Wong and Lau, 2001; Cohen, 1972; 

Enoch, 1996). In this context, this psychological dimension of comfort is expected to 

play a crucial role in understanding why Korean tourists prefer to join organised mass 

tours when they travel overseas. This study investigates whether or not it plays a part in 

relation to travel-style choices in South Korea.  

Second, this study examines whether perceived risks play a part in the South Korean 

preference for organised mass tours for overseas holidays. Research has viewed 

perceived risks as one of the most important factors that affect an individual’s behaviour 

(Taylor, 1974; Mitchell, 1999; Cho and Lee, 2006). The tourism research literature 

found that perceived risk significantly influences tourist behaviour (Kozak, Crotts and 

Law, 2007; Reisinger and Mavondo, 2005; Reisinger and Mavondo, 2006a; Han, 2005). 

Cultural background is known to influence tourists’ perceptions of risk (Litvin, Crotts, 
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and Hefner, 2004; Reisinger and Turner, 2002; Kozak et al., 2007). South Korea has 

relatively high levels of uncertainty avoidance (Hofstede, 2001), so it is expected South 

Korean tourists will be quite sensitive towards perceived risks. This study will identify 

whether perceived risks is one of the key factors that increase Korean tourists’ 

preference for organised mass tours.  

Third, this study investigates whether English language barriers play any role in 

Korean tourists’ preference for mass tourism. The literature indicates that language 

barriers are an important variable that influences an individual’s behaviour (Harzing and 

Feely, 2008; Marschan et al., 1997; Welch et al., 2005). Despite this suggestion of 

importance, language barriers remain surprisingly neglected in tourism research (Cohen 

and Cooper, 1986; Cohen, 2004; Traiger, 2008). As English is accepted worldwide as 

the lingua franca (Charles, 2007; Cohen, 2004; Traiger, 2008), non-native English 

speakers can be expected to have a higher concern about communicating overseas than 

native English speakers. However, there is little research on the issues of language 

barriers from the point of view of non-native English speakers. Therefore, this study 

will identify whether or not English language barriers influence Korean’s preference for 

mass tourism.  

Fourth, this study examines whether time constraints play a part and influence the 

preference for mass tourism in the Korean market. A considerable amount of attention 

has been paid to the impact of constraints in other areas of research, for example, the 

area of leisure (Crawford and Godbey, 1987; Jackson, Crawford, and Godbey, 1993; 

Jackson, 1993). Research literature indicates that time constraints is one of the major 

factors affecting individuals’ leisure participation (Nyaupane and Andereck, 2008). A 

lack of time is one of the greatest barriers that affect tourists’ behaviour (Samdahl and 
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Jekubovich, 1997; Hung and Petrick, 2010b). Previous research suggests that 

perceptions of time are related to cultural background (Manrai and Manrai, 1995; Hall 

and Hall, 1987). Considering that South Korea is in a high-context culture where people 

put more value on work than leisure (Manrai and Manrai, 1995; Kim, Pan, and Park, 

1998; Hall and Hall, 1987), Korean tourists may experience great time constraints in 

relation to taking overseas holidays. In this context, pre-organised mass tours can be a 

good option for dealing with time pressure. This study will investigate the role of time 

constraints in Korean tourists’ preference for mass tourism.  

Fifth, this study investigates whether tourists’ psychic distance plays a part in 

understanding Korean tourists’ preference for mass tours. Psychic distance is an 

individual’s subjective perceptions about how two countries are different (Swift, 1999; 

Ojala, 2008; Evans and Mavondo, 2002; Sousa and Bradley, 2006; 2008). As psychic 

distance is a mental representation, each individual perceives psychic distance 

differently (Ankomah and Crompton, 1992; Walmsley and Jenkins, 1992a). Psychic 

distance affects tourists’ perception of risk (Evans, Mavondo, and Bridson, 2008; Tasci, 

2009) as well as their psychological comfort (Hottola, 2004; Pizam, 1996). In an 

attempt to reduce psychic distance when they travel overseas, people show little 

willingness to interact with locals (Klooster et al., 2008) and tend to rely more on the 

professional services offered by the travel industry (Nicolau, 2008; Crotts, 2004). In this 

context, psychic distance may play a part in encouraging tourists to prefer travelling in 

organised mass tours guided by professional guides. However, there has been a lack of 

research empirically investigating the extent to which psychic distance plays a part in 

the choices made by South Korean tourists when they choose mass tourism products. 
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The current study will investigate whether or not psychic distance plays any role in 

Korean tourists’ preference for organised mass tours.  

1.4 Justification of the Study 

This study aims to provide a deeper understanding of why organised mass tours 

remain a preferred travel option in South Korea by identifying crucial factors that may 

affect tourists’ choices. From theoretical and practical perspectives , the justification of 

this study is as follows.   

This study has an expectation to draw the attention of tourism scholars to organised 

mass tourism by identifying deeper reasons ‘why’ tourists prefer organised mass tours. 

A considerable amount of attention has been paid to investigating the driving factors 

that affect the travel behaviour of independent tourists (Petrick, 2002; Yiannakis and 

Gibson, 1992; Lepp and Gibson, 2003; Arasratnam and Banerjee, 2011; Zuckerman, 

2007), however, relatively little attention has been paid to investigating the factors that 

encourage tourists to choose organised mass tours. By identifying significant factors 

that affect preferences for organised mass tourism and the relationships among the 

factors, the current study is expected to provide a deeper insight into mass tourism.  

This study will contribute to the body of knowledge about the role of psychological 

comfort in tourism. Organised mass tours provide a range of elements during overseas 

trips to ensure that tourists enjoy a comfortable ‘shelter’ physically and psychologically 

(Cohen, 1972; Wong and Lau, 2001). If psychological comfort is a significant reason 

that attracts tourists to choose mass tourism products, it is suggested tourism scholars 

should direct more attention to investigating the topic in order to better understand the 
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behaviour of mass tourists. The findings of the current study are expected to provide a 

better knowledge of psychological needs that are important for organised mass tourists.  

In addition, this study expands prior knowledge about the role of perceived risks in 

tourism. This study provides a deeper insight into the role of perceived risks in relation 

to the preference for mass tourism in South Korea. Previous research has identified the 

significance of perceived risks in understanding travel behaviour (Sonmez and Graefe, 

1998; Lepp and Gipson, 2003; Kozak, Crotts, and Law, 2007; Mitchell, Davies, 

Moutinho, and Vassos, 1999; Reichel et al., 2007), however, the role of perceived risk 

has not been fully investigated in relation to the preference for mass tourism.  

The current study will provide important information regarding antecedents that 

affect tourist preferences for mass tourism products. To do this, the study investigates 

the role of English language barriers, time constraints, and psychic distance; constructs 

that are rarely addressed in relation to mass tourism despite their importance. By 

investigating their role, the findings of the current study will provide a deeper 

understanding about these constructs and in doing so, expects to draw further attention 

from scholars.  

This study investigates whether English language barriers are significant in Korean 

tourists’ preference for mass tourism. If it is identified as critical, tourism academics 

should pay more attention to the construct of English language barriers from the point 

of view of non-native English speakers. Further research on English language barriers 

has been called for (Harzing and Feely, 2008; Welch et al., 2005; Cohen and Cooper, 

1986), however surprisingly little investigation has been undertaken regarding this topic 

in the area of tourism. By investigating the role of English language barriers in the 

overseas holiday context of South Korea, the current study draws attention to the 
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discomfort experienced by non-native English speakers that is caused by English 

language barriers. Considering that the global tourism market is becoming more diverse, 

a suggestion is made for tourism scholars not to overlook the communication 

difficulties of Asian tourists.  

In addition, by investigating the role of time constraints in the context of overseas 

holidays, the current study extends prior knowledge about this topic. Despite the 

importance of constraints (Crawford and Godbey, 1987; Jackson et al., 1993; Hung and 

Petrick, 2010b), issues regarding travel constraints have not been fully investigated in 

the tourism context. By identifying the role of time constraints in Korean tourists’ 

preference for organised mass tours, the findings of the current study may provide 

important information regarding the role of time constraints, which is largely neglected 

in tourism research.   

From a managerial perspective, this study will provide tourism marketers with a 

deeper insight into the travel needs of organised mass tourists by identifying driving 

factors that lead people to choose mass tourism products. Western tourism industries 

seem to regard organised mass tourism as old fashioned and pay more attention to 

independent travel-styles as they are popular in many Western countries. However, 

considering that global tourism markets are rapidly increasing and diversifying 

(UNWTO, 2011a), it is critical for tourism managers to acknowledge the different needs 

of global markets. In this context, the current study is significant, as it provides 

marketers with important knowledge about deeper reasons as to why organised mass 

tourism is preferred in South Korea. An understanding of the deeper reasons could 

assist marketers to design holiday programs that are more attractive to tourists in the 

Korean market (Wang et al., 2009).  
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1.5 Definitions of Terms and the Scope of the Research   

It is important to provide clear and specific definitions for the terms used in the study, 

since these terms can be used in various ways in literature. The definitions provide a 

clear focus for the main ideas in this particular study. The following is the definitions of 

the main concepts in this research.  

The organised mass tour   

This study employs the term ‘organised mass tours’ in the same context with group 

guided tours, package tours, and organised package tours. Organised mass tours 

normally include almost every element needed for an overseas holiday, are prepaid prior 

to departure, have pre-fixed itineraries, and a tour guide (Cohen, 1972; Wong and Lau, 

2001; Mak, Wong, and Chang, 2011; Hsu, 2000) For the purpose of this research the 

term ‘organised mass tours’ is refered to as; ‘a tour type that includes most of elements 

needed for a holiday and is pre-fixed and pre-paid. It provides maximum familiarity 

with tourists’ home culture; minimum flexibility in a destination and the least degree of 

freedom.’ The term ‘mass tourism’ will be used interchangebly with the term ‘organised 

mass tours’ in the current study.  

Encapsulated travel  

This study adopts Cohen’s typology of an ‘environmental bubble’ which was defined 

as “the degree to which a tourist exposes himself to the strangeness of the host society” 

(Cohen and Cooper, 1986, p.539). Mass tourists “function” and “interact” within an 

environmental bubble in a similar way to what they live in their everyday lives (Cohen 

1972, p.167). For the purpose of this research, this study introduces the term 

‘encapsulated travel’ and defines it as; ‘a tourist’s psychological needs for comfort in a 

foreign country by protecting themselves from the strangeness of the host society.’ 
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Perceived risk 

Perceived risk is widely supported by scholars as an important variable that 

influences consumer behaviours (Dowling and Staelin, 1994; Cho and Lee, 2006). 

Tourism literature has also supported the idea that perceived risk significantly affects 

tourist behaviour (Mitchell, Davies, Moutinho, and Vassos, 1999; Reichel et al., 2007; 

Reisinger and Mavondo, 2005). This study places a particular focus on perceived risk 

that can be specifically applied to overseas holidays in the Korean market, because the 

underlying dimensions of perceived risks might be different in different settings. For the 

purpose of this research, the term ‘perceived risk’ is defined as; ‘a tourist’s subjective 

expectation of a potential loss resulting from uncertain situations that may occur during 

overseas holidays.’ 

English language barriers  

Language barriers are crucial for understanding an individual’s behaviours (Feely 

and Harzing, 2003; Harzing and Feely, 2008; Marschan et al., 1997). Language barriers 

can cause individuals to feel discomfort about interacting with locals in a foreign 

country (Gudykunst, 1995; Reisinger and Mavondo, 2005; Basala and Klenosky, 2001). 

Language barriers experienced by non-native English speakers are expected to be 

greater than barriers encountered by native English speakers, given that English is the 

language commonly accepted worldwide (Ahmed and Chon, 1994; Cohen and Cooper, 

1986). Tourists from non-native English speaking backgrounds may confront greater 

communication barriers than when they travel overseas. For this study, native English 

speakers are defined as; ‘individuals who speak English as a mother tongue, regardless 

of nationality’. Non-native English speakers are referred to as; ‘individuals whose 

native language is other than English’. Among non-native English speakers, some are 
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able to communicate fluently in English during overseas trips, while others may not. In 

the current study, the term ‘English language barriers’ is defined as; ‘the extent to which 

tourists feel discomfort (or comfort) when interacting with locals or service providers 

using English language.’   

Time constraints 

A considerable amount of attention has been paid to identifying important constraints 

in various study areas (Crawford and Godbey, 1987; Jackson et al., 1993; Jackson, 

1993; Samdahl and Jekubovich, 1997). When it comes to overseas holidays, constraints 

may be even greater because tourists are involved with more time and higher cost. Time 

constraints are one of the crucial constraints that affect tourist behaviour (Gilbert and 

Hudson, 2000; Ankomah, Crompton, and Baker, 1996; Bansal and Eiselt, 2004; 

Nyaupane and Andereck, 2008; Hung and Petrick, 2010b). This study focuses on tourist 

‘time’ constraints related to overseas holidays. For the purpose of this research the term 

‘time constraints’ is defined as; ‘the extent to which a tourist feels stressed due to lack 

of time while organising schedules and during their overseas travelling.’ 

Psychic distance 

Psychic distance is an individual’s subjective perception of the gaps between cultures, 

which is based on their perception of cultural difference (Swift, 1999; Sousa and 

Bradley, 2006; Ojala, 2008; Evans and Mavaondo, 2002). As it is a mental concept, 

each individual may have different psychic distance between two countries. Research 

indicates that psychic distance is a significant factor affecting tourists’ risk perception 

and discomfort (Pizam, 1996; Crompton and Kim, 2001; Litvin, Crotts, and Hefner, 

2004). For the purpose of this study, the term ‘psychic distance’ is defined as; ‘the 
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extent to which tourists perceive cultural difference as great towards a host country by 

comparing the culture of the host country to the culture of their home country.’  

 

To narrow the scope of this study, boundaries should be addressed. First, this study 

focuses on Korean tourist behaviour in relation to overseas travel. Data are collected 

solely from Korean citizens, eighteen years of age or older. Second, this study focuses 

on the holiday experiences of Koreans who go overseas for pleasure. The current study 

does not include information from people who visit friends or relatives, or go overseas 

for work.   

1.6 Structure 

This thesis consists of seven chapters. Chapter 1 presents the background and 

objectives of this study. Chapter 2 reviews the relevant research literature to provide a 

theoretical background. Chapter 3 addresses the methodology employed for the research. 

A sequential mixed methods research approach is adopted, in which qualitative and 

quantitative studies are carried out sequentially. The details of the research design are 

included. Chapter 4 reviews the findings from the qualitative research. Based on an 

analysis of the qualitative research and literature, the hypotheses and the proposed 

model are presented in chapter 4. Chapter 5 details the scale development. Prior to 

testing the proposed model and hypotheses, a pilot study was conducted to purify the 

measurement scales. Chapter 6 reviews the results of the quantitative research. Using 

the measurement scales, the main survey was carried out to test the hypotheses of the 

study. Chapter 7 discusses the results of the qualitative and quantitative research. 
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Theoretical and industry implications are addressed in this chapter along with the 

limitations of this study and suggestions for future study.      
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CHAPTER 2. LITERATURE REVIEW 

2.1 Chapter Overview  

The goal of this study is to provide a deeper insight into the behaviour of organised 

mass tourists by identifying significant factors that affect the preferences of South 

Korean tourists for mass tourism products. Although more and more tourists around the 

world choose to travel independently so as to seek authentic experiences, organised 

mass tours remain popular in Asian countries including South Korea. There should be a 

reasonable explanation for their preferences for mass tourism products. This chapter 

provides the theoretical underpinnings of the constructs employed in the current study 

through a review of the literature. Five constructs (English language barriers, time 

constraints, psychic distance, perceived risks, and psychological needs for comfort) are 

considered to be particularly important for this research and are reviewed in this chapter.  

The first section reviews research literature related to travel-style typologies and the 

characteristics of organised mass tours. The second section focuses on the psychological 

needs of mass tourists. The third section continues with a discussion of perceived risks 

and their role in the tourism context. The fourth section provides research literature in 

regard to the role of language barriers. The final two sections deal with time constraints 

and psychic distance. By reviewing research literature regarding these constructs, this 

chapter is expected to provide a deeper knowledge regarding them and to give an idea 

of how they play a part in understanding tourists’ preference for mass tourism products.      
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2.2 Characteristics of Organised Mass Tours 

Tourists who join organised mass tours are supported throughout the experience and 

enjoy a high level of familiarity in a foreign country, but have fewer authentic 

experiences involving the local people and the culture of that country. In contrast, 

independent tourists enjoy high levels of authenticity when they explore unfamiliar 

environments in a foreign country, but have to be prepared to problem-solve any 

difficulties they encounter for themselves. Travel style typologies are reviewed and the 

the characteristics of organised mass tours are discussed in the next section.  

2.2.1 Travel Style Typologies 

Several studies have classified various travel-style typologies including organised 

mass tours (Cohen, 1972; Smith, 1989; Zalatan, 2004; Mo, Howard, and Havitz, 1993; 

Yiannakis and Gibson, 1992; Lee and Crompton, 1992). Cohen (1972) classifies four 

typologies according to tourists ‘novelty’ seeking and ‘familiarity’ seeking motivations; 

the four travel-style typologies are the organised mass tourist, the individual mass 

tourist, the explorer, and the drifter. The tourists who seek familiarity are considered to 

make conventional or conservative travel choices, while those who seek novelty are 

known to choose new horizons.  

According to Cohen’s (1972) classification, the organised mass tourists rely heavily 

on professional services offered by travel agencies or tour operators in order to have a 

maximum level of familiarity in a foreign country. Those travellers who join organised 

mass tours have a tour guide and pre-fixed itineraries and are able to enjoy familiar 

elements while travelling overseas (Cohen, 1972; Wong and Lau, 2001; Mak, Wong 
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and Chang, 2011; Hsu, 2000). The individual mass tourists are relatively more flexible 

than the organised mass tourists, but they seek to travel in familiar environments. They 

tend to rely on the professional service of travel agencies for assistance with planning 

and arranging the trip and they visit well-known destinations. Other researchers 

concurred with Cohen’s work though they used different terminology to distinguish the 

types of groups. In Smith’s (1989) study, ‘the mass tourist’ and ‘the charter tourist’ are 

similar in style with Cohen’s organised mass tourists and individual mass tourists as 

they take a tour guide seeking high levels of familiarity with tourists’ home country. In 

Zalatan’s (2004) study, conventional tourists and marketing tourists are also somewhat 

similar to Cohen’s organised mass tourists and individual mass tourists. The 

conventional tourists are those who heavily rely on travel agencies; the marketing 

tourists are those who travel to well-known destinations.  

At the other extreme, the explorer and the drifter show quite different preferences 

from the organised mass tourist and the individual mass tourist. They desire to have 

their own adventures and authentic experiences in a host country and seek a maximum 

level of novelty. It follows that travellers from these two groups are less likely to seek 

out or enjoy familiar elements during their travel (Cohen, 1972; Cohen, 2004; Hyde and 

Lawson, 2003). The explorer and the drifter need a considerable amount of prior 

knowledge about a host country because they arrange their own trip schedules. They 

enjoy flexible itineraries; however they have to take a greater responsibility for the trip 

(Tsauer, Yen, and Chen, 2010; Murphy and Pearce, 1995; Hyde and Lawson, 2003). A 

growing number of studies have focused on individual travellers to identify the 

characteristics of the explorer and drifter (Hyde and Lawson, 2003; Uriely, Yonay, and 
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Simchai, 2002; Cohen, 2004; Lepp and Gibson, 2003), however much less attention has 

been devoted to studying the motivations of organised mass tourists.  

Previous literature noted that the typologies are theoretical concepts that are yet to be 

empirically tested and suggested the need to develop scales to predict and measure 

tourists’ travel-style preferences (Mo, Howard, and Havitz, 1993; Yiannakis and Gibson, 

1992; Lee and Crompton, 1992). For example, Yiannakis and Gibson (1992) developed 

a measurement scale for classifying tourists and named it ‘The Tourist Role Preference 

Questionnaire’. Likewise, Mo et al. (1993) developed the 'The International Tourist 

Role Questionnaire’ scale. A review of these scales showed that some studies included 

only behavioural dimensions (to what extent tourists use travel agencies); others 

included attitudinal dimensions a well as behavioural dimensions (to what extent 

tourists’ desire social contacts with locals). Some researchers applied these scales to 

classify tourists (Mo, Havitz, and Howard, 1994; Keng and Cheng, 1999; Basala and 

Klenosky, 2001). For example, Basala and Klenosky (2001) used ‘The International 

Tourist Role Questionnaire’ scale and identified three typologies of travellers, including 

novelty seekers, familiarity seekers, and average travellers. In this case, familiarity 

seekers are similar to Cohen's the ‘organised mass tourist’.   

The term ‘organised mass tours’ has been interchangeably used with other terms 

including ‘all-inclusive tours’, ‘group inclusive tours’, ‘package tours’, ‘group package 

tours’, and ‘guided group tours’ (Tourism Australia, 2004; Basala and Klenosky, 2001; 

Cohen, 1972; Sheldon and Mak, 1987; Zalatan, 2004; Wang, Jao, Chan, and Chung, 

2010). Although the terms are different, the underlying meanings are the same: a travel 

style that is pre-organised down to almost every element needed during overseas 

travelling, prepaid prior to departure, and includes a tour guide.  
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However, as Sheldon and Mak (1987) pointed out, using different terms may cause 

confusion in understanding tourists’ behaviour. For example, the term package tours 

may include three different travel styles; ‘basic tours’ that offer ‘basic holiday products’ 

including transportation, baggage handling, and accommodation; ‘inclusive tours’ that 

offer sightseeing and entertainment in addition to what ‘basic holiday products’ offer; 

and ‘all-inclusive tours’ that provide meals and escorts in addition to what ‘inclusive 

tours’ offer (Sheldon and Mak, 1987). Furthermore, in Western countries the term 

package tours is somewhat different from the package tours that are popular in Asian 

countries in terms of the number of elements included. In Western countries, package 

tours usually provide ‘basic elements’ including air travel, accommodation, and (or) bus 

tours (Hyde et al., 2003; Dolnicar and Laesser, 2007; Wong and Lau, 2001). In contrast 

Asian package tours normally include almost all elements including organised 

schedules, meals, a tour guide as well as basic elements such as accommodation and bus 

tours (Wong and Lau, 2001; Mak et al., 2011; Hsu, 2000; Ap and Wong, 2001). 

Therefore, package tours that are popular in Asian countries including South Korea 

should be considered differently from package tours in Western countries.  

Given these variations, there is a need for a clear definition and boundaries before 

proceeding further with discussions about mass tourists. This study adopts the term ‘the 

organised mass tour’ (in short, mass tours or mass tourism)’ throughout this study and 

defines it as ‘a tour type that includes most elements needed for a holiday and is pre-

fixed and pre-paid. It provides maximum familiarity with tourists’ home culture; 

minimum flexibility in a destination and the least degree of freedom.’  
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2.2.2 Characteristics of Organised Mass Tourists 

On the novelty-familiarity continuum, the organised mass tour lies at the extreme end 

of a familiarity seeking travel-style (Basala and Klenosky, 2001; Cohen, 1972). To 

guarantee a maximum level of familiarity, a number of elements are included, ranging 

from transportation, accommodation, and meals to sightseeing activities and a tour 

guide, who speaks the languages of the tourists and of the local people (Heung and Chu, 

2000; Wong and Lau, 2001; Mitchell et al., 1999). Research has indicated that mass 

tourists seek familiarity by travelling to well-known destinations (Zalatan, 2004) and 

tend to travel with tourists who are the same nationality as themselves (Holloway, 1981). 

As a result, mass tourists are not “abandoning” their familiar environments (Cohen, 

1972, p.166).  

Previous investigations on mass tourists have identified that mass tourists express an 

attitude towards travel agencies that is different from the attitudes of independent 

travellers (Wang, Hsieh, and Chen, 2002; Heung and Chu, 2000). Mass tourists exhibit 

trust and a positive attitude towards service providers and rely heavily on services that 

are pre-organised by travel agencies or tour operators. In the words of Heung and Chu 

(2000), organised mass tourists “leave” all important decisions to “travel agents” (p.54). 

Researchers have suggested various factors that may affect tourists’ preference for mass 

tourism products, including age, cultural backgrounds, overseas experiences, and travel 

motivations (Reichel, Fuchs and Uriely, 2007; Lepp and Gibson, 2003; Pearce and Lee, 

2005).  

Several studies have indicated that mass tourists tend to consider that a tour guide is 

crucial to the success of their overseas travel (Holloway, 1981; Cohen, 1985; Quiroga, 

1990; Wang et al., 2002; Mak et al., 2011; Hsu, 2000; Ap and Wong, 2001; Huang, Hsu, 
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and Chan, 2010). A tour guide is expected to play multiple roles within a tour group; as 

a mediator who introduces and explains detailed information about destinations to 

tourists, as a protector in case of any difficulties, as a group leader, as an information 

giver, and as an entertainer (Wang, Hsieh, and Huan, 2000; Huang et al., 2010; 

Holloway, 1981).  

Another distinctive characteristic of organised mass tourists is that they are highly 

sensitive towards safety issues (Muller, 1991; Pearce and Lee, 2005; Kim and Prideaux, 

2005). According to Pearce and Lee (2005), multiple travel motives are relaxation needs, 

safety/security needs, relationship needs, self-esteem & development, and self-

actualisation needs (Pearce and Lee, 2005). Several studies list the ‘security’ and 

‘safety’ concerns as the highest priority for mass tourists (Kim and Prideaux, 2005; 

Pearce and Lee, 2005). Accordingly, travel agents play an important part in increasing 

safety and reducing travel risks (Cavlek, 2002; Want et al., 2000).  

Alternatively mass tourists are not likely to have a chance to interact with locals in a 

host country due to most schedules being pre-organised (Basala and Klenosky, 2001; 

Enoch, 1996; Cohen, 1972). By avoiding unfamiliar situations, mass tourists rarely 

experience original local flavours, as interactions with locals are limited within an 

organised mass tour (Cohen, 1972; 1979). To illustrate this situation further, Hofstede 

(1997) pointed out that mass tourists spend time in a host country “without finding out 

anything about the local culture at all” (p.215). Enoch (1996) expressed a similar point 

of view saying that mass tourists hardly experience “the authentic world” in a host 

country because they are “isolated” from the host society (Enoch, 1996, p.600). Other 

studies also pointed out that a lack of freedom is a major weakness of mass tourism 

products (Enoch, 1996; Crompton, 1979).  
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It should be recognized that the search for authenticity by independent travelers has 

been approached critically in recent works (Edensor, 2001; Wilson and Richards, 2008; 

Taylor, 2001; Zhu, 2012). Prior research pointed out that backpackers also need the 

enclaves in a host country, which prevent them from having authentic experiences 

(Edensor, 2001; Wilson and Richards, 2008). As Wilson and Richards (2008) noted, 

backpackers enjoy a relatively neutral space as the enclaves play a role as a tool for 

mediating host and home cultures that prevents tourists from cultural confusion. 

Edensor (2001) also emphasized that backpackers feel comfort within an ‘enclavic 

tourist space’ (p.63) as they can reduce ambiguity and contradiction within the space. 

As can be seen, backpackers need spaces where they are ‘suspended’ between local and 

global culture, between a totally tourist culture and a totally local culture (Wilson and 

Richards, 2008, p.192). Tourists should deal with the tensions between their desire to 

experience something different from their home environment and difficulties in a host 

country.  

However, it appears that there is a key difference between backpacker enclaves and 

traditional enclaves of mass tourists in terms of their ‘permeability’; the extent to which 

locals are excluded and visitors are totally protected from the world outside (Wilson and 

Richards, 2008, p.191). When it comes to backpackers’ enclaves, the enclave is an open 

place for locals for rest and activities, because it provides various activities not only for 

backpackers but also for locals. In contrast, organised mass tours have the least level of 

permeability as locals are not likely to be included in their groups. As mass tourists seek 

maximum levels of familiarity and comfort, mass tourism products should provide 

tourists with feelings of being restful, passive, and free from various challenges and 

risks within a group (Wong and Lau, 2001). Moreover, as Zhu (2012) pointed out, there 
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is not actual, true and objective reality. Therefore, it can be said that the greater level of 

authenticity, interaction with locals and flexible schedules are more likely to be 

achieved by independent travelers; whereas less authenticity and less flexible schedules 

are for mass tourists. 

In summary, mass tourists experience a lack of freedom and have little chance to 

have new experiences when they travel as most tour schedules are pre-scheduled by a 

travel agent. Some researchers have suggested this situation means that tourists who 

choose organised mass tours may have an inferior experience. As organised mass 

tourists seek maximum familiarity when they choose travel products, they are likely to 

have the minimum levels of contact with locals and to experience local culture. Despite 

this perceived weakness, however, organised mass tours remain popular in many Asian 

countries including South Korea. Therefore, it is considered to be crucial for tourism 

marketers to develop a deeper understanding of the reasons why tourists seek familiarity 

when travelling internationally. 

  

2.3 Psychological Needs for Comfort of Mass Tourists 

This section focuses on the psychological needs of organised mass tourists. This 

study employs Cohen’s (1972) concept of an ‘environmental bubble’ which is 

frequently mentioned to describe organised mass tourists. This section provides a 

background to the extent to which mass tourists’ psychological needs for comfort are 

important for those who purchase mass tourism products. If tourists choose mass 

tourism product to feel ‘comfort’ during overseas holidays, marketers should provide 

tourists with holiday products that can offer psychological comfort.  
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2.3.1 Travelling within an ‘Environmental Bubble’      

Cohen’s (1972) work used the term “environmental bubble” to describe the process 

some travellers used to regulate their contact with their surroundings. The mass tourists 

function and interact in a way that is similar to what they do in their everyday lives 

within an “environmental bubble” (Cohen 1972, p.167). The typology was defined as; 

“the degree to which a tourist exposes himself to the strangeness of the host society” 

(Cohen and Cooper, 1986, p.539). This definition is based on tourists’ psychological 

dimension and the extent to which tourists try to avoid strangeness in a foreign country 

(Cohen 1972; Cohen, 1979). When mass tourists have familiar elements, such as food 

and a tour guide, the research literature has suggested they enjoy feelings of comfort in 

a foreign country (Wong and Lau, 2001; Enoch, 1996).  

Various terms have previously been used in the same context as Cohen’s 

“environmental bubble”. For example, the term “tourist bubble” and “enclaves” are 

used by Jacobsen (2003), while others include “a well-secured and protected 

environment” (Newman, 2002; Judd, 1999), “tourists isolation”, and 

“microenvironment” (Jaakson, 2004), “homogenized spaces of the tourism industry” 

(Richards and Wilson, 2006), “enclave environment” (Weaver, 2004), “bubble of 

serenity” (Uriely, Maoz and Reichel, 2009), and “worry-free places” (Hung and Petrick, 

2010b). A review of literature indicated researchers employ the term ‘environmental 

bubble’ in two different ways. The concept of an environmental bubble describes 

tourists’ ‘psychological’ comfort in some research; while it describes a ‘physical place’ 

built for tourists, such as a cruise, a resort or a casino in others.  

These studies emphasised the importance of feelings of ‘comfort’ and being 

‘protected’ during overseas holidays from the perspective of mass tourists (Cohen, 
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1972; Cohen and Cooper, 1986; Jacobsen, 2003; Lepp and Gibson, 2003). Cohen 

(1972) used the term ‘environmental bubble’ to describe the attitude of mass tourists 

towards a different culture. According to Cohen and Cooper (1986), an individual who 

seeks a high level of familiarity tries to “enclose” himself/herself from the strangeness 

of a host country (p. 539). It is also interesting to note that the psychological needs for 

comfort are needed not only for visitors, but also for service providers. When Uriely et 

al. (2009) investigated the relationship between Israeli tourists and Egyptian hosts; the 

‘environmental bubble’ was utilised by both groups. The explanation is offered that due 

to political conflict, both sides were trying to keep distance by staying inside their own 

‘bubbles’ to prevent unnecessary tensions (Uriely et al., 2009).  

Some tourists appear to seek psychological comfort by having familiar elements 

around them in a foreign country (Uriely et al., 2009; Howard, 2005; Hottola, 2004; 

Mak et al., 2011; Hsu, 2000). In a strict sense, most travellers are physically ‘in’ a 

foreign country, however, they can remain psychologically and socially ‘outsiders’ of 

the culture (Jacobsen, 2003). Tourists consider mass tourism as a good option if they 

desire to feel comfortable, as organised mass tours provide them with experienced tour 

guides (Jacobsen, 2003). Therefore, as Hottola (2004) pointed out, tourists feel 

comfortable in a situation where they perceive that everything is under ‘control’ in a 

familiar environment.   

Meanwhile, the term ‘environmental bubble’ has been employed to indicate physical 

places, such as a cruiseship, resort, convention centre, festival mall, or a casino built for 

tourists (Jaakson, 2004; Weaver, 2004; Judd, 1999; Newman, 2002). When the term 

‘environmental bubble’ is used in relation to physical places, each bubble is different 
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depending on size, openness towards locals, and its duration (permanent or temporary) 

(Jaakson, 2004).  

From the physical approach, a tourist’s ‘environmental bubble’ can be ‘open’ or 

‘closed’, depending on the possibility of locals participating. Jaakson (2004) pointed out 

that cruise ships and all-inclusive resorts are the most extreme form of ‘closed bubble’. 

When he observed the activities and visiting patterns of cruise ship passengers, the 

cruise passengers were always within a bubble, ‘walking out’ from one ‘bubble’ (a 

cruise ship) to another ‘bubble’ (a port). Cruise ships provide tourists with a well-

controlled “enclave environment” (Weaver, 2004, p.357). In addition, in the context of 

urban tourism, developing a physical “environmental bubble” is a useful strategy for 

city marketers (Judd, 1999; Newman, 2002; Bailey, 2008; Ashworth and Page, 2010). 

The tourist bubble in urban tourism is a place where tourists are well secured from 

“unpleasant” aspects of urban living (Newman, 2002, p.302) and can be “effortlessly 

absorbed” (Ashworth and Page, 2010, p.1). Thus, the term “environmental bubble” can 

be understood in two different ways depending on which dimension is emphasised. If 

the physical dimension is focused on, the term refers the extent to which a tourist is 

physically isolated from locals in a host country. Meanwhile, if the psychological 

dimension is the focus, it refers the extent to which a tourist tries to avoid the 

strangeness of a host country.  

  

2.3.2 Encapsulated Travel  

Previous research has suggested that psychological variables play a part as predictors 

of tourist travel behaviours (Lepp and Gibson, 2003; Lee and Crompton, 1992; Mo, 
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Howard and Havitz, 1993; Zuckerman, 2007; Arasaratnam and Banerjee, 2011). For 

example, a tourist may want to achieve a balance between a desire for novelty and a 

desire for routine and so may choose a holiday product they perceive offers a good 

balance of the two desires. A desire for novelty/familiarity influences tourists' overseas 

travel behaviours; familiarity seeking tourists travel with a tour guide who is the same 

nationality as the tourists and visit famous sites (Lepp and Gibson, 2003); while novelty 

seekers visit less developed and more adventurous places to feel excitement (Lee and 

Crompton, 1992; Lepp and Gibson, 2008). Familiarity seekers and novelty seekers are 

also different in terms of their willingness to interact with locals. The ‘social contact’ 

dimension has been suggested as one of the distinctive factors that classify tourists (Mo 

et al., 1993). 

The focus of most research has tended to be on independent travellers who seek high 

levels of novelty (Lee and Crompton, 1992; Zuckerman, 2007; Yiannakis and Gibson, 

1992; Reichel, Fuchs and Uriely, 2007). Previous research has attempted to identify 

psychological variables that predict the behaviours of independent tourists (Zuckerman 

and Neeb, 1979; Zuckerman, 2007; Arasaratnam and Banerjee, 2011). For example, the 

Thrill and Adventure Seeking (TAS) and the Sensation Seeking Scale (SSS) were 

developed and employed to understand independent tourists better and predict their 

behaviour (Zuckerman, 2007; Lepp and Gibson, 2008). However, the information 

gained by applying the novelty scales that have been developed to gain an 

understanding of novelty seekers may not create a similar understanding of familiarity 

seekers when applied in a similar way (Arasaratnam and Banerjee, 2011). It is important 

the findings are interpreted with care by researchers concerned with understanding 
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familiarity seekers (Arasaratnam and Banerjee, 2011; Hsieh, O’Leary, Morrison, and 

Chang, 1993).  

The current study suggests further investigations are needed to develop scales that 

focus on psychologcial dimensions from the perspective of tourists who are familiarity 

seekers. Therefore, this study introduces the term “encapsulated travel” as a predictor of 

tourists’ preference for mass tourism products. The psychological needs for comfort are 

expected to emerge as a psychological factor driving tourists to prefer organised mass 

tours when they want to travel overseas for holidays.     

To reduce cultural shock and to assist with the negotiation with unfamiliar 

environments, tourists use various strategies (Hottola, 2004; Cohen and Cooper, 1986; 

Hung and Petrick, 2010b; Jacobsen, 2003). Choosing mass tourism products is one of 

the negotiating strategies as tourists reduce culture shock or difficulties by having 

'home-like' environment in a host country (Cohen and Cooper, 1986; Basala and 

Klenosky, 2001; Jacobsen, 2003). Furthermore, when research focuses on South Korean 

tourists, a familiar environment may be more important, as members of high-context 

cultures tend to be more sensitive towards strangeness than members of low-context 

cultures (Gudykunst, 1983; Hall and Hall, 1987). Individuals in high-context cultures 

are highly likely to consider strangeness as unknown and unpredictable, a perspective 

that makes them more cautious in their interaction with strangers. Given that South 

Korea is one of the Asian countries that has a high-context culture, it is reasonable to 

expect that South Korean tourists are likely to be cautious in their interactions with 

locals in a foreign country. If tourists are not comfortable with the unknown and 

unpredictable ‘alien environments’, organised mass tours will most likely be preferred 
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to avoid the 'strangeness' of the host society (Cohen, 1972; 1979; Basala and Klenosky, 

2001; Wong and Lau, 2001).  

This study introduces the “encapsulated travel” that is based on Cohen's 

'environmental bubble' concept but further defines it by emphasising the psychological 

need for comfort. As previously noted, the term ‘environmental bubble’ can be 

understood differently depending on which dimension is emphasised; the psychological 

or physical dimension. Thus, this study introduces the idea of ‘encapsulated travel’ in 

order to focus on ‘tourists’ psychological dimension. It focuses on tourists attitudes 

toward the strangeness of a host country and is defined as; ‘a tourist’s psychological 

needs for comfort in a foreign country by protecting themselves from the strangeness of 

the host society.’ As South Korea has a high uncertainty avoidance culture, it might be 

expected that South Korean tourists put an effort into reducing uncertainties and into 

decreasing the strangeness of the host country. In this context, Koreans may perceive 

mass tourism products as a good choice to achive psychological comfort. There should 

be a deeper understanding by tourism scholars and marketers regarding the extent to 

which tourists’ psychological needs for comfort influence tourists’ preference for mass 

tourism products in the context of South Koreans travelling overseas.   

2.4 Perceived Risks and Travel Behaviour 

This section reviews the research on perceived risks in tourism. The importance of 

perceived risk in tourism is discussed first, along with the extent to which perceived 

risks affect travel behaviours. Various types of perceived risks including physical, 

psychological, financial, time, and satisfaction risks are then discussed. Lastly, factors 

affecting perceived risks are discussed. By reviewing literature on perceived risks in the 
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area of tourism, it is expected that the role of perceived risks in the preference for mass 

tourism can be better understood.  

2.4.1 Perceived Risks in Tourism  

The term ‘risk’ is referred to as a situation where a consumer has prior knowledge 

about the consequences of alternatives and their probabilities of occurrence (Dowling 

and Staelin, 1994). Most studies of consumer behaviour have focussed on ‘perceived’ 

risks rather than ‘objective’ risks (Reisinger and Mavondo, 2005; Roehl and Fesenmaier, 

1992). Perceived risks can be understood as an individual’s ‘subjective’ expectation of a 

potential loss having a two-dimensional structure; uncertainty and adverse 

consequences (Taylor, 1974; Dowling and Staelin, 1994; Mitchell and Vassos, 1997).  

Perceived risks have been widely supported by scholars as an important variable that 

has the potential to influence consumer behaviours (Cho and Lee, 2006; Cunningham, 

Gerlach, and Harper, 2005). Perceived risks can lead consumers to gather more 

information (Dowling and Staelin, 1994), to rely on price or a brand name (Erdem and 

Swait, 2004; Mitchell and Greatorex, 1993) and to seek advice from professionals (Cho 

and Lee, 2006). Studies of tourism literature have also supported the idea that perceived 

risks affect tourists’ behaviours (Mitchell et al., 1999; Reichel et al., 2007; Reisinger 

and Mavondo, 2005).  

Tourism products involve high levels of perceived risks for various reasons, 

including characteristics of service (Mitchell and Greatorex, 1993; Laroche, Bergeron, 

and Goutaland, 2001), high cost (Mitchell et. al, 1999), and a wide range of location 

factors (Fuch and Reichel, 2006; Roehl and Fesenmaier, 1992).  
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First, holiday products have characteristics of service with high levels of intangibility, 

inseparability, variability and perishability; that generate high levels of perceived risks 

in decision making about tourism products (Mitchell and Greatorex, 1993). Some 

studies showed that perceived risks are significantly increased when people purchase 

products that are highly intangible (Laroche, Bergeron, and Goutaland, 2001). Second, 

tourism products are considered to have a greater level of perceived risks as purchasing 

holiday products is not something people buy frequently and holidays are one of the 

most expensive items consumers buy (Mitchell et al. 1999). Perceived risks are 

significantly increased when the possible loss has a considerable financial impact (Cho 

and Lee, 2006). Third, tourism products generate high levels of risk perception because 

tourists consider a variety of elements as parts of tourism products (Fuch and Reichel, 

2006; Roehl and Fesenmaier 1992; Sonmez and Graefe, 1998a). Tourists need to 

consider various elements in relation to their trip, including bad weather, unfriendly 

locals, unreliable local food, terror, crime, political unrest, or natural disasters and these 

significantly increase risk perception regarding tourism products (Sonmez and Graefe, 

1998b).  

Risk perception becomes greater when tourists travel overseas (Kozak et al., 2007; 

Dolnicar, 2005; Reisinger and Mavaondo, 2005; Gudykunst and Hammer, 1988). 

Tourists have to deal with feelings of discomfort, tension, and nervousness when they 

travel overseas (Reisinger and Mavondo, 2005). This may generate a considerable 

amount of anxiety and discomfort as they have to confront cultural and situational fears 

in a foreign country (Gudykunst and Hammer, 1988; Hottola, 2004).  

Previous studies have shown that tourists’ risk perceptions significantly affect their 

travel behaviours, including their attitude towards a destination (Quintal, Lee, and 
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Soutar, 2010), destination choices (Fuch and Reichel, 2006; Noh, 2006; Kozak et al. 

2007), their desire to gain information (Crotts, 2004), and their preference for a 

particular travel style (Lepp and Gibson, 2003; Wong and Lau, 2001; Yavas, 1990; 

Reisinger and Mavondo, 2005; Mitchell and Vassos, 1997).  

Tourist are less likely to visit a place if it is considered as a highly risky place (Kozak, 

Crotts, and Law, 2007; Jonas, Mansfeld, Pax and Potasman, 2011). For example, in 

Kozak et al.’s (2007) study, as many as 84% of the respondents answered that they 

would not visit a destination if any risks became prominent. Several researchers 

suggested some countries are not preferred because of risk perception (Fuch and Reichel, 

2006; Lepp and Gipson, 2003; Sonmez and Graefe, 1998a; 1998b). For example, the 

Middle East countries are avoided because of terrorism (Sonmez and Graefe, 1998a) 

and Asian and African countries are not selected due to health risks (Lepp and Gipson, 

2003; Sonmez and Graefe, 1998b; Jonas et al. 2011). Tourists’ attitude towards 

destinations are affected by perceived risk (Fuchs and Reichel, 2006; Quintal et al. 

2010). If a destination involves a high level of risks, tourists’ attitude towards the 

destination is not positive, indicating that risk perceptions can be a strong predictor of 

destination choices.  

High levels of perceived risk encourage tourists to heavily rely on professional 

services offered by a travel agent (Wong and Lau, 2001; Yavas, 1990; Money and 

Crotts, 2003; Litvin, Crotts, and Hefner, 2004). Relying on a professional service 

offered by travel agencies and travel operators is regarded by some tourists as one of the 

means to reduce perceived risks (Wong and Lau, 2001; Money and Crotts, 2003). Mass 

organised tours provide various elements including a tour guide, pre-organised 

schedules, and transportations, so choosing an organised tour can be a useful option for 
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those concerned about the risks associated with travel (Wong and Lau, 2001). In 

particular, the role of a tour guide is believed to be crucial by some tourists for reducing 

their perception of risk (Huang, Hsu and Chan, 2010; Ap and Wong, 2001).   

2.4.2 Types of Perceived Risk 

Different types of perceived risks are identified in the research literature including; 

physical, psychological, performance, financial, political, time, and satisfaction risks 

(Mitchell and Greatorex, 1993; Sonmez and Graefe, 1998a; Fuchs and Reichel, 2006; 

Reichel, Fuch and Uriely, 2007). Physical risk is defined as a risk that the performance 

of a product will result in health problems or physical harm as a result of a product 

failure (Mitchell, 1999; Mitchell and Greatorex, 1993; Reichel et al., 2007). Anxiety 

refers to a fear of negative consequences and is a universal and normal feeling that 

people experience as a daily occurance (Taylor, 1974; Gudykunst and Hammer, 1988). 

Anxiety is known to be different from perceived risks, given that perceived risks have 

specific objects and probability (Taylor, 1974; Hofstede, 1997).  

Physical risk consists of two dimensions: health or wellbeing risk and criminal harm 

risk (Simpson and Siguaw, 2008; Sonmez and Graefe, 1998a; Fuchs and Reichel, 2006). 

The literature has suggested several sub-categories of physical risks that include 

physical risks related to human behaviour, physical risks related to natural disasters, and 

physical risks related to accident (Fuch and Reichel, 2006). In a similar way, Jonas et 

al.’s (2011) suggested sub-categories including uncontrollable physical risk (water or 

food poisioning, and disease), physical risk (physical injuries, accidents) that is partially 

controllable, and physical risk (sexual or drug abuse) that is controllable. 



