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ABSTRACT 

 

UNDERSTANDING THE CONSUMPTION EXPERIENCE OF CHINESE 

TOURISTS: ASSESSING THE EFFECT OF AUDIENCE INVOLVEMENT, FLOW 

AND DELIGHT ON ELECTRONIC WORD-OF-MOUTH (EWOM) 

 

Hejie Zhang                                             Advisor: 

University of Guelph, 2017                                 Dr. HS Chris Choi 

 

This study develops and tests an integrated model to examine the relationships 

among audience involvement, flow experience, customer delight and electronic 

word-of-mouth (eWOM) behaviors on social network sites (SNSs), for Chinese tourists 

visiting filming location in Korea after watching K-dramas. This study uses a quantitative 

research approach and collects data using a survey research method. The results show 

that, first, audience involvement positively and significantly influences tourist flow 

experiences. Second, audience involvement has a positive impact on eWOM behaviors. 

Third, flow experiences stimulate tourists to positive eWOM behaviors on SNSs. 

Theoretical and practical implications are interpreted and limitations and future research 

directions are discussed.  

 

Key words: Film tourism, Hallyu, K-dramas, Chinese tourists 



 

iii 
 

ACKNOWLEDGEMENTS 

  

I would like to express my gratitude towards my advisor, Dr. HS Chris Choi for his 

guidance and supporting of my research, for his patience, kind and understanding. He 

always points out the directions and provides helpful suggestions when I am lost.  

I would like to thank my co-advisor, Dr. Marion Joppe and committee member, Prof. 

Joan Flaherty for their great suggestions and comments along the way.  

I also want to thank to my friends and family for their help and support on my studies 

and personal life throughout my entire graduate study.  

Without the assistant of so many people, I could not overcome all the challenges 

during my studies.  

 

  



 

iv 
 

Table of Contents 

 

Chapter 1: Introduction ................................................................................................................ 1 

Chapter 2: Literature Review ...................................................................................................... 4 

2.1 Film Tourism ......................................................................................................................... 4 

2.2 Hallyu or Korean wave  ........................................................................................................ 6 

2.3 Audience Involvement......................................................................................................... 10 

2.4 Flow ..................................................................................................................................... 12 

2.5 Customer Delight ................................................................................................................ 15 

2.6 Social network sites and Electronic word-of-mouth ........................................................... 16 

2.7 The Study Model ................................................................................................................. 17 

Chapter 3: Methodology ............................................................................................................. 20 

3.1 Survey Instrument ............................................................................................................... 20 

3.2 Pilot Test .............................................................................................................................. 24 

3.3 Sampling and Data Collection ............................................................................................. 24 

Chapter 4: Results ....................................................................................................................... 27 

4.1 Descriptive statistics ............................................................................................................ 27 

4.2 Hypothesis Testing .............................................................................................................. 30 

Chapter 5: Discussions ................................................................................................................ 35 

Chapter 6: Implications .............................................................................................................. 37 

Chapter 7: Limitations and Future Research Directions ........................................................ 39 

Appendix ...................................................................................................................................... 40 

References .................................................................................................................................... 46



 

v 
 

List of Tables 

 

Table 1 Components of flow …………………………………………………………….14 

Table 2 Antecedents of delight …………………………………………………………………...15 

Table 3 Measurement of delight ………………………………………………………………….15 

Table 4 Operationalization ……………………………………………………………………….22 

Table 5 Numbers of questionnaire collected on each day ………………………………………..27 

Table 6 Socio-demographic characteristics of respondents (n=390) …………………………….28 

Table 7 Differences in Respondents’ Evaluation by Socio-demographic Characteristics ……….29 

Table 8 The Factor Loadings of the Construct Items …………………………….………………31 

Table 9 Measurement model analysis ……………………………………………………………32 

Table 10 Structural model analysis ………………………………………………………………33 

 

List of Figures 

 

Figure 1 Chinese tourists visited the coffee shop shown on My Love from the Star ......11 

