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Examining the Effect of Cognitive and Affective Images of a Farm
Party Venue on Consumer Satisfaction and Revisit Intention

Na-Hyung Kim

Division of Culinary Science, Howon University
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Abstract The purpose of this study is to examine the effects of cognitive and affective images of a farm party venue
on consumer satisfaction and revisit intention with a research model and hypothesis test. First, the cognitive and
affective images of a farm party venue had a significant effect on consumer satisfaction in the test and the cognitive
image had greater impact on consumer satisfaction than the affective image had. Second, consumer satisfaction had
a significant effect on the revisit intention in the test, which indicates that farm party venues are required to find
a way to boost the satisfaction of tourists in order to encourage their intentions to revisit. In order to revitalize rural
tourism through farm party and raise income in rural areas, it is most important that farm party venue produce images
that are differentiated from other farmhouses. In order to activate the farm party for the 6th industry, it will be
possible to establish images of the farmers and utilize them in promotional marketing for the promotion of rural
tourism. The present study is limited in that it did not collect feedback from farm party operators in action. With
this in mind, another study is planned, focusing on those farm party operators.

Keywords: Affective Images of a Farm party Venue, Cognitive Images of a Farm party Venue, Consumer

Satisfaction, Farm Party, Revisit Intention
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of 3HH JFL 1A F ATk B 204 BES E P} AHSEAT Fetalr] 918 o) E(Pearson) )
sl wEgel Fold BAAe] YRS FET £ FRWARNS AASAE L& P BPES
Q= Aolth32]. meb ¥ Aol Watel kel BRA R AR steleb] 98 BAE 2R 2
ofuj Ao gk Anjz} whRo] Aol FEFS v AFEEAS AAE v e R AMOS 21,02 ©
& Aoz na e e ue Agsd Foo] 314 QOIRA W PP LA S 2
a3k
H3 2B} W52 APl ol f-o)3h (el 9%
& 4 Aol 3.2 4o XA Mol Y HTDH
B AT E APATES T B8] H5H
AFES AREslglen, 747te] MeES 27| E(Likert)
3. g7YHY 53 HE2 Z4sc
Crompton(1979) #3344 o]u|X] 9] /g AlEE
3.1 Az H 24 8 ojd ait BHA s sHAE e vk, A7
2 AT ot 7kl B 948 ofuA, BN quge) Ealehn BSAT24] B AT Bk
AT} Al 0, ARSI VAL GRE B Bolel ouAE Foke BB B @ F ) He
A7) Slsf @etol= BAAe fradd T BIEd 1 A A ojux|9} QXA o|u]A|9] F3Foz Aol
3] o] Frelativkal tigdh A=re] 7k 184 ol 4% v, Aaddt2,21-22,33 -34]9 AMEE FES EgE
S ooz 97k 2407, 17 2607 F 5008 e e ko] owAE Q1A o|u] x| 4783} A A
Z2016\d 109 1958 109 309714 3043 221 ojm]x] 3RS =Ask9ict
Aol S AAlete] o5 AsiT )7} BHES Fae] WL A 7|k Aa) i &
2 AFelA G55 vlolE= SPSS 18.07 AMOS  Aujele] #AeA FAE = Hlmala & 4 Qri3s].
21007 PAST, TANIAES DB B B avolE 204 BES Bohed) Folw ¥ 0%
o}al7] 9] 1H MERAS dAsgon, B AT T o] e sl 2 FAA Au4 HEekE A
L AL ol fref gt FudATy EAste] 7Hd A
Table 1. Characteristics of the sample
Sored By Froqeney | Pestge Sored By Freqency | Perae
Male 240 48.0 Less Than High School Diploma 6 12
Gender
Female 260 52.0 High School Diploma 50 10.0
In 20s 16 32 Undergraduates 2 0.4
Age In 30s 180 36.0 Bizz(;:j; | Associate Degree 48 9.6
In 40s 176 352 BA 328 65.6
In 50s 128 25.6 Graduate Students 4 0.8
Office Workers 308 61.6 MA and more 62 12.4
Housewives 84 16.8 Seoul 292 58.4
Public Officials 8 1.6 Area Gyeonggi 198 39.6
Teachers 12 2.4 Other regions 10 2
Jobs Professionals 46 9.2 < 1 Million Won 4 0.8
Self-employed 26 5.2 1 - 3 Million Won 58 11.6
Undergraduates 4 0.8 ]\I/r[](::mmz 3 - 5 Million Won 216 432
Graduate Students 4 0.8 5 - 7 Million Won 130 26.0
Others 8 1.6 7+ Million Won 92 18.4
Total 500 100.0
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Fig. 1. Research Model
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Table 2. Exploratory Factor Analysis and Reliability on Cognitive Image, Emotional Image, Satisfaction and Revisit