37 

 

Psychological risk is defined as a possibility that travel experience will not reflect an 

individual’s self-image and personality (Sonmez and Graefe, 1998a; Reichel et al., 

2007; Fuchs and Reichel, 2006) and will negatively affect a consumer’s peace of mind 

(Mitchell, 1992). Psychological risk is related to damaging self-image or reflecting 

poorly on personality (Reichel et al., 2007). Psychological risk also includes 

‘generalised fears’ and ‘fears of getting lost’, which should be regarded as being 

important in understanding the psychological risk of tourists (Simpson and Siguaw, 

2008).  

Performance risk is defined as a possibility that a product (service) will not meet 

tourists’ expectation (Reichel et al., 2007). This situation includes unreliable airlines or 

inexperienced operators (Dolnicar, 2005), the possibility of mechanical and/or 

equipment problems (Sonmez and Graefe, 1998a), and failure of transportation 

performance (Simpson and Siguaw, 2008). Lack of service quality of a hotel, restaurant, 

and sightseeing is also suggested to be related to performance risks (Fuchs and Reichel, 

2006). Financial risk is defined as a possibility that tourists lose or waste money if 

service goes wrong (Reisinger and Mavondo, 2005). Financial risk is related to the 

money required to replace the product or service (Mitchell and Greatorex, 1993). In 

tourism, financial risk includes situation where tourists pay an unreasonsable price 

(Simpson and Siguaw, 2008; Fuchs and Reichel, 2006) and spend too much money on 

purchasing unexpected products or services during holidays (Reichel et al., 2007). 

Moreover, if tourists lose luggage or something precious, tourism literature also 

includes this as financial risk (Dolnicar, 2005; Simpson and Siguaw, 2008).   

Political risk is defined as the possibility of tourists being affected by political 

turmoil in a host country (Sonmez and Graefe, 1998a). Defined in this way, political 



38 

 

risk includes examples involving acts of terrorism, military conflict, and political 

instability (Dolnicar, 2005; Reichel et al., 2007). Satisfaction risk is a possibility that a 

travel experience will not satisfy travellers (Sonmez and Graefe, 1998a). It is related to 

a possibility of ‘not meeting the expectation’, ‘dissatisfaction’, and ‘making a mistake 

in preference for the destination’ (Reichel et al., 2007). Time risk is regarded as the 

worries people have about taking too much time or wasting time in relation to holidays 

(Sonmez and Graefe, 1998a) or inconvenience in getting a service redone (Mitchell, 

1992). Tourists may be worried about the possibility that visiting a particular destination 

will be overly time consuming and be a waste of time (Mitchell and Greatorex, 1990; 

Reichel et al., 2007; Fuchs and Reichel, 2006).  

The importance of each dimension of perceived risks differs depending on 

destinations and travel situations (Sonmez and Graefe, 1998a; 1998b; Kozak et al. 2007; 

Fuchs and Reichel, 2006; Noh, 2006; Dolnicar, 2005; Mitchell et al. 1999). For example, 

physical risks is considered the most serious when travelling to developing countries 

(Kozak et al., 2007; Jonas et al. 2011; Lepp and Gipson, 2003; Sonmez and Graefe, 

1998b). Travelling to China is regarded by tourists as risky due to hygienic problems 

and political instability; Japan is considered risky because of its natural disasters; and 

travelling to South Korea is considered not safe due to its political instability (Noh, 

2006). The literature indicated that tourists have different risk perceptions according to 

their opinion of the country they wish to travel to and what they want to do there 

(Dolnicar, 2005; Mitchell et al., 1999). Physical risk becomes the most important 

dimension when it comes to international travel (Dolnicar, 2005), whilst performance 

risk is the most important when tourists choose packaged holiday products (Mitchell et 

al., 1999).   
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2.4.3 Factors Influencing Perceived Risks  

Perceived risk is affected by various factors including an individual’s psychology 

and situational characteristics, as it is an individual’s subjective assessment of what is a 

risky situation (Cho and Lee, 2006; Fuches and Reichel, 2006). The factors include 

cultural background (Reisinger and Turner, 2002; Litvin, Crotts and Hefner, 2004), 

tourists motivations (Lepp and Gibson, 2003; Fuchs and Reichel, 2006; Reichel et al. 

2007), and tourists’ previous travel experiences (Lepp and Gibson, 2003; Sonmez and 

Graefe, 1998b).  

Several researchers indicated that cultural background plays an important part in 

some tourists’ perception of risk and consequently, of their behaviours (Reisinger and 

Turner, 2002; Kozak et al., 2007; Litvin, Crotts, and Hefner, 2004). In particular, 

researchers have paid attention to identifying the role of ‘uncertainty avoidance’ in 

understanding tourists’ perception of risk. ‘Uncertainty avoidance’ is one of Hofstede’s 

(1997) five cultural value dimensions that indicate how a society makes an effort to 

avoid uncertain circumstances (Hofstede, 1997). The importance of uncertainty 

avoidance has been supported in other areas, such as consumer behaviour literature, 

because uncertainty avoidance is closely related to perception of risk (Reisinger and 

Turner, 2002; Livin, Crotts and Hefner, 2004; Tang and Koveos, 2008; Lee, Garbarino 

and Lerman, 2007; Money et al. 2003; Cho and Lee, 2006). 

Consumers in high uncertainty avoidance cultures have different perceptions about 

‘uncertainty’ in constrast with those of consumers in low uncertainty avoidance cultures 

(Reisinger and Turner, 2002; Lee et al., 2007). For example, Reisinger and Turner 

(2002) presented findings that show Australians have a higher tolerance for ambiguous 

situations than tourists from Asian countries. With the same level of ‘uncertainty’, the 
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perception of uncertainty is higher in a high avoidance society. Risk tolerance is related 

to uncertainty avoidance (Money et al. 2003; Cho and Lee, 2006). Tourists from low 

uncertainty avoidance societies showed lower sensitivity towards perceived risks; while 

those from high uncertainty avoidance societies are more sensitive toward perceived 

risks (Kozak et al. 2007). South Korea has relatively high levels of uncertainty 

avoidance (Hofstede, 1997), so South Korean tourists can be expected to be relatively 

sensitive toward perceived risks and to have a low tolerance for ambiguous situations.  

Tourists’ travel motivations play a part in their risk perception (Basala and Klenosky, 

2001; Lepp and Gibson, 2003; Zuckerman, 2007; Lepp and Gibson, 2008). Risk 

perceptions differ according to whether tourists’ are seeking novelty or familiarity 

(Lepp and Gibson, 2003; Basala and Klenosky, 2001). Those who pursue a high level of 

novelty have a lower level of perceived risk than tourists who seek familiarity. 

Meanwhile, novelty seeking negatively relate to risk perception (Lepp and Gibson, 

2008; Zuckerman, 2007).  

A number of studies indicated that tourists’ prior experience also affects their risk 

perceptions (Sonmez and Graefe, 1998a; Simpson et al., 2008; Pearce and Lee, 2005). 

For example, less experienced tourists showed greater concerns about health and 

terrorism than tourists who were more experienced (Sonmez and Graefe, 1998a). If 

someone has previously visited a place, they often consider the place as less risky, even 

if many people regard the place as being highly risky. This situation is consistent with 

Pearce and Lee’s (2005) study in which they noted that more experienced tourists tend 

to show a higher desire to experience host cultures and nature-related sites because they 

have a relatively lower perception of risk; while less experienced tourists do not seek 

new experiences due to concerns about safety and security.   
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In summary, the research literature suggests that perceived risks should be 

considered as important for understanding tourists’ behaviours. Perceived risk affects 

tourists’ attitudes towards a destination, destination choice, intentions to travel, and 

travel-style preferences. Types of perceived risk were suggested including physical, 

psychological, financial, time, opportunity, and satisfaction risks. Uncertainty avoidance, 

one of the Hofstede’s cultural dimensions, is closely related to tourists’ risk perceptions. 

Tourists’ motivations and previous travel experiences are suggested as factors that are 

associated with risk perceptions. Overall, risk perceptions are expected to be important 

in tourists’ decision making about overseas travelling from the perspective of South 

Korean tourists.   

2.5 Language Barriers and Tourist Behaviour  

Language barriers play a part in understanding individual behaviours. If tourists feel 

they are encountering language barriers, they may behave passively, feel uncomfortable 

or seek to find others whose language is the same as their own. When non-native 

English spekers perceive they face barriers to the English language, it is reasonable for 

them to perceive the language constraints they face are even greater because English is a 

common language, used by service providers worldwide in the tourism industry. The 

role of language barriers in the context of tourism is reviewed in this section and the 

role of English language barriers is discussed to explain tourism behaviours from the 

perspective of non-Enlglish speakers.        
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2.5.1 Language Barriers   

Research has suggested that language barriers are crucial for understanding 

individual behaviours (Feely and Harzing, 2003; Harzing and Feely. 2008; Marschan, 

Welch and Welch, 1997; Nantel and Glaser, 2008; Welch et al., 2005; Charles, 2007). 

Communication barriers are also important for international travellers and those who 

work in the tourism industry (Cohen, 2004; Han, 2005; Traiger, 2008; Cohen and 

Cooper, 1986). Despite its obvious importance as shown in the area of international 

business, little attention has been paid to language barriers faced by some tourists in the 

context of overseas travel (Cohen and Cooper, 1986). Welch et al. (2005) pointed out 

language should be separated from the “culture box” to enable scholars to examine the 

impact of language on cross-cultural communication (p.23). In this context, tourism 

researchers should regard language barriers as an independent factor, rather than as a 

subcatogery of cultural background (Welch, et al., 2005; Cohen and Cooper, 1986).   

The literature has recognised language barriers affect tourist behaviour in various 

ways (Cohen and Cooper, 1986, Han, 2005; Traiger, 2008). Researchers have indicated 

language barriers can lead some tourists to form groups with others who share the same 

language (Cohen and Cooper, 1986), to feel uncomfortable with having interactions 

with locals (Reisinger and Mavondo, 2005), and to choose holiday destinations where 

the same language as their own is used (Yavas, 1987; Han, 2005; Basala and Klenosky, 

2001). Individuals appear to show emotional attachments to those who use the same 

language and this desire to belong to a particular language group encourages individuals 

to form groups with people using the same language (Harzing and Feely, 2008; Giles 

and Patricia, 1987). Language barriers also influence tourists’ choice of destination 

(Yavas, 1987; Han, 2005; Basala and Klenosky, 2001). Tourists showed a greater 
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willingness to visit a country where the language used is the same as their own. For 

example, American tourists who seek familiarity prefer to travel to destinations where 

English is a common language (Basala and Klenosky, 2001; Han, 2005).   

When tourists in a foreign country feel they have difficulty with communication, 

they tend to have feelings of discomfort, stress, anxiety and vulnerability, which tend to 

limit their interaction with locals (Reisinger and Mavondo, 2005; Gudykunst, 1995; 

Basala and Klenosky, 2001). Moreover, communication barriers lead tourists to feel 

stressed, anxious, and vulnerable during overseas trips and tourists become passive 

about interacting. In addition, some individuals feel ‘excluded’ from a society when 

they perceive they have a lack of language competence. According to Hofstede (1997), 

those who are not able to communicate in a foreign country are “forced to remain a 

relative outsider” (p.214). Language barriers appear to positively affect tourists’ 

willingness to use professional services (Basala and Klenosky, 2001; Marschan et al. 

1997; Cohen and Cooper, 1986). Due to the psychological discomfort that can result 

from language barriers, people show a preference for joining mass organised tours, so 

they can relax in the knowledge they have a tour guide who is bilingual (Basala and 

Klenosky, 2001; Reisinger and Mavondo, 2005).  

2.5.2 English Language Barriers  

From a global standpoint, the importance of English, as a lingua franca, is undeniable 

since English is the language most broadly taught and used in business all around the 

world (Charles, 2007). English is the common language all around the world not only 

because native English speakers constitute a considerable portion of international 

tourists, but because English is used as a common language in various fields (Hofstede, 
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1997; Cohen, 2004). Managers in the field of international business consider it is crucial 

to address the English language barriers of non-native English speakers within the 

industry (Swift, 1999; Welch et al. 2005; Harzing and Feely, 2008; Hofstede, 1997).  

Conversely, previous studies of the language barriers associated with the tourism 

industry appeared to focus more on language barriers from the perspective of native 

English speakers. A review showed that language concerns are an important constraint 

when English speakers travel to countries where English is not used (Han, 2005; Traiger, 

2008; Basala and Klenosky, 2001). For example, research shows that American tourists 

feel greater risk when travelling to Japan than they do when they are travelling to 

Australia (Han, 2005). This situation is mainly due to language barriers. If American 

tourists desire to have a more comfortable holiday, they show a preference for choosing 

English speaking countries (Basala and Klenosky, 2001). Information provided by 

Tourism Australia (2009) has supported this situation. It was found that American 

tourists who are less experienced tourists show a greater preference for travelling to 

Australia as they do not face language barriers. In addition, English speakers argue that 

service providers working in the tourism industry should possess higher levels of 

English communication skills (Traiger, 2008).  

However, there is a lack of research that focuses on English language barriers from 

the point of view of non-native English speakers (Harzing and Feely, 2008; Cohen and 

Cooper, 1986). To date most research has addressed the language barriers of English 

speakers (Harzing and Feely, 2008; Welch et al., 2005). As Harzing and Feely (2008) 

pointed out, the ignorance of native English scholars with regard to English language 

barriers can be one of the reasons why English language barriers appear to be a 

forgotten area.  
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English language barriers are expected to be greater for non-native English speakers 

than for native English speakers, given that English is the language accepted worldwide 

(Ahmed and Chon, 1994; Cohen and Cooper, 1986). The language barriers faced by 

native English speakers are less when they they travel internationally because service 

providers working in tourism industries are most likely to accommodate English (Cohen 

and Cooper, 1986; Cohen, 2004). A survey showed that 44.5% of Japanese tourists and 

30.4% of Korean tourists are concerned about language barriers when they travel 

overseas; whilst only 14.4% of Australian tourists are worried about language barriers 

when they travel internationally (MasterCard Worldwide n.d.). This is consistent with 

Jacobsen’s (2003) findings that noted English native speakers confront lower levels of 

cultural shock when they travel internationally because they are most often able to 

communicate successfully in their native language. Ahmed and Chon’s (1994) 

illustration is quite relevant to this point;   

“… consider the experience an American tourist might have visiting Korea. When an 

American arrives in Korea, she can easily find an English-speaking person at most 

hotel’s front desks.….Guidebooks and local tourist information is printed in 

English…..She can even watch CNN in her hotel room..” (p.93) 

 

English language barriers generate feelings of discomfort for some tourists when 

they travel in a foreign country (Chang, Kievela, and Mak, 2010b; Reisinger and 

Mavondo, 2005). In Chang et al.’s (2010b) study, when there were service failures due 

to miscommunications between their Australian hosts and the Chinese guests, the 

Chinese tourists felt that it was their fault and not the host’s fault. They believed that 

their lack of English skills caused the service failure. This is consistent with Reisinger 

and Mavondo’s (2005) study in which they found that English language barriers were 
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one of the main constraints that increase anxiety and travel risks of tourists from Asain 

countries when they travel in Australia.   

Due to language barriers, tourists who perceive they will encounter communication 

barriers feel better if they are accompanied by an interpreter during overseas travel 

(Reisinger and Turner, 2002; Cohen, 2004; Enoch, 1996). When Asian tourists travel in 

Australia, the role of a Chinese tour guide who can speak fluently in both languages is 

considered to be crucial (Reisinger and Turner, 2002). In this situation, a tour guide 

plays an important part in making Chinese tourists feel comfortable and satisfied with 

their overall travel experiences. When organised mass tours have a tour guide who is 

bilingual, they can attract more tourists who are concerned about language barriers in a 

foreign country (Enoch, 1996; Basala and Klenosky, 2001).  

Insufficient English skill limits tourists’ interaction with locals (Pizam and Sussmann, 

1995; Chen and Hsu, 2000). English language barriers are one of the important reasons 

why some tourists were not willing to interact with service providers in a foreign 

country (Chen and Hsu, 2000). Tourists who encountered greater language barriers 

tended to spend less money and to allocate less time for shopping because they did not 

want to make contact with merchants or service providers.    

Previous research suggested researchers should consider the concept of ‘losing face’ 

as an area for further research as a means to gain a better understanding of tourists’ 

avoidance and passive behaviours (Ngai, Heung, Wong, and Chan, 2007; Ting-Toomey, 

2005). The concept of ‘losing face’ refers to a situation when one’s action is “negatively 

judged by others, resulting in a loss of moral or social standing” (Ho, Fu, and Ng, 2004, 

p.70). People in collective cultures tend to be more sensitive towards losing face (Ting-

Toomey, 2005). Research found that Asian consumers are less likely to complain about 
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service failures than non-Asian consumers, because they do not want to ‘lose face’ in 

front of other people (Patterson, Johnson, and Spreng, 2006). Students from Asian 

countries tend to participate less during a class because they do not want to be 

negatively judged by other students (Campbell, 2007).   

In summary, literature suggests that language barriers should be regarded as 

important for researchers who want to understand individuals’ behaviours. In tourism, 

language barriers also play a part in affecting tourists’ behaviours. When it comes to 

English language barriers from the point of view of non-native English speakers, further 

attention is needed. Tourists who are from non-native English speaking countries can be 

expected to face serious communication problems when travelling internationally, as 

English is the language that is accommodated by service providers in most countries. 

English language barriers cause tourists to have feelings of discomfort, stress, anxiety 

and vulnerability. It is reasonable to expect that English language barriers play a part in 

the context of overseas holidays and influence the preference of South Koreans for mass 

tourism products. Marketers should make further efforts to understand this discomfort 

of non-native English speakers.   

2.6 Time Constraints and Tourist Behaviour  

An individual has to deal with various constraints in order to partipate in leisure 

activities in everyday life. When it comes to overseas holidays, constraints are even 

greater as individuals need to overcome a number of constraints including time 

constraints. This section reviews relevant literature to understand to what extent time 

constraints play a part in tourist behaviour. First, previous studies on constraints are 
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discussed, followed by studies on time constraints. Further discussions are made 

regarding individuals negotiate time constraints.     

2.6.1 Leisure Constraints  

A considerable amount of attention has been paid to identifying important constraints 

in the area of leisure (Crawford and Godbey, 1987; Jackson, Crawford, and Godbey, 

1993; Jackson, 1993; Samdahl and Jekubovich, 1997). The leisure literature refers to 

leisure constraints as barriers that can cause some individuals to prefer not to participate 

in leisure activities (Jackson, 1993). In Crawford and Godbey’s (1987) leisure constraint 

model, three types of constraints were classified, namely interpersonal, intrapersonal, 

and structural constraints.  

Interperpersonal constraints come from an individual’s psychological factors, such as 

a lack of interest, stress, and anxiety (Nyaupane and Andereck, 2008; Crawford and 

Godbey, 1987). Individuals often generate intrapersonal constraints when they are 

unable to find friends or family members who are willing to participate in leisure 

activities with them (Crawford and Godbey, 1987). People also feel structural 

constraints when they have a lack of time, money, opportunity, and information 

(Crawford and Godbey, 1987; Jackson et al., 1993; Crawford, Jackson and Godbey 

1991). In a hierarchical model, structural constraints are the higher order constraints; 

people have to solve intrapersonal and interpersonal constraints first and should solve 

structural constraints in order to participate in leisure activities (Nyaupane and 

Andereck, 2008; Crawford et al. 1991). 

The leisure literature has illustrated there is a proliferation of studies dealing with 

leisure constraints, however studies focusing on travel constraints are lacking (Gilbert 
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and Hudson, 2000; Hung and Petrick, 2010a). Some researchers have considered travel 

constraints are barriers that prevent or reduce a possibility of travelling (Hung and 

Petrick, 2010a; Nadirova and Jackson, 2000). Most studies trying to understand the role 

of travel constraints in the tourism context have applied the theory used in leisure 

research (Gilbert and Hudson, 2000; Fleischer and Pizam, 2002; McGuire, 1984). For 

example, McGuire (1984) has identified five constraints related to travel; a lack of 

resources (information or money), time constraints, approvial, social constraints, and 

physical well being. Household income has affected the length of trips in Fleischer and 

Pizam’s (2002) study. Ankomah, Crompton, and Baker (1996) have identified time, 

budget, and health as constraints that influence destination choices. Most studies argued 

that travel constraints are much more serious than other leisure activities because 

tourism products require a greater commitment of time and money (Nyaupane and 

Andereck, 2008; Hung and Petrick, 2010b; Mitchell et al., 1999). Research suggested 

that further attention should be paid to travel constraints in order to gain a deeper 

understanding of tourist behaviour (Hung and Petrick, 2010a; Gilbert and Hundson, 

2000; Nyaupane and Andereck, 2008).  

2.6.2 Time Constraints 

Understanding consumers’ time perception is crucial as people try to spend time in 

the most efficient way within their time-budget (Pearce, 1988; Graham, 1981; Adams 

and Eerde, 2010; Fennell, 1996). As Graham (1981) pointed out, “a problem arises 

when a researcher assumes that all the subjects have the same perception of time” 

(p.335). Previous studies supported the importance of understanding time constraints in 

consumer behaviours (Samdahl and Jekubovich, 1997; Nyaupane and Andereck, 2008).  
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Time constraints have been identified as one of the leisure constraints (Crawford et 

al., 1991; Nyaupane and Andereck, 2008; Hung and Petrick, 2010b; Jackson et al. 1993). 

In the hierarchal model of Crawford and Godbey (1987), time constraints are structural 

constraints along with money and climate constraints. Research literature shows that 

individuals’ time constraints are one of the most important factors that influence 

consumer behaviour (Crawford, Jackson, and Godbey, 1991; Jackson et al. 1993). For 

example, in their study, Jackson et al. (1993) noted that time constraints have a crucial 

influence on an individual’s leisure participation; in many cases people can not 

participate in leisure activities mainly because they are too busy.    

Time constraints imply an individual's “cognition about not having enough time” for 

an activity (Szollos, 2009, p.338). Four categories of time allocation include contracted 

time (commuting to and from work; paid work), commited time (housework, shoppings; 

unpaid work), personal time (sleeping and eating) and free time (entertainment, self-

development activities which can be understood as ‘leisure time’) (Szollos, 2009). 

Therefore, in relation to leisure activities, an individual’s cognitition about lack of ‘free 

time’ generates the concept of time constraints.   

Time constraints have been identified as being significant in the context of the 

tourism industry (Gilbert and Hudson, 2000; Ankomah, Crompton, and Baker, 1996; 

Bansal and Eiselt, 2004; Nyaupane and Andereck, 2008; Hung and Petrick, 2010b). For 

example, Ankomah, Crompton, and Baker (1996) indicated that time constraints are 

related to destination choices along with other constraints such as budget and health 

constraints. This finding is consistent with Bansal and Eiselt’s (2004) study, in which 

they found that time constraints are the most important constraints when tourists are 

deciding where to visit, followed by money and personal constraints. Likewise, time 
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constraints were identified among senior tourists (McGuire, 1984), skiers (Gilbert and 

Hundson, 2000), and cruise tourists (Hung and Petrick, 2010b; Kerstetter, Yen, and 

Yarnal, 2005). Hung and Petrick (2010b) also supported the idea of the importance of 

time constraints showing that time concerns are the greatest constraints for tourists 

when they make decisions about cruise tours.   

An individual’s time orientation relates to cultural background (Adams and Eerde, 

2010; Hall and Hall, 1987; Manrai and Manrai, 1995). As culture is not inherited but 

acquired as a collective phenomenon, time can be viewed differently by people from 

different cultures (Hofstede, 1997; Reimann, Lunemann and Chase, 2008). Culture is 

defined as “a set of norms, according to which most members of the society adhere in 

values, attitudes, interpretations, and behaviours” (Torbiorn, 1988, p.169). Time 

orientation consists of time priority (whether work priority vs. leisure priority), time 

activity (polychronic vs. monochromic time spending), and time settings (individualistic 

vs. collectivistic) and is associated with tourists’ time constraints (Manrai and Manrai, 

1995; Hall and Hall, 1987; Kaufman, Lan, and Lindquist, 1991; Cotte and Ratneshwar, 

2001; Lindquist and Kaufman, 2007). There are significant differences in time 

orientation between high-context countries (such as Asian countries, Latin America, and 

the Middle East) and low-context countries (such as Western Europe and the United 

States) (Manrai and Manrai, 1995; Hall and Hall, 1987). In a high-context culture, 

people tend to spend less time on leisure activities as they place more value on work 

(Manrai and Manrai, 1995). According to OECD (2011), the annual hours actually 

worked per person in total employment in South Korea is 2,193 hours. This time spent 

at work is much greater than other countries such as USA (1,788 hours) and Australia 

(1,686 hours). According to government records, Koreans who are not satisfied with 
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their leisure activities pointed out that lack of time is one of the biggest reasons why 

they can not enjoy leisure activities (Korea Statisitcal Research Institute, 2009). This 

comment suggests that time constraints may play an important part in South Korean 

society.     

2.6.3 Negotiation with Time Constraints 

Constraints have been regarded as ‘barriers’ that prohibit individuals from 

participating in activities; however, later works suggest that constraints can be 

negotiated (Jackson et al., 1993; Jackson and Rucks, 1995; Kay and Jackson, 1991; 

Hubbard and Mannell, 2001). As Jackson et al. (1993) pointed out, individuals’ efforts 

to deal with constraints are dependent on the “relative strength of, and interactions 

between, constraints on participating in an activity and motivations for such 

participation” (Jackson et al. 1993, p.9). Strength of negotiation efforts is different 

according to the motivations for participation in activities (Crawford, Jackson, and 

Godbey, 1991). Learning motives are one of the strong motivations that affect an 

individual’s desire to participate in activities, as people want to gain a sense of self-

development through leisure activities (Kelly and Kelly, 1994; Crawford et al., 1991). 

Previous researchers have made an effort to identify how individuals deal with various 

constraints, finding that people try to spend time as efficiently as possible to acquire 

skills and manage financial resources (Jackson and Rucks, 1995; Hubbard and Mannell, 

2001).  

When it comes to overseas holidays, a considerable amount of time should be paid 

by tourists who want to gain enough knowledge about a destination prior to departure 

(Tsaur, Yen and Chen, 2010; Hyde and Lawson, 2003; Murphy and Pearce, 1995). 
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Because tourists’ prior knowledge of a destination is essential to reduce cultural 

conflicts and difficulties, tourists have to gain sufficient knowledge about a host country 

ranging from general information to specific arrangements (Tsaur et al., 2010; 

Crompton and Kim, 2001; Reisinger and Turner, 2002). However, those who cannot 

afford to spend enough time on research may perceive that the time cost is too great 

(Gursoy and McCleary, 2004). Previous studies have indicated that some individuals 

perceive the need to search out costs is the most important and they tend to spend less 

time gaining information (Gursoy and McCleary, 2004; Fodness and Murray, 1998). It 

would seem to be important to understand how people deal with time constraints when 

they are organising their trip as well as while they are travelling overseas on holiday.  

For those tourists who have a shortage of time and who are not able to spend time on 

research before departure, choosing mass organised tours may be a good option (Ap and 

Wong, 2001; Holloway, 1981). Since a tour guide provides tourists with necessary and 

updated information and plays a part as a ‘pathfinder’ and ‘intermediary’ in a host 

country, tourists can save time in researching a destination prior to departure. The 

literature suggested that one of the greatest advantages of organised mass tours is that 

they maximise tourists’ time efficiency by providing pre-planned travel schedules that 

fit within a given timeframe (Enoch, 1996; Sheldon and Mak, 1987). Sheldon and 

Mak’s (1987) study showed travellers believe that mass organised tours are the best 

option if they want to visit as many places as possible within a short period. The pre-

planned schedules offered by travel agencies, a coach, a tour guide, and pre-organised 

meals guarantee tourists spend time most efficiently in a host country. This outcome 

maximises tourists’ opportunity to participate in events of their choice and reduces their 

time risk.  
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In summary, literature suggests that constraints should be considered important in 

understanding individuals’ behaviours. Time constraints, one of the leisure constraints, 

are identified as important in individuals’ participation in leisure activities. When it 

comes to overseas holidays, time constraints can become a greater concern for time 

scarce tourists. Time constraints related to overseas holidays may be significant for 

South Korean tourists, considering that perception of time is subjective and influenced 

by cultural background and as their society puts more value on work than on leisure. 

Lack of time may encourage tourists to travel by joining organised mass tours. Tourists 

who join mass organised tours are able to save the considerable amount of time required 

for researching a destination prior to departure, and are also able to spend time most 

efficiently during overseas travel. Therefore, time constraints should be considered as 

one of the factors that influence tourists’ preference for mass tourism in the Korean 

context.  

2.7 Psychic Distance and Tourist Behaviour  

Various factors, such as familiarity toward culture, prior knowledge, or actual 

distances can affect tourists’ feelings toward a certain country. If they consider a certain 

place as being ‘far’ from our country, they may feel the need to make an effort to know 

more about it, or they may hesistate to travel there on their own. This section focuses on 

the extent to which individuals’ psychic distance towards a foreign country plays a part 

in understanding tourist behaviour when they select overseas destinations. The first 

section addresses various terms and definitions of psychic distance from the research 

literature. The next section reviews factors that affect psychic distance, followed by 

studies that focus on the roles of tourists’ psychic distance in tourist behaviour.     
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2.7.1 Psychic Distance 

Psychic distance refers to the extent to which an individual feels similarities and 

differences between their home country and a host country (Swift, 1999; Evans and 

Mavondo, 2002). Several researchers in the area of international business have 

identified psychic distance as an individual’s subjective perception of the differences 

between cultures resulting from the perception of both cultural and business differences 

(Swift, 1999; Sousa and Bradley, 2006; Ojala, 2008; Evans and Mavondo, 2002). 

Psychic distance is known to change over time (Shenkar, 2001), not to be identical for 

the home and host cultures (Shenkar, 2001), and to be comparative (Ankomah and 

Crompton, 1992). The concept has been broadly applied in business, including 

management, marketing, finance, and international business (Kogut and Singh, 1988; 

Shenkar, 2001; Evans and Mavondo, 2002; Sousa and Bradley, 2006; 2008; Brewer, 

2007).  

To measure psychic distance, several elements were suggested to be compared 

between home and the host country including; culture, language, education levels (Dow 

and Karunaratna, 2006), climate conditions, purchasing power of customers, lifestyle 

(Sousa and Bradley, 2006), geographical distance (McKercher and Cros, 2003), and 

cultural values (Kogut and Singh, 1988; Evans and Mavondo, 2002).  

Previous literature has used several terms interchangeably (Ankomah and Crompton, 

1992; Sousa and Bradley, 2006). The term ‘cultural distance’ is frequently used in 

previous studies but cultural distance is a different concept from psychic distance as it is 

one of the antecedents that influence psychic distance (Dow and Karunaratna, 2006; 

Sousa and Bradley, 2006; Swift, 1999). Psychic distance should be understood at an 

individual level; while cultural distance should be understood at cultural or a national 
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level (Ojala, 2008; Sousa and Bradley, 2006). Other terms including ‘subjective 

distance’, ‘cognitive distance’, ‘perceived distance’, and ‘social distance' have been 

used interchangeably with psychic distance (Ankomah and Crompton, 1992; Tasci, 

2009; Walmsley and Jenkin, 1992). 

An individual’s cultural and life experiences, memory and cultural background can 

affect psychic distance because it is a subjective mental concept (Ankomah and 

Crompton, 1992; Walmsley and Jenkins, 1992a; 1992b; Swift, 1999). Individuals’ 

distance perceptions differ even with the same physical distance as it is a mental 

representation (Ankomah and Crompton, 1992). As Enoch (1996) pointed out, psychic 

distance is “neither the physical distance nor the travelling time which determine how 

the target countries are perceived” (p.613). In some cases, psychic distance has been 

exaggerated relative to actual distance (Walmsley and Jenkins, 1992b). Psychic distance 

is subjective and comparative; therefore, tourists can align particular tourism 

destinations according to their mental perceptions of destinations (Ankomah and 

Crompton, 1992; Enoch, 1996).  

2.7.2 The Underlying Dimensions   

The research literature concerning psychic distance has investigated the underlying 

factors (Ankomah and Crompton, 1992; Shenkar, 2001; Swift, 1999; Lau and 

Mckercher, 2004). Various factors have been associated with psychic distance, 

including knowledge, previous experience, familiarity towards a host country, 

attractiveness of a host country, geographic distance, as well as demographic factors 

(Ojala, 2008; Brewer, 2007; Sousa and Bradley, 2006; Shenkar, 2001; Swift, 1999; Lau 

and Mckercher, 2004; Ankomah and Crompton, 1992; Baloglu, 2001).  



57 

 

With greater familiarity with a country, people can gain a positive attitude towards a 

destination, that can lead them to perceive less psychic distance between the two 

cultures (Kerstetter and Cho, 2004; Lau and McKercher, 2004; Brewer, 2007; Baloglu, 

2001). Previous studies have suggested that if an individual feels familiar with the 

culture of the host country, their psychic distance is not so great (Brewer, 2007; Cook 

and McCleary, 1983). Searching for information about a place and/or by having 

previous experience related to the place can increase an individual’s familiarity (Sousa 

and Bradley, 2006; Kerstetter and Cho, 2004; Cook and McCleary, 1983). If people 

gain more knowledge about a host country, psychic distance can be significantly 

reduced (Ojala, 2008; Reisinger and Turner, 2002; Tasci, 2009). According to Swift’s 

(1999) study, people tend to feel closer to a host country if they know more about the 

cultural differences between that country and their home country. When people have 

knowledge about cultural differences, their subjective distance towards a country can 

dramatically decrease (Reisinger and Turner, 2002; Tasci, 2009). Lack of knowledge 

about a destination seems to cause greater stereotypes, prejudices, and/or biases, which 

leads to psychic distance between two cultures (Tasci, 2009; Ojala, 2008).   

Several authors have suggested cultural attractiveness and absolute geographical 

distance can relate to an individual’s psychic distance (Shenkar, 2001; Swift, 1999; 

McKercher and Cros, 2003; Hakanson and Ambos, 2010). Individuals feel less psychic 

distance if they consider the culture of a host country is attractive (Swift, 1999). 

Geographical proximity was also related to psychic distance (McKercher and Cros, 

2003; Ankomah, Crompton and Baker, 1995; Hakanson and Ambos, 2010). The greater 

the absolute geographic distance between two countries, the greater the psychic distance 

people tended to feel (Ankomah et al., 1995).  
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Demographic and personal characteristics have been suggested to influence 

individuals’ psychic distance towards a host country (Nicolau, 2008; Crompton and 

Kim, 2001). For example, high income tourists tend to perceive a lower psychic 

distance towards a destination than low income tourists; people with children feel 

greater psychic distance than those with no children; and individuals who seek a novelty 

experience tend to have less psychic distance than those who seek familiar experience 

(Nicolau, 2008; Crompton and Kim, 2001).  

2.7.3 Psychic Distance and Tourist Behaviour  

Research has demonstrated that psychic distance affects individuals' behaviour 

(Evans, Mavondo, and Bridson, 2008; Crotts, 2004; Ankomah et al., 1995; Cook and 

McCleary, 1983; Crompton and Kim, 2001; Yavas, 1987). Research has also suggested 

psychic distance can influence tourists' risk perceptions (Evans et al., 2008; Tasci, 2009), 

destination choices (Cook and McCleary, 1983; Crompton and Kim, 2001; Yavas, 

1987), psychological discomfort (Hottola, 2004; Pizam, 1996), willingness to interact 

with locals (Crotts, 2004; Klooster, Wijk, Go, and Rekom, 2008), and attitudes to 

service providers of travel industries (Enoch, 1996; Nicolau, 2008).  

Psychic distance is associated with tourists’ risk perceptions (Evans et al., 2008; 

Crotts, 2004). The greater the psychic distance tourists feel, “the stranger the 

environment will be perceived” (Tasci, 2009, p.498). It is of note that touirsts who have 

great distance between their home and the intended host country tend to make an effort 

to reduce feelings of insecurity in a host country (Crotts, 2004; Evans et al., 2008).  

Psychic distance can also affect a traveller’s preference for a destination (Ankomah, 

Crompton and Baker, 1995; Cook and McCleary, 1983; Crompton and Kim, 2001; 
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Yavas, 1987). Psychic distance is important when potential tourists are selecting their 

holiday destinations (Ankomah et al. 1996). This view is consistent with Crompton and 

Kim’s (2001) study where they found that individuals’ psychic distance is an accurate 

indicator of a destination preference.   

The greater the psychic distance, the greater the barriers tourists have, when they are 

dealing with culture-related misunderstanding and this, in turn, increases the discomfort 

they feel in a host country (Pizam, 1996; Crompton and Kim, 2001; Litvin, Crotts, and 

Hefner, 2004). If tourists feel significant differences with a host country, for example 

with values and political or economic systems, they can be uncomfortable because they 

are not sure whether they can handle potential problems (Pizam, 1996). For this reason, 

psychic distance is negatively related to willingness of interaction with locals in a host 

country (Klooster et al., 2008).  

Tourists’ psychic distance also affects travel characteristics, such as travel-style and 

length of trips (Crotts, 2004; Enoch, 1996; Nicolau, 2008). When people feel significant 

psychic distance, they are likely to use professional services (Enoch, 1996; Crotts, 2004; 

Pizam, 1996). The discomfort that can result from psychic distance encourages tourists 

to rely more on travel agencies or tour operators, because they believe services 

including tour-guiding service are professional (Enoch, 1996; Nicolau, 2008). An 

investigation by Crotts (2004) noted the impact of psychic distance on travel behaviours. 

Individuals with greater psychic distance tend to put more effort into reducing it and use 

various strategies. For instance, a tourist may purchase mass organised tours, prefer 

travelling with a tour guide, and stay fewer days visiting fewer destinations to reduce 

psychic distance (Crotts, 2004).  
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In summary, psychic distance is a subjective and comparative concept, which is 

identified as important in understanding individual behaviours. As it is a mental concept, 

each individual can experience different levels of sychic distance when they consider 

the distance between the same two countries. The underlying dimensions of psychic 

distance include familiarity, knowledge, attractiveness, experiences, and geographic 

closeness. Previous studies suggest that psychic distance can be a significant factor 

affecting tourists’ risk perceptions and discomforts. Therefore, it is expected that 

psychic distance relates to tourists’ travel-style choices.     

2.8 Chapter Summary 

This chapter consists of seven sections. The first section reviewed previous research 

that reports on the characteristics of organised mass tours. The results indicated 

organised mass tourism products are preferred if a tourist desires to spend time in 

psychological comfort during overseas travel. This section provides a definition of the 

term organised mass tours that is used throughout this study. A discussion of mass 

tourists’ psychological dimensions is the focus of the second section. This study 

employs Cohen’s (1972) term an ‘environmental bubble’ to express mass tourists’ 

psychological needs for comfort. This section introduces the term ‘encapsulated travel’ 

and provides a definition.   

The third section reviewed research literature that provides information about 

perceived risk. Literature suggests that the concept of perceived risk is fundamentally 

important for understanding tourists’ behaviours including their travel-style choices. 

Previous literature suggests various factors relate to perceptions of risk including; 

cultural backgrounds, previous travelling experiences, and tourists’ motivations. 
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Considering that South Korea is a high-uncertainty avoidance society, Korean tourists 

are likely to be sensitive to perceived risk. Three sections follow that discuss previous 

studies on language barriers, time constraints and psychic distance. The information 

presented indicates that English barriers should be considered as constraints that limit 

individuals’ behaviours, as tourists have feelings of discomfort, stress, anxiety, and 

vulnerability due to communication difficulties. Other information suggests tourists’ 

perception of time is a constraint that affects their travel behaviours including their 

product choices. As perception of time is influenced by cultural background, the 

literature indicates time constraints in South Korea are a significant influence as Korean 

society puts more value on work than on leisure. The literature suggests that psychic 

distance affects individuals’ behaviours in various ways. As it is a mental concept, 

psychic distance is shown to be a significant factor that affects tourists’ risk perceptions, 

levels of discomfort and their travel behaviours when they make travel choices and 

during their travel overseas. Chapter 3 presents the research methods along with the 

process that explain how the research questions of this study are addressed.    
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CHAPTER 3. METHODOLOGY 

3.1 Chapter Overview 

This chapter presents the research design employed in the current study. The first 

section reviews the overall process of the study. Two stages of research were conducted 

utilising qualitative and quantitative research sequentially. The second section of this 

chapter presents details of the qualitative research stage. Focus group interviews were 

carried out to collect the qualitative data. The third section briefly presents the scale 

development process. The measurement scales were developed using the qualitative 

results and a review of the research literature. The fourth section details the quantitative 

research method. The quantitative stage included an online survey to test the proposed 

model and hypotheses. The last section deals with the ethical issues of the study.  

3.2 Research Design 

This study used a mixed method approach to investigate the research questions. A 

mixed method approach is a type of a research design in which qualitative and 

quantitative approaches are mixed across the stages of a study (Teddlie and Tashakkore, 

2006). Qualitative and quantitative research methodologies have different views with 

regard to how issues of social reality should be researched (Neuman, 2006). 

Quantitative research tries to gather the facts and to emphasise the importance of the 

generalisation and replication of results, while the qualitative research method applies a 
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naturalistic approach that respects and emphasises the importance of individual 

perceptions. Qualitative research uses data in the form of impressions, words, sentences 

and symbols, while quantitative research uses data in the form of numbers and is 

concerned with discovering facts about social phenomena (Teddlie and Tashakkore, 

2006; Neuman, 2006).  

This research used a sequential mixed design conducting qualitative and quantitative 

research. The research literature suggests that, if a study combines qualitative and 

quantitative methods, the results provide a better insight into the research questions, 

compared to when only one methodology is used (Wolff, Knodel, and Sittitrai, 1993; 

Yauch and Steudel, 2003). As Yauch and Steudel (2003) pointed out, some factors can 

be identified only through qualitative studies in which a researcher is able to glean 

underlying factors that enrich and inform the study that people may not have a chance to 

share through other methods. As this study attempts to investigate the reasons why 

South Korean tourists prefer mass tourism products, it was essential for participants to 

have a chance to hear ‘their story’ through conducting qualitative research at the first 

stage so as to respect their views and to better understand this topic.   

The overall process of the study is presented in Figure 3-1. The hypotheses of the 

current study were based on a review of the literature and qualitative results. Prior to 

testing the hypotheses, scale items were developed and purified. Using the measurement 

scale items, a survey was carried out to test hypotheses. By conducting sequential mixed 

method research, the topic of this study was expected to be understood better from a 

more holistic perspective.  
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Figure 3-1 The research process of the current study 

3.3 Qualitative Research  

A review of the literature suggested that there is a lack of research that identifies 

important factors that affect tourist preference for organised mass tours. This study 

employed a qualitative research method to gain a better understanding of reasons why 

South Korean tourists choose organised mass tours. As qualitative research is concerned 

with understanding human behaviour from the participants’ perspective (Newman, 

2006; Teddlie and Tashakkore, 2006; Kruger and Casey, 2009), it can potentially be a 

good opportunity to see what influential factors emerge and how those factors relate to 

each other.    

3.3.1 Details of Qualitative Research 

In the current study, the research questions regarding the driving factors of perceived 

risk, psychological needs for comfort, time constraints, English language barriers, and 

psychic distance were partly answered at the completion of the qualitative research. 

This occurred because the data obtained from the qualitative research process provides a 

better insight into the topic of this research, helps developing a better survey instrument 
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(Creswell and Clark, 2007; Teddlie and Tashakkori, 2006), and improves the validity of 

the main constructs (Yauch and Steudel, 2003; Churchill, 1979). Identified themes were 

later developed into items and the items were purified through the scale development 

process. Figure 3-2 summarises the goal of the qualitative approach and the research 

questions.     

 

Figure 3-2 The goal of qualitative research in this study 

 

Focus group interviews were conducted to give participants an opportunity to talk 

about the reasons why they prefer or not prefer to take mass organised tours. Some 

researchers have suggested focus group interviews can be used for exploratory, pre-test, 

or triangulation purposes (Frey and Fontana, 1993). This study used focus group 

interviews because a relatively free flow of conversation among the participants. Focus 
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group interviews allow participants to share their perceptions in a more relaxed way and 

also encourage them to raise issues in relation to overseas holidays that matter for them 

(Yauch and Steudel, 2003). The study conducted semi-structured interviews, as it 

allows researchers to construct a set of core questions that are asked of every group 

though the direction of the group conversation will take its own directions, that is, 

participants will still be able to express their personal perceptions. For example, in this 

study, during the focus interviews in this study, interview questions included “How was 

your previous travel experience?”, “Did you join organised packaged tours or did you 

travel independently?”, “Why did you choose to travel in that way?”, “How do you 

want to travel overseas in the future?, and “Would you travel by joining/ not joining 

mass tours again when you go overseas?” While participants were sharing their 

previous travel experiences with each other, there were opportunities for the interviewer 

to see how the factors (English language barriers, time constraints, psychic distance, 

perceived risks, and psychological needs for comfort) affect Korean tourists’ travel 

behaviours (Kruger and Casey, 2009; Frey and Fontana, 1993).  

When conducting group interviews, researchers should be cautious about the 

participants’ tendency to intellectualise discussions (Albrecht, Johnson, and Walther, 

1993; Kruger and Casey, 2009). Some participants may use complex language that is 

impersonal and theorectical, not the simple, everyday language that is easily understood 

and personal. Others may pretend that they know a lot about specific topics during 

interviews. Taking this into account, efforts were made to reduce those possibilities so 

that everyone could participate and understand what is being said. Efforts were also 

made to ensure that all informants have an equal opportunity to contribute to the group 

interviews. In addition, all focus group interviews were carried out by the researcher so 
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as to reduce the social distance between the researcher and the participants (Krueger and 

Casey, 2009).  

In designing focus group interviews, three points were considered as important; 

clarifying the topic of the interview; deciding who should be included as participants; 

and deciding how many group interviews are needed (Krueger and Casey, 2009; 

Neuman, 2006). First, as Krueger and Casey (2009) stated, less questions and a more 

open-ended style of questioning are essential to encourage participants to engage more 

with conversations and to talk freely to share their experiences with each other. Each 

interview generally lasted between one and a half and two hours. To help informants 

recall their previous travel experiences, they were asked to bring photos or anything that 

reminded them of their overseas trips as a ‘think back’ process. Participants shared their 

pictures or souvenirs when they talked about their own travel experiences. There was a 

brief ‘getting to know you’ session of around twenty minutes before starting with the 

core questions for each group interview. The intention of this informal activity is to 

break-the-ice between the researcher and the participants and among the participants 

themselves. To help the participants familiarise themselves with the topic and to ensure 

they understood how the interview would be conducted and what their role would be, 

the interviewer asked some ‘practice’ questions. 