Figure 2 Flow model (adopted from Csikszentmihalyi & LeFevre, 1989) …………......13 

Figure 3 Flow model (adopted from Nakamura & Csikszentmihalyi, 2002) …...………13 

Figure 4 The Study Model ……………………………………………………………....19 

Figure 5 Path analysis of the structural equation model ……………………………..…34  



 

1 
 

Chapter 1: Introduction 

Films can be an effective destination marketing tool. With a film’s success, an 

increased number of tourists as well as tourist spending may occur at its location (Hudson 

& Ritchie, 2006). For example, the New Zealand tourism market saw a 50 percent 

increase in tourist arrivals after the release of the film “Lord of the Rings” (Hudson & 

Ritchie, 2006).  

Kim and Richardson (2003) assert that if media exposes a destination highly and 

successfully, the destination may achieve more market penetration with increased 

awareness on the part of tourists. A natural consequence is film tourism, which has been 

gaining popularity as an economically viable niche of the tourism industry and has a 

noticeable, positive impact on the destination economy (Busby & Klug, 2001). 

Over the last decade, Korea has become a popular destination for Chinese tourists, 

whose total number of trips quadrupled from 106 million in 2007 to 432 million in 2013 

(Zhuang, 2014). In addition, Chinese drama fans have extended their love affair with 

Korean TV dramas, like My Love from the Star and Descendants of the Sun, visiting their 

filming locations in Korea as almost sacred attractions. Chinese tourists not only visit 

these film sites but also want to participate themselves in famous scenes at the filming 

locations. This phenomenon can be attributed to Chinese tourists who are highly engaged 

with Korean TV dramas (K-dramas). This rapid spread is part of what is known as 

“Hallyu” or the Korean wave representing South Korean culture’s global popularity since 

the early 1990s. 

Few researchers, however, have studied audience involvement as part of tourism 

(Kim & Richardson, 2003; Croy & Walker, 2003; Lee, Scott & Kim, 2008; Carl, Kindon 
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& Smith, 2007). Audience involvement is a complex and multidimensional psychological 

concept, defined as the degree to which the viewer engages and interacts with certain 

media programs (Sood, 2002). It can shape and influence viewer perceptions (image, 

familiarity, and interest in visiting) and experiences at film destinations (Lee, Scott & 

Kim, 2008; Carl, Kindon & Smith, 2007). Audience involvement may also further 

encourage behavioral change through enhancing viewers’ loyalty towards the film 

destinations, stimulating them to visit these destinations (Kim, 2012; Sood, 2002).  

Celebrity effect and fan mentality of a drama or character may influence the 

audience attitude toward, and perceived images of, the filming locations and further can 

significantly contribute to behavior change. For instance, a famous movie star appearing 

in an advertisement may change perceived images of the products. Fans may equate the 

star’s reputation to product reputation. Consequently, they are more likely to purchase the 

products because of the celebrity endorsement, not because of the product’s function, 

quality or features. This also happens in film tourism. The celebrity endorsement effect 

can motivate viewers to visit filming locations (Lee et al., 2008). Highly involved 

audiences tend to attach themselves emotionally to the drama’s filming locations (like N 

Seoul TV Tower) and possibly to the destination portrayed in the film; visiting these 

places may make the fans recall memorable viewing experiences of the drama associated 

with positive memories and emotions (Kim, 2010). Drama fans are even willing to 

re-enact scenes at the destination and as a result, are more likely to be satisfied with their 

travel experiences (Carl et al., 2007). Flow, explaining emotional experiences, is part of 

understanding on-site travel experiences among tourists. A positive outcome can be 

reflected by customer delight. Therefore, audience involvement can affect their flow and 
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delight in film locations, thus further influencing their behavior intentions: 

communicating their experiences and exchanging information, known as word-of-mouth 

(WOM) on social network sites (SNSs). 

Despite the increasing importance of film tourism, relatively little research has 

explored the effect of audience involvement in a tourism context (Betton, 2005; Connell 

& Meyer, 2009; Wu & Liang, 2011). Therefore, this study empirically examined audience 

involvement in K-dramas and its direct or indirect effect on flow at film destinations, 

customer delight, and electronic word-of-mouth (eWOM) about their travel experiences. 

