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a b s t r a c t

Tourism as a rural growth tool has to adapt to current market mechanisms, which are becoming
extremely competitive and which are dominated by communication and promotion strategies and
techniques. We need to know the causative factors and influences by which tourists in rural areas are
motivated to become included in various market segments. The primary purpose of this study is to
segment and profile the motivations of tourists, so as to enable a better understanding of rural tourism in
Korea. A self-administered survey in four languages was collected from 252 tourists in the study area. A
factor-clustering method identified four distinct segments: family togetherness seeker, passive tourist,
want-it-all seeker, and learning and excitement seeker.

� 2008 Elsevier Ltd. All rights reserved.

1. Introduction

Rural communities in Korea are facing serious problems
including depopulation, disproportionate aging of the rural pop-
ulation, a reduced labor force, and the Government’s open market
policy on agriculture. These problems have caused the stagnation of
the rural economy, as well as the degradation of the quality of rural
life.

Just as in many other countries, rural tourism offers opportu-
nities for generating and diversifying revenues for Korean farmers.
Since 2000, the Korean tourist’s demand for rural tourism facilities
has been increasing due to factors such as higher disposable
income, a more mature travel market, changing tastes and prefer-
ences, and increased leisure time resulting from the introduction of
the 5-day work-week system in Korea. This increasing demand,
coupled with large Government investment, creates a definite need
to study rural tourism and thus to optimize any strategies to utilize
these opportunities.

Since 2002, the Korean Government has been playing a leading
role in the development of rural tourism (Ministry of Agriculture
and Forestry, 2002, 2006a). The Rural Traditional Theme Village
(RTTV) and the Green Rural Experience Village (GREV) are two
main projects that have focused on rural tourism development to
encourage ‘bottom-up’ development revolving around the
development of local cultural resources. The number of tourism
villages recognized by Government projects increased rapidly from
27 nominees in 2002 to 98 in 2006 (Ministry of Agriculture and
Forestry, 2006b). A total of 279 villages were designated by the

Government Program on Rural Tourism Development since its
launch in 2002. In 2006, the number of accommodation units
available as tourist accommodation, according to the Rural
Resources Development Institute (2006), was estimated to be 8500
rooms in 2500 farm-stay households. There are several types of
tourist accommodations. Many are known as ‘‘rural houses.’’ These
are restored old houses or newly constructed houses that use
traditional architecture and materials. There are also wooden
houses, former mills, and inns. All this accommodation has several
communal rooms and one or more bedrooms. Catering and activ-
ities offered add to the confusing diversity of what constitutes rural
accommodation. Meal delivery, traditional folklore, and farm-based
activities are provided or offered by these establishments.
As tourism has been considered as a tool for promoting the
development of a number of economically and socially depressed
rural areas in Korea, Government-based rural tourism has emerged
as one of the main economic activities in most rural areas since
2002. Korean Government agencies have recognized that rural
tourism development should be expanded and also be promoted in
a sustainable manner. The main driving force behind rural tourism
in Korea has been the development of various institutionally sup-
ported projects in different areas and regions.

Tourism in rural areas accounts for about 10–25% of all forms of
tourism activity (EuroBarometer, 1998 as cited in Hall, Mitchell, &
Roberts, 2003). However, most Korean tourists in rural areas are
excursionists with a 25.8% rate of overnight stays and a 27.3% rate of
revisitation (Rural Resources Development Institute, 2006).

Effective tourism marketing and management require an
understanding of the existing market segments. Identification of
a clearly defined market segment permits specifically directed
promotion programs. A number of research reports and theoretical
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essays published over the years have directly or indirectly dealt with
tourist motivation, but much of the previous research was focused
on the attitudes of locals and residents to tourism development-
related issues, rather than tourist behavior and demand in Korea. In
this regard, issues such as visitation patterns, visitor behavior, visitor
motivation, and benefits sought have largely been overlooked in the
current empirical rural tourism literature. Of particular interest is
the identification of unique market segments on the basis of the
different motivations of tourists in rural areas. So far, demographic
and socio-economic characteristics have mainly been used as the
basis of segmentation. However, the predictive power of age, gender,
and wealth to affect purchasing behavior is markedly situation-
dependent, because they are only indirectly related to purchase
intentions. Therefore, marketers have increasingly pointed out that
the most effective predictor of tourist behavior should be the
behavior itself, including benefits and motivations (Goeldner &
Ritchie, 2003; Johns & Gyimothy, 2002; Kotler, Bowen, & Makens,
2003). In this connection, the profiles of different rural tourism
motivational market segments provide detailed information on the
niche markets of rural tourism, and the information on these tour-
ists can be used to develop marketing strategies for rural tourism.