Second, this study used purposive sampling to select the participants in order to 

address the topic of the current study. Purposive sampling is a process in which a 

researcher chooses participants with a particular rationale in mind (Neuman, 2006). In 

this study, participants were purposively selected among those who had previously 

travelled overseas for leisure because the current study investigates into the deeper 

reasons why a certain type of travel-style is chosen by South Korean tourists. 
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Participants were recruited via advertisements in an online Korean Travel Newspaper. A 

total of thirty one people contacted the researcher showing their willingness to 

participate in the focus group interviews. Participants were chosen among them 

according to their age, travel-style and previous overseas experiences in trying to gather 

a variety of opinions. During interviews, participants were asked to recall their previous 

travel experience and to talk about the reasons why they chose a certain type of travel-

style. To recruit participants, an advertisement was placed for a week on online and 

offline community boards, and in an online Korean Travel Newspaper. Participants 

were chosen based on their travel experience, travel style, and age.  

In addition, in keeping with the research questions of the current study, travel experts 

were included in specialised group sessions in order to gain their professional opinion 

about Korean tourist behaviour. Travel experts were recruited via advertisements in an 

online Korean Travel Newspaper and via visiting travel agencies. Participants were 

purposely selected based on their career and their specialised areas. Participants were 

encouraged to provide their professional opinions about Korean tourists based on their 

professional experiences.  

Third, the concept of saturation was considered to decide the number of group 

sessions that would make up the right number. Saturation is the point at which the 

researcher has heard most ideas and is certain that there are no more new ideas to be 

expressed (Krueger and Casey, 2009). Three group sessions were held with experienced 

Korean tourists; two group sessions were held with the travel industry experts. 

Relatively small group sizes were preferred (four or five participants per group) as 

participants were being asked to share their personal experiences with other participants. 

By conducting relatively small group interviews, the quality of the interviews can be of 
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a high standard because each participant has more chance to speak about their 

experiences (Krueger and Casey, 2009). The characteristics of participants including 

travel experts and travellers are provided in Appendix 4. Participants varied in terms of 

age, travel history, and travel style. All focus group interviews were recorded with 

consent of participants. The recorded data was transcribed after each interview and was 

used for further analysis.   

 

3.3.2 Analysis of Qualitative Data  

This study used content and semiotic analyses to anlyse the interview data. Content 

analysis is widely used to analyse a range of interview data from textual data, media 

messages, and interview scripts to travel diaries in tourism (Stepcheonkova, Kirilenko, 

and Morrison, 2009). Content analysis not only finds factors that can be measured, but 

also involves capturing a richer sense of the concepts within the data (Neuendorf, 2002). 

The process also enables the researcher to investigate patterns and structures to develop 

categories from the data set (Stepcheonkova et al., 2009). This study also utilised 

semiotics analysis to better understand the interview data (Kwek and Lee, 2007). 

Semiotic analysis examines a system of signs in order to uncover “recurring patterns 

and various layers of meanings” (Echtner, 1999, p.50). Since semiotic analysis focuses 

on obtaining the deeper meanings in messages, it enables the researcher to interpret 

deep structures and latent meanings. 

Echtner’s (1999) approach was used in this study. Three steps were used to complete 

the process of analysis (Neuman, 2006; Echtner, 1999). A process of open coding was 

conducted as an initial attempt to categorise the data. Open coding brings themes from 
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deep inside to the surface (Neuman, 2006). The main constructs are identified and 

grouped, then, relationships among constructs are examined. A better understanding of 

the themes and their relationships is achieved through a thorough examination of 

research literature. The second step is taken to find relationships between categories and 

develop underlying dimensions. During the third step, the data was interpreted from 

descriptive meanings to interpretive meanings (Echtner, 1999). This stage focused on 

interpreting the deeper meanings and selecting cases that illustrated the major themes 

(Neuman, 2006). Comparisons and contrasts with previous research were made to gain 

an understanding of the findings. The findings of the focus group interviews are also 

used as a basis in the development of measurement scales that are described in the 

following section.   

3.4  Scale Development 

In testing the proposed model, reliability and validity of measurement scales should 

be considered critical. This study adopted the procedure suggested by Churchill (1979), 

which is often applied in studies (see Hung and Petrick, 2010a; Mo, Howard, and 

Havitz, 1993; Wilkins, 2011). Five stages were included in the development of the 

measurement scales. The first stage began with conducting a comprehensive literature 

review to gain a better understanding of the constructs. The second stage generated 

sample items. A deeper insight into important reasons why people prefer joining mass 

tours when they travel overseas was obtained from the qualitative data provided in the 

focus group interviews. Based on the literature and the qualitative data, items were 

generated to measure the major constructs. A total of seventy nine items were generated 

to measure the main constructs including “encapsulated travel”, “perceived risks”, 
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“English language barriers”, “time constraints”, “psychic distance”, and “preference for 

organised mass tours”.  

At the third step, a pilot study was conducted for scale purification. A total of 300 

valid cases were collected through an online panel survey. The pilot study was needed 

to investigate whether scale items actually loaded on their respective constructs and to 

see whether participants understood items as intended. Evaluations of reliability and 

dimensionality of the scale items were undertaken. Internal consistency is concerned 

with the homogeneity of the items within a scale (Deveills, 2003). This study used 

Cronbach alpha to test the internal reliability of dimension. Dimensionality is tested 

using exploratory principal component analysis. Items that failed to load onto one 

construct were carefully reviewed and were either deleted or refined utilising different 

wordings for better scales. When items were changed or newly added, the literature 

review and qualitative data were thoroughly reviewed.  

At the fourth step, data was collected through an online panel survey. Using the 

measurement scales derived from previous steps, the questionnaire was designed. A 

total of 438 cases were used for assessing items. Details of respondents are presented in 

chapter 3 (section 3.5.2). At the last step, scale items were evaluated by testing 

reliability and validity of measurement scales. The exploratory principal component 

analysis (PCA) was carried out for assessing dimensionality of constructs. The internal 

reliability of each construct was assessed using Cronbach’s alpha. Confirmatory factor 

analysis (CFA) was carried out to validate scale items. The relationship with other 

constructs was evaluated by examining convergent validity and discriminant validity 

(Reisinger and Mavaondo, 2006b; Hair et al. 2010).  
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Based on the result of a rigorous scale validation, items for measurement scales were 

finalised to test hypotheses. A total of ten items were finalised for “encapsulated travel”, 

seventeen items are retained for measuring “perceived risks”. Four items were used for 

measuring “preference” and “English language barriers”, respectively. Ten items for 

“time constraints” and fourteen items for “psychic distance” were finalised to test 

hypotheses.  

 

3.5 Quantitative Research   

Quantitative research was conducted during this second stage of the mixed method 

research. The goal of the quantitative research was to investigate relationships among 

the constructs by testing hypotheses. An integration of the qualitative and quantitative 

research methods enabled the achievement of the research goal of this study. 

3.5.1 Details of Quantitative Research 

The hypotheses were proposed based on the review of the research literature and and 

the results of the qualitative data and are presented in chapter 4 (section 4.4). The 

hypotheses and the proposed model were tested using the scale items developed through 

a rigorous scale development process. The goal of quantitative research and the specific 

research questions are presented in Figure 3-3. 
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Figure 3-3 The goal of quantitative research in this study 

 

The quantitative stage began with a self-administered online survey. The survey was 

conducted in South Korea using the Korean language. A pre-recruited online panel was 

utilised as a sample frame. A review of the literature suggests a panel survey is less 

intrusive than other survey methods since a research company has the valid e-mail 

addresses of many clients and has their permission to send surveys (Fricker and 

Schonlau, 2002). An online survey allows the researcher to methodologically control a 

survey through filtering and ensuring survey completion (Evans and Mathur, 2005). 

More importantly, considering that the usage of internet in South Korea is ranked 7
th

 in 

the world (Internet World Stats, 2011), an online survey is appropriate for this study. 

Among Asian countries, the internet usage in South Korea (81%) is higher than the 

internet usage in Japan (78.2%) and Singapore (77.8%).  

As all panel members have the same probability for selection, the process ensured 

the appropriateness of the sample frame. The research company, Embrain 
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(www.panel.co.kr), was chosen as it maintains the widest range of online panels in 

South Korea with over 510,000 participants. The distribution of panel members was 

well balanced in terms of demographic characteristics. The reward system of the 

company included an opportunity to donate to the poor, acquire points to use as cash, or 

to go in a draw to win a prize. The main page of the website is presented in Figure 3-4. 

 

 

Figure 3-4 Website of the research company used in this study 

 

The target population consisted of Korean adults who had previously travelled 

overseas for leisure. Meetings with the research company manager were arranged to 

discuss the design of the electronic survey, as electronic surveys need a different style 

of presentation than that required for paper surveys. The main purpose throughout the 

design process is to ensure that survey is not regarded by the respondents as being 

difficult to complete or boring to read.   

A total of 4,660 emails were sent by the research company to panel members who 

were selected randomly. The company sent out the emails. Among the recipients, 1,714 

http://www.panel.co.kr/
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respondents clicked on the website (a response rate of 36.8%). Screening questions were 

required to select the target sample of this study because it includes only those who 

have travelled overseas for leisure at least once. The research company sent a ‘thank-

you’ message to those who did not meet this standard including an explanation about 

the research data requirements. A total of 455 cases were obtained as a result.   

Respondents were asked to recall their previous overseas experience. The 

respondents were asked to indicate the most recent travel destination in a multiple-item 

question. They were asked to answer questions about the destination they indicated. The 

name of destination they selected was systematically displayed on the questionnaire 

throughtout the survey. Respondents were asked to indicate their agreement with an 

item on a seven-point Likert scale anchored by (1) strongly disagree to (7) strongly 

agree. The items measure their level of preference for mass tours, perceived risks, 

psychological needs for comfort, time constraints, English language barriers, and 

psychic distance. Items that measured demographic characteristics were also included. 

Both English and Korean versions of the questionnaire are presented in Appendix 3.   

Data cleaning was carried out based on the recommendation of Tabachinick and 

Fidelll (2007). Distributions and plots were reviewed to check normality. Normality of 

the observed variables was also evaluated through an examination of the histogram of 

each item. Histograms are an important graphical device for assessing normality (Hair 

et al., 2010; Tabachinick and Fidelll, 2007). Mahalanobis distance was checked to 

detect outliers using SPSS. The criterion for multivariate outliers is Mahalanobis 

distance at p<.001. Mahalanobis distance was evaluated as χ
2
 with degrees of freedom 

equal to the number of variable. Seventeen cases were detected as outliers, thus they 

were removed from the data set. In total, 438 cases were retained for the further analysis. 
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The sample characteristics of the survey are presented in Table 3-1. The sample is well 

distributed in terms of gender and age. 

   

Table 3-1 Sample characteristics 

 Categories Percent Frequency 

Gender Male 50 219 

Female 50 219 

Age 20-24  5.9 26 

25-29 10.0 44 

30-34 12.1 53 

35-39  16.4 72 

40-44 14.6 64 

45-49 14.4 63 

50-54 13.0 57 

55-59 9.1 40 

60 and above 4.3 19 

Job Office(White collar ) 41.8 183 

Industry(blue collar) 17.4 76 

Self-employed 13.5 59 

House wife 18.9 83 

Student 6.8 30 

Other 1.6 7 

Household Monthly 

Income 

Under 1,000USD* 2.3 10 

1,000- under 2,000USD 10.0 44 

2,000-under 3,000USD 13.9 61 

3,000-under 4,000USD 22.6 99 

4,000-under 5,000USD 17.8 78 

5,000-under 6,000USD 12.8 56 

6,000-under 7,000USD 7.5 33 

7,000-under8,000USD 2.7 12 

Over 8,000USD 10.3 45 

Destinations selected 

 

Japan 25.1 110 

China  21.9 96 

Thailand 12.3 54 

Philippines 7.1 31 

The United States of America 

(USA) 

4.8 21 

Australia 2.7 12 

Canada 2.3 10 

Indonesia 2.1 9 

Italy 2.1 9 

Vietnam 1.8 8 

Singapore 1.8 8 

Guam 1.8 8 

New Zealand 1.4 6 

Turkey 1.4 6 
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Saipan 1.1 5 

France 1.1 5 

The Maldives 0.9 4 

Taiwan 0.9 4 

Switzerland 0.9 4 

The United Kingdom (UK) 0.9 4 

Malaysia 0.7 3 

Spain 0.7 3 

Ceko 0.7 3 

India 0.5 2 

Brazil 0.5 2 

Germany 0.5 2 

The Netherlands 0.5 2 

Greece 0.5 2 

Norway 0.5 2 

Israel 0.5 2 

Hawaii 0.5 2 

Other 2.3 10 

Total  100% 438 

*1,000KRW = 1.00 USD 

 

3.5.2 Analysis of Quantitative Data 

The hypotheses and proposed model were assessed by using structural equation 

modelling (SEM) with a maximum likelihood (ML) method. Structural equation 

modelling is known to provide “great potential for theory development and construct 

validation in psychology and the social sciences” (Anderson and Gerbing, 1988, p.422). 

To test the model, AMOS version 18.0 was used. Preliminary data analysis was carried 

out to purify measurement items prior to testing structural equation modelling.  

First, an exploratory principal component analysis (PCA) was conducted on each 

construct. Exploratory factor analysis is a useful scale development technique for 

reducing a number of items to a more manageable set and is also particularly useful as a 

preliminary analysis when the detailed theory about the relations of the indicators to the 

underlying constructs is not sufficient (Gerbing and Anderson, 1988). The correlation 

matrix and anti-image correlation were assessed to test the adequacy of the exploratory 
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principal component analysis (Hair et al., 2010). Bartlett’s test of sphericity and the 

Kaiser-Meyer Oklin (KMO) were also assessed. Factor loadings greater than .50 were 

considered as significant (Hair et al., 2010). To make sure that each item loaded onto 

only one dimension, items that cross-loaded greater than .30 on more than two 

dimensions were excluded (Hair et al., 2010). The internal reliability of each construct 

was measured using Cronbach’s alpha with a value of .70 or greater being regarded as 

acceptable (Hair et al., 2010).  

Confirmatory factor analysis (CFA) was carried out, as it provides a stricter 

interpretation of the dimensionality of a construct (Gerbing and Anderson, 1988). The 

measurement model of each construct was assessed as it deals with the relationships 

between measure variables and latent variables, was assessed. It is important to test the 

validity of each construct as it indicates the extent to which the measuring items are 

actually measuring the same construct. The relationship with other constructs was 

evaluated by examining convergent validity and discriminant validity (Reisinger and 

Mavaondo, 2006b; Hair et al. 2010). Convergent validity assesses the extent to which 

two measures of the same concept are correlated and discriminant validity indicates the 

extent of which two conceptually similar concepts are distinct (Hair et al., 2010). 

Convergent validity was evaluated by examining the regression coefficients in the 

measurement model. To ensure the convergent validity, the loadings towards the latent 

construct is recommended to be greater than 0.7 (Hair et al., 2010). Discriminant 

validity was considered to be achieved if the average variance extracted (AVE) exceeds 

the squared correlation between two constructs (Fornell and Larcker, 1981). 

The structure of each construct was further tested to identify whether it is a higher 

order construct that has underlying components. Four alternative models were 
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developed and the results were compared to find the best model as suggested in various 

studies (Doll, Xia and Torkzadeh, 1994; Wilkins et al., 2007; Marsh and Jackson, 1999). 

Model 1 hypothesises that a single first order factor is existent and Model 2 

hypothesises that underlying components are existent but they are not correlated.  

Model 3 hypothesises that the underlying components are correlated but no second 

order factor is existent. While Model 4 hypothesises that underlying first order factors 

are existent and they significantly load on a second order factor. Based on the results of 

comparison of the alternative models using multiple indices, the structure of each 

construct was validated.  

The overall measurement model that includes all constructs was assessed prior to 

evaluating the hypotheses and research model. As a measurement model shows the 

linkage between the latent constructs and their empirical observed variables (Bollen, 

1989; Byrne, 2010), the overall measurement model provides information regarding to 

what extent all observed variables is reliable and valid. Based on an examination of 

modification indices, the overall measurement model was revised. Once the overall 

measurement model was confirmed, a structural model was tested which included the 

remaining items. A structural model identifies which of the constructs are directly 

related to other constructs in the model. This study assessed the nine hypotheses using a 

structural equation modelling (SEM). If modification is needed, respecification 

decisions were made based on statistical considerations as well as content 

considerations (Anderson and Gerbing, 1988).  

Multiple measurement indices were reviewed to test the model (Resinger and 

Mavondo, 2006; Bollen, 1990; Bentler and Bonett, 1980; Fan et al., 1999). The value of 

Chi-square (χ
2
) is one of the commonly used measures. If the χ

2
 value is significant, a 
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model should be rejected (Hu and Bentler, 1999). However, research indicates that chi-

square is affected by a sample size (Bentler and Bonnet, 1980; Fan et al., 1999). For 

example, if a researcher uses a larger sample, the value of χ
2
 is more likely to be 

significant. Therefore, other measurement indices should be evaluated to evaluate model 

fits to the data (Hu and Bentler, 1999). Normed chi-square (χ
2
/df) has been 

recommended for use, as it is divided by degree of freedom. Although there is no 

consensus regarding an acceptable fit, values of normed chi-square between 1 and 3 or 

values as high as 5 have been considered as acceptable (Tabachnick and Fidelll, 2007; 

Reisinger and Mavondo, 2006b).   

The GFI and AGFI are absolute indices of fits as they do not compare the 

hypothesised model with other models (Hu and Bentler, 1999). The Goodness-of-Fit 

Index (GFI) measures a relative amount of variance and covariance and the Adjusted 

Goodness-of-Fit Index (AGFI) is adjusted by considering a number of degrees of 

freedom. GFI and AGFI close to 1.00 indicate a good model fit and values over 0.90 

indicate an acceptable fit (Bollen, 1990). However, as Fan, Thompson and Wang (1999) 

cautioned, GFI and AGFI are influenced by sample size. Especially when sample size is 

smaller, GFI and AGFI tend to be more pessimistic. Bollen (1990) also pointed out that 

GFI and AGFI are highly likely to be increased as a sample size increases. 

The Comparative Fit Index (CFI) was used because it takes sample size into account 

(Bentler, 1990). CFI is known to perform well when sample size is small (Tabachnick 

and Fidelll, 2007). CFI is a parsimonious fit indice ranging from zero to 1.00; CFI value 

close to 1 indicates a perfect fit; close to 0.95 indicates a good model fit; CFI value 

greater than .90 is acceptable (Hu and Bentler, 1999; Byrne, 2010). This index is one of 
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the most popularly reported fit indice, as it is least affected by sample size (Fan, 

Thompson, and Wang, 1999).  

The RMSEA (Root Mean Square Error of Approximation) were also suggested, as it 

is known to be less sensitive to sample size (Fan, et al., 1999; Bentler, 1990). RMSEA 

less than 0.06 have a good model fit (Hu and Bentler, 1999) and less than 0.08 indicate 

an acceptable model (Browne and Cudeck, 1993; MacCallum, Browne, and Sugawara, 

1996). The SRMR (standardised root mean square residual) was also used. The values 

for the SRMR less than .05 indicate the model is well fitted to the data and values as 

high as .08 are acceptable (Hu and Bentler, 1999). The combinational use of the SRMR 

and the CFI was suggested to reduce various errors (Hu and Bentler, 1999). The SRMR 

values lower than 0.08 and CFI greater than 0.95 indicate a very good model fit, and 

SRMR values below 0.10 and CFI values above 0.90 indicate an acceptable model fit 

(Hu and Bentler, 1999).  

Taking this information into account, this study used multiple indices when 

evaluating a model fit. There are no golden rules for assessment of model fit. Thus, it is 

important to report multiple indices because different indices show a different aspect of 

model fit. Based on previous studies, chi-square (χ
2
) value, degree of freedom, Normed 

Chi-square (χ
2
/df), CFI, RMSEA, and SRMR indices are presented in the current study 

(Hu and Bentler, 1999; Byrne, 2010; Reisinger and Mavondo, 2006b). In addition, a 

structural model should be examined on the basis of substantive theory as the process 

should not be driven by model fits (Hooper, Coughlan and Mullen, 2008; Reisinger and 

Mavondo, 2006b; Byrne, 2010).  
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3.6 Ethical Issues 

Ethical issues should be considered when designing a study. Since social research 

can harm a research participant in several ways, various risks including psychological 

discomfort and anxiety should be considered (Neuman, 2006). Researchers should be 

aware of participants’ discomfort and make an effort to minimise the chance of their 

occurance. The research literature recommends that participation in any research study 

should be voluntary and participants need to know what they will be asked to do so they 

can make an informed decision as to whether they participate or not (Neuman, 2006).   

This dissertation received the human subjects’ approval from Griffith University 

Human Research Ethics Committee (HREC) in accordance with the National Statement 

of Ethical Conduct in Research. Human subject approval assured the participants that 

this research will not harm them or violate their privacy. The University Research 

Ethics Databases Protocal Number is HSL1009HREC.   

A brief explanation of the objective of this study was provided before each interview. 

Participants were informed that their participation would be voluntary, their identities 

would be confidential and data would be used only for academic purposes. To ensure 

the participants clearly understood what they would be doing, before starting the focus 

group interviews, participants were asked to read the information sheet that provide 

specific information about the study. They were asked to sign the consent from before 

group interviews if they felt comfortable to do so. With the consent of participants, the 

interviews were tape recorded. The information sheet and the consent form are 

presented in Appendix 5.   

A similar ethical process was carried out with the participants of the online survey. 

The research company provided the respondents with a brief description of the current 
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study in the first page of the online survey. The participants of online surveys were 

informed that the survey would be anonymous and the results of the survey would be 

used only for academic purposes. Participants were also notified that any personal 

details would be obtained from the research company. Participants were informed that 

they could withdraw from the study at any time if they did not want to continue the 

survey. The research company provided participants with the email address and the 

telephone number of the researcher as well as the contact number of the research 

company so that participants could contact via an email, phone, or mobile phone. 

Participants were informed that they could contact the researcher if they had any 

concerns regarding the survey and/or if they wished to know about the findings of the 

study.   

3.7 Chapter Summary  

This chapter reviewed the research design of this study. In the first section, the 

overall process of the study was introduced. This study employed a sequential mixed 

methods research approach to address the research questions, because when qualitative 

and quantitative methods are combined, the results provide a better insight into the 

research questions. Overall, two stages of research were undertaken. In the following 

three sections, details of each stage were reviewed. For a qualitative research method, 

focus group interviews were conducted. Three group sessions were held with 

experienced travellers; two group sessions were held with travel industry experts. The 

interview data was analysed using content and semiotic analyses. Based on the 

qualitative study and the literature review, a series of hypotheses and the model of the 

study were developed. Based on the literature and the focus group interviews, items 



84 

 

representing major constructs were generated. The measurement scales were purified 

through a pilot study. A total of 300 valid cases were used. Details of thequantitative 

research method are described in the next section. For quantitative data collection, an 

online survey was carried out to test the hypotheses and the proposed model. In total, 

438 cases were retained for the further analysis. To test the proposed model, structural 

equation modelling was employed using AMOS version 18.0. In testing the model, 

multiple measurement indices were referred. In the last section, ethical issues were 

reviewed. This research received the human subjects’ approval from the Griffith 

University Human Research Ethics Committee (HREC). Chapter 4 presents the results 

of qualitative research along with the hypotheses of the current study. 
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CHAPTER 4. QUALITATIVE RESEARCH AND 

HYPOTHESES 

4.1 Chapter Overview  

This chapter presents the findings from focus group interviews. The open 

conversation among participants assists the researcher in understanding their thoughts 

on the topic of this study and to develop measurement scale items for the research 

instrument. Conversations were focused on sharing participants’ previous overseas 

experiences. In particular, participants spoke about ‘how’ they previously travelled 

overseas and ‘why’ the travel style was chosen.  

The first section presents themes that emerged during focus group interviews. A total 

of eleven themes were identified. The second section discusses the findings further by 

presenting how the themes relate to each other and influence the preference of South 

Korean tourist preference for mass tourism. In order to better understand the research 

phenomenon, the findings were contextualised in relation to previous literature. In the 

last section, nine hypotheses and the proposed model are suggested based on previous 

literature and the findings from the focus group interviews. In this section, hypotheses 

are presented along with the research questions.  
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4.2 The Themes  

This section presents the eleven themes that emerged during focus group interviews. 

The themes are ‘having protection’, ‘avoiding interactions’, ‘seeking familiar elements’, 

‘physical and psychological risks’, ‘other perceived risks’, ‘English language barriers’, 

‘busy lifestyle’, ‘desire to visit many places’, ‘lack of trust’, ‘not having positive 

feelings’, and ‘lack of knowledge’.  

4.2.1 Having Protection 

During the focus group interviews, participants pointed out that one of the critical 

reasons why they had previously purchased organised mass tours was because they 

wanted to experience ‘feeling protected’ during their overseas trips. The biggest 

challenge in relation to independent travel was “How am I going to solve problems if I 

go there on my own?” Participants were worried about situations where they might have 

to cope with ‘emergencies’.   

“ .. If I travel overseas independently, there is nobody I can rely on. If I get into an 

accident or I am sick, what I can do? I can’t manage it by myself. [It would be very 

stressful if] there is nobody around me and I think that I have to do everything on my 

own. But if I join a package tour, there is a helping hand, a tour guide, who knows 

about the destination much more than I do. It doesn’t’ matter how good or bad their 

service is, I just need help.” (GR1-1)  

A travel agent agreed with her, and commented “One of the greatest concerns when 

customers consult us is “Who is going to help me in an emergency?” Customers who 
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are concerned with this have to follow a guided tour. However, those less concerned 

can travel independently.”(A travel agent GR 5-2) 

Some participants wanted to enjoy ‘worry-free’ feelings by joining fully organised 

group tours that have a tour guide. Participants tended to believe that a tour guide can 

solve any problems that may occur during their overseas trips.  

A travel agent pointed out that those who travel independently should expect to run a 

higher risk of meeting with difficult situations while travelling overseas, while it was 

not so likely to be the case for those who choose mass tourism products. “(Independent) 

tourists should bear the responsibility for their travels…  (while) package tours 

provide a tour guide who takes care of everything. That’s one of the most important 

determinants when deciding (how to travel)..” (A travel agent GR 4-2)  

One participant recalled her experiences in which her friend was sick during their trip. 

She emphasised the importance of ‘getting help’ from someone during difficult 

situations. In her case, a tour guide acted as the problem solver who helped them get 

through the unpleasant situation.  

“We had two tour guides; a local tour guide and one who departed from Seoul with 

us. One of my friends got really sick in Spain.. The local tour guide did a great job of 

looking after her. He brought us to a hospital and helped her get medicine. I am pretty 

sure that we definitely need a tour guide no matter how much extra it costs. It is critical 

to get help when it’s needed overseas. My situation shows how a tour guide is doing an 

important job. She was really sick. She gave him an extra tip.” (GR2-4) As it can be 

seen, a tour guide played an important role in assuring that everything was under control.  
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One participant emphasised that the role of a tour guide is crucial for better travel 

experiences. In her opinion, as an information giver and a leader, a tour guide provides 

services enabling her to have better experiences during her travels.     

“We trust them. We have trust in them. They are constantly helping us. They are 

always doing something for us. They provide information by explaining sites, which 

makes us further enjoy our trip. At the beginning of a trip, of course, we are not familiar 

with him/her at all. But during a trip, we get close to him/her. Everybody in a group 

might feel close to them” (GR1-1) 

A tour guide also played a part as a ‘safety guard’. One participant shared her 

experience and said that she could not go out without a tour guide in a foreign country. 

She stated, “Nothing blocked me from going out to enjoy nightlife. But we didn’t want 

to go out. We were afraid of doing something by ourselves. Three ladies at night…… So 

we went out only when out tour guide picked us up” (GR3-5). Nobody told her not to go 

out on her own. However, she was afraid of doing things on her own without a tour 

guide because she did not want to be “exposed to a strange world” in a foreign country. 

She emphasised that she went out only when a “tour guide picked her up”.  

One travel agent also mentioned that Korean tourists desire to have someone who 

can act as a safety net and stand-by for them. Having someone who is “always 

available” and “ready to help”, tourists seem to enjoy comfortable feelings. Another 

travel agent reported a similar opinion in the following way:  

“…..There is always a tour guide available who is in charge of taking care of them. 

They stay in the same hotel and standby ready to help them. Having this safety net, 

tourists spend time on their own during the day. They know “a tour guide is on stand-by 

ready to help if needed” (A travel agent GR4-4)  
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A tour guide was not the only option that provides tourists with 'feeling protected'.  

Friends, relatives or travel agents are also able to provide tourists with a sense of ‘being 

protected’. For example, “information sheets provided by the travel agency”, 

“telephone numbers of tour guides or travel agency”, and “knowing the location of the 

embassies” were also mentioned. One participant referred to her husband as a ‘her 

rescuer’ sharing her experience in this way:  

“….It was very difficult to find a hospital in Thailand when I had an emergency… I 

am sure that if I were there alone, I would definitely have panicked. But luckily I had my 

husband. He was my rescuer. Without him.. I can’t imagine what I would have done.” 

(A travel agent GR4-1) 

Another participant pointed out that knowing locals who know the destination well is 

critical while travelling overseas, just in case.    

“If you have acquaintances who are locals, such as a friend or relative, you don’t 

need a tour guide. Once we know at least one local person, we know everything about 

that destination. We can ask them what we should do.” (GR2-1) 

We note that when a tour guide is not available, the tourists have an expectation that 

the travel agents who consulted with them regarding the trip, will act as a problem 

solver. This is particularly, the case when tourists join partial packaged tours. Travel 

agents are asked to play a part as a tour guide.   

“We give all essential information to people participating in partial package tours. 

However, they ask us for help when they need it. So we help them. We guide them by 

telling them what to do over the phone. Physically we are not there but we can help 

them get through it.”(A travel agent GR4-2) 
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4.2.2 Avoiding Interactions  

During the interviews, it was noted that one of the reasons why participants prefer to 

purchase mass tourism products is related to their avoidance. If participants had feelings 

of discomfort in a foreign environment, they tended to avoid “interaction with locals”. 

One respondent indicated that she “felt stressed” and “felt small” in a host country, and 

these feelings led her to be more passive during her trip.  

“...When I had to do something on my own, I felt that, there was something stopping 

me from talking. When I think about it now, it was neither a difficult nor a complex 

situation. “Why did I feel like that?” I felt small in a strange place. Overseas, 

everything is strange. It was not my playground…” (GR1-2) 

As can be seen, she lost confidence in herself due to the feelings she encountered in 

the unfamiliar surroundings. Other participants also agreed with her, saying that they 

“had to be passive” in a foreign country because they were not in their “comfort zone”. 

Similar feelings of discomfort were also registered by some travel agents.   

"While I guided a tour group in Northern European countries, there was a chance to 

board a cruise for two days. It was just amazing. There were a night club, a bar, 

swimming pools, shops and so on. It felt so luxurious. But it was strange to see that all 

of my group members stayed in their rooms. The majority of them were in their sixties. 

They are of high socio-economic status, well-off, and have visited many countries. They 

have a lot of overseas experiences. Despite there being numerous activities to enjoy 

over there, nobody participated in any of them.” (A travel agent GR4-2) 

The travel agent pointed out that it was somehow “strange” to see that the 

experienced tourists were not joining any activities available for them for free. Although 
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they had many overseas experiences, tourists did not get along with foreigners on a 

cruise.  

A travel agent also pointed out that sometimes this hesitation can be seen among 

those who purchase partial package tours. He explained their discomfort in this way:   

“We gave them all the information they needed before their departure and even gave 

them our phone numbers. Just in case..(there is) an emergency, but the problem is they 

don’t call during emergencies but in any situation. Such as asking us “when breakfast 

will be served?”…..we need to be on standby 24 hours a day.” (GR5-1) 

4.2.3 Seeking Familiar Elements   

Participants agreed that they feel comfortable when they have familiar elements 

around them. In particular, Korean food seems to be important for those who seek high 

levels of familiarity while travelling overseas. One respondent emphasised that having 

familiar food “reduced her stress” significantly.   

“As you know, there are many people who have a problem with different food in a 

new country. In particular, the elderly people seem to have greater difficulties than the 

younger people do. In that case, package tours would be the best choice for the elderly 

people because Korean meals are included at least once a day in a package tour. By 

having Korean meals in a foreign country, we can reduce our stress while travelling 

overseas.” (GR1-5) 

Another participant agreed with her, mentioning that she wanted to have a Korean 

meal everyday during her overseas trip. She stated: “I think we should eat Korean meal 

at least once a day. We need Kimchi and so on. It is one of our greatest concerns when 
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travelling. We should eat well in order to enjoy our trip more.” (GR1-2) In this case, 

“eating well” actually meant “eating Korean meals”.  

Meanwhile, different opinions were also expressed during focus group interviews. 

One respondent mentioned:  

"I have a different perspective. I don’t like package tours because Korean food is 

being included as a majority of the meals.”(GR1-3)  

She did not purchase organised mass tours because Korean meals are included in 

package tours too often. In this case, view points of ‘having Korean food’ seem to be 

related to her decision making about travel-style.  

It was noted that local food that has similarities to Korean food can be readily 

accepted. Some participants stated that they were happy with local food because local 

food was well modified and provided familiar flavours. A participant mentioned that 

she had no problem with local food because it was ‘well adjusted'. She commented: 

“They (tour operators) provided local foods for lunch, which were suitable for us. 

We had breakfast (buffet) at the hotel every morning. Lunch was quite Korean in style. 

The local foods for dinner seemed to be modified for us. There was no problem (with 

food)” (GR2-4) 

However, it should be noted that participants did not expect the best quality when 

they ate Korean food in a foreign country. By smelling and tasting familiar flavours in a 

foreign country, people were able to enjoy comfort. Since smell, taste and sound are the 

senses that remind people of their home, familiar flavour and ingredients, such as garlic, 

made a participant feel comfortable. A participant commented:  
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“The Korean style meal was not good quality at all. But, at least we had Korean 

meals over there! We needed rice…” (GR1-1) Other participant agreed, “…It is Korean 

style meals, anyway, no matter how it is bad… it is Korean style….” (GR1-5) 

Buffet style meals seemed to increase the acceptability of the local foods. By having 

buffet style meals, a participant was able to choose food that was familiar to her. She 

explained that on package tours they had a routine way of eating.      

“We always went to buffet style restaurants. It’s an easy way to make everybody be 

happy. There is no type of food that can make everybody satisfied. …I like Buffet style 

because I am not willing to taste local dishes. I can choose what I want. I was happy 

with having buffet style meals and Korean meals over there.” (GR3-3) 

Being with other Korean tourists was another factor that made participants feel at 

ease. Some participants enjoyed travelling with other Korean families during their trips.  

“We travelled abroad joining a guided package tour. The group was composed of a 

few Korean family units. All together, they were twelve people. It was great (to be with 

them)” (GR 2-4).  

She emphasised that travelling with Korean families in a foreign country made her 

feel quite comfortable. Another participant indicated that she missed other Koreans 

while she was travelling overseas on her own. She commented that she “intentionally” 

stayed at small Korean-run hotels in order to “meet other Korean tourists”.    

4.2.4 Physical and Psychological Risks 

Participants were worried about their well-being during their overseas holidays. One 

of the greatest concerns is criminal harm. One participant commented:  
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“I was afraid of something bad happening if I went out at night. My daughter said 

“Mum you are in your fifties. Nobody is interested in you!” But.. I was just afraid. 

Being in a different country with a different language.... what if somebody attacks me. I 

cannot come back home.”(GR1-1) 

Gunfire was mentioned frequently along with kidnapping, mugging and terrorism. 

One participant said she afraid of going out at night due to crime risks.  

“They have guns! Our tour guides said that they would shoot to anybody who stood 

in their way. … I was afraid of going out at night. We only went out when a car was 

available.”(GR1-1) 

For example, the USA is regarded as the most “risky place” for some participants 

mainly because of the media exposure of American shootings. One participant 

emphasised that she had “no intention of travelling to America in the future because it’s 

too dangerous”.  

Participants are especially concerned about hygiene issues and contacting diseases 

when they travel to developing countries. In addition, physical risks related to political 

instability received considerable comment. For example, China was described as “a 

communist country” and “a country where law is ignored”. 

Psychological risk was generated because people did not know about a foreign 

culture. Participants talked about how they “felt alienated” due to their lack of 

knowledge about the local culture. A participant emphasised that psychological 

discomfort was generated for them because of the different cultural background of a 

host country.   

“..I think … not knowing their culture creates more stress than not knowing their 

language. …..I don’t know whether my behaviour will be accepted or not in their 
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culture. What if I get into trouble because of my behaviour, … there is nothing I can do. 

That’s why the scariest thing is not knowing local culture and lifestyle differences… 

(GR1-4)  

Another concern was “getting lost” while travelling overseas/ A participant 

commented:  

“The scariest thing was ‘getting lost’ at a destination. I cannot communicate with 

anyone. What if I get lost? I can’t even use the subway in a foreign country.” (GR3-5)  

As can be seen, the fear of getting lost seems to be closely related to language 

barriers. Participants were worried about being in a situation where they could not 

handle the problems well on their own especially when they felt there were language 

barriers. Other participants indicated that using public transportation in a host country 

was not easy for them.  

It was noted that participants’ physical and psychological risks become greater when 

they travel to developing countries. A participant emphasised the point:  

“What if we get lost in developing countries? There is no way to come back safely. 

It’s completely different to travelling to developed countries.” (GR2-3)  

4.2.5 Other Perceived Risks 

Participants were also worried about other travel risks, which included financial and 

time risks. Financial risks were mentioned during the focus group interviews. 

Participants were worried about robbery or theft. For example, Manila was described as 

“the place where we lose our mobile phone while talking on it”. Italy was notorious for 

“pick pockets”.  
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A participant seemed to believe that tourists normally pay higher prices than locals. 

She pointed out:  

“They overcharge foreigners. The price we pay is totally different from what local 

people pay in Thailand. It is a serious problem.” (GR3-3)  

A travel agent suggested that, in some cases, joining group tours should be better in 

order to avoid this risk. A travel agent continued:  

“Especially, in South East Asian countries… That’s why people tend to travel in a 

big group.” (A travel agent GR5-3)  

In this case, concerns about “being over charged” seem to be closely related to 

reasons why participants choose to travel by joining organised mass tours.   

Participants were not sure whether it would be the best use of their time if they 

attempted to organise their trip on their own. Pre-organised mass tours were regarded as 

one of the best ways to reduce time risks. A participant commented:  

“If I didn’t join a package tour, I would have wasted so much time researching.” 

(GR3-3) 

One participant pointed out that travelling by coach could considerably reduce the 

amount of time used for transportation in a foreign country.  

“One of the biggest advantages of package tours is providing transportation from 

one destination to another. Of course we can catch a train or a bus to the next 

destination. …. The (public transportation) system may not be developed enough and it 

could ruin my schedule.” (GR2-3) 

Positive conversations about the knowledge of tour guides indicated that participants 

thought it could be crucial for saving time and in decreasing opportunity risks. One 

participant stated: “If I didn’t have a tour guide, I would have not seen as much.” 
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Similarly, most comments about time and opportunity risks were associated with the 

professional services offered by travel agents. In this context, choosing organised mass 

tours were seen as being a good option for reducing their psychological discomfort 

generated by time and opportunity risks.  

The role of a tour guide was mentioned as being critical to reduce opportunity risks. 

A participant mentioned that she was able to visit popular attractions “thanks to” her 

tour guide.  

"I had a chance to eat the most delicious pineapple in Bangkok. The pineapple farm 

was located in the middle of nowhere. Nobody can find it except a professional tour 

guide. The pineapple was so delicious. I am sure there are things only tour guides 

know.” (GR1-3)  

One participant emphasised that “nobody can find it except a professional tour 

guide”. In this case, organised mass tours that include a tour guiding service was an 

attractive way for her to improve her travel experience, because she believed time and 

opportunity risks were reduced by the “profound knowledge” of a tour guide.  

One participant contributed the following information to distinguish the differences 

between participants and tour guides. She referred to tourists as “beginners” and tour 

guides as “professionals”. She was satisfied with her previous trip because she was 

happy with the tour guide she travelled with. She commented:  

“We are beginners. We have no idea where to visit. They [tour guides] lead us to see 

amazing things. They are professionals… They showed amazing places we did not know. 

Everything they recommended was an excellent choice.” (GR1-2)      



98 

 

4.2.6 English Language Barriers 

English language barriers emerged as one of the important themes that influence 

participants’ travel behaviour. A participant was frustrated due to her lack of English 

skills and expressed her feelings in this way:  

"English is the common language. If I could use it well, I would be proud of myself. I 

might not be ignored so much overseas. … I would have a high level of self-

confidence."( GR3-3) As mentioned above, English language barriers were related to 

her self-confidence and other participant also expressed that she “would be proud of 

herself’ if she can speak English fluently.” (GR3-2) 

Language barriers were shown to influence tourists’ decision making about travel-

style. One participant said that she had to choose fully organised mass tours, even 

though she did not prefer them.  

“I would definitely travel independently by only booking accommodation and flights, 

if I were able to communicate (in English). It would give me freedom. However, in 

reality, I can hardly speak English.” (GR2-5) 

Some conversations related language barriers to financial loss. A participant 

emphasised that she “could not avoid paying more” due to lack of English language 

skills.   

“We met a Korean man who has lived in India for a year. He knew how to deal with 

local vendors. Moreover, he spoke fluent English. You can imagine how we got treated 

differently when we were with him. He bargained with them. We saw the price dropping 

lower and lower. We cannot avoid paying more because we’re Asians who aren’t fluent 

English speakers....” (GR3-2) 
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Participants mentioned that they had negative feelings due to her lack of English 

skills. One person stated:  

“If I were able to speak English well, there would be nothing I am worried about. I 

feel disadvantaged because of English.”(GR3-4) Other participant also expressed, 

“Feeling ripped off! “feeling of not being fair” I felt ignored….” (GR3-5) 

Due to anxiety, vulnerability, and stress caused by language barriers, a participant 

mentioned that she had to be passive in a foreign country. She pointed out:  

“If we could communicate in Korean language in overseas, I would be able to deal 

with a situation very well. But in reality it’s not the situation. So I pay whatever the 

vendor asks. I don’t bargain over there.” (GR3-4) As mentioned, language barriers 

appear to drive tourists to be passive if an interpreter or a mediator is not present.  

Furthermore, language barriers prevented participants from interacting with locals. 

Due to language barriers, a participant felt that she was an outsider in the host society 

and this feeling drove her to get along with other Koreans instead of locals.  

“In reality, it should be fine when we travel to overseas even though our English is 

not perfect. The biggest problem is that we are outsiders when travelling to English 

speaking countries even though we are capable of communicating with them well. We 

cannot speak like locals anyway. How can we be accepted in their country? That’s why 

we gather with other Koreans. We make our own group.”(A travel agent GR5-1) 

According to a travel agent, some tourists needed a tour guide because they did not 

want to be embarrassed and lose face in front of other people.  

“Some tourists need a tour guide. (Without a tour guide), difficulties start from on an 

airplane, like problems with entry documents. The documents are all written in English. 

They cannot fill it out on their own. So they feel embarrassed. Within a package tour, 
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that is a tour guide’s job. They fill it out and give it to them. Without a tour guide, who 

can do that?” (A travel agent GR4-1) 

Participants pointed out that lack of English proficiency drove them to choose mass 

tours.  

“There is information available from travel agents, guide books and comments from 

other travellers in the internet. Therefore, if I were able to communicate in English, I 

would not travel with a package tour…..” (GR2-5) A similar comment was made by 

other participant in this way: “.. (there is) No choice but package tours because I can’t 

speak English.” (GR3-3)  

Travel agents also agreed that they tend to recommend an independent travel style 

only when tourists are confident in communicating in English.  

“We consult that English language competency would be the most important factor. 

You should know how to transit, check in and out of hotels, and ask locals for directions. 

In this case, we recommend an independent travel style only to those who are confident 

in English.” (A travel agent GR4-2)  

4.2.7 Busy Lifestyle  

One of the themes that emerged during focus group interviews was time pressure 

generated by their busy lifestyle. Participants spoke about time constraints in relation to 

the ‘tour activity itself’ and ‘time for organisation’. Some participants talked about their 

stress when they had to research a destination on their own. For example, participants 

mentioned: “…had to buy new travel guides”, “all family members had to work 

together to organise the trip”, or “scheduling trips should start at least three months 

ahead, or at the latest one month ahead.” 
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A participant emphasised that the itineraries should be planned in detail.  

“We have to organise the trip in detail when we make our own schedule. We need to 

collect information from everywhere. I think, we need to start organising a trip at least 

three month ahead. The schedule should have great detail… day by day, hour by hour. 

If we can’t do that, we ‘d be better off to choose a package tour.” (GR2-4)  

Another participant mentioned they had to put in a great amount of effort in order to 

get to know a destination well. Her family members tried to gain enough knowledge 

about a destination so that they could play the part of a tour guide.  

“When my family travelled to the USA, we bought a guide book a few months ahead.  

We started first by researching hotels. We divided the research work into small parts 

and let each family member do something. It required a great amount of time and effort 

because we should act as a tour guide.” (GR2-3) 

Time constraints appeared to be related to the cultural characteristics of South Korea. 

In particular, participating family gatherings were exampled. In Korea, it is essential to 

participate in big festivals to show respect for elders.  

“We spend most of our time at work, so time for leisure is limited. During the 

holidays, we are supposed to go and prepare food. We have to do that, you know. We 

visit (our parents) during the first day of the lunar calendar year and we go to church 

on Christmas…” (A travel agent GR4-1)  

Although there are a several official holidays in Korea, it is not easy for people to 

decide to go overseas for a holiday instead of attending family gatherings. One of the 

biggest festivals in Korea is Seollal (Lunar New Year) and another important festival is 

Chuseok (Korean Thanksgiving Day), both of which offer a three-day holiday (Korea 

Tourism Organisation, 2011).  
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Full-time workers seemed to choose pre-organised mass tours to deal with their 

perceived lack of time.  

“Full-time workers in particular cannot afford to enjoy long term holidays. They 

travel overseas for short periods of time, usually a minimum of two days and a 

maximum of four days. They don’t have enough time to adjust or get used to a 

destination. In cases like this, people tend to choose packaged tours as they are well 

organised.”(A travel agent GR5-3)   

4.2.8 Desire to Visit Many Places 

Participants felt time pressure because they wanted to visit as many places as 

possible within a given period.   