The objective was to find any direct and indirect effect of audience involvement on 

eWOM and explore the mediating effects of flow and customer delight between audience 

involvement and eWOM. 
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Chapter 2: Literature Review 

2.1 Film Tourism 

Film tourism, also called “film-induced tourism” (Beeton, 2005), “movie-induced 

tourism” (Riley et al., 1998), “screen tourism” (Connell & Meyer, 2009) and 

“media-related tourism” (Busby & Klug, 2001), is one type of special interest tourism 

(SIT) widely used to promote tourist destinations. Studies of the relationship between 

film and tourism are becoming more common. Film tourism can be defined as “on 

location tourism that follows the success of a movie made (or set) in a particular region” 

(Beeton, 2005, p. 18). The term “film” refers not only to movies, but also to TV dramas 

and other media related products (e.g. animation, documentary film and advertisement) 

(Chan, 2007).  

Beeton (2010) provided an inclusive understanding of film tourism by integrating 

research from various disciplines. She developed a model to outline the development 

progress of film-induced tourism studies and suggested that early film tourism studies 

focused on demand and arrival to demonstrate why film tourism is an important research 

subject. Once that premise was established, studies of film-induced tourism considered 

destination marketing and management (e.g., tourist motivations, destination image, 

tourism impact). She urged that film tourism research be treated as a multidisciplinary 

subject that brings together researchers from various disciplines to better explain this 

phenomenon.  

Connell (2012) summarized two major themes of film tourism research. The first 

theme is the conceptual understanding of film tourism, studying the constructs that can 

help explain and understand this phenomenon and its meaning. This theme is usually 
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studied in a disciplinary framework from a cultural perspective. The second theme is 

more practical, examining the effects of film tourism, specifically its marketing 

implications and challenges. Empirical studies in this theme consider film destinations as 

tourism products, and explicate the activities, outcomes and influences of film tourism 

from managerial perspectives. 

One popular study area of film tourism examined its outcomes, including the 

influences of destination development, image and branding (Bolan et al., 2011). The 

effects of film tourism are controversial, with both positive and negative influences on 

destinations. Films can help enhance the familiarity, image, awareness and popularity of 

the locations. Media (film, television, advertisement and internet) can influence how 

destination images form in the minds of tourists.  

Film can be a marketing tool used to create the awareness and familiarity of a 

destination, and form positive destination images to attract potential visitors. It has been 

shown that high exposure of locations by films can positively influence people’s 

likelihood to visit (Hahm & Wang, 2011). The Lord of Rings, for example, increased the 

number of tourists visiting New Zealand by 50 percent (Zhang, 2014). According to 

Hudson & Ritchie (2006), 20 percent of British people will travel to the places that are 

shown in their favorite films.  

However, film tourism also causes some concerns. The vast growth of visitations 

can exceed the carrying capacity of film locations, especially in smaller communities 

(Beeton, 2006). The pressure on the communities include damage to the local 

environment, over-extended traffic capacity and insufficient infrastructure (Busby & 

Klug, 2001). Loss of privacy among local residents is also a concern. Furthermore, some 
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research has reported that film tourism significantly and directly affects a destination’s 

economy (Beeton, 2006; Allen, 2004; Hudgson, 2003). However, the research conducted 

by NFO New Zealand (2003 as cited in Beeton, 2006), indicated that even though Lord of 

the Rings (LOTR) has increased tourist awareness of the destination, the direct economic 

impact remains minimal. In this sense, past economic impact figures may exaggerate the 

actual impact of film tourism. 