Intention of Farm Party Places

Factor Reliability Eigen Cumulative
Factor and Items . o
Loading Coefficient ( (1) values (%)
FAC 1 Cognitive image of a farm party venue
1 T had a sufficient access to information on the farm party venues. .848
4 The farm party venue was suitable to the customer taste. .829
- .828 2.661 66.519

3 The farm party venue offered a number of entertainments. 816
2 Visiting the farm party venue allowed a rich experience. 766
FAC 1. Affective image of a farm party venue
2 I felt satisfied attending the farm party. 877
3 1 felt pleased attending the farm party. .860 0.802 2.155 71.841
1 I felt excited attending the farm party. .804
FAC 1. Satisfaction
2 I was generally satisfied with the farm party. 879
1 The location and facilities of the place were attractive. 852 .804 2.162 72.054
3 1 felt connected to other party participants. 817
FAC 1.Revisit Intentiom
1 I will revisit the farm party in the future. 0.905

- 0.779 1.638 81.909
2 T will recommend others to attend a farm party. 0.950

551



Frarsly|&aks) i) A1 A12E, 2017

FIHE] F7tol WE A4

oAl 37 &Pl E

01(p<0.05), A= A Ao

% 2QAAA7} 08 ooz A ek, AEE
S 0801902 AFF A0 sfotslo], te 71
of g A4 olmlA] 37 BB shtel vl e

4.3 BQIH QOIEM

AA g lE Al g1E NS RS 37t
sk 9t 814 221E-A](Confirmatory  Factor
Analysis)S  AAEt. B4y, GFI=  0.905,

ups} o] 7} AW FA sk

#BEWL BE FAHOE fol A9l $AF

Table 3. Confirmatory Factor Analysis
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4.5 7t4ZH

oAl AAE R Y AYg45)5
A7kg A7 X 2=160.730, AHH-E(d.£)=84, p#=0.000,
GFI=0.921, AGFI=0.887, RMR=0.021, RMSEA=0.061
2 By ARE FFS F53 0= e okl
A AAE M-S A8 Sste] ATEFEoE A

Latent Variable Observed variable | Standar-dized | Unstandardiz-ed | S.E. C.R. P SMC | AVE | CR
Cognitive image 2 of - 698 1 487
a Farm Party Venue
Cognitive image 1 of - B 821 1.017 085 | 11952 | *x | 674
a Farm Party Venue Cognitive Image of 694 | .900
iti the Farm Party Venue ’ ’
Cognitive Image 3 of - Y 13 1.037 099 | 1049 | == | 509
a Farm Party Venue
Cognitive Image 4 of - 742 1.146 105 | 1089 | == | 551
a Farm Party Venue
Affective Image 2 of . 790 1 624
a Farm Party Venue
Affective Image 1 of o | Affective Image of 684 913 084 | 10847 | ==+ | 468 | 694 | .871
a Farm Party Venue the Farm Party Venue
Affective Image 3 of - 813 1.056 080 | 13144 | %= | 661
a Farm Party Venue
Consumer Satisfaction 2 — 814 1 .663
Consumer Satisfaction 1 <« |Consumer Satisfaction 777 .889 065 13.655 | *** [ .604 717 ] .883
Consumer Satisfaction 3 — 701 904 .076 11.927 | *** 491
Revisit Intention 2 — . X 197 .989 .070 14.144 | *** .641
— - Revisit Intention .650 | .788
Revisit Intention 1 — .801 1 .635

" p<0.05 ™ p<0.01 ™ p<0.001
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Table 4. Correlation Analysis

Cognitive Image of a Farm Affective Image of a Consumer Revisit
Mean SD . . .
Party Venue Farm Party Venue Satisfaction Intentiom

Cognitive Image of a

Farm Party Venue 363 60 !
Affective Image of a 353 & T4 1

Farm Party Venue
Consumer Satisfaction 3.59 .63 770%* 667* 1

Revisit Intentiom 3.52 .67 708** 712%% T42%* 1

" p<0.05 " p<0.01
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S f1@ 5H o2 A7Rge A /WS A da) HEo] guE vk ofw 1E ghEo] Wi
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A= G el AAE AAF A} AAA ofm X g} A, o] Ao el mAe Gl sl 2%
AR oln|H W AnlA} W] froldt FHe T o AAF A9 ATl foF A T
Table 5. Hypothesis test
Standardized Unstandardized S.E. CR. P Result
Cognitive Image of . Consumer
HI a Farm Party Venue Satisfaction 720 .697 .099 7.013 *kE - Accept
Affective Image of . Consumer
H2 a Farm Party Venue Satisfaction 292 241 072 337 | Accept
H3 Consumer Satisfaction d Revisit Intention 960 1.080 .087 12.359 x| Accept

e

" p<0.05 ™ p<0.01 ™" p<0.001
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