“How do you think we travel to five countries in ten days? Just like border 

jumping…. Of course, we provide package products that travel to Paris for seven days. .. 

But it’s not popular. We tend to think that we must visit as many places as possible, 

when we consider the money and time devoted.” (A travel agent GR4-2) 

A participant remarked that he was satisfied with his previous trip because he was 

able to spend time efficiently. In particular, he was happy to have a tour guide who 

provided useful information about the next destination during the time he was travelling 

to the next place.  

“When we travel from place to place, we are in the car listening information about 

the next destination [from a tour guide]… We can get information about the place on 

the way….It would be totally different from going there without any knowledge.” (GR2-

2)  
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By relying on a ‘professional service’, participants tended to believe that they are 

able to save the time needed for researching destinations. In particular, professional 

services were preferred especially during relatively short trips. When it came to 

relatively short holidays, well planned schedules were thought to be essential for better 

travel experiences within a given time-frame.  

“…When we talk about a three night four day trip, or even a seven day trip, it’s a 

short trip. It’s too short. It would not be possible to do all the research on our own. We 

tend to rely on professional service provided by travel agencies.” (GR2-2)  

Participants did not want to waste time adjusting in a foreign country. A travel agent 

further explained:  

“As you know, it takes time to adjust in a new country. ….Especially those who 

cannot afford to spend much time, they tend to think that joining package tours is a 

more efficient way.” (A travel agent GR4-2)  

4.2.9 Lack of Trust 

Lack of trust towards a destination seems to increase participants’ perception of risk 

and their level of discomfort. The economic status and infrastructure of a country were 

related to participants’ perception towards the country. Economic status was mentioned 

when participants talked about their subjective perception toward a country. A 

developed country was regarded as trustworthy and safe. There was no difference 

between Japan and the U.K in terms of participants’ trust towards the country. 

Meanwhile, developing countries were regarded as risky or untrustworthy.  

When a country is regarded as “tourist friendly”, a high level of infrastructure was 

expected. A participant stated:  
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“In general, sightseeing countries (countries that are famous for sightseeing) have a 

good infrastructure, whether they are English speaking countries or not. For example, 

in Thailand, we can read road signs as they provide English version.”(A travel agent 

GR5-2) 

Transport that is easy to use was important for participants to perceive a destination 

as safe and trustworthy.  

“It’s all about infrastructure. Europe? Everything would be fine if somebody drop us 

in Europe… But in Africa? No way! Nor South America. There’s no information.. no 

infrastructure..” (A travel agent GR4-1) One participant also emphasised that lack of 

infrastructure made it difficult for Korean tourists to choose independent trips.  

4.2.10 Not Having Positive Feelings  

During focus group interviews, participants agreed that they tend to rely more on 

professional service when they travel to a country that does not have positive images. 

Depending on whether the information about a destination generated positive or 

negative feelings, participants’ subjective perception towards a country was either 

favourable (emotionally close) or unfavourable (emotionally distant).   

“Three countries, Hong Kong, Germany and Sapporo (Japan), are the destinations I 

really want to visit.  I might travel to Sapporo as an independent traveller….. (I might 

travel to) Germany, by joining a package group tour… to eat sausage and drink beer. 

Hong Kong is another place that attracts me. The ideal travel style might be partial 

package tours only including flight tickets and accommodation.”(GR2-5) 

Germany was perceived as the furthest, Hong Kong was of average distance, and 

Japan was emotionally close. The travel style chosen was dependent on the perceived 
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psychic distance experienced. All inclusive mass tours were considered when travelling 

to Germany; partial package tours were considered when travelling to Hong Kong; 

whilst an independent travel-style was considered for trip to Japan.     

When participants have positive feelings towards a country, they show a willingness 

to travel independently. A participant mentioned that he would choose to travel to Japan 

for his next trp because he had positive feelings towards it.  

“I think my next destination will be Japan. I feel that I should visit Japan first. I am 

quite a beginner in terms of overseas holidays. I am not sure …but Japan has very 

‘clean’ images. There might be lots of things I can learn from them.”(GR2-2) 

A participant also emphasised that she was able to travel to Japan on her own 

because Japan was a familiar country to her. She commented:  

“I prefer independent travelling …always. I was going to visit Hong Kong (on my 

own), but couldn’t make it … Instead, I found somewhere comfortable to visit. That was 

Kyushu in Japan. It is close, familiar, and comfortable for me.” (GR2-5) 

Meanwhile, the situation was totally different when a participant decided to visit 

India on her own.  

“Their reaction was totally different when I told them about my trip to India. They 

said “it is not clean”, or “it is not safe place…” and so on. My friends could not believe 

that I was going to travel to India on my own. They asked to me “seriously?” In 

contrast, it was ok when I was travelling to Japan on my own.”(GR3-2) 

Likewise, Japan was described as the closest by participants. Participants stated that 

they felt close to Japan not only because it is geographically close, but also because it 

shares a similar culture and language with Korea. One participant pointed out that she 

could read most Chinese characters in Japan even though she didn’t know the Japanese 
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language. This is because China, Korea, and Japan have historically shared a written 

language. It was possible for her to read directions in a subway station in Japan even 

though she did not know the Japanese language at all.  

4.2.11 Lack of Knowledge   

Lack of knowledge about a destination appeared to increase participants’ discomfort 

and may explain why participants purchased organised mass tours. A participant 

thought that having more knowledge about a host country would help to get ready to be 

an independent traveller. A participant commented that she would travel overseas 

without a tour guide only after she gained enough knowledge about the country.  

“If I travel to India twice, the first trip would be a package tour. Then, for a second 

trip, I would research the destination and prepare to travel independently. I would visit 

India again when I get ready.” (GR3-1) 

As can be seen, knowledge of cultural differences significantly reduces perceived 

cultural conflicts for tourists. When they did not know about a destination well, 

respondents tended to feel distant. Other participant emphasised that knowledge can be 

achieved by experiencing the culture of a host country.  

“I was afraid of travelling independently to Thailand. Because I felt that it was very 

different from our culture. I was in a packaged group tour on my first visit. But I found 

that it was an amazing country. There were lots of things to do and see. It was so 

attractive. .. I decided to visit again on my own.” (GR1-5)  

As the participant mentioned, she visited Thailand twice. She did not join a mass 

tours on her second visit to Thailand because her previous experience gave her enough 

confidence and knowledge about the country to travel independently.  
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Misunderstandings and lack of knowledge increased participants’ subjective distance 

between two countries. In particular, countries like Middle Eastern and African 

countries were mentioned as “a place we hardly know”, and this perception increased 

participants’ subjective distance between home and host country.  

“The place I am afraid of the most would be …  like.. Bahrain, you know.. the 

Middle East countries. I know that it is from my psychological feelings. Of course, I am 

sure that there would be lots of places that would be worth visiting over there, but … I 

don’t know them, which makes me afraid. I know it is my prejudice to their culture.” 

(GR2-2)  

The participant emphasised that prejudices and sterotypes play a part in his travel 

behaviour. With lack of knowledge and familiarity, prejudices and stereotypes appeared 

to increase his subjective distance between two cultures.  

4.3 Contextualising the Interview Findings  

This section further discusses the findings of focus group interviews by reviewing 

how the themes are related to each other and how these themes influence Korean 

tourists’ preference for mass tourism. In order to increase the robustness of the 

interpretations, previous literature is referenced to corroborate the interpretation of the 

findings. Five categories are discussed including tourists’ needs for comfort, perceived 

risks, language barriers, time constraints, and psychic distance.  
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4.3.1 English Language Barriers 

English language barriers were clearly demonstrated during focus group interviews. 

Participants felt “stressed” and “frustrated” due to their lack of English skills. 

Participants expressed that they would be “proud of themselves” if they could speak 

English fluently. They wanted to have “more freedom” by travelling independently and 

thought they could achieve this if were able to communicate well in English. They were 

afraid of being “embarrassed” in front of other people. Due to language barriers, 

participants “became passive”, “felt outsider”, “felt ignored”, and they “had to travel 

with other Koreans”.  

Previous studies in the area of international business have suggested the significance 

of language barriers in understanding individuals’ behaviour, as they generate feelings 

of discomfort (Hofstede, 1997; Welch and Welch, 2008). Due to anxiety, vulnerability, 

and stress, individuals become passive and need an interpreter (Welch and Welch, 2008). 

However, when compared to research in the international business area, language 

barriers have rarely been investigated in the tourism context (Cohen and Cooper, 1986; 

Harzing and Feely, 2008). During focus group interviews, English language barriers 

were clearly evident. This study found that English language barriers increases tourists’ 

needs for psychological comfort. Being with a tour guide and forming groups with other 

Koreans seemed to help participants deal with their anxiety. 



109 

 

4.3.2 Time Constraints 

Issues regarding time constraints emerged during focus group interviews. The 

findings suggest that participants felt time constraints 1) due to their everyday ‘busy 

lifestyle’ and 2) due to their desire to visit many places within a given period.  

4.3.2.1 Busy Lifestyle 

Previous literature has suggested that time constraints are one of the important 

underlying dimensions of constraints (Crawford, Jackson and Godbey, 1991; Jackson et 

al. 1993). In the area of leisure, there has been a considerable amount of research 

regarding constraints; however, relatively little attention has been paid to constraints in 

tourism (Hung and Petrick, 2010a). Many participants stated that they had to deal with 

lack of time. Time pressure has started even before departure; they did not have enough 

time for researching a destination. Organising an overseas trip was very stressful, as it 

was a time consuming job for them. A participant commented, “It required a great 

amount of time and effort because we should act as a tour guide”. As previous studies 

suggested, a considerable amount of time should be paid to gain knowledge about a 

destination if tourists want to travel independently (Tsaur, Yen and Chen, 2010; Hyde 

and Lawson, 2003).  

A travel agent pointed out that tourists who want to save time adjusting in foreign 

culture tend to choose organised mass tours. This is because, due to time constraints, 

efficiency of time management becomes more important. Choosing organised tours was 

one of the ways that can reduce participants’ discomfort generated by time constraits. 
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This is consistent with Sheldon and Mak’s (1987) notion whereby people with issues of 

time constraint tried to minimise time costs using various ways.  

4.3.2.2  Desire to Visit Many Places 

Time constraints were also generated due to desire for visiting many places. To learn 

more about a destination, participants wanted to visit as many places as possible, 

although they had to deal with busy schedules. They appear to make an effort to 

maximise utility to negotiate with constraints (Graham, 1981; Crawford et al., 1991). As 

a travel agent pointed out, travelling five countries in ten days is “just like border 

jumping”. Tourists seem to consider that visiting many places can compensate for 

“money and time devoted”.  

A participant remarked that he saved a lot of time by following pre-organised group 

tours. It was noted that he was satisfied with the trip because he was able to spend time 

most efficiently. “When we are in the car listening to information about the next 

destination (from a tour guide)… We can get information about the place on the way…” 

According to Hall and Hall (1987), polychronic time orientation is preferred in high-

context cultures. Considering that South Korea is a high-context cultural background, 

tourists may prefer to do multi-tasking and to spend time efficiently while travelling 

overseas.  

4.3.3 Psychic Distance 

Psychic distance is an individuals’ subjective perception about distance between 

home and a host country (Swift, 1999; Evans and Mavondo, 2002). Based on previous 

literature and interview data, this study identified three underlying themes that affect 
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tourists’ psychic distance; participants felt psychic distance towards a country when 1) 

they have a lack of trust, 2) do not have positive feelings, and 3) have a lack of 

knowledge about a destination. The participants’ perceptions regarding a destination 

were found to be related to tourists’ travel style choice as well as destination choices.   

4.3.3.1 Lack of Trust 

The feelings of psychic distance were subjective and relative. Since psychic distance 

is an individual feeling about the differences between cultures at the individual level 

(Ojala, 2008; Sousa and Bradley, 2008), participants always made comparisons when 

talking about their feelings towards a country. For example, “Germany was perceived 

as the furthest”, “Hong Kong was of average distance”, and “Japan was the closet”. 

When choosing travel-style, participants appeared to be influenced by the subjective 

distance they had toward a host country. When participants felt close to a country, an 

independent travel type was considered as acceptable; however if they felt they had 

distant feelings, they preferred relying on professional service offered by a travel agent.   

Due to lack of trust, participants were not comfortable to travel independently. 

Economic status was mentioned frequently when participants were talking about their 

previous travel-style. Developed countries were regarded as trustworthy and safe. Ease 

of use of transport was also important for participants when evaluating a destination. 

The literature shows that the infrastructure of a country was an important element when 

promoting a country as a tourist destination (Khadaroo and Seetanah, 2007).   
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4.3.3.2 Not Having Positive Feelings 

Participants felt closeness towards a destination if they had positive feelings about it. 

A participant mentioned that he felt comfortable when he visited Japan because of its 

positive image. Similar situations can be found in previous studies where it was noted 

that individuals’ positive or negative feelings predict and explain tourist behaviours 

(Crompton and Kim, 2001; Ankomah et al., 1996).  

4.3.3.3 Lack of Knowledge 

The knowledge of the host country seemed to influence participants’ subjective 

distance towards a destination. When they have a lack of knowledge about a destination, 

respondents tend to feel greater psychic distance. A participant stated that she “knew 

about American culture” because she “watched many American movies and dramas”. 

Other participants stated that they “knew well” the country because “they’d visited it 

previously’ or “they have extensively researched the destination”. A participant felt 

confident in travelling to Thailand on her own when she made her return visit to 

Thailand. With having knowledge on the country, she felt less distance toward the 

country. This can be explained by the travel career ladder suggested by Pearce and Lee 

(2005), in which it was noted that more experienced tourists tend to seek a greater level 

of local experiences as they have a relatively lower risk perception. In particular, 

countries like Middle Eastern and African countries were mentioned as “a place we 

hardly know”, which increased the psychological gap between the home and host 

countries. Previous studies suggest that people tend to have lower psychic distance if 

they gain more information about a country (Crompton and Kim, 2001; Brewer, 2007; 
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Reisinger and Turner, 2002). According to Litvin, Crotts, and Hefner (2004), people 

who have greater psychic distance are more likely to purchase package tours to reduce 

their psychological discomfort.  

4.3.4 Perceived Risks  

During focus group interviews, various travel related risks were addressed. 

Participants were concerned about physical, psychological, financial, opportunity and 

time risks. Details of perceived risks are presented.  

4.3.4.1 Physical and Psychological Risks 

Participants were worried about “food poisoning” and “exposure to criminal harm”. 

In particular, concerns about criminal harm seemed to be more significant compared to 

other risks, which is somewhat different from previous studies. Westeners tended to 

show a high level of concern about disease or infection when travelling to developing 

countries (Simpson et al., 2008; Lepp and Gipson, 2003). Issues regarding hygiene 

problems and infectious diseases were also discussed during interviews, which reflects 

previous studies (Dolnicar, 2005; Kozak, Crotts, and Law, 2007; Sonmez and Graefe, 

1998b). 

Participants spoke about feeling “alienated” due to their lack of knowledge about 

local culture, which generated high levels of psychological risks. They were not sure 

whether their behaviour “will be accepted or not in their culture”. In addition, a fear of 

“getting lost” was mentioned. The organised mass tours were regarded as suitable for 

those who have high levels of psychological risks.  
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4.3.4.2 Other Travel Risks 

 Financial risks were identified during focus group interviews. Participants 

expressed concerns, saying that they were worried about “being over charged”. 

Financial risks appeared to increase participants’ discomfort as they tend to believe that, 

if they travelled independently, they may pay a “higher price than locals”. In addition, 

participants did not want to waste time during their trips. It should be noted that most 

comments regarding time/opportunity risks were associated with the “professional 

service” offered by a travel agent. This indicates that perceived risks are related to 

psychological needs for comfort which encourages tourists to choose pre-organised 

mass tours. Participants emphasised how organised schedules and the knowledge of tour 

guides helped them feel comfortable. The importance of a tour guide has been supported 

in previous studies (Min, 2011; Zang and Chow, 2004).  

4.3.5 Seeking Psychological Comfort    

Three themes are classified as underlying dimensions that explain Korean tourists’ 

psychological needs for comfort. Participants expressed that they felt psychologically 

comfortable while travelling overseas through 1) having protection, 2) avoiding 

interactions, and 3) having familiar elements around them.   

4.3.5.1 Having Protection 

Participants wanted to have feelings of being protected during their trips. It seems 

that participants’ desire for worry-free feelings is related to their travel-style choice. 

Research has suggested the importance of feeling protected in understanding tourist 
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behaviour (Evans, 1976; Hung and Petrick 2010b; Uriely, Maoz and Reichel, 2009); 

however not much attention has been paid to this topic. Participants emphasised that if 

they joined a package tour they felt they had “a helping hand” and this assistance gave 

them psychological comfort. In the same vein, the role of tour guide was important for 

those who sought psychological comfort. Previously, Reisinger and Mavondo (2005) 

described a tour guide as someone who can assure that everything is under control. 

Cohen (1985) also mentioned that a tour guide plays a part as “pathfinder” and a 

“mentor” (p.7).  

4.3.5.2 Avoiding Interaction 

Participants seem to seek psychological comfort by avoiding interactions with locals 

including service providers. Due to a “strange environment”, participants felt 

“stressed”, which encouraged them to act passively. Participants said that they were 

passive trying not to have any conflicts. A similar situation was found in Chang, Kivela, 

and Mak’s (2010b) study where it was noted that Chinese tourists who were travelling 

in Australia tried to avoid interactions with Australian service providers. Previous 

studies suggested that members of collectivistic cultures are more likely to avoid 

conflicts than members of individualistic cultures (Ting-Toomey, 2005; Oetzel and 

Ting-Toomey, 2003).  

4.3.5.3 Having Familiar Elements 

Participants seek psychological comfort by having familiar elements around them. In 

particular, Korean food was important for some participants. By having Korean food, 

some participants were able to “reduce stress” while travelling overseas. By smelling 
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and tasting familiar flavours, people appear to feel a sense of home. Participants of this 

study also mentioned that one of the ways to overcome discomfort was to bring 

“something very Korean”, such as “hot chilli paste”, “instant noodle”, or “vacuum 

packed rice”. In a similar way, Chinese tourists brought “soy sauce” or “pickled 

vegetables” to feel a sense of home and to reduce the strangeness of foreign cuisine 

(Chang et al., 2010a). It was also noted that American tourists were happy to have 

meals at American fast food chains because they could feel at home having familiar 

food in a foreign country (Traiger, 2008).  

4.3.6 Overall Findings  

The themes identified from the focus group interviews and relevant literature are 

classified under the following five categories; tourists’ needs for comfort, perceived 

risks, language barriers, time constraints, and psychic distance. By reviewing findings 

from focus group interviews and previous literature, this study suggests main constructs 

and their underlying dimensions. For example, it was noted that South Korean tourists 

seek psychological comfort by ‘having protection’, ‘having familiar elements’ and 

‘avoiding interactions’. Due to a lack of ‘trust’, ‘positive feelings’, and ‘knowledge’ 

toward a destination, tourists have psychic distance towards a host country, which 

increase discomfort. Time constraints are generated due to tourists’ ‘busy lifestyle’ and 

‘desires to visit more places’. Perceived risks include physical, psychological, and other 

risks. The findings from focus group interviews contextualised within relevant literature 

are summarised in Figure 4-1.  
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Figure 4-1 The main constructs and their underlying dimensions 

4.4 Hypotheses and the Proposed Model 

This study addresses five research questions, which include tourists’ psychological 

needs for comfort, perceived risks, English language barriers, time constraints, and 

psychic distance. The nine hypotheses proposed were based on previous literature and 

qualitative results. The proposed model of this study is also presented in this section.  

4.4.1 Research Questions and Hypotheses  

Research Question 1 
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Is English language perceived by Korean tourists as ‘barriers’ to travel 

independently? If so, how do English language barriers influence tourists’ 

preference for mass tourism?  

 

Language barriers influence the level of an individual’s interaction with others 

(Hofstede, 1997; Cohen and Cooper, 1986; Welch, Welch and Piekkari, 2005). Previous 

studies suggested that tourists’ language barriers should be considered as important in 

understanding their behaviours (Han, 2005; Traiger, 2008; Chen and Hsu, 2000; Chang, 

Kievela, and Mak, 2010b; Reisinger and Mavondo, 2005). From the perspective of non-

native English speakers, language barriers might be severe as most of the service 

providers around the world use English (Ahmed and Chon, 1994; Cohen and Cooper, 

1986). As English is accepted worldwide as the lingua franca, individuals from non-

native English speaking backgrounds are highly likely to feel uncomfortable when they 

use English in a foreign country (Swift, 1999; Welch et al., 2005; Harzing and Feely, 

2008).  

Previous studies pointed out that those who are not competent in English may have 

serious language barriers unless they are accompanied by an interpreter (Ahmed and 

Chon, 1994; Chen and Hsu, 2000). Due to language barriers, tourists have feelings of 

discomfort, anxiety, and vulnerability while travelling overseas (Resinger and Mavondo, 

2005; Basala and Klenosky, 2001; Cohen and Cooper, 1986). In a similar way, poor 

English levels may increase tourists’ feelings of discomfort and anxiety in a foreign 

country, which lead them to seek various ways to reduce the dicomfort (Cohen and 

Cooper, 1986; Harzing and Feely, 2008; Reisinger and Mavondo, 2005).  
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Based on the qualitative research data and previous literature, this study proposes 

that Korean tourists may feel discomfort due to English language barriers during 

overseas holidays. Focus group respondents identified the significance of English 

language barriers in understanding Korean mass tourists. During interviews, it was 

noted that English language barriers significantly increased participants’ discomfort and 

various travel related risks. Accordingly, this study proposes that the English language 

barriers experienced increase tourists’ perception of risk and also increase the 

psychological need for comfort for Koreans in the context of overseas holiday. H1 and 

H2 are presented as follows.  

H1: A tourist’s level of English language barriers is related to the level of perceived 

risks.  

H2: A tourist’s level of English language barriers is related to the level of encapsulated 

travel.  

 

Research Question 2 

Do tourists’ time constraints play a part in preference for mass tourism? If so, 

how do time constraints influence tourists’ preference for mass tourism?  

 

Previous research identified time constraints as one of the important leisure 

constraints (Jackson, Crawford and Godbey, 1993; Crawford, Jackson, and Godbey, 

1991; Jackson, 1993; Nyaupane and Andereck, 2008). In the same vein, time constraints 

have been suggested as a significant factor in understanding tourist behaviour (Gilbert 

and Hudson, 2000; Ankomah, Crompton, and Baker, 1996; Bansal and Eiselt, 2004; 

Nyaupane and Andereck, 2008; Hung and Petrick, 2010b).  
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As individuals’ time perception is subjective and is affected by cultural backgrounds 

(Adams and Eerde, 2010; Hall and Hall, 1987; Manrai and Manrai, 1995), time 

constraints in relation to overseas holidays may differ among different cultures. Given 

that most Asian countries including South Korea have a high-context culture (Hall and 

Hall, 1987), Korean tourists are likely to put more value on work than leisure (Manrai 

and Manrai, 1995), which may increase time constraints for Korean tourists in relation 

to overseas travel.  

Under the constraints of time, individuals tend to perceive a greater time cost 

(Gursoy and McCleary, 2004). In order to enjoy leisure activities, it is important for 

individuals to find ways to negotiate with time constraints (Hubbard and Mannell, 2001; 

Crawford et al., 1991; Jackson and Rucks, 1995; Hung and Petrick, 2010b). Previous 

research found that those who perceive time cost as great are less likely to spend time 

for gaining information (Fodness and Murray, 1998). When it comes to overseas 

holidays, a considerable amount of knowledge about a destination is needed if a tourist 

desires to travel independently (Tsauer et al. 2010; Murphy and Pearce, 1995; Hyde and 

Lawson, 2003). With a lack of knowledge about a destination, tourists are likely to have 

high levels of perceived risk regarding overseas holidays and to desire to have someone 

who can make sure that everything is under control.  

Based on the qualitative research and previous literature, this study proposes that 

time constraints increase tourists’ psychological needs for comfort. Focus group 

interviews identified the significance of time constraints in understanding Korean 

tourists’ preference for mass tourism products. Accordingly hypothesis 3 and 4 are 

proposed as follows; 

H3: A tourist’s level of time constraints is related to the level of perceived risks.  
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H4: A tourist’s level of time constraints is related to the level of encapsulated travel.  

 

Research Question 3  

Does the psychic distance between home and host country play a part in 

preference for mass tourism? If so, how does psychic distance influence tourists’ 

preference for mass tourism?  

 

Psychic distance between home and a host country is subjective and comparative 

(Evans and Mavondo, 2002; Swift, 1999; Ankomah and Crompton, 1992; Walmsley 

and Jenkins, 1992a). Psychic distance is affected by individuals' previous experiences 

and cultural backgrounds (Ankomah and Crompton, 1992; Cook and McCleary, 1983). 

The underlying dimensions of psychic distance include familiarity, attractiveness, 

geographic distance, and experience (Ojala, 2008; Brewer 2007; Sousa and Bradley, 

2006; Shenkar, 2001).   

Previous studies have shown that psychic distance affects individuals' behaviour 

(Evans, Mavondo, and Bridson, 2008; Crotts, 2004; Ankomah et al., 1995; Cook and 

McCleary, 1983; Crompton and Kim, 2001; Yavas, 1987). Moreover, psychic distance 

was suggested to be related to tourists' risk perceptions (Evans et al., 2008; Tasci, 2009), 

psychological discomforts (Hottola, 2004; Pizam, 1996), willingness to interact with 

locals (Kosster et al. 2008), and attitudes on service providers of travel industries 

(Enoch, 1996; Nicolau, 2008; Crotts, 2004). 

With greater psychic distance, touirsts have greater barriers when they deal with 

culture-related misunderstandings, which, in turn, increase their feelings of discomfort 

in a host country (Pizam, 1996; Crompton and Kim, 2001; Litvin, Crotts, and Hefner, 
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2004). Previous studies suggested that individuals with a higher level of psychic 

distance tend to perceive themselves as a stranger in a foreign environment (Tasci, 

2009; Enoch, 1996). If tourists feel they have significant differences with a host country 

in values and political or economic systems, it is not easy for them to feel comfortable 

and relaxed because they are not sure whether they can handle problems well (Pizam, 

1996). For this reason, psychic distance was negatively related to willingness of 

interaction with locals in a host country (Kosster et al., 2008). Crotts (2004) also 

showed that if individuals have greater psychic distance, they have a greater level of 

perceived risk, which leads them to visit fewer destinations, spend fewer days, and/or 

prefer to be accompanied by a tour escort (Crotts, 2004).  

Based on the qualitative research and the literature, this study proposes that tourists’ 

perception of risk and their level of psychological need for comfort are increased by the 

level of psychic distance. During focus group interviews, psychic distance seemed to be 

related to tourists’ psychological discomfort. If tourists feel strangeness towards a host 

country, they seek to travel in an ‘environmental bubble’ where they can be protected 

and cared for. With greater psychic distance, tourists are also expected to feel insecure 

and perceive more travel risks. Therefore, hypothesis 5 and 6 are proposed as follows;  

H5: A tourist’s level of psychic distance is related to the level of perceived risks.  

H6: A tourist’s level of psychic distance is related to the level of encapsulated travel.  

 

Research Question 4 

Do perceived risks influence Korean tourists’ travel-style choice? If so, how do 

perceived risks influence tourists’ preference for mass tourism?  
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Previous research showed that perceived risks play a role in tourist behaviour in 

various ways (Mitchell et al., 1999; Reichel et al., 2007; Reisinger and Mavondo, 2005; 

Noh, 2006; Kozak et al., 2007; Mitchell and Vassos, 1997; Mitchel and Greatorex, 

1993). Tourists’ risk perception is affected by several factors, such as their self 

confidence, cultural backgrounds, and previous experiences (Locander and Hermann, 

1979; Simpson and Siguaw, 2008; Kozak et al., 2007).  

Tourists make great efforts to reduce perceived risks using various strategies 

(Gudykunst and Hammer, 1988; Mitchell et al., 1999). For example, previous studies 

showed that increasing familiarity and reducing uncertainty are one of the most useful 

risk-reducing strategies when people try to adjust to different cultures (Lee, Grbarino, 

and Lerman, 2007; Crotts, 2004; Mitchell et al., 1999; Gudykunst and Hammer, 1988). 

Moreover, those who have a high level of perceived risks are expected to seek 

psychological comfort while travelling overseas. It has been suggested that tourists seek 

familiar surroundings as a way to eliminate feelings of discomfort (Cohen and Cooper, 

1986; Weaver, 2004).  

Choosing organised mass tours can be a good option when tourists want to deal with 

perceived risks related to overseas travel, because organised tours can reduce 

uncertainty about a destination. As Litvin, Crotts and Hefner (2004) point out: “the 

greater the need to avoid uncertainty and risk, the more likely a person is to place higher 

reliance upon travel channel members for their travel planning (tour operators, etc.).” 

(p.33-34). Previous studies showed that, with mass tourism products providing tourists 

with a tour guide and pre-organised schedules, those who purchase mass tourism 

products are likely to enjoy psychological comfort (Gudykunst and Hammer, 1988; 

Crotts, 2004).  
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Based on previous studies and focus group interviews, this study proposes that 

perceived risks are positively related to tourists' preference for mass tourism as well as 

to psychological needs for comfort. During focus group interviews, the role of 

perceived risks was clearly supported. Accordingly, hypothesis 7 and 8 are proposed as 

follows; 

H7: A tourist's level of perceived risks is related to tourists’ preference for organised 

mass tours.  

H8: A tourist's level of perceived risks is related to the level of encapsulated travel.   

 

Research Question 5 

Do mass tourists purchase organised mass tours in order to gain psychological 

comfort? If so, how does this dimension influence tourists’ preference for mass 

tourism?  

 

This study borrows Cohen’s (1972) “environmental bubble” and introduces a term 

“encapsulated travel”. The concept of an “environmental bubble” indicates the extent to 

which tourists desire to be enclosed within familiar surroundings to avoid feelings of 

strangeness in a foreign country (Cohen, 1972; 1979). To reduce feelings of strangeness, 

tourists prefer to have familiar things in the invironment around them (Weaver, 2004; 

Jacobsen, 2003; Maoz, 2007). By having a familiar environment in a foreign country, 

tourists are able to enjoy psychological comfort (Hottola, 2004; Cohen and Cooper, 

1986; Hung and Petrick, 2010b; Jacobsen, 2003). The organised mass tours are one of 

the most extreme travel-types that provide home-like environments for those who seek 

high levels of familiarity (Basala and Klenosky, 2001; Cohen, 1972). Organised mass 
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tours provide tourists with itinaries including a variety of services, such as, 

accommodations, activities, meals, schedules, and a tour guide, which significantly 

reduce psychological discomfort during overseas travelling (Basala and Klenosky, 

2001; Harris and Duckworth, 2005; Wong and Lau, 2001).  

In the Korean context, familiar environments can be more important as members of 

high-context cultures tend to be more sensitive towards feelings of strangeness than 

members of low-context cultures (Gudykunst, 1983; Hall and Hall, 1987). Individuals 

in high-context cultures consider strangers as more unknown and unpredictable, which 

makes them more cautious in interaction with strangers (Hall and Hall, 1987). Koreans 

tend to worry about ‘new and unfamiliar situations’ and try to avoid confrontation (Kim, 

Pan, and Park, 1998). For those who are not comfortable with alien environments 

perceived them to be unknown and unpredictable, organised mass tours can be preferred 

to avoid the strangeness of the host society (Cohen, 1972; 1979; Basala and Klenosky, 

2001; Wong and Lau, 2001).  

Focus group interviews identified the underlying dimensions of tourists’ 

psychological needs for comfort and its role in understanding mass tourists in the 

Korean context. It was clearly evident that participants tend to choose organised mass 

tours in order to reduce their psychological discomfort. Based on the qualitative 

research and the literature, this study proposes that “encapsulated travel” is a strong 

predictor of tourists’ preference for organised mass tours. Accordingly, hypothesis 9 is 

proposed as follows;  

H9: A tourist's level of encapsulated travel is related to preference for organised mass 

tours.  
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4.4.2 The Structural Model  

Based on previous literature and qualitative results, nine hypotheses were proposed. 

The constructs are “English language barriers”, “psychic distance”, “time constraints”, 

“perceived risks”, “encapsulated travel”, and “preference (for organised mass tours)”. 

The proposed model of this study is presented in Figure 4-2.  

 

 

Figure 4-2 The proposed framework of the current study 

 

In the structural model, “preference (for mass tourism)” is proposed to be increased 

by “perceived risks” and “encapsulated travel”. “Perceived risks” and “encapsulated 

travel” are proposed as constructs that mediate between “preference” and three 

antecedents (English language barriers, time constraints, and psychic distance).  

In summary, the proposed hypotheses are as follows; 
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H1: A tourist’s level of English language barriers is related to the level of 

perceived risks. 

H2: A tourist’s level of English language barriers is related to the level of 

encapsulated travel.  

H3: A tourist’s level of time constraints is related to the level of perceived risks.  

H4: A tourist’s level of time constraints is related to the level of encapsulated 

travel.  

H5: A tourist’s level of psychic distance is related to the level of perceived risks.  

H6: A tourist’s level of psychic distance is related to the level of encapsulated 

travel.  

H7: A tourist's level of perceived risks is related to the level of preference for 

organised mass tours.  

H8: A tourist's level of perceived risks is related to the level of encapsulated 

travel.   

H9: A tourist's level of encapsulated trave is related to the level of preference for 

organised mass tours.  

 

4.5 Chapter Summary   

This chapter reviewed the qualitative research findings in the context of the relevant 

literature. In the first section, a total of eleven themes were addressed from focus group 

interviews. For example, participants expressed that they decided to join organised mass 

tours to feel protected, otherwise they feel vulnerable. Other reasons that encouraged 

participants to choose mass tourism include language barriers, strange food, and lack of 



128 

 

knowledge. In the second section, the findings of focus group interviews were discussed 

and further illustrated how themes are related to each other and how they influence 

tourists’ preference for mass tourism. Participants expressed that they felt 

psychologically comfortable while travelling overseas by having protection, avoiding 

interactions, and having familiar elements around them. During focus group interviews, 

various travel related risks were addressed, including physical, psychological, financial, 

opportunity and time risks. Also it was noted that participants feel distant towards a host 

country due to lack of trust, not having positive feelings, and lack of knowledge abouta 

destination. Time constraints were generated because participants were too busy and 

they wanted to maximise efficiency by visiting as many places as possible in the given 

time. The findings of focus group interviews were interpreted in the next section. To 

increase the robustness of the interpretation, the findings were contextualised in relation 

to previous literature. In the last section, nine hypotheses were proposed, which were 

presented along with research questions. The structural model of this study was 

displayed, in which the relationships among the six constructs. “English language 

barriers”, “psychic distance”, “time constraints”, “perceived risks”, “encapsulated 

travel”, and “preference (for mass tourism)” were established. In the next chapter, the 

process of scale development is reviewed.  

 



129 

 

CHAPTER 5. SCALE DEVELOPMENT 

5.1 Chapter Overview  

The process of scale development is reviewed in this chapter. A rigorous scale 

development process was undertaken prior to testing the hypotheses of the current study. 

An overview of the scale development procedure is given in the first section. This study 

employed a five stage process following recommendations from a review of previous 

literature (Churchill, 1979; Gerbing and Anderson, 1988). The techniques employed for 

this study are reviewed in the second section and the finalised scale items are provided 

in the last section.      

5.2 The Procedure of Scale Development 

Measurement scales are designed to “reflect the meanings of constructs of interest” 

(Hung and Petrick, 2010a, p.212). In developing measurement scales, reliability and 

validity are central issues. Reliability means dependability or consistency; validity 

refers “how well an idea fits with actual reality” (Neuman, 2006, p. 188). The current 

study adopts the procedure recommended by Churchill (1979). This process is 

commonly accepted in consumer research (Li, Edwards, and Lee, 2002) and has been 

used previously in tourism studies (see Hung and Petrick, 2010a; Mo, Howard, and 

Havitz, 1993; Yiannakis and Gibson, 1992; Lee and Crompton, 1992; Basala and 

Klenosky, 2001). To achieve a rigorous scale development, this study has incorporated 

Gerbing and Anderson’s (1988) suggestion of conducting confirmatory factor analysis 

for the stricter interpretation of dimensionality. The procedure of scale development 
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employed in this study is presented in Figure 5-1. The five stages of scale development 

are listed in the left column of the figure, whilst the right column shows the techniques 

employed for the current study.  

 

  

Figure 5-1 The procedure of scale development 

 

5.3 Techniques Employed for this Study   

This section reviews scale development techniques employed for the current study. A 

literature review was carried out, followed by qualitative research to generate items. To 

purify measurement items, a pilot study was undertaken. Based on the results of a pilot 

study, measurement items were revised. The scale items were further purified through 

an online survey. Details of five stages are reviewed in this section.   
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5.3.1 Understanding of Main Constructs   

During the first stage, a thorough literature review was undertaken to gain a better 

understanding of the main constructs of this study. The constructs are “environmental 

bubble”, “perceived risks”, “English language barriers”, “time constraints”, “psychic 

distance”, and “preference for organised mass tours”.  

5.3.2 Item Generation    

Qualitative data were collected through focus group interviews. The details of the 

qualitative data collection and analysis are provided in chapter 4. Items were generated 

from the qualitative data and the review of the literature. The analysis of the qualitative 

data clarified and generated items for the main constructs. The qualitative data also 

assisted in finding appropriate words and sentences (Devellis, 2003; Churchill, 1979; 

Hung and Petrick, 2010a).  

5.3.3 Purifying Measurement Scales 

The third stage comprised a pilot study to purify the measurement items and to 

improve the survey instrument. For the pilot study, a self-administered online survey 

was conducted in South Korea in Korean language utilising a panel obtained from a 

research firm (www.panel.co.kr). A total of 300 complete and useable responses were 

collected for the pilot study. The respondents were well distributed in terms of gender 

(150 male, 150 female) and age (in their 20’s 25%, 30’s 30%, 40’s 26%, and over 50’s 

19%). The pilot study data was used to purify scale items.  

http://www.panel.co.kr/
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5.3.3.1 Instrument Design for Pilot Study 

The survey instrument is comprised of three sections. In the first section of the 

instrument, respondents were asked to recall their previous overseas experiences and to 

indicate their most recent travel destination in a multiple-item question. To support 

participants with answering questions, the name of the destination they selected was 

systematically displayed on the questionnaire throughtout the survey. Five items were 

designed to measure tourists’ preference for mass tours.  

In the second section, items were developed to measure tourists’ psychological needs 

for comfort, perceived risks, time constraints, English language barriers, and psychic 

distance. Tourists’ psychological needs for comfort were measured with fifteen items 

derived from the literature (Mo, Howard, and Havitz, 1993; Yiannakis and Gibson, 

1992; Lee and Crompton, 1992; Basala and Klenosky, 2001) and qualitative data. A 

total of twenty nine items were generated for measuring “perceived risks” (Fuchs and 

Reichel, 2006; Sonmez and Graefe, 1998a; Kozak, Crotts and Law, 2007; Dolnicar, 

2005; Simpson and Siguaw, 2008; Reisinger and Mavondo, 2005). Fourteen items were 

generated to measure “time constraints” (Hung and Petrick, 2010a; Nyaupane and 

Andereck, 2008; Crawford, Jackson, and Godbey, 1991). To measure “psychic 

distance”, a total of nineteen items were generated based on previous research (Evans 

and Mavondo, 2002; Swift, 1999; Ankomah and Crompton, 1992; Ojala, 2008; Shenkar, 

2001; Dow and Karunaratna, 2006). Respondents were asked to indicate their 

agreement with an item on a 7-point Likert-type scale in all items, anchored by (1) 

strongly disagree to (7) strongly agree. Four demographically related questions about 

gender, age, job, and income were included in the last section.  
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5.3.3.2 Purification of Scale Items 

An exploratory PCA was conducted in SPSS version 18.0. The purpose of this 

analysis was to identify low loading (< .50) and complex items. Complex items are 

those that have a loading of above .30 to more than one factor (Hair et al., 2010). The 

results showed that items measuring “encapsulated travel” were grouped into three 

components with an explanation of 68.5% of total variance. The construct of “perceived 

risks” had five factors with an explaination of 72.9% of total variance. “Time 

constraints” had three components with three components explaining 74.2% of total 

variance. The nineteen items that meausred “psychic distance” were grouped into four 

components with an explanation of 77.6% of total variance. The internal reliability of 

each construct was then assessed using Cronbach’s alpha (Churchill, 1979; Hung and 

Petrick, 2010). All Cronbach Alpha results exceeded the value of .70.  

Based on the results, decisions were made regarding which items should be retained, 

changed, or removed. If constructs had too few retained items, new items were 

generated and added to improve the measurement scales. Appendix 1 shows the 

measurement items included in the pilot study and it provides details of the actions 

taken in respect of each item. Firstly, a total of sixty-seven items were retained without 

any change from the pilot study. The results of the analysis indicated the items were 

reliable and appropriate for use in the next stage. Secondly, eight items were revised 

using different wordings. For example, in measuring “protection”, an item was changed 

from “I should know a tour guide I can trust if I have a problem” to “I should know 

somebody I can trust if I have a problem”. Thirdly, thirteen items were deleted as they 

were complex or had low factor loadings. Finally, seventeen new items were added to 

strengthen the measurement scales.  
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As a result, twenty items formed the final measurement scale for “encapsulated 

travel”. The measurement scale for “perceived risks” comprised thirty items. Five items 

formed for the measurement scale for “preference (for organised mass tours)” and six 

items remained for “English language barriers”. Fourteen items formed the 

measurement scale for “time constraints” and seventeen items formed the scale for 

“psychic distance”. These retained scale items were further assessed in the following 

stage.  

5.3.4 Data Collection 

The fourth stage comprised the main study through an online survey using the 

refined scale items. A self-administrated online survey was conducted in South Korea. 

Data were collected from an online panel of a research company, Embrain 

(www.panel.co.kr). This provider was used because it has the widest range of online 

panels in South Korea. A total of 438 complete and usable responses were collected. 

Details of the survey including demographic profiles are provided in chapter 3 (section 

3.5.1).  

5.3.5 Assess Reliability and Validity  

An exploratory PCA was undertaken to identify factor structures. The correlation 

matrix and anti-image correlation were examined to ensure the adequacy of the analysis 

(Hair et al., 2010). The KMO measure of sampling adequacy and Bartlett’s test of 

sphericity were also examined to ensure adequacy. An oblique rotation was employed 

as correlations among components were above the recommended value of .32 

(Tabachinick and Fidell, 2007). Components with an Eigen value greater than 1.0 were 

http://www.panel.co.kr/
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extracted. Factor structures were examined and low loading or complex items were 

removed. The scales were also assessed for internal reliability with a value of .70 or 

greater being acceptable (Hair et al., 2010).  

The resultant constructs were subject to a confirmatory factor analysis (CFA) using 

AMOS 18.0. A confirmatory factor analysis was suggested to provide a stricter 

interpretation of unidimensionality than can be provided by more traditional methods 

(Gerbing and Anderson, 1988). A more rigorous evaluation of dimentionality can be 

undertaken when a confirmatory factor analysis of a multiple-indicator measurement 

model is used. Each construct was further assessed by examining convergent validity 

and discriminant validity (Reisinger and Mavaondo, 2006b; Hair et al., 2010). 

Convergent validity assesses the extent of which two measures of the same concept are 

correlated and discriminant validity indicates the extent of which two conceptually 

similar concepts are distinct (Hair et al., 2010). Convergent validity was evaluated by 

examining the regression coefficients in the measurement model. To ensure the 

convergent validity, the loading towards the latent construct is recommended to be 

greater than 0.7 (Hair et al., 2010). Discriminant validity was assessed by checking 

whether the average variance extracted (AVE) exceeds the squared correlation between 

two constructs (Fornell and Larcker, 1981). Details of confirmatory factor analysis 

(CFA) are presented in the following section.   

5.4 Scale Validation   

This section reviews the results of scale validation of each construct. To finalise the 

scale items, a rigorous scale development process was undertaken. The finalised items 

were used to test the hypotheses of this study. In measuring “encapsulated travel”, ten 
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items were finalised. “Perceived risks” included seventeen items. Four items remained 

to measure tourists’ “preference” and “English language barriers”, respectively. Ten 

items were finalised to measure “time constraints” and fourteen items were finalised for 

“psychic distance. 

5.4.1 Scale Validation of “Encapsulated Travel”  

The term “encapsulated travel” is defined as; ‘a tourist’s psychological needs for 

comfort in a foreign country by protecting themselves from the strangeness of the host 

society’ (Cohen 1972; Cohen and Cooper, 1986; Jacobsen, 2003; Jaakson, 2004; Wong 

and Lau, 2001). Items were generated based on a review of previous research (Mo et al., 

1993; Yiannakis and Gibson, 1992; Lee and Crompton, 1992; Basala and Klenosky, 

2001) and qualitative data. A total of twenty items were used to measure the 

“encapsulated travel” construct in the final survey. The items were measured on a 

seven-point Likert scale anchored by (1) strongly disagree to (7) strongly agree. The 

higher scores indicate that respondents desire to have greater levels of “encapsulated 

travel”. Table 5-1 presents the items that measured “encapsulated travel” in the survey 

at the fourth stage of scale development process.    

 

Table 5-1 Items for measuring the level of “encapsulated travel” 

Code 

 

Items 

FO1 I thought I might be more comfortable if I had Korean food. 

FO2 I didn’t feel like trying new food while travelling there. 

FO3 I preferred to have food that was familiar to me. 

FO4 I presumed I would miss Korean food while travelling if I didn’t have any chance 
to eat Korean food. 

FO5 I thought I might want to eat certain types of Korean food (e.g.: Kimchi hot pot, 

Red pepper paste etc.) while travelling in the host country. 

FO6 I thought if I could go to Korean restaurants while travelling, I would feel 



137 

 

comfortable 

PR1 I thought that I needed to know the contact number of a Korean person in the host 

country to call in case of emergency. 

PR2 I thought that I should know someone at the destination who could assist me in 

case of any difficulty. 

PR3 I thought that I needed to know the contact numbers of the staff at the travel 

agency as anything could happen while on an overseas trip. 

PR4 I thought that I should know somebody I could trust if I have a problem. 

AV1 I thought I’d better follow what travel agencies recommend in the host country.  

AV2 I thought that without a Korean tour guide, it might be stressful travelling in the 
host country. 

AV3 If I had the responsibility to do all the works in a foreign country, it would be very 

stressful.  