2.2 Hallyu or Korean Wave 

Hallyu or “Korean Wave” refers to the spread of Korean-generated popular 

cultural products throughout Southwest and East Asia (e.g., China, Japan, Hong Kong, 

Taiwan, Indonesia, Malaysia, Philippines, Vietnam and Singapore), and even the Middle 

East region since the late 1990s. TV dramas, movies, music, entertainment shows and 

computer games are the most recognized conduits for spreading Hallyu (Kim & Wang, 

2012). Young Chinese are particular fans of Korean TV dramas and music (e.g., K-Pop 

concerts; fan meetings). Hallyu has led to dramatic increases in international tourism in 

Korea, specifically to filming locations and media sites associated with K-dramas and 

K-pop music (Kim, 2012).  

Kim et al’s (2010) study classified these tourists into three segments based on 

their preferences in Hallyu experiences. The first group is the “low involvement” group, 

referring to tourists who do not frequently watch K-dramas. This tourist group includes 

older tourists who are less influenced by Hallyu and more influenced by their past 

visiting experiences to Korea. The second group, “consumption-seekers”, usually 

includes first-time visitors who do not usually obtain product information from travel 

agencies. The third group is the “active film-induced tourism seekers” group who, 
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compared to the other two groups, watch K-dramas more frequently; have visited Korean 

more often; and enjoy Korean culture more than the other two groups. They are typically 

younger, single females, and they represent a large proportion of the tourists visiting 

filming locations of K-dramas. In addition, young people are more connected to the 

Internet, which is the most convenient access channel associated with Korean pop 

culture.  

Hallyu, as a phenomenon, affects Asian countries significantly, especially Japan 

and China, both economically and socially. Hallyu has provided positive economic 

outcomes for local filming locations. Fans of K-dramas and K-pop music have a strong 

desire to visit Korea (Messaris, 2016). The Gangwon province, in fact, after the release of 

Winter Sonata, saw a 40 percent increase in visitors mainly from China, Japan and 

Taiwan (Kim et al., 2007). In 2012, approximately 12 million international tourists 

visited Korea, which generated US$26.4 billion and created over 190,000 jobs (Kim & 

Nam, 2016). Therefore, tourism is now one of the most important industries contributing 

to Korea’s economic growth and Hallyu is the a factor behind this great success. 

Although Hallyu tourism has brought huge economic increase to Korea, it has 

also brought challenges. Because the Korean government has viewed Hallyu as an engine 

of tourism development and economic increase, its central and regional government 

promoted Korean tourism by tying it to Hallyu products like films, K-dramas, 

entertainment, and music (Han & Lee, 2008). However, until recently, there was no 

comprehensive tourism policy dedicated to the Hallyu phenomenon and its impacts on 

tourism (Kim & Nam, 2016). The lack of effective tourism policy led to chaotic 

management and uncontrolled development of the filming locations. As of 2013, 34 
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filming locations have been built in Korean; however, most locations earned low profits 

and experienced investment failures (Kim & Nam, 2016). The problem was lack of 

specific visions, clear goals, comprehensive regulation and effective policy that linked to 

Hallyu tourism. It is obvious that government plays an important role in guiding and 

administering the planning and development of Hallyu tourism products by formulating 

long-term regulations and policies. 

When Hallyu was in its early stage, the Japanese were most influenced by Korean 

culture. The drama, Winter Sonata, was a great economic success in Japan, earning US$1 

billion in Korea and US$2 billion in Japan (Kim et al., 2007). It also showed positive 

social influences. Japanese audiences reflected a positive attitude to this drama. 

Approximately one-fourth of Japanese audiences had a more positive image of Korea 

after seeing this drama, while one-fifth of them expressed an increased interest in visiting 

Korea (Kim et al., 2007; Han & Lee, 2008). The popularity of this drama caused a wave 

of Japanese studying the Korean language. Moreover, influenced by the romance in the 

drama, Japanese women wanted to marry Korean men (Kim et al., 2007; Messaris, 2016). 

This K-drama also helped promote the popularity of Korean culture, food and fashion 

(Kim et al., 2010).  