Tourist motivations have also been studied extensively in the
literature (Bansal & Eiselt, 2004; Crompton, 1979; Dann, 1981;
Fodness, 1994; Hanqin & Lam, 1999; Iso-Ahola, 1982; Josiam,
Mattson, & Sullivan, 2004; Kozak, 2002; Nicholson & Pearce, 2001;
Oh, Uysal, & Weaver, 1995; Uysal & Jurowski, 1994). However, few
studies have specifically considered motivation in rural tourism,
and the resulting segmentation. This study aims to segment and
profile the needs of rural tourists, so as to provide a better
understanding of rural tourism, by using a cluster market seg-
mentation approach. This study aims at providing tourism mar-
keters with insights into the travel behavior of people living in
Korea and helping them in planning appropriate marketing strat-
egies. For researchers, one particular aim of the study is to con-
tribute to the discussion of appropriate market segmentation
criteria and the use of multivariate statistical methods in marketing
research.

2. Related literature

2.1. Motivations

The literature on consumer behavior argues that motivations
represent individual internal forces that lead to action (Schiffman &
Kanuk, 1978). Investigating reasons or motivations for travel
contribute to an understanding of tourism as a social and psycho-
logical phenomenon (Cohen, 1974) and offer practical managerial
insights (Wight, 1996; Young, 1999).

In this respect, the motivation to travel refers to a set of needs
that cause a person to participate in a tourism based activity. In this
sense motivational factors are defined as the psychological needs
that play a significant role in causing a person to feel psychological
disequilibrium that may be corrected through a travel experience
(Crompton, 1979; Kim, Crompton, & Botha, 2000). Tourist motiva-
tions are characteristics of individuals that influence the choice of
destinations, and the effects of motivational influences of this
nature on an individual have also been labeled as push factors
(Gartner, 1993; Kim & Lee, 2002; Moutinho, 1987; Sirakaya, 1992;
Sirakaya, McLellan, & Uysal, 1996). These factors are largely
intangible and origin-related, and they motivate or create a desire
to satisfy a need (Crompton, 1979; Dann, 1977, 1981; Uysal & Hagan,
1993). Lundberg (1971) published one of the earliest studies on
what motivates people to travel. He developed a bundle of 18
motivations assumed to influence travel. Crompton (1979) later
identified nine motivations on the basis of several in-depth

interviews, seven of which were classified as ‘‘socio-psychological’’
and two as ‘‘cultural.’’

These motivations have been classified according to the fol-
lowing typology by Goeldner and Ritchie (2003):

(i) physical, such as relaxation;
(ii) cultural, such as discovering new geographical areas;

(iii) interpersonal, such as socializing and meeting new people;
and

(iv) prestige, such as self-esteem and self-actualization.

Since Crompton’s initial empirical effort, many studies have
attempted to find push and pull motivational factors in different
settings, such as by nationality (e.g., Cha, McCleary, & Uysal, 1995;
Yuan & McDonald, 1990; Zhang & Lam, 1999), destinations (e.g.,
Jang & Cai, 2002), satisfaction and destination loyalty (Yoon & Uysal,
2005), senior citizens (Jang & Wu, 2006), and events (e.g., Lee, Lee, &
Wicks, 2004; Nicholson & Pearce, 2001).

Other researchers, such as Iso-Ahola (1982), looked at motiva-
tions in terms of seeking escape, while Pearce (1996) distinguished
between intrinsic and extrinsic motivations. Cha et al. (1995)
studied the travel motivation of Japanese overseas travelers and
identified six motivational factors: relaxation, knowledge, adven-
ture, travel bragging, family, and sports. Based on these, three
marketing segments were identified: sports seekers, novelty
seekers, and family and relaxation seekers.

Pearce and Lee (2005) noted that a core of travel motivation
factors including escape, relaxation, relationship enhancement, and
self-development seemed to comprise the central backbone of
motivation for all travelers. Jang and Wu (2006) suggested that
common push factors found in most of the studies included
knowledge-seeking, relaxation, and family togetherness, while the
most frequently seen pull factors were natural and historic envi-
ronments, cost, facilities, safety, and accessibility.

2.2. Tourist segmentation

Market segmentation has become a valuable instrument in
planning appropriate marketing strategies. Market segmentation is
a technique used to subdivide a heterogeneous market into
homogeneous subgroups. It is based on the idea that a market is
composed of subgroups of people and that each subgroup has
different, specific needs and motivations in defining quality per-
ception, since it is ideal to align delivered quality with anticipated
quality (Berry, Parasuraman, & Zeithaml, 1991; Mok & Iverson,
2000). According to Middleton (2002), segmentation may now be
defined as the process of dividing a total market such as all visitors,
or a market sector such as holiday travel, into subgroups or
segments for marketing management purposes. Its purpose is to
facilitate more cost-effective marketing through the formulation,
promotion, and delivery of purpose-designed products that satisfy
the identified needs of target groups. In other words, segmentation
is justified on the grounds of achieving greater efficiency in the
supply of products to meet identified demand and increased cost-
effectiveness in the marketing process. The primary bases for seg-
mentation include demography, geography, behavior, lifestyle,
personality, and benefits sought.

The literature on tourism and hospitality is replete with studies
that have used several segmentation variables with different
approaches. Numerous methods of tourist segmentation exist,
including a posteriori or factor-cluster segmentation, a priori or
criterion segmentation and, recently, neural network models
(Mazanec, 1992). A priori market segmentation can be less time-
consuming and more effective for separating markets at less cost.

Target market selection is an important step in establishing
a marketing strategy. The usefulness of market segmentation in
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