AV4 I thought that I wouldn’t be confident in myself when travelling to a host country 

where foreign language is used. 

AV 5 I thought that I would enjoy the trip more by not bothering to do any job.   

AV 6 I thought that I would accept what a Korean tour guide recommends to avoid 
trouble and make me feel comfortable while travelling. 

AV 7 When it comes to holidays, I’ll seek easiness while travelling rather than getting 

involved with anything.   

AV 8 I thought that I would feel much more comfortable if a Korean tour guide 
explained about the destination.    

AV 9 I did not want to travel anxiously, doubting everything should be fine.  

AV 10 I thought that I wouldn’t put my efforts into finding better prices by visiting 

shops.  

 

An exploratory PCA was conducted to refine the scale items. Bartlett’s test of 

sphericity and the Kaiser-Meyer Oklin (KMO) measure of sampling adequacy indicated 

that the items were suitable for conducting a factor analysis (Hair et al., 2010). The 

Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was .93 and Bartlett’s test 

of sphericity was significant (p<.05). An oblique rotation was employed as correlations 

among components were above the recommended value of .32 (Tabachinick and Fidell, 

2007). As can be seen in Table 5-2, the principal component analysis extracted three 

components with an explanation of 73.75 % of the total variance. The items were 

carefully reviewed and named. The three components were named as: “avoidance” 

(component 1), “food” (component 2), and “protection” (component 3).  

Table 5-2 PCA on “encapsulated travel” 
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Items (code) 

 

F1 F2 F3 

I thought I’d better follow what travel agencies recommend in 

the host country (AV1). 

.866   

I thought that without a Korean tour guide, it might be stressful 
travelling in the host country (AV2). 

.898   

If I had the responsibility to do all the works in a foreign 

country, it would be very stressful (AV3). 

.923   

I thought that I wouldn’t be confident in myself when travelling 
to a host country where foreign language is used (AV4). 

.879   

I thought that I would enjoy the trip more by not bothering to do 

any job(AV5). 

.925   

I thought that I would accept what a Korean tour guide 
recommends to avoid trouble and make me feel comfortable 

while travelling (AV6). 

.865   

When it comes to holidays, I’ll seek easiness while travelling 

rather than getting involved with anything (AV7). 

.874   

I thought that I would feel much more comfortable if a Korean 

tour guide explained about the destination (AV8). 

.770   

I did not want to travel anxiously, doubting everything should 
be fine (AV9). 

.810   

I thought that I wouldn’t put my efforts into finding better 

prices by visiting shops (AV10). 

.706   

I thought I might be more comfortable if I had Korean food 
(FO1). 

 .773  

I didn’t feel like trying new food while travelling there (FO2).  .833  

I preferred to have food that was familiar to me (FO3).  .880  

I presumed I would miss Korean food while travelling if I 

didn’t have any chance to eat Korean food (FO4). 

 .748  

I thought I might want to eat certain types of Korean food (e.g.: 

Kimchi hot pot, Red pepper paste etc.) while travelling in the 

host country (FO5). 

 .726  

I thought that I needed to know the contact number of a Korean 
person in the host country to call in case of emergency (PR1). 

  .808 

I thought that I should know someone at the destination who 

could assist me in case of any difficulty (PR2). 

  .872 

I thought that I needed to know the contact numbers of the staff 
at the travel agency as anything could happen while on an 

overseas trip (PR3). 

  .740 

I thought that I should know somebody I could trust if I have a 
problem (PR4). 

  .845 

 

The fit indices for the measurement model of the “encapsulated travel” construct 

were checked. The fit of the initial measurement model did not fall within an acceptable 

range. The error covariance was reviewed to detect items that are adversely affecting the 

model fit (Byrne, 2010). Nine items (AV2, AV5, AV6, AV7, AV9, AV10, FO3, FO5, 
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PR3) were detected and they were removed. The modified measurement model fell 

within an acceptable range, with normed chi-square (χ
2
/df) (3.12), GFI (.956) and the 

SRMR (.046) being within the recommended range (Byrne, 2010; Doll et al., 1994). 

The comparative fit index indicates a good level of fit with the CFI (.978) being above 

the recommended value of .90. In the modified measurement model, three items 

remained for measuring “food” and “protection”, respectively and four items were 

retained for measuring “avoidance”. 

The convergent and discriminant validity of the components were assessed. The 

standardised estimates ranged from .769 to .939. The composite reliability (CR) of the 

construct was .79, which is above the recommended value of .70 (Hair et al., 2010). 

Table 5-3 shows that an adequate convergent validity was achieved as the AVE values 

were above the recommended value of .50 ranged from .563 to .738 (Fornell and 

Larcher, 1981).  

Discriminant validity was tested by comparing squared pair-wise correlations 

between constructs and the AVE value of the construct. As shown in Table 5-4, 

discriminant validity was achieved. To sum up, the final acceptable measurement model 

of the “encapsulated travel” construct comprised three latent components derived from 

ten observed variables.     

 

Measures S.E* Error 

variance 

CR AV

E 

“food” 

I thought I might be more comfortable if I had 

Korean food (FO1). 

.802 .789 .794 .563 

I didn’t feel like trying new food while 

travelling there (FO2). 

.833 .671 
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Table 5-3 The measurement model of “encapsulated travel” 

*all completely standardised estimates are statistically significant, p <.001 

 

Table 5-4 Discriminant validity of “encapsulated travel” 

Constructs “Food” “Protection” “Avoidance” 

“Food” .750*   

“Protection” .336** .859*  

“Avoidance” .355** .390** .772* 

*The bold diagonal elements are the square root of the variance shared between the constructs and 

their measures. **Off diagonal elements are the correlations between constructs.  

 

5.4.2 Scale Validation of “Perceived Risks” 

Items were developed for “perceived risks” to measure ‘the extent to which tourists 

assess a situation as risky in relation to overseas travel’ (Cho and Lee, 2006; Dolnicar, 

2005; Sonmez and Graefe, 1998a). In measuring perceived risks, this study focuses only 

on measuring perceived risk related to overseas holidays (Fuchs and Reichel, 2006; 

I presumed I would miss Korean food while 
travelling if I didn’t have any chance to eat 

Korean food (FO4). 

.939 .261 

“protection” 

I thought that I needed to know the contact 
number of a Korean person in the host country 

to call in case of emergency (PR1). 

.769 .812 .849 .738 

I thought that I should know someone at the 

destination who could assist me in case of any 
difficulty (PR2). 

.915 .318 

I thought that I should know somebody I could 

trust if I have a problem (PR4). 

.877 .404 

“avoidance” 

I thought I’d better follow what travel 

agencies recommend in the host country (AV1). 

.838 .701 .854 .596 

If I had the responsibility to do all the works 

in a foreign country, it would be very stressful 
(AV3). 

.938 .272 

I thought that I wouldn’t be confident in 

myself when travelling to a host country where 
foreign language is used (AV4). 

.907 .350 

I thought that I would feel much more 

comfortable if a Korean tour guide explained 

about the destination (AV8). 

.790 .730 
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Roehl and Fesenmaier, 1992; Sonmez and Graefe, 1998a; Kozak, Crotts, and Law, 

2007; Dolnicar, 2005). A total of thirty items were included in the final survey. Table 5-

5 presents the scale items for measuring “perceived risks”. The items were measured on 

a seven-point Likert scale anchored by (1) strongly disagree to (7) strongly agree. The 

higher scores indicate that respondents feel greater levels of perceived risk in relation to 

overseas holidays.  

 

Table 5-5 Items for measuring the level of “perceived risks” 

Code Items 

PHY1 I was worried about getting sick or hurt while travelling. 

PHY2 I was worried about being injured through an act of violence 

PHY3 I was worried about contracting a disease. 

PHY4 I was worried about getting food poisoning. 

PHY5 Overall, I was concerned about physical or health risks 

FI1 As a tourist, I was concerned that I would be ripped off. 

FI2 I was concerned that I might spend too much money purchasing 
unnecessary items 

FI3 I was concerned that I would spend money inefficiently 

FI4 I was worried about losing my wallet and/or passport. 

FI5 I was worried I might have my pocket picked.  

FI6 Overall, I was worried about financial risks. 

TI1 I was worried about wasting time trying to find a way to get to my 

destination.  

TI2 I was worried that I might spend time meaninglessly in search of public 
transportation. 

TI3 I was worried about wasting time searching for restaurants or hotels in the 

host country. 

TI4 I was worried about wasting time deciding where to visit in the host 
country. 

TI5 I was worried about making the best use of time in the host country. 

OP1 I was worried about missing a famous tourist attraction in the host country.  

OP2 I was worried about the itinerary of the trip not being efficient.  

OP3 I was concerned if the schedule of the trip I was going to plan would not be 

the best one.  

OP4 I was worried that I would not be satisfied with the trip as anything could 

go wrong.  

OP5 I hoped that overall I have a fruitful time in the host country 

PSY1 I was worried about not being able to enjoy the trip surrounded by 

unfamiliar environments.  

PSY2 I was worried about not being able to enjoy various activities due to an 
unfamiliar environment in the host country. 

PSY3 I was worried that the trip may not match with my personality or my 
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preferences. 

PSY4 I was worried about not being able to enjoy the trip due to psychological 

instability (insecurity).  

PSY5 I was worried about not being able to enjoy the trip due to the concerns that 

I might get lost in the host country. 

PSY6 I was nervous about travelling somewhere I don’t know well. 

PSY7 I was worried about travelling overseas as something bad could happen to 

anybody.  

PSY8 I had anxiety about travelling overseas but I did not know exactly why. 

PSY9 I had fears about overseas travelling as the surrounding environment would 
be very different from Korean culture.  

 

An exploratory PCA was conducted to refine the scale items. The Kaiser-Meyer-

Olkin (KMO) measure of sampling adequacy was .96 and Bartlett’s test of sphericity 

was significant (p<.05). An oblique rotation was employed as correlations among 

components were above the recommended value of .32 (Tabachinick and Fidell, 2007). 

The principal component analysis extracted five components that explained 79.59 % of 

the total variance. Five components with twenty items were retained. The components 

were named as; “psychological risks” (component 1), “opportunity risks” (component 

2), “financial risks” (component 3), “time risks” (component 4), and “physical risks” 

(component 5). Table 5-6 shows the retained items of “perceived risks”. 

 
Table 5-6 PCA on “perceived risks” 

Items (code) 

 

F1 F2 F3 F4 F5 

I was nervous about travelling somewhere I don’t 
know well (PSY6). 

.921     

I was worried about travelling overseas as 

something bad could happen to anybody (PSY7). 

.903     

I had anxiety about travelling overseas but I did 
not know exactly why (PSY8). 

.916     

I had fears about overseas travelling as the 

surrounding environment would be very different 

from Korean culture (PSY9). 

.883     

I was concerned if the schedule of the trip I was 

going to plan would not be the best one (OP3). 

 .862    

I was worried that I would not be satisfied with the 
trip as anything could go wrong (OP4). 

 .746    
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I hoped that overall I have a fruitful time in the 
host country (OP5). 

 .863    

I was concerned that I would spend money 

inefficiently (FI3). 

  .686   

I was worried about losing my wallet and/or 
passport (FI4). 

  .672   

I was worried I might have my pocket picked 

(FI5). 

  .614   

I was worried about wasting time trying to find a 
way to get to my destination (TI1). 

   .817  

I was worried that I might spend time 

meaninglessly in search of public transportation 

(TI2). 

   .939  

I was worried about wasting time searching for 

restaurants or hotels in the host country (TI3). 

   .951  

I was worried about wasting time deciding where 

to visit in the host country (TI4). 

   .925  

I was worried about making the best use of time in 

the host country (TI5). 

   .649  

I was worried about getting sick or hurt while 
travelling (PHY1). 

    .900 

I was worried about being injured through an act 

of violence (PHY2). 

    .909 

I was worried about contracting a disease (PHY3).     .968 

I was worried about getting food poisoning 
(PHY4) 

    .844 

Overall, I was concerned about physical or health 

risks (PHY5). 

    .752 

 

The construct was further assessed through testing the measurement model of 

“perceived risks”. The fit of the initial measurement model did not fall within an 

acceptable range. An examination of the results identified error covariances between 

three items (PH2, PHY5, and TI5) affecting the model fit and they were removed. The 

modified model fell within an acceptable range. The normed chi-square (χ
2
/df) (2.013), 

CFI (.986), GFI (.946), RMSEA (.048), and the SRMR (.031) were all acceptable and 

indicated a good level of fit (Byrne, 2010; Doll et al., 1994). All standardised estimates 

were statistically significant (p<.001). In the final model, four items remained for 

“physical risks”, “psychological risks”, and “time risks”, and three items remained for 

“financial risks” and “opportunity risks”.  
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The validity of the measurement model of “perceived risks” was tested. Convergent 

validity was achieved, as the AVE value was above the recommendation ranging from 

0.593 to 0.736 (Fornell and Larcher, 1981; Hair et al., 2010). CR value ranged 

from .813 to .918. The standardised estimates were acceptable and ranged from 0.743 to 

0.951. Table 5-7 shows that an adequate convergent validity was achieved.  

Discriminant validity was tested based on comparison of squared pair-wise 

correlations between constructs and the AVE value of the construct. The square root of 

each construct’s AVE values was greater than correlations with other constructs. Table 

5-8 shows that descriminant validity of items was achieved. To sum up, the final 

acceptable measurement model of “perceived risks” comprised five latent components 

derived from seventeen observed variables.   

  

Table 5-7 The measurement model of “perceived risks” 

Measures S. E* Error 

variance 

C. R. AV

E 

“Physical risks” 

I was worried about getting sick or hurt while 

travelling (PHY1). 

.804 .554 .843 .642 

I was worried about contracting a disease (PHY3). .923 .273 

I was worried about getting food poisoning 

(PHY4). 

.884 .439 

“Time risks” 

I was worried about wasting time trying to find a 

way to get to my destination (TI1). 

.863 .475 .914 .727 

I was worried that I might spend time 

meaninglessly in search of public transportation 
(TI2). 

.918 .300 

I was worried about wasting time searching for 

restaurants or hotels in the host country (TI3). 

.951 .180 

I was worried about wasting time deciding where 
to visit in the host country (TI4). 

.919 .299 

“Financial risks” 

 I was concerned that I would spend money 

inefficiently (FI3)  

.743 .745 .813 .593 

I was worried about losing my wallet and/or 

passport (FI4) 

.911 .297 
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I was worried I might have my pocket picked 
(FI5). 

.879 .435 

“Opportunity risks” 

I was concerned if the schedule of the trip I was 

going to plan would not be the best one (OP3). 

.850 .437 .862 .676 

I was worried that I would not be satisfied with the 

trip as anything could go wrong (OP4). 

.924 .232 

I hoped that overall I have a fruitful time in the 

host country (OP5). 

.856 .435 

“Psychological risks” 

I was nervous about travelling somewhere I don’t 

know well (PSY6). 

.893 .440 .918 .736 

I was worried about travelling overseas as 
something bad could happen to anybody (PSY7). 

.924 .299 

I had anxiety about travelling overseas but I did 

not know exactly why (PSY8). 

.950 .224 

I had fears about overseas travelling as the 
surrounding environment would be very different 

from Korean culture (PSY9). 

.937 .269 

***all completely standardised estimates are significant, p <.001 

 

Table 5-8 Discriminant validity of five components of “perceived risks” 

Constructs “Physic

al risks” 

“Financial 

risks” 

“Time 

risks” 

“Opportunit

y risks” 

“Psychologic

al risks” 

“Physical 

risks” 

.843     

“Financial 

risks” 

.678 .813    

“Time fisks” .601 .655 .914   

“Opportunity 

risks” 

.609 .703 .671 .862  

“Psychological 

risks” 

.663 .637 .652 .619 .918 

*The bold diagonal elements are the square root of the variance shared between the constructs and 

their measures. **Off diagonal elements are the correlations between constructs. 

5.4.3 Scale Validation of “Preference for Organised Mass Tours” 

The tourist’s “preference (for organised mass tours)” was measured using five items. 

When generating items, previous studies were reviewed (Litvin et al., 2004; Wong and 

Lau, 2001; Mo, Howard, and Havitz, 1993). Table 5-9 presents the items that were used 

for measuring “preference (for organised mass tourists)”. The items were measured on a 
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seven-point Likert scale anchored by (1) strongly disagree to (7) strongly agree. The 

higher scores indicate that respondents prefer joining organised mass tours when they 

travel overseas and also have posive attitudes towards travel agencies. 

 

Table 5-9 Items for measuring the level of “preference for organised mass tours” 

Code Items 

P1 I preferred to join a fully organised tour. 

P2 I preferred to be accompanied by a Korean tour guide for most of the time 

overseas. 

P3 I preferred to use information that travel agencies recommended, such as, 

hotels, restaurants.  

P4 I preferred to travel independently while at the destination, rather than 

following a travel agency itinerary.* 

P5 I believed that the service of travel agencies is quite reliable, as the travel 

agent is a professional. 

*reversed 

 

An exploratory PCA was conducted with including the five items. The Kaiser-

Meyer-Olkin (KMO) measure of sampling adequacy was .85 and Bartlett’s test of 

sphericity was significant (p<.05). All items loaded onto one component with an 

explanation of 65.51 % of the total variance. Factor loadings of the five items ranged 

from .623 to .892.  

Next, the measurement model of “preference” was tested. The fit of the initial model 

was not within an acceptable range. The error covariance was reviewed to detect items 

that are adversely affecting the model fit. One item (P4) was detected and deleted. The 

modified first-order model of “preference” provided a good model fit (χ
2
 = 4.576; df=2; 

χ
2
/df =2.288; p=.101; GFI=.995; CFI=.998; RMSEA=.054; SRMR=.011). All 
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standardised estimates were statistically significant (p<.001). Therefore, the final 

acceptable measurement model of “preference (for organised mass tours)” included four 

observed variables.      

5.4.4 Scale Validation of “English Language Barriers”  

The scale items that measure the level of “English language barriers” were developed 

to capture ‘the extent to which tourists feel stressed due to communication in English 

language in a foreign country.’ The six items were generated to measure tourists' 

subjective opinions regarding their English language barriers, rather than to measure 

objective English skills. Items were developed from the qualitative data. Table 5-10 

shows the items that measured “English language barriers”. The items were measured 

on a seven-points Likert scale anchored by (1) strongly disagree to (7) strongly agree. 

The higher scores indicate that respondents feel more comfortable communicating in 

English and have greater confidence in their English level when they travel overseas.  

  

Table 5-10 Items for measuring the level of “English language barriers” 

Code Items 

ENG1 I thought that there would be no problem for me to join English speaking 
tours if tours in Korean were not available. 

ENG2 I thought that I would have no problem with directly contacting English 

speaking staff, to make a booking or ask for information.  

ENG3 I thought that I would be able to communicate with foreigners in the 

restaurants or shopping centres where no Korean speaker worked 

ENG4 I thought that I would be able to travel wherever I wished by asking for 
directions, other than in the Korean language. 

ENG5 I thought that I would have confidence in speaking English while alone 

overseas. 

ENG6 I thought that my English proficiency level was good enough to communicate 
well with foreigners without a Korean interpreter. 
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An exploratory PCA with an oblique rotation was conducted to refine the scale items. 

The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was .87 and Bartlett’s 

test of sphericity was significant (p<.05). Five items loaded onto one component with an 

explanation of 67.99 % of the total variance and ranged from .891 to .925. One item 

(ENG5) failed to load with below .50. Thus, five items were utilised for testing the 

measurement model of “English language barriers”.  

The fit indices for the measurement model were assessed. The fit of the initial 

measurement model did not fall within an acceptable range. An examination of the error 

covariance of the items indicated that one item (ENG4) adversely affected the model fit.  

After the item was deleted, the revised model yielded an acceptable fit to the data (χ
2
 = 

5.899; df=2; χ
2
/df =2.950; p=.052; GFI=.993; CFI=.998; SRMR=.008) and all 

standardised estimates were substantively acceptable and statistically significant (p 

< .001). Therefore, the final acceptable measurement model of the “English language 

barriers” construct includes four items (ENG1, ENG2, ENG3, and ENG6).      

5.4.5 Scale Validation of “Time Constraints” 

The construct of “time constraints” is defined as; ‘the extent to which tourists are 

stressed due to lack of time in relation to overseas holidays’. Tourists may feel stressed 

when they do not have enough time for researching a destination prior to their trip 

and/or when they perceive their trip is too short. A total of fourteen items were used to 

measure “time constraints” in the final survey. Table 5-11 presents the items. The items 

were measured on a seven-points Likert scale anchored by (1) strongly disagree to (7) 
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strongly agree. The higher scores indicate that respondents feel greater stress due to lack 

of time in relation to overseas holidays before and during their trip.  

 

Table 5-11 Items for measuring the level of “time constraints” 

Code 

 

Items 

PS1 I was too busy before the trip to make all necessary arrangements for the trip 
on my own.  

PS2 At that time, there was not enough time for me to search for the information 

that is needed for the trip. 

PS3 At that time, I could not afford to put forth the effort to organise the trip.   

PS4 Before departure, I didn’t have enough time left to organise the trip.  

TS1 I thought the trip was a little bit short while travelling the destination. 

TS2  I wanted a longer trip, but I could not afford it.  

TS3 I knew that the period of the trip was relatively short 

TS4 I knew that I would be busy while travelling due to the relatively short nature 
of the trip. 

MP1 I wanted to gain a sense of accomplishment even if I had to have a strict 

schedule. 

MP2 I wanted to have a chance to develop myself by visiting as many places as 
possible. 

MP3 I thought I should follow a strict schedule so as to learn more about the host 

country. 

MP4 I wanted to know as much as possible about the host country even if I had to 
follow a busy itinerary. 

MP5 I wanted to gain more knowledge of personal interests by visiting many places 

in the host country. 

MP6 I wanted to visit as many popular tourist attractions as possible even if it 
would be very busy. 

 

An exploratory PCA was conducted to refine the scale items. Table 5-12 presents the 

results of PCA on “time constraints”. The correlation matrix and anti-image correlation 

were checked to evaluate the adequacy of exploratory principal component analysis 

(Hair et al., 2010). The KMO measure of sampling adequacy was .888 and Bartlett’s 

test of sphericity was significant (p<.05). An oblique rotation was employed as 

correlations among components were above the recommended value of .32 

(Tabachinick and Fidell, 2007). The principal component analysis extracted three 
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components with an explanation of 82.18 % of the total variance. The items were 

carefully reviewed and the components were named as; “visit many places” (component 

1), “personal schedule” (component 2), and “tour schedule” (component 3).  

 

Table 5-12 PCA on “time constraints” 

Items (code) 

 

F1 F2 F3 

I wanted to gain a sense of accomplishment even if I had to have 
a strict schedule (MP1). 

.853   

I wanted to have a chance to develop myself by visiting as many 

places as possible (MP2). 

.913   

I thought I should follow a strict schedule so as to learn more 
about the host country (MP3). 

.935   

I wanted to know as much as possible about the host country 

even if I had to follow a busy itinerary (MP4). 

.950   

I wanted to gain more knowledge of personal interests by visiting 

many places in the host country (MP5). 

.876   

I wanted to visit as many popular tourist attractions as possible 

even if it would be very busy (MP6). 

.835   

I was too busy before the trip to make all necessary arrangements 

for the trip on my own (PS1). 

 .935  

At that time, there was not enough time for me to search for the 

information that is needed for the trip (PS2). 

 .965  

At that time, I could not afford to put forth the effort to organise 

the trip (PS3), 

 .954  

Before departure, I didn’t have enough time left to organise the 

trip (PS4). 

 .933  

I thought the trip was a little bit short while travelling the 

destination (TS1). 

  .880 

I wanted a longer trip, but I could not afford it (TS2).   .902 

I knew that the period of the trip was relatively short (TS3).   .929 

I knew that I would be busy while travelling due to the relatively 
short nature of the trip (TS4). 

  .725 

 

The remaining scale items were further assessed through testing the measurement 

model of the “time constraints” construct. The fit of the initial measurement model did 

not fall within an acceptable range. To detect items that are poorly performing and 

complex, the error covariance was reviewed. Four items (MP2, MP3, PS2, and TS4) 

were detected. After removing the items, the modified measurement model of “time 
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constraints” achieved an acceptable model fit (χ
2
 = 59.273; df=32; χ

2
/df =1.852; p=.002; 

GFI=.975; AGFI=.957; CFI=.992; RMSEA=.044; SRMR=.0289). All standardised 

estimates were substantively acceptable and statistically significant (p < .001). In the 

modified measurement model, three items remained for “personal schedule” and “tour 

schedule”, respectively and four items were retained for “visit many places”.  

The convergent and discriminant validity of the components were assessed. The 

standardised estimates ranged from 0.784 to 0.980. CR values were greater than the 

value of recommendation of 0.7 (Hair et al., 2010). Table 5-13 shows that an adequate 

convergent validity is achieved with the AVE value ranging from 0.670 to 0.811 

(Fornell and Larcher, 1981). The square root of each construct’s AVE values was 

greater than their correlations with other constructs (Fornell and Larcher, 1981). As 

shown in Table 5-14, discriminant validity is achieved. To sum up, the final acceptable 

measurement model of the “time constraints” construct comprised three latent 

components derived from ten observed variables.   

 

Table 5-13 The measurement model of “time constraints” 

Measures S.E* Error 

variance 

C.R AVE 

“Personal Schedule” 

I was too busy before the trip to make all necessary 

arrangements for the trip on my own (PS1). 

.923 .244 .927 .811 

At that time, I could not afford to put forth the effort 

to organise the trip (PS3). 

.980 .068 

Before departure, I didn’t have enough time left to 

organise the trip (PS4). 

.914 .306 

“Tour Schedule” 

I thought the trip was a little bit short while travelling 

the destination (TS1). 

.819 .523 .831 .738 

I wanted a longer trip, but I could not afford it (TS2). .847 .463 

I knew that the period of the trip was relatively short 

(TS3). 

.875 .326 

“Visit Many Places” 
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I wanted to gain a sense of accomplishment even if I 

had to have a strict schedule (MP1). 

.784 .517 .890 .670 

I wanted to know as much as possible about the host 

country even if I had to follow a busy itinerary (MP4). 

.929 .209 

I wanted to gain more knowledge of personal 

interests by visiting many places in the host country 
(MP5). 

.887 .273 

I wanted to visit as many popular tourist attractions 

as possible even if it would be very busy (MP6).  

.822 .453 

*all completely standardised estimates are significant, p <0.01 

 

Table 5-14 Discriminant validity of “time constraints” 

Constructs “Personal 

Schedule” 

“Tour Schedule” “Visit Many 

Places” 

“Personal Schedule” .927*   

“Tour Schedule” .295** .831*  

“Visit Many Places”  .110** .403** .890* 

*The bold diagonal elements are the square root of the variance shared between the constructs and 

their measures.  **Off diagonal elements are the correlations between constructs. 

 

5.4.6 Scale Validation of “Psychic Distance” 

Psychic distance is highly subjective because it is based on individuals’ personal 

experience and feelings (Ojala, 2008; Cook and McCleary, 1983; Enoch, 1996). This 

study focuses on measuring tourists subjective feelings towards a destination. In this 

particular study, psychic distance is defined as; ‘the extent to which tourists perceive 

cultural difference as great towards a host country by comparing the culture of the host 

country to their home culture’ (Brewer, 2007; Evans and Mavondo, 2002). To develop 

the measurement items, previous research (Ankomah and Crompton, 1992; Sousa and 

Bradley, 2006; Swift, 1999; Kogut and Singh, 1988) and focus group interview data 

were reviewed. Through conducting a rigorous scale development procedure, “psychic 

distance” was measured with seventeen items. The items were measured on a seven-

point Likert scale anchored by (1) strongly disagree to (7) strongly agree. The higher 
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scores indicate that respondents perceive greater distance towards a host country. Table 

5-15 presents the items that measured “psychic distance” in the final survey.   

 
Table 5-15 Items for measuring the level of “psychic distance” 

Code Items 

FC1 I felt close to the host country as it was geographically close to Korea. 

FC2 I felt close to the host country as the appearance of the people is quite similar 

to Korea. 

FC3 I felt close to the host country as I thought that the food is very similar to ours. 

FC4 I felt close to the host country as I thought the host country’s culture would be 
highly similar to our culture. 

KN1 I researched a lot about the destination in order to gain knowledge about it. 

KN2 I thought that I knew a lot about the destination. 

KN3 I knew the language used in the host country. 

KN4 I knew the well-known attractions in the host country. 

KN5 I knew about the food culture of the host country. 

FP1 I had positive feelings towards the country. 

FP2 I had a good impression of the culture of the country. 

FP3 I wanted to experience their culture as much as possible. 

FP4 I had a good feeling about the country, though I cannot explain why.  

TR1 I thought it would be quite safe for tourists as the country is a developed one. 

TR2 I believed that the host country’s infrastructure would be good enough. 

TR3 I trusted the quality of the facilities for tourists, for instance, accommodation 
and restaurants. 

TR4 In general, I believed that everything would be ok as the country is well 

developed. 

 

An exploratory PCA was conducted to refine the scale items. Table 5-16 presents the 

result of PCA on the construct of “psychic distance”. The correlation matrix and anti-

image correlation were reviewed to evaluate the adequacy of exploratory principal 

component analysis (Hair et al., 2010). The Kaiser-Meyer-Olkin (KMO) measure of 

sampling adequacy was .873 and Bartlett’s test of sphericity was significant. An oblique 

rotation was employed as correlations among components were above the recommended 

value of .32 (Tabachinick and Fidell, 2007). An exploratory PCA extracted four 

components with an explanation of 80.60 % of the total variance. The items were 

carefully reviewed and the components were named. They were named as: “trust” 
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(component 1), “feeling close” (component 2), “knowledge” (component 3), and 

“feeling positive” (component 4).  

 

Table 5-16 PCA on “psychic distance” 

Items (code) 

 

F1 F2 F3 F4 

I thought it would be quite safe for tourists as the 
country is a developed one (TR1). 

.960    

I believed that the host country’s infrastructure 

would be good enough (TR2). 

.887    

I trusted the quality of the facilities for tourists, 
for instance, accommodation and restaurants 

(TR3). 

.813    

In general, I believed that everything would be ok 
as the country is well developed (TR4). 

.927    

I felt close to the host country as it was 

geographically close to Korea (FC1). 

 .907   

I felt close to the host country as the appearance 
of the people is quite similar to Korea (FC2). 

 .945   

I felt close to the host country as I thought that the 

food is very similar to ours (FC3). 

 .918   

I felt close to the host country as I thought the 
host country’s culture would be highly similar to 

our culture (FC4). 

 .923   

I researched a lot about the destination in order to 

gain knowledge about it (KN1). 

  .797  

I thought that I knew a lot about the destination 

(KN2). 

  .822  

I knew the language used in the host country 

(KN3). 

  .817  

I knew the well-known attractions in the host 

country (KN4). 

  .860  

I knew about the food culture of the host country 

(KN5). 

  .835  

I had positive feelings towards the country (FP1).    .796 

I had a good impression of the culture of the 

country (FP2). 

   .892 

I wanted to experience their culture as much as 
possible (FP3). 

   .866 

I had a good feeling about the country, though I 

cannot explain why (FP4). 

   .899 

 

The fit indices for measurement model of the “psychic distance” construct were 

assessed with the inclusion of the remaining seventeen items. The fit of the initial 
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measurement model did not fall within an acceptable range. To detect items that are 

poorly performing and complex, the error covariance were carefully reviewed. Three 

items (TR1, KN1, and FC3) were deleted. After deleting them, the modified 

measurement model achieved an acceptable model fit (χ
2
 = 183.702; df=70; χ

2
/df 

=2.624; p=.000; GFI=.945; CFI=.977; RMSEA=.061; SRMR=.041). All standardised 

estimates were reasonable and statistically significant (p<.001). In the modified model, 

three items remained for measuring “trust” and “close”, respectively and four items 

were retained for measuring “knowledge” and “positive feelings”, respectively.  

The convergent and discriminant validity of the components were assessed. Table 5-

17 shows that an adequate convergent validity was achieved with the AVE value 

ranging from 0.536 to 0.707 (Fornell and Larcker, 1981; Hair et al., 2010). CR value 

was greater than recommendation of .70 (Hair et al., 2010). The square root of each 

construct’s AVE values was greater than their correlations with other constructs 

(Fornell and Larcker, 1981). As presented in Table 5-18, discriminant validity was 

achieved. To sum up, the final acceptable measurement model of “psychic distance” 

contained four latent components derived from fourteen observed variables.   

 

Table 5-17 The measurement model of “psychic distance” 

Items (code) S.E * Error 

variance 

C.R AV

E 

“Trust” 

I believed that the host country’s infrastructure 

would be good enough. (TR2). 

.932 .216 .872 .694 

I trusted the quality of the facilities for tourists, for 

instance, accommodation and restaurant (TR3). 

.900 .261 

In general, I believed that everything would be ok as 

the country is well developed (TR4).  

.865 .590 

“Positive feelings” 

I had positive feelings towards the country (FP1). .898 .236 .906 .707 

I had a good impression of the culture of the country .912 .203 
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(FP2). 

I wanted to experience their culture as much as 

possible  (FP3). 

.788 .475 

I had a good feeling about the country, though I 

cannot explain why (FP4). 

.865 .328 

“Knowledge” 

I thought that I knew a lot about the destination 

(KN2) 

.733 .773 .821 .536 

I knew the language used in the host country (KN3) .763 .815 

I knew the well-known attractions in the host 

country (KN4) 

.863 .380 

I knew about the food culture of the host country  

(KN5) 

.889 .328 

“Close” 

I felt close to the host country as it was 
geographically close to Korea (FC1). 

.904 .390 .856 .665 

I felt close to the host country as the appearance of 

the people is quite similar to Korea (FC2). 

.949 .237 

I felt close to the host country as I thought the host 
country’s culture would be highly similar to our 

culture  (FC4) 

.853 .604 

*all completely standardised estimates are significant, p <0.01 

 

Table 5-18 Discriminant validity of “psychic distance” 

Constructs “Trust” “Positive 

Feelings” 

“Knowledge

” 

“Close” 

“Trust” .872*    

“Positive Feelings” .603** .906*   

“Knowledge” .489** .521** .821*  

“Close” .104** .060** .178** .856* 

*The bold diagonal elements are the square root of the variance shared between the constructs and their 

measures. **Off diagonal elements are the correlations between constructs. 

 

5.4.7 Finalised Scale Items for Testing Hypotheses 

Based on the results of scale validation, scale items were finalised. Table 5-19 shows 

the items that were finalised to test the hypotheses for this study.  

 

Table 5-19 Scale Items for testing hypotheses 

Construct Code Item 
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“Encapsulated travel” 

 

“Food” FO1 I thought I might be more comfortable if I had Korean food. 

FO2 I didn’t feel like trying new food while travelling there. 

FO4 I presumed I would miss Korean food while travelling if I 
didn’t have any chance to eat Korean food. 

“Protection” PR1 I thought that I needed to know the contact number of a 

Korean person in the host country to call in case of emergency. 

PR2 I thought that I should know someone at the destination who 
could assist me in case of any difficulty. 

PR4 I thought that I should know somebody I could trust if I have a 

problem. 

“Avoidance” AV1 I thought I’d better follow what travel agencies recommend in 

the host country.  

AV3 If I had the responsibility to do all the works in a foreign 

country, it would be very stressful.  

AV4 I thought that I wouldn’t be confident in myself when 

travelling to a host country where foreign language is used. 

AV 8 I thought that I would feel much more comfortable if a Korean 

tour guide explains about the destination.    

“Perceived risks” 

 

“Physical 

Risks” 

PHY1 I was worried about getting sick or hurt while travelling. 

PHY3 I was worried about contracting a disease. 

PHY4 I was worried about getting food poisoning. 

“Financial 

Risks” 

FI3 I was concerned that I would spend money inefficiently 

FI4 I was worried about losing my wallet and/or passport. 

FI5 I was worried I might have my pocket picked.  

“Time 

Risks” 

TI1 I was worried about wasting time trying to find a way to get to 
my destination.  

TI2 I was worried that I might spend time meaninglessly in search 

of public transportation. 

TI3 I was worried about wasting time searching for restaurants or 
hotels in the host country. 

TI4 I was worried about wasting time deciding where to visit in the 

host country. 

“Opportunit

y Risks” 

OP3 I was concerned if the schedule of the trip I was going to plan 
would not be the best one.  

OP4 I was worried that I would not be satisfied with the trip as 

anything could go wrong.  

OP5 I was concerned if, overall I would have a fruitful time in the 
host country 

“Psychologic

al Risks” 

 

PSY6 I was nervous about travelling somewhere I don’t know well. 

PSY7 I was worried about travelling overseas as something bad 

could happen to anybody.  

PSY8 I had anxiety about travelling overseas but I did not know 

exactly why. 

PSY9 I had fears about overseas travelling as the surrounding 

environment would be very different from Korean culture.  

“Time constraints” 
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“Personal 

Schedule” 

PS1 I was too busy before the trip to make all necessary 

arrangements for the trip on my own.  

PS3 At that time, I could not afford to put forth the effort to 

organise the trip.   

PS4 Before departure, I didn’t have enough time left to organise the 

trip.  

“Tour 

Schedule” 

TS1 I thought the trip was a little bit short while travelling the 

destination. 

TS2  I wanted a longer trip, but I could not afford it.  

TS3 I knew that the period of the trip was relatively short 

“Visit Many 

Places” 

MP1 I wanted to gain a sense of accomplishment even if I had to 

have a strict schedule. 

MP4 I wanted to know as much as possible about the host country 

even if I had to follow a busy itinerary. 

MP5 I wanted to gain more knowledge of personal interests by 

visiting many places in the host country. 

MP6 I wanted to visit as many popular tourist attractions as possible 

even if it would be very busy. 

“English language barriers” 

 

“English 

Language 

Barriers” 

ENG1 I thought that there would be no problem for me to join 

English speaking tours if tours in Korean were not available. 

ENG2 I thought that I would have no problem with directly 

contacting English speaking staff, to make a booking or ask for 
information.  

ENG3 I thought that I would be able to communicate with foreigners 

in the restaurants or shopping centres where no Korean speaker 
worked 

ENG6 I thought that my English proficiency level was good enough 

to communicate well with foreigners without a Korean 

interpreter. 

“Preference” 

“Preference” P1 I preferred to join a fully organised tour.  

P2 I preferred to be accompanied by a Korean tour guide for most 

of the time overseas. 

P3 I preferred to use information that travel agencies 
recommended, such as, hotels, restaurants.  

P5 I believed that the service of travel agencies is quite reliable, as 

the travel agent is a professional. 

“Psychic Distance” 

“Close” FC1 I felt close to the host country as it was geographically close to 

Korea. 

FC2 I felt close to the host country as the appearance of the people 

is quite similar to Korea. 

FC4 I felt close to the host country as I thought the host country’s 
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culture would be highly similar to our culture. 

“Knowledge” 

 

KN2 I thought that I knew a lot about the destination. 

KN3 I knew the language used in the host country. 

KN4 I knew the well-known attractions in the host country. 

KN5 I knew about the food culture of the host country. 

“Positive 

Feelings” 

FP1 I had positive feelings towards the country. 

FP2 I had a good impression of the culture of the country. 

FP3 I wanted to experience their culture as much as possible. 

FP4 I had a good feeling about the country, which I cannot explain 

why.  

“Trust” TR2 I believed that the host country’s infrastructure would be good 

enough. 

TR3 I trusted the quality of the facilities for tourists, for instance, 

accommodation and restaurants. 

TR4 In general, I believed that everything would be ok as the 

country is well developed. 

 

5.5 Chapter Summary  

This chapter reviewed the process of scale development for this study. A rigorous 

scale development procedure was carried out following previous literature (Churchill, 

1979; Gerbing and Anderson, 1988). The procedure included five steps. At the first step, 

a comprehensive literature review was conducted for a better understanding about the 

constructs. At the second step, scale items were generated based on qualitative data 

analysis and previous research. The generated items were refined through a pilot study 

at the third step. Items were purified by testing the validity and reliability of the 

constructs. To improve measurement scales, some items remained the same, some were 

refined, and new items were added. Using the scale items, an online panel survey was 

undertaken at the fourth step. The last step deals with assessing scale items. Based on 

the result, measurement scales were finalised.  

Overall, the hypotheses were tested by including ten items for measuring 

“encapsulated travel”, seventeen items for “perceived risks”, four items for “preference” 
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and “English language barriers”, respectively. A total of ten items were used for “time 

constraints” and fourteen items were used for “psychic distance”. The results of testing 

hypotheses are detailed in the next chapter. 
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CHAPTER 6. QUANTITATIVE RESULTS 

6.1 Chapter Overview  

The current study employed a mixed method approach in which qualitative and 

quantitative data collection were conducted sequentially. The results of testing the nine 

hypotheses and the proposed model are reviewed in this chapter. The structure of the 

main constructs of this study is identified in the first section. Prior to testing the 

structural model, it was essential to confirm the structure of each construct. The results 

of testing the hypotheses and the proposed model are addressed in the second section. 

Based on the output of a structural equation modelling (SEM), the hypotheses and 

structural relationships among the main constructs were evaluated. The post hoc 

analysis is addressed in the third section.   

6.2 The Structure of the Main Constructs  

For those constructs with multiple components, alternative models were tested to 

examine whether the constructs are a higher order construct that has underlying 

components. The structure of “encapsulated travel”, “perceived risks”, “time 

constraints”, and “psychic distance” are included.    
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6.2.1 Testing Alternative Models 

To investigate the structure of a construct, four alternative models were evaluated to 

find the best model (Doll, Xia and Torkzadeh, 1994; Wilkins, Merrilees, and Herington, 

2007; Marsh and Jackson, 1999). 

 

 

Model 1 

 

Model 2 

 

Model 3 

 

Model 4 

Figure 6-1 Four alternative models 

 

Figure 6-1 shows four alternative models that were tested in this study. Several 

goodness-of-fit indices were reviewed to find the best model that represents the 

structure of a construct. Model 1 hypothesises that a single first order factor exists 
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within the the aspects directly affecting the construct. Model 2 hypothesises that the 

components are separate but are not correlated. Model 3 hypothesises that the 

components are correlated, but no second order factor is present. Model 4 hypothesises 

that first order factors load on a second order factor. The results of testing the structure 

of each construct are reviewed in the following sections.  

6.2.2 The Structure of “Encapsulated Travel” 

The structure of “encapsulated travel” was assessed utilising ten items. Figure 6-2 

shows the four alternative models. Model 1 hypothesises that a single first order factor 

is existent with ten items directly affecting the “encapsulated travel” construct. Model 2 

hypothesises that “food”, “protection”, and “avoidance” are separate but are not 

correlated each other. Model 3 hypothesises that three components are correlated, but no 

second order factor is present. Model 4 hypothesises that the three components, “food”, 

“protection”, and “avoidance”, load on a second order factor. The fit indices of the 

alternative models were compared to find the best model to represent the underlying 

factor structure in the data.  
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Figure 6-2 Alternative models of “encapsulated travel” 

Table 6-1 shows the result of the comparison of the four alternative models. As can 

be seen, both Model 1 and Model 2 are not acceptable due to their poor fit to the data. 

This suggested that the ten items of “encapsulated travel” measure more than just a 

single component.  

 

Table 6-1 Alternative models of “encapsulated travel” 

Model χ
2
(df) χ

2
/df  GFI CFI RMSEA SRMR 

Model1 1475.387 (35) 42.165 .592 .545 .307 .204 

Model2 230.480 (35) 6.585 .904 .938 .113 .226 

Model3 100.237 (32) 3.132 .956 .978 .070 .046 

Model4 101.067 (33) 3.063 .956 .978 .069 .045 
Model 1: 1 first-order factor 
Model 2: 3 first-order factor (uncorrelated) 
Model 3: 3 first-order factors (correlated) 
Model 4: 3 first-order factors and 1 second-order factor 

When Model 3 and Model 4 were reviewed, both models were within a 

recommended range. Model 3 was not significantly different from Model 4 (.830 < 

3.841 at p value of .05 level). However, it was suggested that the higher-order model 
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cannot be better than the first-order model even when the higher-order model can 

explain the factors more effectively (Doll et al., 1994; Marsh and Jackson, 1999; Byrne, 

2010). For further assessment, the target coefficient was calculated to ensure the 

existence of a higher-order construct as Doll et al. (1994) recommended. The target 

coefficient is the ratio of the χ
2
 of Model 3 to the χ

2
 of Model 4. A target coefficient of 

0.99 provides a good evidence of a second-order factor (Doll et al., 1994). On this basis, 

it was concluded that “encapsulated travel” is a higher order construct that has three 

underlying components. The three components should be understood as an holistic 

perspective rather than as separate. Figure 6-3 presents the second order CFA model for 

“encapsulated travel”, in which ten items remained with three first-order factors.   

 

 

Figure 6-3 The second order CFA model for “encapsulated travel” 
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6.2.3 The Structure of “Perceived Risks” 

The structure of “perceived risks” was assessed, in which seventeen items were used. 

Figure 6-4 shows the four alternative models of “perceived risks”. Table 6-2 shows the 

fit indices of four alternative models. Both Model 1 and Model 2 were not within an 

acceptable range, indicating that the seventeen items were measuring more than just a 

single component. When Model 3 and Model 4 were reviewed, both models were within 

a recommendation and they were not significantly different in χ
2
 difference (9.838 

<11.704 at p value .05 level). 

 

 

 

Figure 6-4 Alternative models of “perceived risks” 
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Table 6-2 Alternative models of “perceived risks” 

Model χ
2
 (df) χ

2
/df GFI CFI RMSEA SRMR 

Model1 2754.997 (133) 20.714 .552 .687 .212 .095 

Model2 1385.586 (133) 10.418 .677 .851 .147 .456 

Model3 213.401 (106) 2.013 .946 .986 .048 .031 

Model4 223.239 (111) 2.092 .940 .984 .050 .035 

 

As stated earlier, the higher-order model cannot be better than the first-order model 

even when the higher-order model explains the factors effectively (Doll et al., 1994; 

Marsh and Jackson, 1999; Byrne, 2010). As Marsh and Jackson (1999) pointed out, the 

higher-order model can be chosen even if the indices of the higher-order model are the 

same as the first-order model. Taking the qualitative data of this study and the 

information from the review of the research literature as a basis, it was concluded that 

“perceived risks” should be understood as a higher-order model that has underlying 

components (Roehl and Fesenmaier, 1992; Sonmez and Graefe, 1998a; Dolnicar, 2005). 

All standardised estimates were reasonable and statistically significant (p<.001).  