In recent years, Chinese people have become the main tourist group travelling to 

Korea. In 2015, Chinese tourists ranked first in number of international visitors to Korea 

and spend the equivalent of 1.6% of Korean GDP in 2015. More than 6 billion Chinese 

tourists visited Korea, accounting for more than 40% of Korea inbound tourists (Incitez 

China, 2016). Because Chinese tourists have the largest tourism market share in Korea, 

this paper focuses on those K-dramas popular in China. One example, from 2015, was 
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My Love from the Star, the most popular K-drama series on the Chinese market. The 

drama is a romantic love story involving an alien, working as a college professor who 

falls in love with a celebrity actress before his departure to his home planet. The drama 

was extremely successful becoming the most expensive Korean drama in China, sold at 

US$35,000 per episode (Lee, 2014). It was also one of the most frequently streamed 

shows on Chinese online movie-sharing platforms (i.e., Youku), accessed more than 2.5 

billion times from December 2013 to February 2014 (Lin, 2014). Because of the frenzy 

surrounding this TV drama, several filming locations in the drama, among them N Seoul 

Tower and Dongdaemun Design Plaza, have become popular tourist destinations among 

Chinese tourists. The drama also began a specific eating trend: fried chicken and beer in 

the snow. Fans of this drama imitate this eating style to feel close to the characters.  

Although research into this tourist trend is useful, Kim, Agrusa, Chon and Cho 

(2008) warned that the existing Hallyu studies focus on its positive impact; however, 

researchers in tourism have paid less attention to the negative impact of Hallyu tourism 

(e.g. traffic, pedestrian congestion, loss of privacy, crowding and commercialization) 

(Tooke & Baker, 1996; Beeton, 2006). Furthermore, research has devoted little effort into 

developing an acceptable method for estimating the economic impact of film tourism 

using reliable assumptions (Li, Li, Song, Lundberg & Shen, 2017). Existing assessments 

have mainly estimated the partial economic impact of film tourism but not the total 

economic impact (e.g., contribution to GDP and employment) (Li et al., 2017). Moreover, 

little attention has been paid to local communities and residents in film destinations, the 

demand side of tourism industry.  
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2.3 Audience Involvement 

Definition 

Part of understanding film tourism is to understand how the audience becomes so 

emotionally involved with the story and characters. Audience involvement is an 

important construct for media uses and effects. It is the degree to which audience 

members engage with media programs (Kim & Wang, 2012). This engagement can take 

the form of audience members constructing imaginary friendships with media figures, – 

an outcome described as “para-social interaction” (Sood, 2002). Para-social interaction 

can be divided into three dimensions: affective, cognitive and behavioral (Papa et al., 

2000). Affective interaction refers to the audience’s attitudes towards the characters in the 

drama. It shows how well the audience likes the characters. Cognitive interaction reflects 

educational meaning, whether the audience learns from the drama. Behavioral interaction 

reflects the degree to which audiences talk about the drama with other audiences (Papa et 

al., 2000). Audience involvement also has another element: reflection, which has both 

referential and critical dimensions (Kim & Wang, 2012). Referential involvement is the 

degree to which audiences relate the media message to their personal lives. Critical 

involvement refers to how actively involved the audience becomes in critical reflection 

(Kim & Wang, 2012). Thus, audience involvement can be divided into five dimensions: 

affective interaction, cognitive interaction, behavioral interaction, referential involvement 

and critical involvement.  

The relationship between audience involvement and tourist experience 

Audience involvement is significant in determining whether tourists have good 

experiences while visiting filming locations. Carl et al. (2007) studied the on-site 
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experiences of film tourists who visited New Zealand after The Lord of the Rings (LOTR). 

Tourists who were more highly involved with the film – those willing to re-enact scenes 

from the film to experience the landscapes from a film character’s perspective, – are more 

likely to be satisfied with their on-site experiences. Previous viewing of a TV drama not 

only generates memories of the film location but enhances tourist travel experiences by 

stimulating tourists to re-enact film scenes (Kim, 2010). For example, Chinese drama 

fans visit the coffee shop shown on My Love from the Star, and sit on the same seat and 

have the same drink shown in the drama scene. They also take a selfie and instantly share 

it with their friends and family via their SNSs (see Figure 1).   