In conclusion, the findings suggest that the identified five components of “perceived 

risks” should be regarded as an holistic perspective rather than as separate components. 

Figure 6-5 presents the second order CFA model for “perceived risks”. In the final scale 

for measuring “perceived risks”, a total of seventeen items were included with five first-

order factors.   
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Figure 6-5 The second order CFA model for “perceived risks” 

6.2.4 The Structure of “Time Constraints” 

The structure of “time constraints” was investigated utilising ten items. Table 6-3 

shows the results of testing alternative models of “time constraints”.  

 

Table 6-3 Alternative models of “time constraints” 

Model  χ
2
 (df) χ

2/
df GFI CFI RMSEA SRMR 

Model1  2500.728(54) 46.310 .435 .474 .322 .301 

Model2  231.153(44) 5.253 .921 .953 .099 .187 

Model3  59.273(32) 1.852 .975 .992 .044 .029 

Model4 106.894(33) 3.239 .955 .979 .072 .117 
Model 1: 1 first-order factor 
Model 2: 3 first-order factor (uncorrelated) 
Model 3: 3 first-order factors (correlated) 
Model 4: 3 first-order factors and 1 second-order factor 
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Research has suggested that respecfication decisions should be based on theory or 

content considerations (Anderson and Gerbing, 1988). The three components were 

reviewed carefully along with interview scripts, research literature, and components 

correlations. Based on the reviews, the “visit many places” component was decided to 

be excluded from the “time constraints” construct.   

The total number of items was reduced to six, and the reliability and validity of items 

were re-assessed. The results of re-testing ensured that the removal of the items did not 

affect the integrity of the structure. Then, the modification indices of the alternative four 

models were compared with including two components; “personal schedule” and “tour 

schedule”. Figure 6-6 shows the revised four alternative models of “time constraints”. 

Table 6-4 shows the indices of alternative models of “time constraints”. Model 1 and 2 

were not within the acceptable range; while both model 3 and model 4 showed a good 

model fit.  

 

 

Figure 6-6 Alternative Models of “time constraints” (revised) 
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Table 6-4 Modified alternative models of “time constraints” 

Model  χ
2
 (df) χ

2
/df  GFI CFI RMSEA SRMR 

Model1-1  668.580(9) 74.287 .670 .674 .341 .410 

Model2-1  45.468(9) 5.052 .968 .982 .096 .155 

Model3-1  8.449 (8) 1.056 .994 1.000 .011 .017 

Model4-1 8.449 (8) 1.056 .994 1.000 .011 .017 
Model 1: 1 first-order factor 
Model 2: 3 first-order factor (uncorrelated) 
Model 3: 3 first-order factors (correlated) 

Model4:3 first-order factors and 1 second-order factor 

 

As can be seen, model 3 and 4 were identical. As stated earlier, the higher-order 

model cannot be better than the first-order model even when the higher-order model can 

explain the factors more effectively (Doll et al., 1994). ). As Marsh and Jackson (1999) 

noted, the higher-order model can be chosen even if the indices of the higher-order 

model are even the same with the first-order model. Based on the qualitative data of this 

study and the research literature, it was concluded that “time constraints” is a higher 

order construct that has two underlying dimensions; “personal schedule” and “tour 

schedule”. Figure 6-7 presents the second order CFA model for time constraints. In the 

final scale for measuring “time constraints”, a total of six items were included with two 

first-order factors. All standardised estimates were statistically significant (p<.001). 
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Figure 6-7 The second order CFA model for “time constraints” 

6.2.5 The Structure of “Psychic Distance” 

The structure of “psychic distance” was assessed utilising fourteen items. Four 

alternative models were compared to find the best fit model. Table 6-5 shows the output 

of testing the four alternative models. As can be seen, neither Model 1 nor Model 2 was 

within an acceptable range, which indicates that fourteen items are measuring more than 

just a single construct.    

 

Table 6-5 Alternative models of “psychic distance” 

Model χ
2
 (df) χ

2
/df GFI CFI RMSEA SRMR 

Model1  2666.684 35.088 .509 .465 .279 .185 

Model2  506.669(76) 6.667 .858 .911 .114 .256 

Model3  183.702(70) 2.624 .945 .963 .061 .041 

Model4 190.832(72) 2.650 .942 .961 .061 .051 

Model 1: 1 first-order factor 

Model 2: 3 first-order factor (uncorrelated) 

Model 3: 3 first-order factors (correlated) 

Model 4: 3 first-order factors and 1 second-order factor 
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Both Model 3 and 4 were acceptable. However, it was noted that Model 3 was 

significantly better than Model 4 in χ
2 
difference approach (change in χ

2
 7.13 > 5.99 at p 

0.05 levels). This result indicates that four components do not measure the same 

construct and suggests that one of the components should be removed from this 

construct. Interview scripts, research literature, and components correlations were 

reviewed. Based on the reviews, a decision was taken to delet the component “feeling 

close” from the “psychic distance” construct. Three items that measured “feeling close” 

were removed.  

As the total number of items was reduced to eleven, the reliability and validity of 

items were re-assessed by carrying out an exploratory PCA and CFA. The re-test results 

ensured that the removal of the items did not affect the integrity of the structure. Then, 

the structure of “psychic distance” was investigated to identify whether “psychic 

distance” is a higher-order construct that has three underlying components. The indices 

of four alternative models were compared with the eleven items. Figure 6-8 shows the 

four alternative models of “psychic distance” Table 6-6 shows the indices of the 

alternative models of “psychic distance”. The output of the first-order model (model 3) 

and the second order model (model 4) are identical and both models show a good level 

of model fit to the data. 
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Figure 6-8 Alternative models of “psychic distance” (revised) 

 

Table 6-6 Alternative models of “psychic distance” (revised) 

Model χ
2
(df) χ

2
/df GFI CFI RMSEA SRMR 

Model 1 1515.712(44) 34.448 .554 .603 .277 .149 

Model 2 447.506(44) 10.171 .846 .891 .145 .312 

Model 3 139.611(41) 3.405 .945 .973 .064 .035 

Model 4 139.611(41) 3.405 .945 .973 .064 .035 

Model 1: 1 first-order factor 

Model 2: 3 first-order factor (uncorrelated) 
Model 3: 3 first-order factors (correlated) 

Model 4: 3 first-order factors and 1 second-order factor 

 

As has been previously mentioned, the higher-order model cannot be better than the 

first-order model even when the higher-order model explains the factors more 

effectively (Doll et al., 1994; Marsh and Jackson, 1999; Byrne, 2010). As Marsh and 

Jackson (1999) suggested, a higher-order model can be chosen when two models are 

identical. When the target coefficient was calculated to test for the existence of a higher-

order construct, the result of target coefficient provided good evidence of a second-

order factor (Doll et al., 1994). On this basis, it was concluded that the “psychic 
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distance” construct is a higher order construct consisting of three first-order factors. 

Figure 6-9 presents the second order CFA model for “psychic distance”. All 

standardised estimates are statistically significant at the p<.001 level. In the model, a 

total of eleven items were included with three first-order CFA models.    

 

 

Figure 6-9 The second order CFA model for “psychic distance” 

 

6.3 Testing Hypotheses   

Prior to testing hypotheses, the overall measurement model was tested by including 

six constructs. Once the overall measurement model was confirmed, the structural 

equation model was tested to identify relationships among the constructs.  
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6.3.1 The Overall Measurement Model  

The overall measurement model was assessed including all constructs prior to testing 

a structural model. A measurement model shows the relations among the latent 

constructs and their observed variables, whilst a structural model shows the 

relationthips among the constructs (Byrne, 2010). The overall measurement model 

consists of six constructs, including two first-order models (preference and English 

language barriers) and four second-order models (time constraints, psychic distance, 

perceived risks, and encapsulated travel”). A total of fifty two items were included in 

the overall measurement model.  

An initial estimation of the overall measurement model was just below the 

acceptable range. The review of the error covariances indicated that more valid results 

of the overall measurement model could be achieved by deleting one item (AV1) from 

the model. After deleting the item, the revised overall measurement model showed an 

acceptable model fit to the data (χ
2
 = 2023.926; df = 1119; χ

2
/df =1.809; p=.000; 

CFI=.955; RMSEA=.043; SRMR=.039). The normed chi-square (1.809) was within an 

acceptable range. RMSEA (.043) and SRMR (.039) fell within recommendations (Hu 

and Bentler, 1999). The CFI (.955) value indicated that this model fits to the data well 

(Hu and Bentler, 1999). Also, the combined use of SRMR and CFI shows that this 

model fits to the data, as the SRMR value was lower than .08 and the CFI value was 

greater than .95 (Hu and Bentler, 1999). In addition, RMSEA (.043) was within the 

recommended range (Browne and Cudeck, 1993). All standardised estimates for the 

measurement model were reasonable and statistically significant (p < .001). Taking 

these into account, this measurement model was finalised for testing the structural 

relationships of the proposed research model.    



176 

 

6.3.2 Testing the Hypotheses and the Proposed Model 

Once the overall measurement model was confirmed, the structural equation model 

was tested including six constructs to identify relationships among the constructs. The 

relationships were investigated by testing the path coefficients for each of the nine 

hypotheses (Byrne, 2010, Hair et al., 2010). An initial theoretical structural model 

includes three exogenous constructs and three endogenous constructs, as presented in 

Figure 4-2 in the section of 4.4.2. Three exogenous constructs are “English language 

barriers”, “time constraints”, and “psychic distance” and three endogenous constructs 

include “perceived risks”, “encapsulated travel”, and “preference (for organised mass 

tours)”. A total of fifty-one observed variables were included to test the nine hypotheses 

of the current study.   

The theoretical structural model shows an acceptable model fit to the data. Review of 

goodness-of-fit statistics indicate that the theoretical model fits to the data well (χ
2
 = 

2438.214; df=1200; χ
2
/df =2.032; CFI=.938; RMSEA=.049; SRMR=.072). The normed 

chi-square (2.032) is within the recommended range and the RMSEA (.049) falls within 

recommendations (Hu and Bentler, 1999; Browne and Cudeck, 1993). The value of the 

CFI (.938) indicated that this model is acceptable (Hu and Bentler, 1999). The 

combinational use of SRMR and CFI shows that this model is acceptable, as the SRMR 

value is lower than .08 and the CFI value is greater than .90 (Hu and Bentler, 1999). All 

standardised estimates for the measurement model were reasonable and statistically 

significant (p < .001).  

The structural model did not reveal any negative error variances. A review of the 

standardised estimates revealed no correlation values of over 1.00 between the factors 

found. Thus, multi-collinearity did not arise in this model. Modification indices showed 
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that no further inclusion of additional parameters is needed (Byrne, 2010). Therefore, 

this model was utilised to test the hypotheses of the current study. The results of testing 

nine hypotheses are summarised in Table 6-7 and the research model of this study are 

displayed in Figure 6-10.       

 

Table 6-7 Testing hypotheses 

Path Unstandardised 

Estimate 

Standardised 

Estimate 

S.E. C.R. P 

H1: A tourist’s level of English 
language barriers is related to the 

level of perceived risks. 

-.087 -.107 -
.043 

-2.001 * 

H2: A tourist’s level of English 
language barriers is related to the 

level of encapsulated travel. 

-.419 -.451 -
.045 

-9.245 *** 

H3: A tourist’s level of time 

constraints is related to the level of 
perceived risks 

1.233 .454 .259 4.768 *** 

H4: A tourist’s level of time 

constraints is related to the level of 

encapsulated travel.  

1.117 .357 .270 4.141 *** 

H5: A tourist’s level of psychic 

distance is related to the level of 

perceived risks. 

.263 .170 .104 2.542 * 

H6: A tourist’s level of psychic 

distance is related to the level of 

encapsulated travel.  

.083 .046 .103 .800 .424 

H7: A tourist’s level of perceived 
risks is related to the level of 

preference for organised mass tours.  

-.107 -.067 .094 -1.133 .257 

H8: A tourist’s level of perceived 

risks is related to the level of 
encapsulated travel.  

.428 .372 .080 5.369 *** 

H9: A tourist’s level of encapsulated 

travel is related to the level of 
preference for organised mass tours. 

1.055 .765 .101 10.473 *** 

*p<.05, *** p<.001 
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Figure 6-10 Result of testing nine hypotheses 

 

The level of “English language barriers” and “time constraints” were significant 

constructs that increased the level of “perceived risk” and “encapsulated travel”. In the 

structural model, the roles of “English language barriers” and “time constraints” were 

confirmed with all hypotheses (H1, H2, H3, and H4) in relation to these constructs 

being supported. The level of “English language barriers” significantly increased both 

“encapsulated travel” (.451, p<.001) and “perceived risks” (.107, p<.05), which means 

that Korean tourists were more likely to seek “encapsulated travel” and also feel greater 

“perceived risks” if they were not comfortable using English language while travelling 

overseas.  

“Time constraints” also significantly increased both “encapsulated travel” (.357, 

p<.001) and “perceived risks” (.454, p<.001). However, the role of “psychic distance” is 

partially supported, as it increased the level of “perceived risks” significantly (.170, p 

< .05) (H5) but it did not affect “encapsulated travel” significantly. 
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“Perceived risks” significantly increased “encapsulated travel” (.372, p<.001). There 

was a significant relationship between the levels of “perceived risks” and “encapsulated 

travel” (H7). However, “perceived risks” did not significantly influence “preference (for 

organised mass tours)” (H8). Rather, “perceived risks” was one of the antecedents that 

increased tourists’ demand for “encapsulated travel”, along with “time constraints’ and 

“English language barriers”.  

The “encapsulated travel” construct was the most powerful factor that can predict 

Korean tourists' “preference (for organised mass tours)” (.765, p<.001). The relationship 

between the two constructs is significant and the strongest among other relationships in 

the model (H9). In the research model, “encapsulated travel” plays a critical part as a 

mediator between antecedents (“English language barriers”, “perceived risks”, and 

“time constraints”) and the dependent variable (“preference (for organised mass tours)”).  

Further thoughts regarding the results of testing hypotheses are discussed in the 

following chapter.   

6.4 A Post Hoc Analysis 

As a post hoc analysis, further investigations were carried out to confirm the research 

model of this study. After modifying the propose model, the final model of this research 

is provided. The role of “encapsulated travel” was further examined by testing 

mediation. Multi-group equivalence was tested to confirm whether paths in a structural 

model are equivalent across different populations. 
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6.4.1 Modification the Proposed Model  

The structural parameter estimates show that two paths are not significant. In the 

interest of parsimony, further investigation was conducted by deleting the two paths that 

are not significant. “Perceived risks” was not significantly associated with “preference” 

and “psychic distance” was not significantly associated with “encapsulated travel” 

either. The two paths were deleted and the structural equation model was tested. This 

model was significantly improved compared to the research model (Figure 6-10) in chi-

square difference test (change in χ
2
 102.23 > 64.00 at p 0.05 levels). The model shows a 

good model fit to the data (χ
2
 = 2335.978; df =1153; χ

2
/df=2.026; CFI=.939; 

RMSEA=.048; SRMR=.073). The unstandardised estimates for the structural parameter 

paths were all statistically significant. A review of the standardised estimates reveals 

there is no value greater than 1.00, which indicates that there is no problem with the 

multi-collinearity (Byrne, 2010). Therefore, this model was considered as the final 

model of the current study, which is presented in Figure 6-11.   

 

Figure 6-11 The final model of the current study 
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6.4.2 Testing Mediation of “Encapsulated Travel”  

In the model, “encapsulated travel” was identified as the most powerful predictor that 

explains South Korean tourists’ preference for mass tourism. More importantly, it was 

identified as the only construct that mediates the impact of antecedents (“perceived 

risks”, “time constraints”, and “English language barriers”) on the dependent construct 

(“preference for organised mass tours”). Therefore, the mediation of “encapsulated 

travel” was further tested to confirm its role as a mediator.    

As Baron and Kenny (1986) recommended, three tests were undertaken to identify 

the role of mediation; 1) the effect of the independent variable on the mediator, 2) the 

effect of the independent variable on the dependent variable, and 3) the effect of the 

independent variable and mediator on the dependent variable. If the effect of the 

independent variables becomes insignificant, that is, it can be accepted as a complete 

mediation; if the effect is reduced significantly, then a partial mediation is accepted 

(Baron and Kenny, 1986). Before testing mediation, three conditions was assessed; 1) 

the independent variable must affect the mediator in the first equation; 2) the 

independent variable must be shown to affect the dependent variable in the second 

equation; and 3) the mediator must affect the dependent variable in the third equation 

(Baron and Kenny, 1986, p.1177).  

To identify whether “encapsulated travel” mediates relationships between “perceived 

risks” and “preference for organised mass tours”, the mediation was tested. The result 

showed that “encapsulated travel” is a significant mediator (p < .001), indicating that 

the association between “perceived risks” and “preference for organised mass tours” is 

significantly reduced by the inclusion of the “encapsulated travel” construct. In the 

same way, the role “encapsulated travel” was tested to see whether it significantly 
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mediates relationships between “English language barriers” and “preference”. The result 

showed that the association between “English language barriers” and “preference” is 

reduced significantly by the inclusion of “encapsulated travel” (p < .001).  The effect 

of English language barriers on preference for mass tourism shrinks upon the addition 

of the “encapsulated travel” to the model.  

To identify whether “encapsulated travel” mediates relationships between “time 

constraints” and “preference”, the mediation was tested. The results indicate that the 

relationship between “time constraints” and “preference” is reduced significantly by the 

inclusion of the “encapsulated travel” construct (p < .001).  

In summary, the mediation tests support that the construct of “encapsulated travel” 

significantly mediates the impacts of “English language barriers”, “time constraints”, 

and “perceived risks” on “preference for organised mass tours”. Therefore, it should be 

noted that the “encapsulated travel” construct is a critical factor in understanding mass 

tourism behaviour in South Korea.     

6.4.3 Testing Structural Invariance 

Multi-group equivalence was tested to identify whether paths in a structural model 

are equivalent across different populations (Byrne, 2010). In order to test it, the sample 

of the current study (N=438) was randomly divided into two groups (N=219 and N= 

219). The research model (see Figure 6-11) was tested to investigate whether the model 

can be applied to different populations.     

The equivalency of number of underlying factors, the pattern of factor loadings, 

factor variances/covariances, and the equivalence of structural paths were examined. 

Three steps were used to compare two groups (Byrne, 2010; Jurowski and Gursoy, 
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2004). As a first step, a multigroup model was tested to see whether it fitted well to the 

data across the two groups. The result indicates that the model fits are within an 

acceptable range (χ
2 
= 3879.346; df = 2306; χ

2
/df = 1.682; CFI = .921; RMSEA .040). 

Thus, it was possible to proceed to test for the invariance of factorial measurement and 

structure invariance across two groups. As a second step, when the measurement 

invariances were tested, there was no significant difference between two groups in χ
2
 

difference approach. This means that the pattern of factor loadings and factor variances 

are invariant across two groups. Thus it was acceptable to proceed to the third step that 

tests the equivalency of structural paths. The result of structural equation modelling 

indicated that the relationships are not significantly different between two groups. Table 

6-8 presents the result of testing structural invariance across two groups. No further 

analysis was needed to determine which paths contributed to non invariant findings. 

Therefore, it can be concluded that paths in the model of this study are equivalent across 

different populations.      

 

Table 6-8 Testing structural invariance 

Model df χ
2
 χ

2
/df  

 

Model 1 2306 3879.346 1.682 

Model 2 2340 3895.303 1.665 

Model 3 2356 3904.527 1.657 

Comparisons           df             χ
2
 difference         P value 

Models 1 and 2 34 15.957  .996 

Models 1 and 3 50 28.181 .994 

Model 1 = the baseline multi-group model, with no equality constraints across groups;  

Model 2= factor loading are invariant, equality of coefficients linking the observed and latent variables;  

Model 3= factor variances are invariant. 
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6.5 Chapter Summary    

The current study conducted qualitative and quantitative research sequentially. Based 

on the results of the qualitative research and on the review of previous research, nine 

hypotheses were suggested. This chapter reviewed the structure of the main constructs 

and the results of testing the nine hypotheses. The results showed that the level of 

“English language barriers” significantly increases both “encapsulated travel” and 

“perceived risks”. “Time constraints” also significantly increases both “encapsulated 

travel” and “perceived risks”. Thus, hypotheses related to “English language barriers” 

and “time constraints” are all supported. However, hypotheses related to “psychic 

distance” are partially supported: “psychic distance” increases “perceived risks” 

significantly, but it does not affect “encapsulated travel” significantly.  

A significant relationship was identified between “perceived risks” and 

“encapsulated travel”, however the relationship between “perceived risks” and 

“preference (for organised mass tours)” was not supported. The “encapsulated travel” 

construct was found as the most powerful construct that increases Korean tourists' 

“preference” for organised mass tours. As a post hoc analysis, multi-group equivalence 

of the model was tested and the results showed that paths in a structural model are 

equivalent across different populations. Further thoughts regarding the results are 

discussed in the following chapter.  
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CHAPTER 7. DISCUSSION 

7.1 Chapter Overview  

This research has sought to gain a deeper understanding of the reasons why mass 

tourism continues to be preferred style of travel among South Koreans. With tourism 

markets becoming more competitive, it is crucial for marketers to have a better insight 

into the reasons that drive tourists to choose organised mass tours. This study proposed 

five constructs as being significant in understanding South Korean tourists’ preference 

for mass tourism and empirically investigated their roles. The constructs are 

“encapsulated travel”, “perceived risks”, “English language barriers”, “time constraints”, 

and “psychic distance”. In the final section, the five constructs and the underlying 

constructs are discussed individually based on findings of this study. The relationships 

among the constructs are discussed next based on the results of hypotheses testing. In 

the last section, the theoretical contributions, industry implications, recommendations 

for future study, and limitation of this research are addressed.  

7.2 The Main Constructs   

This section discusses the five constructs of the model, “encapsulated travel”, 

“perceived risks”, “English language barriers”, “time constraints”, and “psychic 

distance”, based on the findings of this study.  
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7.2.1 Encapsulated Travel 

The concept of “encapsulated travel” has departed from the idea of Cohen’s 

‘environmental bubble’ (Cohen, 1972). The term “encapsulated travel” was introduced 

and defined in this study as: ‘a tourist’s psychological needs for comfort in a foreign 

country by protecting themselves from the strangeness of the host society’. The current 

study found that “encapsulated travel” is a higher order dimension that has three 

underlying components; “protection” (standardised estimate: .594, p <.001), “food” 

(standardised estimate: .543, p <.001), and “avoidance” (standardised estimate: .695, p 

<.001).  

By identifying the structure of “encapsulated travel” and its underlying components, 

this study provides a new insight into factors that matter for Korean mass tourists when 

they travel overseas. Previous research has noted the desire for ‘comfort’ sought by 

tourists (Cohen, 1972; Cohen and Cooper, 1986; Jacobsen, 2003; Lepp and Gibson, 

2003), however, no prior research has attempted to measure and identify its structure in 

tourism. The uniqueness of this study is here, as it clearly demonstrates that marketers 

should pay attention to how mass tourists seek ‘psychological comfort’. This finding 

provides a broader perspective regarding how Korean tourists try to reduce the 

perceived feelings of discomfort in relation to overseas holidays, as the three 

components can be specifically applied to the Korean market. Holiday programs are 

recommended to consider the components as a whole rather than as three separate 

functions and to provide the holiday services by integrating them.  
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This study identified that tourists feel comfortable having “protection” while 

travelling overseas (standardised estimate: .594, p <.001). Those who desire to enjoy 

comfortable trips are likely to seek protection during their trips. An analysis of the scale 

items for measuring “protection” show that tourists need someone who acts as a 

problem solver, who is available in case of any difficulties and who is someone they can 

rely on during overseas trips.  

The “protection” component appears to be associated with the issues of ‘security’ 

and ‘safety’ (Kim and Prideaux, 2005; Pearce and Lee, 2005). Those who are concerned 

about protection are likely to prefer to travel in fully organised mass tours as they have a 

tour guide who they perceive will protect them from any difficulties that may occur in a 

foreign country. The research suggested that the service of a tour guide is important for 

some tourists as they can assure that everything is under control (Reisinger and 

Mavondo, 2005). Various terms, such as a ‘safety net’ (Evans, 1976) and a ‘bubble of 

serenity’ (Uriely, Maoz, & Reichel, 2009), have been used by researchers to convey the 

idea of protection to emphasise the significance of ‘protected feelings’ for some tourists. 

However, there has been a lack of research that empirically measures and tests the role 

protection in the context of mass tourism. This study shows that marketers should pay 

attention to the need for ‘protection’ by tourists in South Korea. Promotional campaigns 

for mass tourism products could be more effective if marketers emphasised protection 

issues. 

This study has identified that Korean tourists seek Korean “food” to reduce feelings 

of discomfort while they travel in a foreign country. The “food” dimension is one of the 

underlying components that consists of the ‘encapsulated travel’ construct (standardised 

estimate .543 (p <.001). A close look into the scale items suggested that the items 
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measure tourists’ openness towards strange food. This finding provides a deeper insight 

into the role of “food” in South Korea. From the point of view of Korean tourists the 

local food of overseas countries seems strange and that strangeness makes tourists feel 

uncomfortable. Previous research noted that strange local food can be attractive for 

some tourists, whilst it is not for others and that it may be seen as confronting rather 

than having any attractiveness (Cohen and Avieli, 2004). The current study supports 

and also extends previous research regarding the “food” dimension by empirically 

showing that local food is considered as a ‘confrontation’ for many Korean tourists, 

which encourages their preference for mass tourism products as a way to reduce their 

discomfort regarding food in a foreign country.  

More importantly, this study found that “familiar food” is important to make tourists 

feel ‘at home’ during overseas holidays. Tourists can feel comfortable because their 

sense of smell and taste can remind people of their homes. This outcome is supported in 

previous research. For example, American tourists are reported to feel of home while 

travelling in Asia when they have meals in American brand restaurants, such as 

Starbucks, KFC, or McDonalds (Traiger, 2008). However, this research has empirically 

demonstrated that “food” is related to tourists’ travel-style preferences. Furthermore, 

this study has provided a bigger picture of “food” by identifying that it is one of the 

factors along with the dimensions of “protection” and “avoidance” that matter from the 

perspective of Korean tourists. This study argues that tourism marketers should 

integrate “food” along with “avoidance” and “protection” to more effectively attract 

Korean tourists.      

The “avoidance” dimension was identified as one of the underlying factors of 

“encapsulated travel” (standardised estimate of .695, p <.001). Analysis of the scale 
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items of “avoidance” indicates that they measure the extent of which tourists are not 

comfortable with taking a leading role in overseas holidays. The “avoidance” 

component appears to be related to cultural backgrounds. Previous research suggests 

that members of collectivistic cultures tend to make a greater effort to avoid conflicts 

than members of individualistic cultures (Oetzel and Ting-Toomey, 2003; Ting-Toomey, 

2005; Kim, Pan, and Park, 1998). As South Korea has a collectivistic culture (Hofstede, 

2001), this may influence the extent of which Korean tourists avoid ‘conflict’ by having 

less interaction with service providers or locals in overseas countries. This study clearly 

shows that tourism marketers should understand Korean tourists’ perceptions of 

“avoidance” and to provide suitable service for this market, which may be achieved by 

having a better knowledge about the cultural background of Korean tourists.  

To conclude, the underlying three components of “encapsulated travel” should be 

considered as significant for tourism marketers in designing holiday products for South 

Koreans. In the South Korean context, tourists tend to feel comfortable when they have 

familiar “food”, have someone who ‘protects’ them from any difficulties, and can avoid 

interactions with locals or service providers when they are overseas. These three 

dimensions, “food”, “protection”, and “avoidance”, have rarely been measured 

empirically. Although there have been a few attempts to investigate and measure 

tourists needs from the perspective of the independent tourists (Petrick, 2002; Yiannakis 

and Gibson, 1992; Lepp and Gibson, 2003; Arasratnam and Banerjee, 2011; Zuckerman, 

2007), relatively little attention has been paid to understanding psychological needs 

from the perspective of mass tourists. In this context, it is believed that this finding 

contributes to better knowledge about psychological needs of mass tourists.  
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7.2.2 Perceived Risks  

Previous research has identified various dimensions of perceived risk, suggesting the 

significance of each dimension will differ depending on destinations and travel 

situations (Fuchs and Reichel, 2006; Reichel, Fuch, and Uriely, 2007; Sonmez and 

Graefe, 1998a; 1998b; Kozak et al., 2007; Dolnicar, 2005; Mitchell et al., 1999). 

However, there has been a lack of research that empirically tests the structure of 

perceived risks that can be applied to overseas holidays. In this context, this study is of 

significance as it identifies the structure of perceived risks in relation to overseas 

holidays. The current study found that, in South Korea, perceived risk is better 

conceptualised with five underlying factors. The components include “physical risks”, 

“psychological risks”, “financial risks”, “time risks”, and “opportunity risks”, which 

should be considered as significant in understanding the travel needs of South Korean 

tourists. Considering that most research has been conducted on perceived risks in 

Western cultures (Jonas et al., 2011; Lepp and Gipson, 2003; Sonmez and Graefe, 

1998b), this finding provides tourism marketers and scholars with a important 

information regarding which dimensions should be the focus of research regarding 

overseas holidays for Korean tourists.  

In regards to “physical risks” (standardised estimate: .789, p <.001), this study has 

identified that Korean tourists are concerned about various situations, such as food 

poisoning, water quality, exposure to criminal harm, and their concerns about their 

general well-being. This supports previous research (Jonas, Mansfeld, Paz, and 

Potasman, 2011; Simpson and Siguaw, 2008) and also extends the body of knowledge 

on perceptions of “physical risks”. For example, in Lepp and Gipson’s (2003) study, 

poor food and water quality were identified as the greatest concerns when Westerners 
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travelled to Asian countries and fear of contracting disease was identified as significant 

in Jonas et al.’s (2011) study. Kozak et al. (2007) pointed out that the Third World (less 

developed countries) should acknowledge that international tourists are quite sensitive 

to health and hygenic issues when travelling to developing countries. This study 

demonstrates that the physical risks perceived by Korean tourists are similar to those of 

Westerners; Korean tourists also show concerns about hygenic issues such as ‘disease’ 

or ‘food poisoning’ in relation to overseas holidays. Therefore, tourism marketers and 

scholars should pay more attention to physical risks when designing and promoting 

holiday products for South Korean tourists.  

 “Psychological risk”, which is generated through a lack of knowledge of the culture 

of a host country, is identified as one of the underlying dimensions of perceived risks in 

South Korea (standardised estimate: .790, p <.001). An analysis of the measurement 

items has indicated that they reflect tourists’ desire to have ‘peace of mind’. Tourists are 

sensitive about ‘ambiguous situations’ because they are not sure whether their 

behaviour is acceptable or not. This finding empirically confirms the notion of 

Gudykunst and Hammer’s (1988) study where it was suggested that people are likely to 

have negative feelings towards a different culture when they perceive a different 

environment as strange. Tourists are likely to have great psychological risks when 

travelling internationally, because if they lack knowledge, they tend to have greater 

levels of ‘socially’ uncomfortable feelings when they travel overseas than when they 

travel domestically (Dolnicar, 2005). If tourists perceive foreign cultures as ‘strange’ 

and ‘unknown’, they are likely to have great levels of psychological distance, which is 

expected to generate great levels of “psychological risk”. This study clearly shows that 

“psychological risks” are important when Korean tourists travel overseas and suggests 
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that tourism marketers and scholars should pay attention to tourists’ desire to have 

‘peace of mind’ when promoting tourism products in South Korea.     

“Opportunity risks” is one of the underlying dimensions of “perceived risks” in the 

South Korean context (standardised estimate: .817, p <.001). A review of the items for 

“opportunity risks” indicates that tourists are concerned about situations where they are 

not able to ‘enjoy their trip as they intended’. This is consistent with the findings of 

Sonmez and Graefe (1998a) and Reichel et al. (2007) and further extends understanding 

regarding this risk. In the overseas holiday context, it is quite understandable that 

opportunity risks become greater because holiday products involve high levels of 

service characteristics (intangibility, inseparability, variability and perishability) and are 

affected by influences we cannot control, such as unfriendly locals or bad weather. By 

impirically testing this dimension, the current study extends understanding.   

This study identified the significance of “time risks” in South Korea (standardised 

estimate: .796, p <.001). Although researchers have suggested the importance of this 

dimension (Sonmez & Graefe, 1998a; Fuchs and Reichel, 2006; Reichel, Fuchs and 

Uriely, 2007), there has been a lack of evidence that supports its significance for 

tourism. By empirically identifying the significance of “time risks”, this study extends 

previous knowledge on this dimension. Korean tourists are concerned about the amount 

of time spent in relation to overseas holidays. Therefore, this study argues that tourism 

marketers and scholars should take “time risk” into account to make their holiday 

products more attractive.  

Perceptions of “financial risk” are generated when tourists have worries about not 

getting the most out of their money and losing their personal property. The standardised 

estimate of this dimension is .833 (p <.001), the greatest variances compared to other 
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risk dimensions. Previous research has suggested that tourists are concerned about 

spending money over and above their budget expectations (Reichel et al., 2007) and 

losing their personal property (Dolnicar, 2005). This study identified the significant role 

of financial risk in the context of Korean overseas holidays through conducting 

qualitative and quantitative research. During focus group interviews, participants 

expressed their concerns about financial risks related to being over charged. The review 

of the items in the survey indicated that tourists are concerned about being overcharged 

by locals and losing their property during overseas trips. Therefore, tourism marketers 

and scholars should acknowledge its significance in understanding Korean tourists.   

To summarize, this study contributes to the overall understanding of “perceived 

risks” in the context of overseas holidays for South Koreans. The structure of 

“perceived risk” shows that it can be better explained as a single second-order model 

with five first-order factors, telling us that those five dimensions should be measured 

and understood in an holistic way, rather than being considered as separate issues. This 

study also suggests that the identified dimensions, “physical risks”, “psychological 

risks”, “financial risks”, “time risks”, and “opportunity risks” should be considered for 

people wanting to achieve a signficiantly better understanding of the needs of Korean 

tourists as they can be specifically applied to Korean market.   

7.2.3 English Language Barriers 

English is the tourist language most commonly used worldwide (Charles, 2007; 

Hofstede, 1997; Cohen, 2004). This may lead tourists with a non-native English 

speaking background to have greater communication difficulties than tourists with a 

native English speaking background. However, little attention has been paid to English 
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language barriers in tourism from the perspective of non-native English speakers 

(Harzing and Feely, 2008; Cohen and Cooper, 1986). There has been only a handful of 

research available calling for further investigation on this topic (Reisinger and Turner, 

2002; Cohen, 2004). By identifying the significant role of English language barriers in 

the context of overseas holidays for Korean tourists, this study provides a deeper insight 

into this topic as well as drawing further attention to this topic from scholars and 

marketers.   

The significant role of English language barriers is evident in both the qualitative and 

quantitative research. A closer look into these items has illustrated, the level of "English 

language barriers" measures the extent to which tourists have confidence in 

communicating in English without assistance during their overseas holidays. It should 

be noted that “English language barriers” did not measure respondents’ objective 

English skills; rather, the items measured the respondents’ subjective confidence in 

communicating English.  

The finding in relation to English language barriers provides important information 

to tourism scholars and practitioners, as issues related to English language barriers have 

rarely been addressed in the tourism literature. Despite its importance, the 

communication difficulties of tourists from non-native English backgrounds have been 

ignored in the tourism research literature. This study suggests that language should be 

separated from other cultural elements so that issues related to language barriers can be 

further investigated. This study strongly argues that, with the tourism market becoming 

more diverse, global tourism marketers should not overlook theses communication 

difficulties for Asian tourists. There is clear evidence here that destination marketers 
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should pay more attention to the discomfort of non-native English speakers caused by 

English language barriers.  

7.2.4 Time Constraints  

This study identifies the structure of “time constraints” and provides a deeper insight 

into what issues Korean tourists are stressed about in relation to time spent during 

overseas holidays. It was found that a single second-order model with two first-order 

factors is the most valid framework for “time constraints”. In a second-order model, the 

“time constraints” construct has two underlying components: “personal schedule” and 

“tour schedule”. The standardised estimate of “personal schedule” is greater (.793, 

p<.001) than the “tour schedule” (.390, p<.001).  

This finding provides a bigger picture regarding the area where marketers should 

focus in order to attract potential consumers. This study has shown that tourists feel 

stressed not only because of the short length of trips (“tour schedule”), but also because 

of a lack of time for researching a destination prior to departure. This demonstrates clear 

evidence that tourism researchers and marketers should acknowledge the significance of 

time management when they develop and promote holiday products in South Korea. 

Marketers should understand “time constraints’ that matter from the perspective of 

Korean tourists and should integrate the two dimensions to attract Korean tourists. 

Although there has been a proliferation of studies about constraints in the area of 

leisure studies, travel constraints have largely been neglected in tourism with few 

studies being found that address the topic (Nyaupane and Andereck, 2008; Hung and 

Petrick, 2010b). The findings of this study are of significance, as this study empirically 
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identifies the significant role of “time constraints” in understanding mass tourists in 

South Korea.  

Analysis of the scale items for measuring the component of “personal schedule” 

indicates that they measure the extent to which tourists feel stress if they have to 

‘research’ a destination and ‘arrange’ their trips on their own. It is understandable for 

individuals to have stress in researching a destination, as it requires a considerable 

amount of time to gain knowledge about a destination prior to departure (Tsaur, Yen 

and Chen, 2010; Hyde and Lawson, 2003). In particular, if tourists cannot afford to 

spend time for gathering information, they are likely to have greater stress in spending 

time for researching a destination. In this context, relying on travel agencies can be a 

good option for reducing time taken to gain information because travel agencies offer 

pre-organised schedules prior to departure suggesting ‘things to do’ in a destination.  

A review of the scale items for measuring “tour schedule” has indicated that they 

measure subjective feelings about time stress in relation to trip lengths. If tourists 

perceive the length of a trip as short, they may want to spend time the most efficiently 

by avoiding undesirable situations, such as wasting time by getting lost or wandering 

around for hours not knowing where to go. In this case, it is understandable that tourists 

become more sensitive to schedules because they seek maximising utility to deal with 

lack of time.   

To conclude, this research provides a new insight into factors that matter for Korean 

tourists by identifying the structure of “time constraints” and its significance in 

understanding the mass tourism preferences of Korean tourists. The “time constraints” 

construct can be conceptualised best when it has underlying two-dimensional 

components: “personal schedule” and “tour schedule”. By showing that time stress can 
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be generated for tourists even prior to departure, this study provides important 

information regarding the area where marketers should pay more attention.  

7.2.5 Psychic Distance 

Although the concept of psychic distance has previously been suggested as 

significant in understanding individual behaviour (Ojala, 2008; Brewer, 2007; Sousa 

and Bradley, 2006; Shenkar, 2001; Swift, 1999), this topic has rarely been addressed in 

tourism and little research is available (Lau and Mckercher, 2004; Ankomah and 

Crompton, 1992; Baloglu, 2001). This study is significant, as it empirically identifies 

the structure of psychic distance in a Korean context. The study identifies a single 

second-order model with three first-order factors is the most valid framework for the 

“psychic distance” construct. The three dimensions are “trust”, “positive feelings”, and 

“knowledge”, and they should be understood in a holistic way rather than being 

considered separately.  

The “trust” dimension is one of the components of “psychic distance” (standardised 

estimate: .753, p <.001). Tourists feel distance between the home country and a host 

country due to lack of “trust” towards the host country. Analysis of the items for “trust” 

indicates that tourists build their trust on a host country based on available facilities for 

tourists, infrastructure, and economic development of the host country.   

The “positive feelings” component is one of the “psychic distance” construct 

(standardised estimate: .805, p <.001). The items of “positive feelings” measure the 

extent of which tourists have a positive image of the host country and are attracted by 

the culture. If the culture of a host country is considered as attractive, individuals tend to 

feel less psychic distance (Shenkar, 2001: Swift, 1999; Mckercher and Cros, 2003). 
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This means there is not necessarily a need to be physically close in order for tourists 

feel ‘close’ toward a destination. Rather, if tourists are attracted by the culture of a 

destination, “psychic distance” can be reduced.   

This study found that “psychic distance” can be reduced by having “knowledge” 

about the country (standardised estimate: .649, p <.001). An analysis of the scale items 

for “knowledge” shows that they measure the ‘subjective’ knowledge tourists have 

about details of the host country. Previous research in the area of international business 

suggests that psychic distance is dramatically decreased once people know more about a 

destination and its culture (Ojala, 2008; Tasci, 2009; Swift, 1999). This study 

empirically shows that the “knowledge” dimension can be applied to tourism. By 

knowing more about differences or similarities between cultures, people may have less 

bias towards the culture. It is understandable that psychic distance can be reduced if 

people have fewer prejudices or bias toward the different culture.  

To conclude, this study investigates the structure of “psychic distance” and identifies 

that a single second-order model with three first-order factors is the most valid 

framework for the “psychic distance” construct. The three dimensions include 

knowledge”, “trust”, and “positive feelings”. This result suggests that these three 

components should be understood in an holistic way and marketers should action them 

through integrating to deal with “psychic distance”. Marketers are able to reduce 

“psychic distance” if they understand underlying factors, because it is a ‘subjective’ and 

‘relative’ concept. The finding clearly shows that tourists do not feel ‘close’ towards the 

destination only because it is located geographically ‘close'. Regardless of geographical 

distance, tourists are likely to feel close towards a destination if they have enough 

‘knowledge’ about its culture, if they perceive the culture of the host country is 
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attractive, and if they trust the infrastructure of the host country. Therefore, these 

dimensions should be considered as significant when destination marketers desire to 

reduce “psychic distance” between two cultures.  

7.3 The Relationships among the Constructs  

The results of nine hypotheses are discussed in this section. The role of each 

construct is discussed along with the research question. The constructs include “English 

language barriers”, “time constraints”, and “psychic distance”, “perceived risks”, and 

“encapsulated travel”.   

7.3.1 The Results of Hypotheses Testing 

The proposed model consists of six constructs, which is presented in Figure 7-1. The 

results show that the role of “English language barriers” and “time constraints” is 

evident in the model, with all hypotheses regarding these constructs being significant 

(H1, H2, H3, and H4 were supported). The level of “English language barriers” 

significantly increases both “encapsulated travel” (standardised estimate: .451, p< .001) 

and “perceived risks” (standardised estimate: .107, p< .001). “Time constraints” also 

significantly increases both “encapsulated travel” (standardised estimate: .357, p< .001) 

and “perceived risks” (standardised estimate: .454, p< .001). Meanwhile, “psychic 

distance” shows only a marginal power (standardised estimate: .170, p< .001); it 

increases “perceived risks” significantly, however it does not affect “encapsulated 

travel” significantly (H 5 is supported, but H6 is not supported).  
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There is a significant relationship (standardised estimate: .372, p< .001) between 

“perceived risks” and “encapsulated travel”; however “perceived risks” does not 

significantly influence “preference (for organised mass tours)” (H8 is supported, but H7 

is not supported). The “encapsulated travel” construct is the most powerful factor to 

predict Korean tourists' preference for organised mass tours (standardised estimate: .765, 

p< .001). It also plays an important part mediating between “English language barriers”, 

“time constraints”, and “psychic distance” and the dependent construct (“preference” 

for organised mass tours). Further thoughts regarding this result are discussed in the 

following sections.  

 

 

Figure 7-1 The results of testing the hypotheses 

7.3.2 The Role of “English Language Barriers”  

One question relates to the role of “English language barriers” in motivating tourists 

to join organised mass tours. The research question is that “Is English language 
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perceived by Korean tourists as ‘barriers’ to travel independently? If so, how do 

English language barriers influence tourists’ preference for mass tourism?”   

Based on the research literature and focus group interviews, it was hypothesised that 

‘a tourist’s level of “English language barriers” is related to the level of “perceived 

risks” (H1) and “encapsulated travel” (H2). The results support the significance of 

English language barriers in understanding the preference of Koreans for organised 

mass tours, as two hypotheses are supported significantly. Table 7-1 presents the testing 

results of hypothesis 1 and 2.  

 

Table 7-1 The role of “English language barriers" 

 Path Unstandardised 

Estimate 

Standardised 

Estimate 

S.E. C.R. P 

H1 A tourist’s level of English 

language barriers is related to 

the level of perceived risks. 

-.087 -.107 -

.043 

-

2.001 

* 

H2 A tourist’s level of English 
language barriers is related to 

the level of encapsulated travel  

-.419 -.451 -
.045 

-
9.245 

*** 

*p<.05 ***p<.001 

 

A significant relationship between English language barriers and perceived risks was 

identified in this study. During focus group interviews, a participant emphasised that if 

she were able to speak English well, there would be nothing else about which she would 

be worried (see chapter 4). Although marginal, the structural model shows that the level 

of “English language barriers” significantly increases the level of “perceived risks” 

(standardised estimate: -.107, p<.05).  

This finding not only supports previous research (Han, 2005; Reisinger and 

Mavondo, 2005), but also extends the body of knowledge on this topic. Previous 

research noted that, due to language barriers, American tourists perceive greater risks 
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when they travel to Japan, compared to when they travel to Australia (Han, 2005). By 

empirically identifying the significant role of language barriers, this study supports and 

extends previous research on language barriers. This study extends previous research by 

focusing on “English language barriers” from the point of view of a non-native speaker.   

The relationship between “English language barriers” and “encapsulated travel” is 

clearly evident and strong (standardised estimate: -.451, p < .001). This finding provides 

important understanding for tourism marketers and scholars as this clearly shows a 

significant relationship with psychological discomfort in the Korean overseas holiday 

context. Researchers have noted the discomfort generated by language barriers and 

suggested that language barriers increase tourists’ feelings of discomfort, stress, anxiety, 

and vulnerability (Reisinger and Mavondo, 2005; Gudykunst, 1995; Basala and 

Klenosky, 2001). Discomfort can be generated because a lack of language competence 

forces individuals to remain as an ‘outsider’ (Hofstede, 1997). However, no previous 

research has been found that empirically investigates the role of “language barriers” in 

relation to mass tourism preferences.  

More importantly, this study focuses on “English language barriers” from non-native 

English speakers’ point of view and identifies its relationship with “perceived risks” and 

“encapsulated travel”. It would be a mistake if global tourism marketers ignore the 

perspectives of non-native English speakers. As Ahmed and Chon (1994) illustrated, 

information written in English and staff who speak English are available in most tourist 

attractions, which may provide comfort for English speakers. In contrast, this is not the 

case for those from non-native English speaking countries.  

Cultural background may explain why tourists feel great levels of English langugage 

barriers. Previous research found that issues related to ‘losing face’ generate passive 
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behaviours in individuals (Patterson et al., 2006; Reisinger and Turner, 2002). For 

example, according to Chan et al., (2010b), Chinese tourists were reluctant to complain 

about service failure due to their lack of English skills (Chan et al., 2010b). Chinese 

tourists tended to think that service fails due to their lack of English communication 

skills. In a similar way, in Chen and Hsu’s (2000) study, those who have great levels of 

language barriers tend to spend less time for shopping because they do not want to 

contact with service providers. With tourism marketing becoming more diverse, this 

study strongly argues that global tourism marketers should not overlook the 

communication difficulties of Asian tourists. Tourism marketers should pay more 

attention to the discomfort of non-native English speakers’ generated by lack of English 

skills.   

7.3.3 The Role of “Time Constraints”  

The research question regarding “time constraints” is that “Do tourists’ time 

constraints play a part in preference for mass tourism? If so, how do time 

constraints influence tourists’ preference for mass tourism?”  

A considerable amount of attention has been paid to constraints in the area of leisure 

literature (Crawford and Godbey, 1987; Jackson, Crawford, and Godbey, 1993; Jackson, 

1993; Samdahl and Jekubovich, 1997), however relatively less attention has been given 

into this topic in tourism literature (Gilbert and Hudson, 2000). Based on previous 

studies and focus group interviews, two hypotheses are proposed in the current study; ‘a 

tourist’s level of “time constraints” is related to the level of “perceived risks” (H3) and 

“encapsulated travel” (H4). Table 7-2 presents the results of testing hypothesis 3 and 4. 
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Table 7-2 The role of “time constraints” 

 Path Unstandardised 

Estimate 

Standardised 

Estimate 

S.E. C.R. P 

H3 A tourist’s level of time 
constraints is related to the level 

of perceived risks.  

1.233 .454 .259 4.768 *** 

H4 A tourist’s level of time 
constraints is related to the level 

of encapsulated travel.  

1.117 .357 .270 4.141 *** 

***p<.001 

 

This finding empirically identifies that “time constraints” play an important role in 

understanding Korean tourists’ preference for mass tourism products. The result 

indicates that “time constraints” significantly increases the level of “perceived risks” 

(standardised estimate: .454, p<.001). Furthermore, the relationship between “time 

constraints” and “encapsulated travel” is also clearly supported (standardised 

estimate: .357, p < .001). Time constraints increase both “perceived risks” and 

“encapsulated travel”, which, in turn, increase the possibility of choosing mass 

organised tours.  

In the tourism literature, “time constraints” has been suggested as one of the travel 

related constraints along with income, or health constraints (McGuire, 1984; Fleischer 

and Pizam, 2002; Ankomah, Crompton, and Baker, 1996). For example, Ankomah et al. 

(1996) identified that travel constraints including time constraints influence destination 

choices. In Hung and Petrick’s (2010b) study, lack of time was one of the the greatest 

constraints for tourists when they were deciding to participate in cruise tours. By 

supporting the significance of “time constraints” in South Korea, this study is aligned 

with previous research that has identified the role of “time constraints” in tourism. More 

specifically, this study extends our knowledge about travel constraints, as it empirically 

demonstrates that ‘time constraints’ influences the level of perceived risks and 
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psychological discomfort in the overseas holiday context, and these connections have 

rarely been addressed in previous research in tourism.  

This study argues that “time perception” should be taken into consideration for 

understanding Koreans travel behaviour. As cultural backgrounds are related to an 

individual’s time orientation (Adams and Eerde, 2010; Hall and Hall, 1987), people 

from different cultures have different opinions about ‘time priority’ (Manrai and Manrai, 

1995; Kaufman, Lan, and Lindquist, 1991). This study suggests that the relatively long 

working hours in South Korea (OECD, 2011) and time priority may explain why the 

dimension of ‘time’ is identified as significant in this study. Global tourism marketers 

need to understand the comprehensive meaning of “time” and should have a more 

extensive knowledge about cultural background in order to achieve a better 

understanding of Korean tourists.   

To conclude, this research empirically demonstrates that “time constraints” play a 

significant part as an antecedent affecting tourists’ psychological needs for 

“encapsulated travel” and the level of “perceived risks”. The finding empirically 

supports and extends the previous research that emphasises the significance of 

constraints in tourism. Travel constraints can be much more serious than other leisure 

activities because tourism products require greater time and money commitment 

(Nyaupane and Andereck, 2008; Hung and Petrick, 2010b; Mitchell et al., 1999). 

Despite the significance of constraints, issues related to constraints have not been a 

popular topic in tourism. This study clearly shows that “time constraints” should be 

considered as significant in understanding tourists’ preference for mass tourism and 

calls for further investigation regarding the role of “time constraints” in tourism.     



206 

 

7.3.4 The Role of “Psychic Distance” 

One of the research questions is related to the role of “psychic distance” in 

understanding Korean tourist mass tourism preference. The research question is that 

“Does the psychic distance between home and host country play a part in 

preference for mass tourism? If so, how does psychic distance influence tourists’ 

preference for mass tourism?”  

Based on previous literature and the results of qualitative data analysis, the current 

study hypothesised that ‘a tourist’s level of “psychic distance” is related to the level of 

“perceived risks” (H5) and “encapsulated travel” (H6). The results of the structural 

equation model showed that “psychic distance” was positively associated with 

“perceived risks” (standardised estimate: .170, p<.05), however it did not significantly 

influence ‘“encapsulated travel”. Table 7-3 presents the results of testing H5 and H6.  

 

Table 7-3 The role of “psychic distance” 

 Path Unstandardised 

Estimate 

Standardised 

Estimate 

S.E. C.R. P 

H5 A tourist’s level of psychic 

distance is related to the level of 

perceived risks.  

.263 .170 .104 2.542 * 

H6 A tourist’s level of psychic 
distance is related to the level of 

encapsulated travel.” 

.083 .046 .103 .800 .424 

*p<.05 

 

This study focuses on tourists’ ‘subjective’ distance rather than ‘physical’ distance in 

measuring “psychic distance”. With different psychic distance, people align destinations 

based on their mental ordering (Enoch, 1996). In previous research, psychic distance is 

suggested to influence the travel behaviours of tourists including destination choices 
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(Ankomah et al., 1996; Enoch, 1996; Crotts, 2004). This study extends previous 

research by identifying that psychic distance affects tourists’ perceived risks in the 

overseas holiday context.  

However, the results of the structural equation model showed that the relationship 

between “encapsulated travel” and “psychic distance” is not significant. This result can 

be explained in two possible ways. First, one of the possible reasons seems to be related 

to measurement issues. Despite the importance of the concept of psychic distance, the 

scope of psychic distance was not clearly defined in previous studies, and scholars have 

been using various terms including psychological distance, cultural distance, and 

cognitive distance (Evans and Mavondo, 2002; Sousa and Bradley, 2006; Ankomah, 

Crompton and Baker, 1995). As a result, researchers have employed different scales 

when measuring psychic distance in previous studies. For example, in Crotts’s (2004) 

study, psychic distance was measured using Hofstede’s (2001) national index, which 

only calculates ‘objective’ gaps between two cultures. Meanwhile, this study developed 

a measurement scale to measure individuals’ ‘subjective’ gaps between two cultures. 

This measurement issue may cause the differences in the results.  

Another possible reason seems to be related to destinations. During focus group 

interviews, participants pointed out ‘South America’, ‘India’, ‘Middle East countries’ or 

‘African countries’ as distant. African countries were considered as “far away” 

countries “because their culture is so unusual”. As Tasci (2009) pointed out, lack of 

familiarity, prejudices and stereotypes seem to increase psychic distance. However, in 

the online survey of this study, a majority of respondents (76%) indicated that they 

travelled to Japan, China, Thailand, and Philippine. Only less than 10% of respondents 

answered about countries that were described as ‘far away’ countries by participants of 
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focus group interviews. This may explain why psychic distance was not a significant 

construct in this study. Therefore, future studies are recommended to make destinations 

evenly distributed including less popular places in order to investigate the role of 

psychic distance in tourism.  

7.3.5 The Role of “Perceived Risks”   

The research question related to “perceived risks” is that “Do perceived risks 

influence Korean tourists’ travel-style choice? If so, how do perceived risks 

influence tourists’ preference for mass tourism?”   

Based on literature review and focus group interviews, two hypotheses were 

proposed; ‘A tourist’s level of “perceived risks” is related to the level of “preference 

(for organised mass tours)” (H7) and “encapsulated travel” (H8). The test result of a 

structural model shows that “encapsulated travel” is significantly related to “perceived 

risks” (standardised estimate: .428, p <.001). However, unlike what was proposed, the 

direct relationship between “perceived risks” and “preference” was not significant. The 

role of “perceived risks” was mediated by “encapsulated travel” in affecting tourist 

behaviour. Table 7-4 presents the results of testing hypotheses 7 and 8.  

 

Table 7-4 The role of “perceived risks” 

 Path Unstandardised 

Estimate 

Standardised 

Estimate 

S.E. C.R. P 

H7 A tourist’s level of perceived 

risks is related to the level of 

preference for organised mass 

tours.  

-.107 -.067 .094 -

1.133 

.257 

H8 A tourist’s level of perceived 

risks is related to the level of 

encapsulated travel.  

.428 .372 .080 5.369 *** 

***p<.001 
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This study identified that “encapsulated travel” is significantly related to “perceived 

risks" in the overseas holiday context. Tourism marketers should acknowledge that 

perceived risks significantly affect not only destination choices, intentions to travel, or 

information searching behaviours (Quintal, Lee, and Soutar, 2010; Fuch and Reichel, 

2006), but also increases tourists’ needs for comfort. As previous studies noted, 

overseas holidays involve high levels of anxiety and discomfort in a foreign country due 

to cultural and situational differences (Gudykunst and Hammer, 1988; Dolnicar, 2005). 

It is understandable that tourists’ psychological needs for comfort become greater if 

they have greater levels of perceived risks. This result provides a deeper knowledge 

regarding how tourists try to reduce perceived risks. This study clearly answers that, to 

reduce perceived risks, tourists seek “encapsulated travel” that can provide 

psychological comfort.  

As overseas holidays involve a variety of elements as parts of tourism products, such 

as weather, locals, or natural disasters, the level of perceived risk differs depending on 

destinations and situations (Fuch and Reichel, 2006 ; Sonmez and Graefe, 1998a). 

Considering that the level of tolerance for uncertain situation is very low in Korea 

society and as it is a risk adverse society (Hofstede, 1997), Erdem and Swait (2004) 

illustrated, tourists may seek the sure thing to reduce perceived risks. Therefore, tourism 

marketers should acknowledge the importance of perceived risks in understanding the 

travel behaviour of Korean tourists and design holiday products that can reduce the 

level of perceived risks.  

To conclude, this study identified the significant role of “perceived risks” in 

understanding preference for mass tourism in South Korea. Previous researchers suggest 

that perceived risks significantly affects tourist behaviour, including the level of anxiety, 
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destination choices, intention to visit, and searching for information (Quintal, Lee, and 

Soutar, 2010; Fuch and Reichel, 2006; Kozak et al. 2007; Crotts, 2004; Lepp and 

Gibson, 2003; Reisinger and Mavondo, 2005). By empirically identifying its 

significance in the preference of Koreans for mass tourism products, this study extends 

prior knowledge on “perceived risks” in tourism. Tourism marketers should 

acknowledge the importance of perceived risks in the mass tourism context and develop 

holiday products that can reduce the level of perceived risks. 

7.3.6 The Role of “Encapsulated Travel”  

The current study includes the research question; “Do mass tourists purchase 

organised mass tours in order to gain psychological comfort? If so, how does this 

dimesion influence tourists’ preference for mass tourism?”  

Based on literature and an analysis of data from the focus group interviews, this 

study proposed that a tourist’s level of “encapsulated travel” is related to “preference for 

organised mass tours”. Utilising a mixed method, this study investigated the role of 

psychological needs for ‘comfort’ in understanding mass tourism preferences. The 

result showed that the construct of “encapsulated travel” significantly explained 

tourists’ “preference for organised mass tours” (standardised estimate: .765, p < .001), 

suggesting that it is the most powerful factor that can predict Korean tourists’ 

preference for mass tourism. Table 7-5 presents the results of testing hypothesis 9. 

 

Table 7-5 The role of “encapsulated travel” 

 Path Unstandardised 

Estimate 

Standardised 

Estimate 

S.E. C.R. P 

H9 A tourist’s level of 1.055 .765 .101 10.473 *** 
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encapsulated travel is 
related to the level of 

preference for organised 

mass tours.  

***p<.001 

 

This study identified tourists’ psychological needs for “encapsulated travel” 

significantly increases tourists “preference for organised mass tours” in the overseas 

holiday context. The term “encapsulated travel” is introduced in this study, which is 

based on Cohen's concept of the environmental bubble but is further refined. It s defined 

as 'the tourists' psychological need for comfort in a foreign country'. Tourism marketers 

should pay attention to mass tourists’ needs for comfort. As previous research described, 

mass tourists travel overseas within an ‘environmental bubble’ where they are 

‘enclosed’ within familiar surroundings enjoying ‘staged authentic’ (Cohen and Cooper, 

1986; Wong and Lau, 2001). This study empirically confirms that people need 

“encapsulated travel” to deal with the perceived ‘strangeness’ of a host country. The 

uniqueness of this study is captured here. This study identifies that feeling of ‘comfort’ 

is significant for mass tourists and develops the scale of ‘encapsulated travel’, which 

can be used for predicting mass tourist behaviour. 

Researchers have noted the importance of feelings of comfort for tourists (Cohen, 

1972; Cohen and Cooper, 1986; Jacobsen, 2003; Lepp and Gibson, 2003; Hung and 

Petrick, 2010b). These researchers indicated that tourists need a ‘psychological shelter’ 

in a host country because psycyologically they feel they are ‘outsiders’ even though 

they are physically ‘inside’ the foreign country. No prior research has attempted to 

measure the concept or to identify its role in relation to the preferences of mass tourism. 

In this context, the findings of this study provide important information, as they  
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introduce the “encapsulated travel” construct and empirically identified that it is a 

strong predictor that explains the preferences of some tourists for mass tourism.  

The finding of this study clearly demonstrates that mass tourism has been chosen by 

many South Korean tourists as a way to decrease the discomfort that is generated by 

unfamiliar situations during overseas holidays. Tourists may use some strategies to 

avoid cultural shock and to deal with their unfamiliarity with the environment in a 

foreign country. As organised mass tours include almost all elements necessary for a 

successful trip, ranging from transportation to a tour guide (Heung and Chu, 2000; 

Wong and Lau, 2001), Korean tourists can choose to travel comfortable by purchasing 

mass tourism products as a way to deal with an unfamiliar environment that can 

generate feeling of discomfort. This study empirically shows that Korean tourists’ 

preference for mass tourism products are related to the desire to reduce discomfort 

generated by unfamiliar environments. It is hoped that this study draws more attention 

from tourism scholars to this topic and leads them to investigate the psychological needs 

for ‘comfort’ for mass tourists.   

7.4 Conclusion  

This study has sought to provide a deeper understanding of the needs of Korean 

tourists by identifying important factors affecting their preference for mass tourism 

products. With a deeper knowledge about the reasons why mass tourism is preferred in 

South Korea, tourism marketers would be able to design and promote holiday products 

that are satisfactory for South Korean tourists. In this section, theoretical and industry 

implications of the findings are presented. By providing a valid model that incorporates 

these constructs, this study suggests that mass tourism should be understood more 
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systematically. The industrial implications of the current study are presented next. The 

findings of this study provide tourism marketers with useful information for designing 

and promoting their holiday products. Last, recommendations for future research and 

limitations of this study are discussed. 

7.4.1 Theoretical Implications  

A considerable amount of attention has been paid to independent tourists (Petrick, 

2002; Yiannakis and Gibson, 1992; Lepp and Gibson, 2003; Arasratnam and Banerjee, 

2011; Zuckerman, 2007), however, relatively little attention has been given to 

researching the needs of mass tourists. In particular, there has been a lack of 

investigation that identifies deeper reasons why mass tourism has been preferred in 

South Korea. This study identified important factors in understanding Korean tourists’ 

preference for organised mass tours. The factors identified include “encapsulated travel”, 

“perceived risks”, “English language barriers”, “time constraints”, and “psychic 

distance”, suggesting that mass tourism should be understood more systematically. 

Since there has been a lack of research that investigates mass tourism in an holistic way, 

this study has utilised a structural model to gain a deeper insight into mass tourism and 

has investigated the reasons why mass tourism is preferred in South Korea. By 

incorporating significant factors, the model of this study provides tourism scholars with 

a better understanding about mass tourists. The findings that can be derived from the 

results are discussed.   

First, this study has introduced “encapsulated travel” originated in Cohen’s (1972) 

term ‘environmental bubble’ and has identified its role in understanding mass tourists. 

An “environmental bubble” has been popularly employed in tourism studies but no 
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previous studies actually attempted to empirically measure this concept or to test its role 

in the mass tourism context. The current study has introduced the construct of 

“encapsulated travel” and has utilised a structural approach to identify its role. The 

“encapsulated travel” construct is a strong predictor of Korean tourists’ preference for 

organised mass tours. This study has also investigated the structure of “encapsulated 

travel” and has identified the three underlying dimensions of “food”, “protection”, and 

“avoidance”. Previous research has emphasised the importance of ‘worry-free feelings’ 

in tourism (Cohen and Cooper, 1986; Jacobsen, 2003; Lepp and Gibson, 2003; Uriely et 

al., 2009), however, none of these studies actually attempted to identify the underlying 

dimensions. Tourism marketers should acknowledge the importance of “food”, 

“protection”, and “avoidance” and provide holiday services that can satisfy Korean 

tourists.   

Second, this study extends the knowledge about the role of perceived risks in tourism 

by empirically showing that perceived risks play a significant part in Korean tourists’ 

preference for organised mass tours. This study not only supports previous studies that 

have emphasised the signficiance of perceived risks in tourism (Sonmez and Graefe, 

1998b; Lepp and Gibson, 2003; Kozak et al., 2007; Mitchell, Davies, Moutinho, and 

Vassos, 1999; Reichel et al., 2007), but also extends prior knowledge on this topic by 

identifying its role in mass tourism by utilising a structural approach. This study 

empirically identified that perceived risk directly influences “encapsulated travel”, 

which, in turn, increases tourists’ preference for mass tours.  

This study identified five underlying dimensions of perceived risk (physical, 

psychological, financial, opportunity, and time risks), which can be specifically applied 

to the South Korean tourism market. The finding extends previous knowledge on this 
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topic as it acknowledges that underlying dimensions of perceived risks are different 

depending on situations and destinations. The current study clearly shows that these risk 

dimensions should be regarded as important for understanding Korean tourist behaviour.  

Third, the current study extends previous knowledge on the issues related to 

language barriers and draws attention from tourism scholars to “English language 

barriers”. In this study, English language barriers were identified as one of the 

significant antecedents that can increase tourists’ psychological needs for comfort and 

the level of perceived risks. Although some researchers have suggested the importance 

of language barriers in tourism (Cohen and Cooper, 1986; Han, 2005; Traiger, 2008), 

language barriers have rarely been addressed in the tourism literature.  

Issues related to “English language barriers” seem to be neglected in tourism. In this 

context, the finding of this study is significant, as the role of English language barriers 

is clearly evident in the mass tourism context. Due to English language barriers, people 

have identified the need for an interpreter or an assistant in case of an emergency. The 

choice to access the services of a travel guide has limited their interaction with the local 

people and the service providers when mass tourists travel in a foreign country. Cohen 

and Cooper (1986) asked the question, “What strategies do they employ to overcome 

non-comprehension and to resolve misunderstandings?”(p.559). This study has 

responded by suggesting that people employ “encapsulated travel” as a strategy to 

reduce the chances of getting into trouble generated by language barriers. Therefore, 

this study argues that tourism researchers should pay more attention to communication 

difficulties from the point of view of non-native English speakers. By empirically 

investigating the role of English language barriers in relation to mass tourism, this study 

draws the attention of tourism scholars to this topic.   
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Fourth, this study empirically shows the significant role of “time constraints” in 

understanding Korean tourists’ mass tourism preferences and calls for further attention 

to this topic. A considerable amount of attention has been paid to constraints in the area 

of leisure (Crawford and Godbey, 1987; Jackson, Crawford, and Godbey, 1993), but 

limited research is available with regards to “time constraints” in tourism (Gilbert and 

Hudson, 2000; Fleischer and Pizam, 2002; McGuire, 1984; Hung and Petrick, 2010a). 

Therefore, the finding of the current study is one of significance as it extends previous 

knowledge on constraints literature by empirically identifying that “time constraints” is 

one of the important antecedents that increase both tourists’ perceived risks and the 

psychological need for comfort. Relatively long working hours as well as time priority 

may explain why the dimension of “time” has been identified as significant in the 

Korean context. This study argues that issues related to perceptions of “time” should be 

considered important for better understanding Korean tourists.  

7.4.2 Industry Implications  

Over the past a few decades, tourism has experienced continued expansion and 

diversification. Tourists from Asia and Pacific countries are increasing at the highest 

rate with 5.0% a year generating an average 17 million additional tourists every year 

(UNWTO, 2011a; 2011b). This increase is an indication of the need for global tourism 

managers to acknowledge the different needs of Asian tourists and develop marketing 

strategies that are “tailored” to the Asian tourist market (Reisinger and Turner, 2002, 

p.296). In this context, the findings of the current study provide important information 

to global tourism managers.  
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This study draws more attention from tourism scholars to the psychological need of 

mass tourists for comfort in the overseas holiday context in South Korea. With tourism 

markets becoming more diverse, understanding the demands of Asian market is crucial. 

Asian tourists including Chinese, Japanese, and Korean tourists tend to join fully 

organised mass tours and rely heavily on their tour guides when they travel overseas  

(Wong and Lau, 2001; Korea Tourism Organisation, 2008; Tourism Australia, 2008a). 

However, it appears that scholars pay more attention to psychological variables 

focusing on independent tourists (Lee and Crompton, 1992; Zuckerman, 2007; 

Yiannakis and Gibson, 1992; Reichel, Fuchs and Uriely, 2007; Arasaratnam and 

Banerjee, 2011). The unique contribution of this study becomes clear at this point, as 

this study identifies that the need for “encapsulated travel” is a primary reason that 

drives tourists to prefer joining organised mass tours. The current study provides the 

following implications specifically for industry.  

First, this study provides a ten-item scale that can predict tourists’ preference for 

mass tourism products. From a managerial standpoint, the ‘Encapsulated Travel Scale 

(ETS)’ can be used in practice in the tourism industry. For example, this scale can be 

used to predict whether mass tourism products are sutiable for a particular customer or 

not. Practitioners may use the scores when consulting with potential customers to find 

the most suitable travel-style for them.  

Marketers can apply the ETS scores when they segment markets. Tourists can be 

classified based on ETS scores, which enables marketers to develop marketing 

strategies that are suitable for each segment. For example, fully organised mass tours 

would be suitable for those who have higher scores in the ETS index; while independent 

or partially organised tours would be better for those who have low scores. Promotion 
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aiming for those who have high levels of scores should place the emphasis on how well 

tourists will be cared for by a tour guide. For example, an advertisement may say; 

‘Don’t worry about emergencies. We are here for you!’, ‘Don’t challenge yourself. Just 

relax!’, or ‘Don’t be burdened with strange food. You can enjoy the best Korean food 

even in a foreign country’.  

Meanwhile, for those who have middle or low ETS scores, marketers should identify 

which dimension is more important for them. If the “food” dimension is greater than 

other dimensions in the ETS scores, marketers should emphasise ‘Korean food’ and 

‘familiar cooking methods’ to enhance the acceptability of the local food. If the 

dimension of ‘protection’ is greater than other dimensions, tourism marketers should 

promote their holiday products by emphasising various services that offer “protection” 

to tourists. An advertisement should focus on how well tourists will be ‘protected’ in 

case of an emergency in a foreign country. The degree of importance attributed to 

“protection” may differ depending on destinations. Thus, destination marketers should 

acknowledge the dimensions that are considered as the most important by potential 

tourists.   

ETS scores can be used by destination marketers when they want to know how their 

destination images compare to the images of their competitors. If a majority of tourists 

rate relatively low ETS scores on their destination, destination marketers should provide 

more holiday products that are partially organised or independent holiday programs, 

rather than promoting fully organised mass tours. However, if a majority of tourists rate 

their destination highly using ETS, it would be better for destination marketers to 

promote fully organised tours emphasising the advantages of fully organised mass tours 

in providing better experiences for those tourists.   
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Second, in relation to perceived risks, this study suggests that destination marketers 

should acknowledge that perceived risks significantly increase tourists’ psychological 

discomfort, which, in turn, influences their decisions to travel independently. If 

destination marketers aim to encourage tourists to travel independently, they should 

direct their effort to reducing the level of risk perception. For example, during focus 

group interviews, the USA was mentioned as being a ‘too risky place’ for independent 

travel due to its high crime rate. In this case, destination marketers would be well 

advised to pay more attention to reducing tourists’ perception of risk in order to 

improve the destination image by removing negative perceptions. Alternatively, if 

destination marketers desire to encourage more tourists to join fully organised tours, the 

role of a tour guide should be emphasised to attract those who are highly concerned 

with perceived risks. Promotion may focus on how their professional service can reduce 

travel related risks in a foreign country.  

Third, destination marketers should not overlook the communication difficulties 

faced by non-native English speakers. This study found that English language barriers 

are one of the significant factors that increase tourists’ psychological discomfort, which, 

in turn, lead them to choose mass tourism products. If destination marketers wish to 

encourage more tourists to travel independently, “English language barriers” need to be 

managed well. To reduce communication stress, tour information centres or hotels are 

recommended to provide tourists with bilingual Korean staff. The knowledge that an 

interpreter is available and that they can call for help using Korean language if they 

encounter any difficulties may assist tourists to feel much more comfortable to travel to 

a destination without a tour guide. To communicate effectively with Korean tourists, 

marketers should put more effort into translating the content of their websites into 
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Korean language. To help tourists gain quality information more efficiently, a tourism 

organisation also needs to provide guidebooks that are well-written in Korean language.   

Fourth, this study identifies the significant role of “time constraints” in the Korean 

market and provides a focus for tourism marketers promoting holiday products that will 

appeal to tourists in South Korea. Promotional strategies aiming at the Korean markets 

should emphasise “efficient time schedules” to meet the demands of mass tourists. For 

example, marketers could promote their holiday products by emphasising the 

competence and professionalism of service providers. It is also emphasised that 

marketers need to make sure that all travel schedules are provided on time. As Reisinger 

and Turner (2002) pointed out, if a service cannot be delivered on time, service 

providers should offer an explanation for the delay and try to compensate for the lack of 

time efficiency.  

In relation to “time constraints”, the current study found that people feel the 

constraints of time even before departure because they need time for researching a 

destination. As Mitchell et al. (1999) suggested, travel agents should play a part as a 

travel information bureau. Travel agents should address the issue by providing various 

services that can reduce the time taken for researching destinations. Tourism marketers 

could use multimedia to profile destinations and to show the range and costs of 

accommodation. In addition, marketers could emphasise that tourists could save a 

considerable amount of time if they purchase fully organised mass tours. This study 

found that time constraints are also related to the lengh of time taken to complete travel 

commitments. Tourism marketers need to promote their holiday products that guarantee 

that tourists will get to visit as many tourist attractions as possible within a given period. 

If destinations are geographically close to Korea, such as Japan and China, destination 
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marketers should pay more attention to time management when they offer holiday 

products. Within a short period, marketers should provide compact holiday programs 

that help tourists spend time efficiently.   

7.4.3 Recommendations and Limitations 

Further studies are recommended to replicate this study in other countries to see 

whether the constructs of the current study are also identified as significant. In particular, 

it would be interesting to see whether the proposed model is also valid in other Asian 

countries, such as Japan and China, where organised mass tours are still preferred and 

cultural backgrounds are similar. As Litvin et al. (2004) pointed out, tourists from 

similar cultural backgrounds may show similar travel characteristics. If the main 

constructs of this study are also identified as significant in other Asian countries, the 

findings of the current study can be applied to the broader Asian market.   

It would be valuable if future study included potential travellers. The results may 

differ if potential travellers are included in the survey, as this study only included those 

who have travelled overseas for leisure. If there are any differences found between 

experienced travellers and potential (would-be) travellers, the comparison may provide 

tourism marketers with a deeper insight into mass tourism. 

It is recommended that the role of English language barriers should be further 

investigated in other non-native English speaking countries to see whether or not 

“English language barriers” are only limited to South Korea. This study identified the 

significant role of English language barriers in understanding mass tourism in the 

Korean context. One might question whether this phenomenon is related to cultural 

background of South Korea. If “English language barriers” are not severe in other non-
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native English speaking countries, this dimension should be only applied to the Korean 

market. In addition, it is highly recommended there is a need to investigate whether 

there are any differences in the language barriers perceived between native English 

speakers and non-native English speakers. As English is the tourist language employed 

worldwide, non-native English speakers are likely to have greater language barriers than 

native English speakers. However, there has not been clear evidence in previous studies 

regarding this topic.   

One might suggest that “encapsulated travel” can be related to tourists’ previous 

experiences. It has been suggested that tourists’ previous travel experience is a 

significant factor that affects their behaviour (Pearce and Lee, 2005) and that tourists 

who have more experience in overseas holidays may be less likely to seek psychological 

comfort. Therefore, it is suggested that future studies compare the results among 

different groups based on overseas holiday experiences. For example, various groups 

can be created according to the level of previous travel experiences, including ‘the non-

experienced’, ‘the less experienced’, and ‘the more experienced’.  

The current study identified that time constraints play a significant part in 

understanding Koreans’ preference for organised mass tours. One may raise a question 

as to whether the constraints of time could be a factor that can be identified as specific 

to South Korea. Further studies are encouraged to investigate the role of time 

constraints in other countries to ascertain the level of importance in different countries. 

By investigating the influence of time constraints on the decision-making of tourists in 

other countries where cultural backgrounds are different from that in South Korea, such 

as America or Australia, this question can be clearly answered.  
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There are limitations that should be addressed. First, the limitation of this study 

relates to the sample. This study employed panel members obtained from an online 

research company in South Korea, which may draw some concerns from researchers. 

Further research is suggested to broaden the sample frame in order to generalise the 

result of this study. Second, the role of psychic distance should be tested in different 

settings where destinations are evenly distributed in a sample. As previously noted, the 

role of psychic distance is expected to be related to destinations. Future studies are 

recommended to include various destinations when investigating the role of psychic 

distance in tourism.  

The tourism and hospitality industry is rapidly changing worldwide. With the Asian 

market, including South Korea, rapidly expanding, global tourism managers need to 

have better understanding about the needs of Asian tourists in order to develop 

marketing strategies that can be successfully applied to this market. However, when the 

researcher took a closer look at previous research, the first literature gap that appeared 

was whether the traditional models that had been previously empirically tested in 

Western cultures would be equally applicable when applied to the Korean market with 

its unique culture characteristics. Furthermore, scholars appear to pay more attention to 

independent tourism, ignoring the fact that vast majority of tourists of Asian countries 

are still ‘mass’ in nature.  

This thesis has addressed what has been neglected in tourism research, travel barriers, 

such as English language barriers, time constraints, psychic distance, and perceived 

risks that affect Korean travelers, including the author. The identified factors in this 

study are clearly important in understanding South Korean market. Global tourism 

managers should acknowledge the different needs of Korean tourists and develop 
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strategies that can be tailored to this specific market. It is hoped that the empirical 

findings of this study serve as a useful ground for further theoretical development and 

deeper understanding of Korean tourist behavior. 
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APPENDICES 

Appendix 1. Items Used for the Pilot Study 

Themes Items 

 

Seeking 

familiar 

elements 

I think a tour guide should a Korean.***  

I feel like trying new food as much as possible while travelling 

there.** 

I tried to speak foreign language in a host country. *** 

I presumed I would miss Korean food while travelling if I didn’t 

have any chance to eat Korean food.* 

I thought I might want to eat certain types of Korean food (e.g.: 

Kimchi hot pot and red pepper paste etc.) while travelling in the host 

country.* 

I thought if I could go to Korean restaurants while travelling, I 

would feel comfortable* 

Seeking 

Protection 

I thought that I needed to know the contact number of a Korean 

person in the host country to call in case of emergency.* 

I thought that I should know someone at the destination who can 

assist me in case of any difficulty.* 

I thought that I needed to know the contact numbers of any Koreans 

as anything could happen while on an overseas trip.** 

I needed to be with Korean tour guides.*** 

Avoidance  I thought I’d better follow what travel agencies recommend in the 

host country.* 

I thought that without a Korean tour guide, it might be stressful 

communicating in the host country.* 

If I had the responsibility to do all the works including 

communication in a foreign country, it would be very stressful. * 

I thought that it would better to have Korean tour guides.*** 

I thought that I would enjoy the trip more if I try to local food.***.   

Physical 

Risks 

I was worried about getting sick or hurt while travelling.* 

I was worried about being injured through an act of violence* 

I was worried about contracting a disease.* 

I was worried about getting food poisoning.* 

Overall, I was concerned about physical or health risks* 

Financial 

Risks 

As a tourist, I was concerned that I would be ripped off.* 

I was concerned that I might spend too much money purchasing 

unnecessary items* 

I was concerned that I would spend money inefficiently* 

I was worried about losing my wallet and/or passport.* 
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I was worried I might have my pocket picked. * 

Overall, I was worried about financial risks.* 

Time Risks I was worried about wasting time wondering how to go. ** 

I was worried that I might spend time meaninglessly in search for 

public transportation.* 

I was worried about wasting time searching information in the host 

country.** 

I was worried about wasting time deciding where to visit in the host 

country.* 

I was worried about making the best use of time in the host country.* 

Opportunity 

Risks 

I was worried about missing a famous tourist attraction in the host 

country.*  

I was worried about the itinerary of the trip not being efficient.*  

I was concerned if the schedule of the trip I was going to plan would 

not be the best one. * 

I was worried that I would not be satisfied with the trip as anything 

could go wrong.*  

I hoped that I have a fruitful time in the host country* 

Psychological 

Risks 

 

I was worried about not being able to enjoy the trip surrounded by 

unfamiliar environments*.  

I was worried about not being able to enjoy various activities due to 

an unfamiliar environment in the host country*. 

I was worried that the trip may not match with my personality or my 

preferences.* 

I was worried about not being able to enjoy the trip due to 

psychological instability (insecurity).*  

I was worried about not being able to enjoy the trip due to the 

concerns that I might get lost in the host country.* 

I was nervous about travelling somewhere I don’t know well.* 

I was worried about travelling overseas as something bad could 

happen to anybody.*  

I had anxiety about travelling overseas but I did not know exactly 

why.* 

Tour 

Schedule 

I was too busy before the trip to make all necessary arrangements for 

the trip on my own.*  

At that time, there was not enough time for me to search for the 

information that is needed for the trip.* 

I thought the trip was a little bit short while travelling the 

destination.* 

I wanted a longer trip, but I could not afford it.*  

I was too busy to travel for long period. ***  

Visit Many 

Places 

I wanted to gain a sense of accomplishment even if I had to have a 

strict schedule.* 

I wanted to have a chance to develop myself by visiting as many 

places as possible.* 

I thought I should follow a strict schedule so as to learn more about 

the host country.* 
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I wanted to know as much as possible about the host country even if I 

had to follow a busy itinerary.* 

I wanted to have time to myself. ***  

I wanted to visit as many popular tourist attractions as possible even 

if it would be very busy.* 

I wanted to gain more knowledge about the country. *** 

I wanted to gain confidence in myself. *** 

I wanted to gain more knowledge of personal interests by visiting 

where I am interested in.** 

Close Before departure, I felt close to the host country as it was 

geographically close to Korea.* 

Before departure, I felt close to the host country as it is quite similar 

to Korea.** 

Before departure, I felt close to the host country as I thought that the 

food is very similar to ours.* 

Before departure, I felt close to the host country as I thought the host 

country’s culture would be highly similar to our culture.* 

Knowledge Before departure, I was familiar with the country *** 

Before departure, I did not know anything about the country. ** 

Before departure, I had many chances to know the culture of the 

country. ** 

Before departure, I did research a destination to gain more 

knowledge*** 

Before departure, I knew well about the culture of the host country.** 

Positive 

Feelings 

I had positive feelings towards the culture. ** 

I had a good impression of the culture of the country.* 

I wanted to experience their culture as much as possible.* 

I had a good feeling about the country, which I cannot explain why.*  

I was looking forward to trying local food. *** 

Trust I thought it will be quite safe for tourists as the country is a developed 

one.* 

I believed that the host country’s infrastructure would be good 

enough.* 

I trusted the quality of the facilities for tourists, for instance, 

accommodation and restaurants.* 

In general, I believed that everything would be ok as the country is 

well developed.* 

I was not sure whether their transportation system would be good 

enough. *** 

The level of 

English 

language 

barriers 

I thought that there would be no problem for me to join English 

speaking tours if tours in Korean were not available.* 

I thought that I would have no problem with directly contacting 

English speaking staff, to make a booking or ask for information, if it 

was necessary.* 

I thought that I would be able to communicate with foreigners in the 

restaurants or shopping centres where no Korean speaker worked.* 

I thought that I would be able to travel wherever I wished by asking 
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for directions, other than in the Korean language.* 

I thought that I would have confidence in speaking English while 

alone overseas.* 

I thought that my English proficiency level was good enough to 

communicate well with foreigners without a Korean interpreter.* 

Preference I preferred to join a fully organised tour.* 

I preferred to be accompanied by a Korean tour guide for most of the time 

overseas. ** 

I preferred to use information that travel agencies recommended. ** 

I preferred to travel independently while at the destination, rather than 

following a travel agency’s itinerary. * 

I believed that the service of travel agencies is quite reliable, as the travel 

agent is a professional.* 

 
*remained same  

**refined 

***deleted 
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Appendix 2. Items Used for the Main Survey  

 

Construct Coding 

 

Item 

Seeking 

Food 

FO1 I thought I might be more comfortable if I had Korean food. 

FO2 I didn’t feel like trying new food while travelling there. 

FO3 I preferred to have food that was familiar to me. 

FO4 I presumed I would miss Korean food while travelling if I 

didn’t have any chance to eat Korean food. 

FO5 I thought I might want to eat certain types of Korean food 

(e.g.: Kimchi hot pot, Red pepper paste etc.) while travelling in 

the host country. 

FO6 I thought if I could go to Korean restaurants while travelling, I 

would feel comfortable 

Seeking 

Protection 

PR1 I thought that I needed to know the contact number of a 

Korean person in the host country to call in case of emergency. 

PR2 I thought that I should know someone at the destination who 

could assist me in case of any difficulty. 

PR3 I thought that I needed to know the contact numbers of the 

staff at the travel agency as anything could happen while on an 

overseas trip. 

PR4 I thought that I should know somebody I could trust if I have a 

problem. 

Avoiding 

interaction 

 

AV1 I thought I’d better follow what travel agencies recommend in 

the host country.  

AV2 I thought that without a Korean tour guide, it might be stressful 

travelling in the host country. 

AV3 If I had the responsibility to do all the works in a foreign 

country, it would be very stressful.  

AV4 I thought that I wouldn’t be confident in myself when 

travelling to a host country where foreign language is used. 

AV 5 I thought that I would enjoy the trip more by not bothering to 

do any job.   

AV 6 I thought that I would accept what a Korean tour guide 

recommends to avoid trouble and make me feel comfortable 

while travelling. 

AV 7 When it comes to holidays, I’ll seek easiness while travelling 

rather than getting involved with anything.   

AV 8 I thought that I would feel much more comfortable if a Korean 

tour guide explained about the destination.    

AV 9 I did not want to travel anxiously, doubting everything should 
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be fine.  

AV 10 I thought that I wouldn’t put my efforts into finding better 

prices by visiting shops.  

Psychic 

Distance- 

Close 

FC1 I felt close to the host country as it was geographically close to 

Korea. 

FC2 I felt close to the host country as the appearance of the people 

is quite similar to Korea. 

FC3 I felt close to the host country as I thought that the food is very 

similar to ours. 

FC4 I felt close to the host country as I thought the host country’s 

culture would be highly similar to our culture. 

Psychic 

Distance- 

Knowledge 

KN1 I researched a lot about the destination in order to gain 

knowledge about it. 

KN2 I thought that I knew a lot about the destination. 

KN3 I knew the language used in the host country. 

KN4 I knew the well-known attractions in the host country. 

KN5 I knew about the food culture of the host country. 

Positive 

Feelings 

FP1 I had positive feelings towards the country. 

FP2 I had a good impression of the culture of the country. 

FP3 I wanted to experience their culture as much as possible. 

FP4 I had a good feeling about the country, though I cannot explain 

why.  

Trust TR1 I thought it would be quite safe for tourists as the country is a 

developed one. 

TR2 I believed that the host country’s infrastructure would be good 

enough. 

TR3 I trusted the quality of the facilities for tourists, for instance, 

accommodation and restaurants. 

TR4 In general, I believed that everything would be ok as the 

country is well developed. 

Personal 

Schedule 

PS1 I was too busy before the trip to make all necessary 

arrangements for the trip on my own.  

PS2 At that time, there was not enough time for me to search for 

the information that is needed for the trip. 

PS3 At that time, I could not afford to put forth the effort to 

organise the trip.   

PS4 Before departure, I didn’t have enough time left to organise the 

trip.  

Tour 

Schedule 

TS1 I thought the trip was a little bit short while travelling the 

destination. 

TS2  I wanted a longer trip, but I could not afford it.  

TS3 I knew that the period of the trip was relatively short 

TS4 I knew that I would be busy while travelling due to the 

relatively short nature of the trip. 

Visit Many 

Places 

MP1 I wanted to gain a sense of accomplishment even if I had to 

have a strict schedule. 

MP2 I wanted to have a chance to develop myself by visiting as 
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many places as possible. 

MP3 I thought I should follow a strict schedule so as to learn more 

about the host country. 

MP4 I wanted to know as much as possible about the host country 

even if I had to follow a busy itinerary. 

MP5 I wanted to gain more knowledge of personal interests by 

visiting many places in the host country. 

MP6 I wanted to visit as many popular tourist attractions as possible 

even if it would be very busy. 

Physical 

Risks 

PHY1 I was worried about getting sick or hurt while travelling. 

PHY2 I was worried about being injured through an act of violence 

PHY3 I was worried about contracting a disease. 

PHY4 I was worried about getting food poisoning. 

PHY5 Overall, I was concerned about physical or health risks 

Financial 

Risks 

FI1 As a tourist, I was concerned that I would be ripped off. 

FI2 I was concerned that I might spend too much money 

purchasing unnecessary items 

FI3 I was concerned that I would spend money inefficiently 

FI4 I was worried about losing my wallet and/or passport. 

FI5 I was worried I might have my pocket picked.  

FI6 Overall, I was worried about financial risks. 

Time Risks TI1 I was worried about wasting time trying to find a way to get to 

my destination.  

TI2 I was worried that I might spend time meaninglessly in search 

of public transportation. 

TI3 I was worried about wasting time searching for restaurants or 

hotels in the host country. 

TI4 I was worried about wasting time deciding where to visit in the 

host country. 

TI5 I was worried about making the best use of time in the host 

country. 

Opportuni

ty Risks 

OP1 I was worried about missing a famous tourist attraction in the 

host country.  

OP2 I was worried about the itinerary of the trip not being efficient.  

OP3 I was concerned if the schedule of the trip I was going to plan 

would not be the best one.  

OP4 I was worried that I would not be satisfied with the trip as 

anything could go wrong.  

OP5 I hoped that I have a fruitful time in the host country 

Psychologi

cal Risks 

 

PSY1 I was worried about not being able to enjoy the trip surrounded 

by unfamiliar environments.  

PSY2 I was worried about not being able to enjoy various activities 

due to an unfamiliar environment in the host country. 

PSY3 I was worried that the trip may not match with my personality 

or my preferences. 

PSY4 I was worried about not being able to enjoy the trip due to 

psychological instability (insecurity).  
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PSY5 I was worried about not being able to enjoy the trip due to the 

concerns that I might get lost in the host country. 

PSY6 I was nervous about travelling somewhere I don’t know well. 

PSY7 I was worried about travelling overseas as something bad 

could happen to anybody.  

PSY8 I had anxiety about travelling overseas but I did not know 

exactly why. 

PSY9 I had fears about overseas travelling as the surrounding 

environment would be very different from Korean culture.  

The level 

of English 

Language 

Barriers 

ENG1 I thought that there would be no problem for me to join 

English speaking tours if tours in Korean were not available. 

ENG2 I thought that I would have no problem with directly 

contacting English speaking staff, to make a booking or ask 

for information.  

ENG3 I thought that I would be able to communicate with foreigners 

in the restaurants or shopping centres where no Korean 

speaker worked 

ENG4 I thought that I would be able to travel wherever I wished by 

asking for directions, other than in the Korean language. 

ENG5 I thought that I would have confidence in speaking English 

while alone overseas. 

ENG6 I thought that my English proficiency level was good enough 

to communicate well with foreigners without a Korean 

interpreter. 

Preference P1 I preferred to join a fully organised tour 

P2 I preferred to be accompanied by a Korean tour guide for most 

of the time overseas 

P3 I preferred to use information that travel agencies 

recommended, such as, hotels, restaurants.  

P4 I preferred to travel independently while at the destination, 

rather than following a travel agency itinerary  

P5 I believed that the service of travel agencies is quite reliable, 

as the travel agent is a professional. 
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Appendix 3. The Main survey (Korean & English Version)  

                    

 안녕하세요. 저는 호주 그리피스 대학에서 관광경영학부 박사과정에 있는 이희정입니다. 

 본 설문지는 저의 박사학위논문을 위한 실증조사이며, 본 연구는 한국인의 해외여행에 관한 

전반적인 의견 및  여행형태에 미치는 여러 영향요인을 알아보고자 합니다.  본 설문지는 

익명성이 보장되며 엠브레인으로부터 여러분의 이름이나 기타 정보를 전혀 제공받지 않을 

것입니다.  설문에 참여하기 위해서는 19 세 이상의 한국국적의 성인이여야 하며 여러분의 

자율적 참여를 기다립니다. 

 그리피스 대학은 호주의 윤리위원회 (Australian National Statement on Ethical Conduct in 

Human Research)의 규율을 따를 것이며, 윤리적 문제에 대한 어떤 의견이 있으시면 전화 

(+61 7 3735 5585) 또는 이메일 (research-ethics@griffith.edu.au)을 통해 직접 연락해주시기 

바랍니다. 본 설문지에 관한 어떤 의문사항이나 제안하실 내용이 있으시면 본 연구자에게 전화 

(010-7725-9431) 또는  이메일 (heejung.lee2@griffithuni.edu.au)로 보내주시기 

바랍니다. 연구결과는 2012 년 1 월 정도에 나올 것으로 예상하고 있으니 연구결과에 

대해 궁금하신 점이 있으시면 차후  연락 바랍니다.  

감사합니다. 

 

 

 

mailto:research-ethics@griffith.edu.au
mailto:heejung.lee2@griffithuni.edu.au
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1.아래의 질문을 읽고 적절한 항목에 체크해 주시기 바랍니다.  

 

귀하께서 가장 최근에 여행하셨던 여행지 한곳 만을 선택해 주시기 바랍니다. 

본 설문지의 대부분의 질문들은 귀하께서 지금 체크하신 여행지에 대해 질문할 것입니다. 

가장 최근에 순수한 관광목적으로 여행하셨던 여행지 한곳만을 체크해 주시기 바랍니다. 

 

만일 한번 출국으로 여러 국가를 여행하셨다면, 그 중 한 국가만 선택해 주시기 바랍니다. 

 

 

 

 

동남아시아 

인접국가 

○ 태국 ○ 필리핀 ○ 

베트남 

○ 

인도네시아 

○ 

말레이지아 

○ 싱가폴 

 ○ 빈탄 ○ 몰디브 ○ 인도    

일본 ○ 일본      

중국 ○ 

중국본토 

○ 홍콩 ○ 대만    

남태평양 국가 ○ 호주 ○ 

뉴질랜드 

○ 괌 ○ 사이판 ○ 피지 ○ 타히티 

서유럽 국가 ○ 프랑스 ○ 스위스 ○ 영국 ○이탈리아 ○ 독일 ○ 

네덜란드 

지중해인접 

국가 

○ 스페인 ○ 

포르투갈 

○ 

그리스 

○ 터키 ○ 이집트  

동유럽 국가 ○ 체코 ○ 헝가리 ○ 

폴란드 

○ 

루마니아 

○ 

불가리아 

 

북유럽 국가 ○ 러시아 ○ 

노르웨이 

○ 

핀란드 

○ 스웨덴 ○ 덴마크  

중동지역 ○ 

이스라엘 

○ 이란 ○ 

시리아 

   

미주지역 ○ 미국 ○ 하와이 ○ 

캐나다 

   

중남미 지역 ○ 페루 ○ 쿠바 ○ 

브라질 

○ 멕시코 ○ 아르헨티나 

○ 그 외 지역 (기재해 주십시오) 
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귀하께서 ______ 로의 여행을 준비하셨을 당시를 회상해주시고 다음의 질문에 대해 가장 

적절한 항목에 체크해 주시기 바랍니다.  

 

 

(여행을 떠나기 전에 _______________) 

전혀 

그렇지 

않다 

<----------  --------- 

 

정말 

그렇다 

1 2 3 4 5 6 7 

여행사 풀패키지를 이용하고 싶었다. ○ ○ ○ ○ ○ ○ ○ 

해왜에서 대부분의 시간을 한국인 투어 

가이드를 동반하고 여행다니고 싶었다. 

○ ○ ○ ○ ○ ○ ○ 

호텔 및 식당 등 여행사에서 알려준 

정보를 이용하고 싶었다.   

○ ○ ○ ○ ○ ○ ○ 

현지에서 여행하는 동안 여행사에 

의존하지 않고 보다 독립적인 여행을 

해보고 싶었다. 

○ ○ ○ ○ ○ ○ ○ 

여행사는 전문적이기 때문에 여행사 

서비스는 꽤나 믿을 만 하다고 

생각하였다. 

○ ○ ○ ○ ○ ○ ○ 

 

 

 

 

 



261 

 

귀하께서 _____________로의 여행을 준비하셨을때를 회상해주시고 다음의 질문에 대해 가장 

적절한 항목에 체크해 주시기 바랍니다.  

 

 

(여행을 떠나기 전에 ____________) 

전혀 

그렇지 

않다 

<--------- --------- 

 

정말 

그렇다 

1 2 3 4 5 6 7 

해외에서 음식은 한국식으로 먹는게 편할 

것이라고 생각했다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 내가 잘 모르는 음식은 별로 

시도해 보고 싶지 않았다. 

○ ○ ○ ○ ○ ○ ○ 

나에게 익숙한 음식을 먹는게 더 나을것 

같다. 

○ ○ ○ ○ ○ ○ ○ 

여행지에서 한국음식을 먹을 기회가 전혀 

없다면 아마도 한국 음식이 

그리워질것이라는 생각을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

해외에서 여행다니는 동안 아마도 특정 

한국음식 (김치찌개나 고추장 등)을 먹고 

싶을것 같다.  

○ ○ ○ ○ ○ ○ ○ 

여행다니는 동안 한국 음식점에 가면 왠지 

마음이 편할 것 같다는 생각을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

만약 생길 비상 상황을 대비해서 한국인 

연락처를 알아둬야 한다고 생각했다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 혹시 생길지 모르는 어려운 

상황에서 나를 도와줄 사람을 꼭 알고 

있어야 한다.    

○ ○ ○ ○ ○ ○ ○ 

해외에서 어떤 상황이 닥칠지 모르니  

여행사 직원 연락처를 꼭 알고 있어야 

한다고 생각했다. 

○ ○ ○ ○ ○ ○ ○ 

만약 무슨 일이 생기면 믿고 물어 볼 수 

있는 사람을 알고 있어야 한다.   

○ ○ ○ ○ ○ ○ ○ 

해외에서는 여행사에서 권하는 대로 

하는게 더 나을 것 같다는 생각을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

한국가이드 없이 여행다닌다면 여행하는 

동안 스트레스를 받을 것 같다는 생각이 

들었다. 

○ ○ ○ ○ ○ ○ ○ 

만약 현지에서 내가 모든 일을 책임 지고 

행동한다면, 스트레스를 많이 받을것이다.  

○ ○ ○ ○ ○ ○ ○ 

언어까지 다른 외국에서는 자신감이 

없을것 같았다.  

○ ○ ○ ○ ○ ○ ○ 

외국에 나가서 여러가지 신경쓰지 않고 

여행을 즐겨야겠다는 생각을 했었다.   

○ ○ ○ ○ ○ ○ ○ 

현지에서는 한국인 가이드가 추천하는 

대로 하는 게 곤란한 상황도 피하고 나도 

편하게 지낼 수 있는 방법일것이다.  

○ ○ ○ ○ ○ ○ ○ 
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쉬러 간 여행인데 신경 쓰이는 어떤 

일과도 연관되지 않고 편하게 지내다 오고 

싶었다.   

○ ○ ○ ○ ○ ○ ○ 

해외 여행지에서 한국가이드가 관광지에 

대해서 설명을 해주면 더 편할 것 같았다. 

○ ○ ○ ○ ○ ○ ○ 

모든게 괜찮을까 하는 조바심을 내면서 

여행 다니고 싶지는 않았다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 더 나은 가격을 찾으려고 여러 

상점을 다니면서 노력하고 싶지 않다.   

○ ○ ○ ○ ○ ○ ○ 

나는 한국어 투어가 없다면 현지에서 

영어로 설명하는 투어에 조인할 수 있다.    

○ ○ ○ ○ ○ ○ ○ 

나는 해외로 직접 전화해서 영어로 

예약하거나 문의하는 데 아무런 문제를 

느끼지 않는다.    

○ ○ ○ ○ ○ ○ ○ 

한국인이 없는 음식점이나 쇼핑센터에 

가도 내 스스로 외국어로 의사전달을 할 

수 있다고 생각했다.  

○ ○ ○ ○ ○ ○ ○ 

현지에서 외국어로 누구의 도움 없이도 나 

스스로 길을 물어보고 찾아갈 수 있다고 

생각했다. 

○ ○ ○ ○ ○ ○ ○ 

해외에서 나 혼자서도 영어로 의사전달을 

할 자신이 있다. 

○ ○ ○ ○ ○ ○ ○ 

내 영어수준은 한국인 가이드 없이 

여행다닐 만큼 충분히 높은 수준이라고 

생각한다. 

○ ○ ○ ○ ○ ○ ○ 
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귀하께서는 _______________(으)로 여행을 떠나시기 전에 그 여행지에 어떤 의견을 가지고 

계셨습니까? _____로 여행하시기 전의 상황을 회상해주시고 다음의 질문에 대해 가장 적절한 

항목에 체크해 주시기 바랍니다  

 

 

 

 

(여행을 떠나기 전에 __________ ) 

전혀 

그렇지 

않다 

<----------  --------- 

 

정말 

그렇다 

1 2 3 4 5 6 7 

그 여행지는 지리적으로 우리나라와 

가까와 친근하게 느껴졌다. 

○ ○ ○ ○ ○ ○ ○ 

그 나라 사람들이 우리나라 사람과 

외모가 바슷해서 그 나라에 대해서 

가깝게 느껴졌다 

○ ○ ○ ○ ○ ○ ○ 

그 곳은 우리나라와 비슷한 음식일 거라 

생각이 들어 가깝게 느껴졌다.  

○ ○ ○ ○ ○ ○ ○ 

그 여행지의 문화가 우리나라의 문화와 

비슷해서 가깝게 느껴졌다.  

○ ○ ○ ○ ○ ○ ○ 

그 여행지에 대한 지식을 얻기 위해 

산전조사를 상당히 많이 했다. 

○ ○ ○ ○ ○ ○ ○ 

그 여행지에 대해 상당히 많이 알고 

있었다고 생각했다. 

○ ○ ○ ○ ○ ○ ○ 

그 나라에서 어떤 언어를 쓰는지 알고 

있었다. 

○ ○ ○ ○ ○ ○ ○ 

그 나라에 어떤 유명한 관광지가 있는지 

잘 알고 있었다. 

○ ○ ○ ○ ○ ○ ○ 

그 나라의 음식문화에 대해 알고 있었다. ○ ○ ○ ○ ○ ○ ○ 

그 나라에 대해 좋은 느낌을 가지고 

있었다. 

○ ○ ○ ○ ○ ○ ○ 

그 나라의 문화에 대해 좋은 인상을 

가지고 있었다. 

○ ○ ○ ○ ○ ○ ○ 

여행가서 그 나라의 문화를 가능한 한 

많이 체험해 보고 싶었다. 

○ ○ ○ ○ ○ ○ ○ 

왠지 설명할 수는 없지만 그 나라에 대해 

좋은 느낌을 가지고 있었다. 

○ ○ ○ ○ ○ ○ ○ 

그 나라는 선진국이기 때문에 

관광객에게는 안전하겠지 라는 생각을 

했었다.  

○ ○ ○ ○ ○ ○ ○ 

현지의 사회기반 시설이 좋을것 이라고 

생각했다.  

○ ○ ○ ○ ○ ○ ○ 

현지 호텔이나 식당 등 제반 

관광시설들은 믿을 만 할 거라고 

생각했다. 

○ ○ ○ ○ ○ ○ ○ 

전반적으로 볼 때 그 나라는 선진국이라 

여러 가지 면에서 안심되었다.  

○ ○ ○ ○ ○ ○ ○ 
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__________(으)로 여행을 떠나시기 전의 상황을 회상해주시고 다음의 질문에 대해 가장 

적절한 항목에 체크해 주시기 바랍니다. 

 

 

 

 

(여행을 떠나기 전에 __________ ) 

전혀 

그렇지 

않다 

<----------  --------- 

 

정말 

그렇다 

1 2 3 4 5 6 7 

여행가기 전에 개인적으로 너무 바빠서 

여행과 관련된 필요한 일들을 내 스스로 

할 시간이 없었다.  

○ ○ ○ ○ ○ ○ ○ 

그 당시 나는 여행에 필요한 정보를 

알아볼 수 있는 시간이 없었다.  

○ ○ ○ ○ ○ ○ ○ 

그 당시 나는 여행을 계획하는데 시간을 

쓸만한 여유가 없었다. 

○ ○ ○ ○ ○ ○ ○ 

여행전에, 나는 여행 일정을 짜는데 

필요한 시간을 낼 수 없었다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 여행 다니면서 여행기간이 너무 

짧다는 생각을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

더 긴 여행을 하길 원했지만 그럴만한 

여유가 없었다.   

○ ○ ○ ○ ○ ○ ○ 

여행기간이 다소 짧다는 것을 알고 

있었다. 

○ ○ ○ ○ ○ ○ ○ 

여행기간이 충분하지 않아서, 여행하는 

동안 바쁠 것이라고 생각했다.  

○ ○ ○ ○ ○ ○ ○ 

스케줄이 빡빡하더라도 여행하면서 

성취감을 느끼고 싶었다.  

○ ○ ○ ○ ○ ○ ○ 

가능하면 많은 곳을 방문하면서 내 

자신을 발전시킬 수 있는 기회로 삼고 

싶었다.  

○ ○ ○ ○ ○ ○ ○ 

그 여행지에 대해 더 배울 수 있기 

위해서는 바쁜 일정도 소화해 내야 

한다고 생각했다. 

○ ○ ○ ○ ○ ○ ○ 

일정이 조금 빡빡하더라도 방문한 그 

나라에 대해 가능한 한 많이 배우고 오길 

바랬다.   

○ ○ ○ ○ ○ ○ ○ 

가능한한 많은 곳을 방문하면서 내가 

관심있는 것에 대한 많은 지식을 쌓을 수 

있었으면 좋겠다.  

○ ○ ○ ○ ○ ○ ○ 

바쁘더라도 유명한 관광지는 가능한 한 

많이 다녀보고 싶었다.  

○ ○ ○ ○ ○ ○ ○ 
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귀하께서는 ________________________(으)로 여행가시기 전에 준비하시면서 어느정도의 해외 

여행에 대한 우려도 하셨을 것입니다. 여행스타일을 결정하시기 전에 여러분께서는 어떤 

생각을 하셨습니까? 여행하시기 이전의 상황을 회상해주시고 다음의 질문에 대해 가장 

적절한 항목에 체크해 주시기 바랍니다  

 

 

 

   

(여행을 떠나기 전에 __________ ) 

전혀 

그렇지 

않다 

<----------  --------- 

 

정말 

그렇다 

1 2 3 4 5 6 7 

여행 중에 아프거나 부상을 입지 않을까 

하는 걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

여행 중에 폭력으로 다치지 않을까 라는 

걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

병에 걸리면 어떻게 하나 라는 걱정이 

들었다. 

○ ○ ○ ○ ○ ○ ○ 

물이나 음식으로 인해 병에 걸리지 

않을까 라는 우려를 했었다. 

○ ○ ○ ○ ○ ○ ○ 

전반적으로 여행시 신체적 위험에 대한 

걱정을 했었다.  

○ ○ ○ ○ ○ ○ ○ 

관광객이기 때문에 바가지를 쓸 수도 

있을 거라는 걱정이 들었다. 

○ ○ ○ ○ ○ ○ ○ 

필요 없는 물건을 사는데 돈을 너무 많이 

써버리면 어쩌나 하는 염려를 했었다. 

○ ○ ○ ○ ○ ○ ○ 

여행하면서 효율적으로 돈을 써야 할 

텐데 라는 염려를 했었다. 

○ ○ ○ ○ ○ ○ ○ 

돈이나 여권들을 잃어버리면 어쩌나 하는 

걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 소매치기를 당하면 어쩌나 라는 

염려를 했었다. 

○ ○ ○ ○ ○ ○ ○ 

전반적으로 해외여행 중에 생길 수 있는 

금전적인 손해에 대한 우려가 있었다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 여행지를 찾아 다니는데 시간을 

낭비하지 않을까라는 걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 대중교통 이용하려다 시간을 

아깝게 낭비해 버리면 어떻게 하나 라는 

걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 식당이나 호텔을 찾다가 시간을 

낭비해 버리면 어쩌나 라는 걱정을 

했었다. 

○ ○ ○ ○ ○ ○ ○ 

현지에 가서 어디를 방문할까를 

고민하다가 시간을 허비해 버리면 어쩌나 

라는 걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 시간을 정말 잘 활용해야 할 

텐데 라는 걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 
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유명한 관광지를 놓치지 않아야 할 텐데 

라는 생각을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

여행루트가 정말 괜찮게 짜여져야 할 

텐데 라는 우려를 했었다. 

○ ○ ○ ○ ○ ○ ○ 

내가 정할 여행 스케쥴이 최선의 

경로이어야 하는데 하는 걱정을 했었다.  

○ ○ ○ ○ ○ ○ ○ 

여행 중 뭔가 잘못되어 불만족스러운 

여행을 하면 어떻게 하나 라는 걱정을 

했었다. 

○ ○ ○ ○ ○ ○ ○ 

전반적으로 여행을 보람있게 잘 지내고 

와야 할텐데라는 우려를 했었다. 

○ ○ ○ ○ ○ ○ ○ 

낯선 곳에 있다는 사실에 위축되어 

여행을 충분히 즐기지 못하면 어쩌나 

하는 걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

낯선 환경 때문에 위축되어 다양한 

활동들을 못 할 수도 있겠구나 라는 

생각을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

이 여행이 나의 이미지나 취향과 맞지 

않으면 어떻게 하나 라는 걱정을 했었다. 

○ ○ ○ ○ ○ ○ ○ 

심리적 불안으로 인해 그 여행을 즐길 수 

없으면 어떻게 하나 라는 우려감이 

있었다. 

○ ○ ○ ○ ○ ○ ○ 

현지에서 혹시 길을 잃어버리지 

않을까라는 걱정에 여행을 즐기지 못하면 

어떻게 하나라는 걱정을 했었다.  

○ ○ ○ ○ ○ ○ ○ 

낯선 곳으로 여행한다는 것에 대해 

불안감이 있었다. 

○ ○ ○ ○ ○ ○ ○ 

현지여행중에는 누구에게나 안좋은 일이 

일어날 수 있기 때문에 다소 걱정이 

있었다. 

○ ○ ○ ○ ○ ○ ○ 

무엇인지는 모르겠지만 해외여행에 관한 

막연한 불안감이 있었다. 

○ ○ ○ ○ ○ ○ ○ 

우리나라와는 다른 낯선 환경에 대한 

두려움이 있었다.  

○ ○ ○ ○ ○ ○ ○ 
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다음의 질문들은 오직 본 연구의 통계적 분석을 위해서만 이용될 것 입니다. 가장 적절한 

항목에 체크해 주시기 바랍니다.  

 

 

귀하의 성별은 어떻게 되십니까? 

○ 남자 ○ 여자 

 

 

귀하의 연령을 만 나이로 체크해 주시기 바랍니다. 

○ 만 19세 이하 ○ 만 20~24세 

○ 만 25~29세 ○ 만 30~34세 

○ 만 35~39세 ○ 만 40~44세 

○ 만 45~49세 ○ 만 50~54세 

○ 만 55~59세 ○ 만 60세 이상 

 

 

귀하의 직업은 무엇입니까? 

○ 사무직 ○ 기술/영업/서비스직 

○ 자영업 ○ 전업주부 

○ 학생 ○ 기타 (          ) 

 

 

귀 댁의 월평균 소득은 얼마 정도 되십니까? 이자와 임대소득을 모두 포함해서 말씀해 

주시기 바랍니다. 

○ 100만원 미만 

○ 100~200만원 미만 

○ 200~300만원 미만 

○ 300~400만원 미만 

○ 400~500만원 미만 

○ 500~600만원 미만 

○ 600~700만원 미만 

○ 700~800만원 미만 

○ 800만원 이상 
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I am a Ph.D student who is studying tourism in Griffith University in Australia. I am conducting this 

survey as a part of my Ph.D research. This survey is conducted to have a better understanding about the 

leisure travel style of Korean tourists abroad as well as the factors that impact on travelling style.  

This survey is anonymous. I will not be informed of your name or any other information that can identify 

you from the Embrain.Co. To participate, you must be aged nineteen years or above. Your participation is 

voluntary.  

Griffith University conducts research under the Australian National Statement on Ethical Conduct in 

Human Research. If you have any concerns about ethical issues, please contact directly to the Australian 

National Statement on Ethical Conduct in Human Research by email (research-ethics@griffith.edu.au) or 

phone (+61 7 3735 5585). 

If you have any questions or suggestions regarding this survey, please contact me by mobile phone (010-

7725-9431) or by email (heejung_lee@naver.com). A summary of the research findings is expected to be 

available by January 2012. If you want to know about the findings of this survey, please contact me.  

Thank you. 

 

mailto:research-ethics@griffith.edu.au
mailto:heejung_lee@naver.com
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Please mark your level of agreement with each statement in the following question. 

 

 

Please indicate the most recent travel destination. You will be asked to recall about the experience.  

If you travelled to many countries in one trip, please choose ONLY ONE destination among them. 

 

 

 

South East Asia ○Thailand ○Philippines ○Vietnam  ○Indonesia ○Malaysia ○Singapore 

 ○Bintan ○Maldives ○India     

Japan ○Japan       

China  ○Mainland 

China 

○Hong Kong ○Taiwan    

Oceania ○Australia ○New 

Zealand 

○Guam ○Saipan ○Fiji ○Haiti 

West Europe ○France ○Switzerland  ○United 

Kingdom 

○Italy  ○Germany  ○Netherlands  

The 
Mediterranean 

sea 

○Spain ○Portugal ○Greece ○Turkey  ○Egypt   

East Europe ○Ceko ○Hungary ○Poland ○Romania ○Bulgaria   

North Europe  ○Russia  ○Norway ○Finland  ○Sweden ○Denmark   

Middle East ○Israel ○Iran ○Syria     

North America ○United 

States 

○Hawaii ○Canada    

South America ○Peru ○Cuba ○Brazil ○Mexico ○Argentina 

other (please write the country name _____________) 
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The destination selected in the previous question will be systematically displayed to respondents 

throughout the survey. 

 

 

Please recall when you prepared your trip to ___. Please mark your level of agreement with each 

statement. 

 

 

 

 

(before departure) Strongly 

disagree 

<------------- -------------> 

 

Strongly 

agree 

1 2 3 4 5 6 7 

I preferred to join a fully organised tour ○ ○ ○ ○ ○ ○ ○ 

I preferred to be accompanied by a Korean 

tour guide for most of the time overseas 

○ ○ ○ ○ ○ ○ ○ 

I preferred to use information that travel 

agencies recommended, such as, hotels, 

restaurants.  

○ ○ ○ ○ ○ ○ ○ 

I preferred to travel independently while at 

the destination, rather than following a 

travel agency itinerary  

○ ○ ○ ○ ○ ○ ○ 

I believed that the service of travel agencies 

is quite reliable, as the travel agent is a 

professional. 

○ ○ ○ ○ ○ ○ ○ 
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Please recall when you prepared your trip to _____ and please mark your level of agreement with 

each statement. 

 

(before departure) Strongly 

disagree 

<------------- -------------> 

 

Strongly 

agree 

1 2 3 4 5 6 7 

I thought I might be more comfortable if I had 

Korean food. 

○ ○ ○ ○ ○ ○ ○ 

I didn’t feel like trying new food while 

travelling there. 

○ ○ ○ ○ ○ ○ ○ 

I preferred to have food that was familiar to 

me. 

○ ○ ○ ○ ○ ○ ○ 

I presumed I would miss Korean food while 

travelling if I didn’t have any chance to eat 

Korean food. 

○ ○ ○ ○ ○ ○ ○ 

I thought I might want to eat certain types of 

Korean food (e.g.: Kimchi hot pot, Red 

pepper paste etc.) while travelling in the host 

country. 

○ ○ ○ ○ ○ ○ ○ 

I thought if I could go to Korean restaurants 
while travelling, I would feel comfortable 

○ ○ ○ ○ ○ ○ ○ 

I thought that I needed to know the contact 

number of a Korean person in the host 

country to call in case of emergency. 

○ ○ ○ ○ ○ ○ ○ 

I thought that I should know someone at the 

destination who could assist me in case of any 

difficulty. 

○ ○ ○ ○ ○ ○ ○ 

I thought that I needed to know the contact 

numbers of the staff at the travel agency as 

anything could happen while on an overseas 

trip. 

○ ○ ○ ○ ○ ○ ○ 

I thought that I should know somebody I 

could trust if I have a problem. 

○ ○ ○ ○ ○ ○ ○ 

I thought I’d better follow what travel 
agencies recommend in the host country.  

○ ○ ○ ○ ○ ○ ○ 

I thought that without a Korean tour guide, it 

might be stressful travelling in the host 

country. 

○ ○ ○ ○ ○ ○ ○ 

If I had the responsibility to do all the works 

including communication in a foreign 
country, it would be very stressful.  

○ ○ ○ ○ ○ ○ ○ 

I thought that I wouldn’t be confident in 

myself when travelling to a host country 

where foreign language is used. 

○ ○ ○ ○ ○ ○ ○ 

I thought that I would enjoy the trip more by 

not bothering to do any job.   

○ ○ ○ ○ ○ ○ ○ 

I thought that I would accept what a Korean 

tour guide recommends to avoid trouble and 

make me feel comfortable while travelling. 

○ ○ ○ ○ ○ ○ ○ 
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When it comes to holidays, I’ll seek easiness 

while travelling rather than getting involved 

with anything.   

○ ○ ○ ○ ○ ○ ○ 

I thought that I would feel much more 

comfortable if a Korean tour guide explained 

about the destination.    

○ ○ ○ ○ ○ ○ ○ 

I did not want to travel anxiously, doubting 

everything should be fine.  

○ ○ ○ ○ ○ ○ ○ 

I thought that I wouldn’t put my efforts into 

finding better prices by visiting shops.  

○ ○ ○ ○ ○ ○ ○ 

I thought that there would be no problem for 
me to join English speaking tours if tours in 

Korean were not available. 

○ ○ ○ ○ ○ ○ ○ 

I thought that I would have no problem with 

directly contacting English speaking staff, to 

make a booking or ask for information.  

○ ○ ○ ○ ○ ○ ○ 

I thought that I would be able to communicate 

with foreigners in the restaurants or shopping 

centres where no Korean speaker worked 

○ ○ ○ ○ ○ ○ ○ 

I thought that I would be able to travel 

wherever I wished by asking for directions, 

other than in the Korean language. 

○ ○ ○ ○ ○ ○ ○ 

I thought that I would have confidence in 

speaking English while alone overseas. 

○ ○ ○ ○ ○ ○ ○ 

I thought that my English proficiency level 

was good enough to communicate well with 

foreigners without a Korean interpreter. 

○ ○ ○ ○ ○ ○ ○ 
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Before your departure to _____, what was your opinion of the destination? Please recall when you 

prepared your trip to ___ and mark your level of agreement with each statement.  

 

 

 (Before departure) Strongly 

disagree 

<------------- -------------> 

 

Strongly 

agree 

1 2 3 4 5 6 7 

I felt close to the host country as it was 

geographically close to Korea. 

○ ○ ○ ○ ○ ○ ○ 

I felt close to the host country as the 

appearance of the people is quite similar to 

Korea. 

○ ○ ○ ○ ○ ○ ○ 

I felt close to the host country as I thought that 
the food is very similar to ours. 

○ ○ ○ ○ ○ ○ ○ 

I felt close to the host country as I thought the 

host country’s culture would be highly similar 

to our culture. 

○ ○ ○ ○ ○ ○ ○ 

I researched a lot about the destination in 
order to gain knowledge about it. 

○ ○ ○ ○ ○ ○ ○ 

I thought that I knew a lot about the 

destination. 

○ ○ ○ ○ ○ ○ ○ 

I knew the language used in the host country. ○ ○ ○ ○ ○ ○ ○ 

I knew the well-known attractions in the host 

country. 

○ ○ ○ ○ ○ ○ ○ 

I knew about the food culture of the host 

country. 

○ ○ ○ ○ ○ ○ ○ 

I had positive feelings towards the country. ○ ○ ○ ○ ○ ○ ○ 

I had a good impression of the culture of the 

country. 

○ ○ ○ ○ ○ ○ ○ 

I wanted to experience their culture as much 

as possible. 

○ ○ ○ ○ ○ ○ ○ 

I had a good feeling about the country, though 

I cannot explain why.  

○ ○ ○ ○ ○ ○ ○ 

I thought it would be quite safe for tourists as 

the country is a developed one. 

○ ○ ○ ○ ○ ○ ○ 

I believed that the host country’s 

infrastructure would be good enough. 

○ ○ ○ ○ ○ ○ ○ 

I trusted the quality of the facilities for 

tourists, for instance, accommodation and 

restaurants. 

○ ○ ○ ○ ○ ○ ○ 

In general, I believed that everything would be 

ok as the country is well developed. 

○ ○ ○ ○ ○ ○ ○ 
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Before your departure to _____, what did you think about the trip? Please recall when you 

prepared your trip to ___ and mark your level of agreement with each statement.  

 

 

(Before departure) Strongly 

disagree 

<------------- -------------> 

 

Strongly 

agree 

1 2 3 4 5 6 7 

I was too busy before the trip to make all 

necessary arrangements for the trip on my 

own.  

○ ○ ○ ○ ○ ○ ○ 

At that time, there was not enough time for me 

to search for the information that is needed for 

the trip. 

○ ○ ○ ○ ○ ○ ○ 

At that time, I could not afford to put forth the 

effort to organise the trip.   

○ ○ ○ ○ ○ ○ ○ 

Before departure, I didn’t have enough time 

left to organise the trip.  

○ ○ ○ ○ ○ ○ ○ 

I thought the trip was a little bit short while 
travelling the destination. 

○ ○ ○ ○ ○ ○ ○ 

I wanted a longer trip, but I could not afford it.  ○ ○ ○ ○ ○ ○ ○ 

I knew that the period of the trip was relatively 

short 

○ ○ ○ ○ ○ ○ ○ 

I knew that I would be busy while travelling 

due to the relatively short nature of the trip. 

○ ○ ○ ○ ○ ○ ○ 

I wanted to gain a sense of accomplishment 

even if I had to have a strict schedule. 

○ ○ ○ ○ ○ ○ ○ 

I wanted to have a chance to develop myself 
by visiting as many places as possible. 

○ ○ ○ ○ ○ ○ ○ 

I thought I should follow a strict schedule so 

as to learn more about the host country. 

○ ○ ○ ○ ○ ○ ○ 

I wanted to know as much as possible about 

the host country even if I had to follow a busy 

itinerary. 

○ ○ ○ ○ ○ ○ ○ 

I wanted to gain more knowledge of personal 

interests by visiting many places in the host 

country. 

○ ○ ○ ○ ○ ○ ○ 

I wanted to visit as many popular tourist 

attractions as possible even if it would be very 
busy. 

○ ○ ○ ○ ○ ○ ○ 
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Before departure to ______, you might have had concerns about travel overseas. Before you 

decided how you would travel (for example, as a package tour or as an independent tour), what did 

you think about the trip? Please recall when you prepared your trip to ___ and mark your level of 

agreement with each statement.  

 

 

 (before departure) Strongly 

disagree 

<------------- -------------> 

 

Strongly 

agree 

1 2 3 4 5 6 7 

I was worried about getting sick or hurt while 

travelling. 

○ ○ ○ ○ ○ ○ ○ 

I was worried about being injured through an 

act of violence 

○ ○ ○ ○ ○ ○ ○ 

I was worried about contracting a disease. ○ ○ ○ ○ ○ ○ ○ 

I was worried about getting food poisoning. ○ ○ ○ ○ ○ ○ ○ 

Overall, I was concerned about physical or 

health risks 

○ ○ ○ ○ ○ ○ ○ 

As a tourist, I was concerned that I would be 

ripped off. 

○ ○ ○ ○ ○ ○ ○ 

I was concerned that I might spend too much 

money purchasing unnecessary items 

○ ○ ○ ○ ○ ○ ○ 

I was concerned that I would spend money 

inefficiently 

○ ○ ○ ○ ○ ○ ○ 

I was worried about losing my wallet and/or 

passport. 

○ ○ ○ ○ ○ ○ ○ 

I was worried I might have my pocket picked.  ○ ○ ○ ○ ○ ○ ○ 

Overall, I was worried about financial risks. ○ ○ ○ ○ ○ ○ ○ 

I was worried about wasting time trying to find 

a way to get to my destination.  

○ ○ ○ ○ ○ ○ ○ 

I was worried that I might spend time 

meaninglessly in search of public 

transportation. 

○ ○ ○ ○ ○ ○ ○ 

I was worried about wasting time searching for 
restaurants or hotels in the host country. 

○ ○ ○ ○ ○ ○ ○ 

I was worried about wasting time deciding 

where to visit in the host country. 

○ ○ ○ ○ ○ ○ ○ 

I was worried about making the best use of 

time in the host country. 

○ ○ ○ ○ ○ ○ ○ 

I was worried about missing a famous tourist 

attraction in the host country.  

○ ○ ○ ○ ○ ○ ○ 

I was worried about the itinerary of the trip not 

being efficient.  

○ ○ ○ ○ ○ ○ ○ 
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I was concerned if the schedule of the trip I 

was going to plan would not be the best one.  

○ ○ ○ ○ ○ ○ ○ 

I was worried that I would not be satisfied with 

the trip as anything could go wrong.  

○ ○ ○ ○ ○ ○ ○ 

I hoped that I have a fruitful time in the host 

country 

○ ○ ○ ○ ○ ○ ○ 

I was worried about not being able to enjoy the 

trip surrounded by unfamiliar environments.  

○ ○ ○ ○ ○ ○ ○ 

I was worried about not being able to enjoy 

various activities due to an unfamiliar 

environment in the host country. 

○ ○ ○ ○ ○ ○ ○ 

I was worried that the trip may not match with 

my personality or my preferences. 

○ ○ ○ ○ ○ ○ ○ 

I was worried about not being able to enjoy the 

trip due to psychological instability 

(insecurity).  

○ ○ ○ ○ ○ ○ ○ 

I was worried about not being able to enjoy the 

trip due to the concerns that I might get lost in 

the host country. 

○ ○ ○ ○ ○ ○ ○ 

I was nervous about travelling somewhere I 

don’t know well. 

○ ○ ○ ○ ○ ○ ○ 

I was worried about travelling overseas as 

something bad could happen to anybody.  

○ ○ ○ ○ ○ ○ ○ 

I had anxiety about travelling overseas but I did 

not know exactly why. 

○ ○ ○ ○ ○ ○ ○ 

I had fears about overseas travelling as the 

surrounding environment would be very 
different from Korean culture.  

○ ○ ○ ○ ○ ○ ○ 
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The following questions are only for statistical purposes. Please mark only one of the choices for 

each question Please mark your level of agreement with each statement. 

 

Please indicate your gender. 

○ Male ○ Female 

 

Please indicate your age. 
○ Under 19 years old ○ Between 20-24 years old 

○ Between 25-29 years old ○ Between 30-34 years old 

○ Between 35-39 years old ○ Between 40-44 years old 

○ Between 45-49 years old ○ Between 50-54 years old 
○ Between 55-59 years old ○ 60 years old or above 

 

Please indicate your job. 

○ Working in the office (white collar)   ○ Working in the field (blue collar) 

○ Running my own business          ○ Full time house wife 

○ Student                         ○ Other (           ) 

 

What is the approximate total monthly income for your household on average?  

○ Less than 1,000,000 Won 

○ Between 1,000,000 and 2,000,000 Won 

○ Between 2,000,000 and 3,000,000 Won 
○ Between 3,000,000 and 4,000,000 Won 

○ Between 4,000,000 and 5,000,000 Won 

○ Between 5,000,000 and 6,000,000 Won 

○ Between 6,000,000 and 7,000,000 Won 

○ Between 7,000,000 and 8,000,000 Won 

○ More than 8,000,000 Won 
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Appendix 4. Participants of Focus Group Interviews  

ID Characteristics of participants Travel 

experience 

#GR1-1 She is a married woman in her 50's who prefers package 

tours. Generally, she heavily relies on her family members. 

She prefers package tours because she perceives high level 

of travel risks.  

highly 

experienced 

#GR1-2 She is active, independent, and optimistic. As a woman in 

her 60's, she is a package tour lover and prioritizes tour 

guides. Korean food is neccessary for her even overseas. 

highly 

experienced 

#GR1-3 She is independent and has overseas experiences staying at 

Japan and the United Kingdom. She feels no 

communication barriers and is highly confident in herself. 

She tries to interact with locals as much as possible. She 

perceives no risks of travelling overseas at all. She is a 

single woman in her 40's 

Highly 

Experienced;  

#GR1-4 She is an independent traveller and feels no need for travel 

agency services. She intends to join package tours only 

when she visits less developed areas or anywhere which 

seems dangerous in her perspective. She is a single woman 

in her 20's. 

Highly 

Experienced 

#GR 1-5 She is a single woman in her 20's who started travelling 

with package tours at first but is now very independent. She 

seeks various activities.  

Highly 

Experienced 

#GR2-1 As a man in his 60's, he is family oriented, and has package 

tour experiences. Although he seeks variety in his activities, 

he prioritizes comfort and is unwilling to put in any effort 

while travelling. He feels no communication barriers.  

Experienced 

#GR2-2 As a man in his 20's, he has experienced an overseas 

package tour only once. He feels stressed when travelling 

abroad independently and admits himself to be an 

‘inexperienced’ traveller. He has strong communication 

barriers, but wishes to travel freely without group tours in 

the future.  

Less 

experienced/ 

#GR 2-3 As a lady in her 50’s, she has package tour experiences 

along with independent travel experiences. She seeks 

variety in her activities and is not afraid of overseas 

travelling.  

Highly 

experienced 

#GR 2-4 As a woman in her 50's, she has travelled overseas more 

than ten times. She loves package tours and highly 

prioritizes tour guides. She enjoys services provided by 

travel agents, and also enjoys Korean foods overseas.  

Highly 

experienced 

#GR2-5 As a lady in her 30's, she has stayed overseas in Japan. She Experienced 
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is confident in communicating in Japanese, but has English 

language barriers. She wishes to travel independently in the 

future. She has had package tour experiences, but she 

believed that that is the only choice for her.  

#GR3-1 As a student in her 20’s, she is an independent traveller 

who seeks novelty, and is very confident in herself.  

Less 

Experienced 

#GR3-2 As a student in her 20’s, she is an outgoing, independent 

traveller who seeks novelt. She has confidence in herself 

and feels no language barriers despite her lack of ability to 

communicate in other languages.  

Less 

experienced 

#GR3-3 As a woman in her 30’s, she feels comfortable with 

package tours seeking relaxation. She has stayed overseas, 

thus she has no English barriers.  

Experienced 

#GR3-4 As a student in her 20’s, she enjoys travel independently. 

Generally she travels with her friends. She has no fears 

about going overseas.   

Less 

experienced 

#GR3-5 As a single woman in her 30’s, she is a dependent traveller 

who believes that there is no choice but to choose package 

tours. She chooses to be in a group to reduce potential risks. 

She wishes to travel by herself someday, but has too much 

worry about travelling overseas.   

Experienced 

 

Travel agents   

ID  Career Specialized area 

#GR4-1  15years Inbound and outbound/ package tours 

#GR4-2  10years Outbound/ package tours  

#GR4-3  5years Asia/ outbound (short term)/ independent and package 

tours 

#GR4-4  7years Japan/ outbound (short term)/ independent and package 

tours 

#GR4-5  3years China outbound/ package tours 

#GR5-1  5years Europe -long term holiday (specialized in independent 

trips) 

#GR5-2  4years Europe-long term holiday (both package and independent 

trips ) 

#GR5-3  10years Cruise vacation/ Europe package tours 

#GR5-4  6 years Package tours around the world /Inbound and outbound 

#GR5-5  4years Online only travel agent/ specialized in short-term holiday 

 



280 

 

Appendix 5. Information Sheet and Consent Form 

 

 

 

Information Sheet 

For focus group interviews 

 

Research Team: 

Student Researcher: Ms Hee-Jung Lee 

PhD Candidate 

Department of Tourism, Leisure, Hotel and Sports Management 

Griffith Business School 

Gold Coast Campus Griffith University, QLD 4222 

Australia 

Phone: +61 7 3341 9636 

Email: heejung.lee2@griffithuni.edu.au 

 

Principal Investigator: A/Prof Hugh Wilkins 

Department of Tourism, Leisure, Hotel and Sports Management 

Griffith Business School 

Gold Coast Campus Griffith University, QLD 4222 

Australia 

Phone: +61 7 5552 8011 

Email: h.wilkins@griffith.edu.au 

 

Associate Investigator: Dr Young-Sook Lee 

Department of Tourism, Leisure, Hotel and Sports Management 

mailto:heejung.lee2@griffithuni.edu.au
mailto:h.wilkins@griffith.edu.au
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Griffith Business School 

Gold Coast Campus Griffith University, QLD 4222 

Australia 

Phone: +61 7 5552 8142 

Email: young-sook.lee@griffith.edu.au 

 

Purpose: 

This research is part of my PhD research program. This research will develop a 

conceptual framework for a better understanding of factors affecting travel style 

preferences. The main objective of this research is to investigate the reasons why many 

travellers from Korea travel with package tours. In order to develop a better 

understanding, this study will investigate relationships among language barriers, 

cultural value dimensions, psychic distance, perceived risk, anxiety and preferred travel 

style.  

 

Background: 

Despite the fact that independent travel is increasing, the all-inclusive package tour 

is still the preferred travel style for tourists from many Asian countries. The proposed 

research will investigate the reasons why people choose to travel with all-inclusive 

package tours when travelling internationally. This research focuses on drive factor that 

make people to choose package tours despite of the lack of freedom at a host country. 

By understanding this choice behaviour, service providers will be able to design holiday 

products that are better suited to consumer need.    

 

What you will be asked to do: 

You will be asked to share your experience of package tours when travelling 

overseas with other participants. You will also be asked about your opinion about 

travel-style. My research investigates why people purchased package tours and what 

were the main reasons to choose the travel-style.  

You will be asked to read and sign a consent form if you agree with it. You will be  

asked your consent for recording of the interview. The interview will be recorded for 

transcribing purpose. Then a researcher will present simple explanation about the 

concept of this research. This focus group interview will take approximately one hour.  

No identifying names will be retained. 

 

 

 

 

mailto:young-sook.lee@griffith.edu.au
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Confidentiality: 

The data collected will be reported in general terms. With your agreement, the 

interview will be recorded and later transcribed. The tape will then be erased. All data 

will be kept in the possession of the investigators. If the results of the study are 

published in a journal, your identity will not be revealed. Subjects will not be referred to 

by name during research reports or study discussions. Data will be de-identified on 

completion of follow-up testing. According to the standard University position, all 

research data will be securely stored for 5 years, and then destroyed at the end of this 

period. A report of the general findings from the study will be made available to 

participants. 

 

Voluntary Participation: 

Whether you decide to participate in the study or not, your decision will not 

prejudice you in any way. You are free to withdraw your consent and discontinue your 

involvement at any time. 

 

Complaint Mechanism: 

If you have any concerns or complaints about the ethical conduct of the research, 

you should contact the local researcher by e mail (heejung.lee2@griffithuni.edu.au) or 

phone (+82 70 7608 9431). Griffith University conducts research in accordance with the 

National Statement on Ethical Conduct in Research Involving Humans. Also you should 

contact the Manager, Research Ethics on +61 7 3735 5585 or research-

ethics@griffith.edu.au. 

 

Privacy Statement: 

The conduct of this research involves the collection, access and /or use of your 

identified personal information. The information collected is confidential and will not 

be disclosed to the third parties without your consent, except to meet government, legal 

or other regulatory authority requirements. A de-identified copy of this data may be 

used for other research purpose. However, your anonymity will at all times be 

safeguarded. For further information consult the University’s privacy Plan at 

www.griffith.edu.au/ua/aa/vc/pp or telephone +61 7 3735 5585. 

 

Obtaining Feedback: 

If you would like a summary report of this study, please email 

heejung.lee2@griffithuni.edu.au and request a summary report. This report will be 

made available on or before 31 December 2012. 

 

mailto:research-ethics@griffith.edu.au
mailto:research-ethics@griffith.edu.au
http://www.griffith.edu.au/ua/aa/vc/pp
mailto:heejung.lee2@griffithuni.edu.au
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Consent Form 

(focus group interviews) 

 

Primary Investigator 

Student Researcher: Ms Hee-Jung Lee 

PhD Candidate 

Department of Tourism, Leisure, Hotel and Sports Management 

Griffith Business School 

Gold Coast Campus Griffith University, QLD 4222 

Australia 

Phone: +61 7 3341 9636 (+82 70 7608 9431) 

Email: heejung.lee2@griffithuni.edu.au  

 

Principal Investigator: A/Prof Hugh Wilkins 

Department of Tourism, Leisure, Hotel and Sports Management 

Griffith Business School 

Gold Coast Campus Griffith University, QLD 4222 

Australia 

Phone: +61 7 5552 8011 

Email: h.wilkins@griffith.edu.au 

 

Associate Investigator: Dr Young-Sook Lee 

Department of Tourism, Leisure, Hotel and Sports Management 

Griffith Business School 

Gold Coast Campus Griffith University, QLD 4222 

Australia 

Phone: +61 7 5552 8142 

Email: young-sook.lee@griffith.edu.au 

 

 

mailto:heejung.lee2@griffithuni.edu.au
mailto:h.wilkins@griffith.edu.au
mailto:young-sook.lee@griffith.edu.au
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By signing below, I confirm that I have read and understood the information package 

and in particular have noted that: 

 

I understand that this research is to investigate Korean travellers’ needs in relation to 

overseas holiday;  

I understand that I will take participate in an interview that will take approximately 

one hours for interviews or approximately 15 minutes for survey; 

I understand that my participation in this research is voluntary and that no identifying 

information will be retained on my interview; 

I understand that if I have any additional questions I can contact the investigator – 

Hee-Jung Lee (heejung.lee2@griffithuni.edu.au or +82 70 7608 9431); 

I understand that I am free to withdraw at any time without comment or penalty; 

I understand that I can contact the Manager, Research Ethics, at Griffith University 

Human Research Ethics Committee on +61 7 3735 5585 or research-

ethics@griffith.edu.au) if I have any concerns about the ethical conduct of the project;  

I agree to participate in the project; and 

I agree to the interview being recorded for study purposes. 

 

Participant’s name ______________________ 

Participant’s signature ___________________ 

Date __________________________________ 

(Investigator’s name ____________________) 

(Investigator’s signature _________________) 

(Date ________________________________) 

mailto:heejung.lee2@griffithuni.edu.au
mailto:research-ethics@griffith.edu.au
mailto:research-ethics@griffith.edu.au