  
Source: http://seoulstory.kr/search/view/5092 

 

Figure 1 Chinese tourists visited the coffee shop shown on My Love from the Star 

 

Lee, Scott and Kim (2008) concluded that audience involvement stimulates the 

desire to visit destinations associated with TV dramas. They argued that an audience 

member’s love of a character can influence his/her attitude and/or behavior toward the 

destination linked to the TV drama. Audience involvement not only can facilitate the 

retrieval of personal memories with drama but also enhance tourist experience when they 

visit the filming locations (Kim & Wang, 2012). 

Thanks to Hallyu, involvement with K-dramas tends to build destination images 

before tourists arrive on site. The expansion of the “Korean wave” helps foreign 
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audiences become familiar with Korean culture, leaving a good impression on these 

potential visitors. The “Korean wave” campaign in 2004 promoted the country to the 

world and has stimulated rapid development of the tourism industry (Han & Lee, 2008). 

Great success was achieved in increasing tourist satisfaction and industry performance. 

Results showed that this success was due to building familiar destinations from TV 

dramas and promoting the attractions through movies, dramas and other media. 

2.4 Flow 

Definition 

Understanding flow is essential to understand the influence of audience 

involvement on travel experience to film destinations. Flow is the emotional dimension 

of tourist experience. Csikszentmihalyi (1975) stated that flow is the holistic experience, 

what people feel when they are fully involved in an activity. It illustrates individuals’ 

optimal feeling state of mind when they are intensely involved in activities (Kawabata & 

Mallett, 2011). Flow is an enjoyable, exploratory state, part of an optimal experience both 

in work and in leisure (Liu & Shiue, 2014). 

Csikszentmihalyi and LeFevre (1989) explored the flow experience with a sample 

of 78 workers in Chicago. They argued that quality of experience has four contexts: 

apathy, anxiety, boredom and flow (see Figure 2), and used challenge and skill as two 

conditions that can reflect flow. 
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Figure 2. Flow model (adopted from Csikszentmihalyi & LeFevre, 1989) 

 

In the apathy quadrant, people have lower levels of both challenge and skills. 

When people who have a low level of skill encounter a high level of challenge, they will 

feel anxiety. When their skills are much higher than the challenges they face, they will 

feel boredom. Flow is the optimal context. In the flow zone, the levels of both challenge 

and skill are higher than average. In this zone, an individual approaches a balance 

between challenge and skill – one that slightly favors skill. 

Nakamura and Csikszentmihalyi (2002) developed a more refined model in which 

the authors differentiated the challenge-skill terrain into eight experiential zones (see 

Figure 3).  

 

Figure 3. Flow model (adapted from Nakamura & Csikszentmihalyi, 2002) 
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Measurement of flow  

We have no unified way of measuring flow experience. Csikszentmihalyi (1990) 

identified its nine major components: a balance of challenges and skills; clear goals; 

unambiguous feedback; concentration on task; sense of control; loss of 

self-consciousness; transformation of time; autotelic experience; and merging of action 

and awareness. Other research proposed different components of flow in different study 

contexts (see Table 1). However, most use concentration and transformation of time as 

two measurement factors.  

Table 1. Components of flow 

Sources Factors Context 

Wu & Wang (2011) Enjoyment, concentration, escape SNS 

Csikszentmihalyi (1990) 

Moneta (2012); 

Kawabata & Mallett (2011) 

Concentration, control, merging, 

autotelic, self-consciousness, 

transformation of time, goals, 

feedback, balance 

Definition 

Drengner et al. (2009) 
self-consciousness, transformation of 

time, concentration, merging 
Online game 

Wu & Liang (2011) 
Control, concentration, transformation 

of time 
White-water rafting 

Ding et al. (2009) 
Control, skill, concentration, 

interactivity, challenge 
Online financial service 

Shin (2006) 

Enjoyment, telepresence, 

concentration, engagement, 

transformation of time 

Online learning 

 

Based on the study setting, most tourism activities at a destination, like 

sightseeing and shopping, are low-skill and low-risk. Therefore, components of control 

and the balances between challenges and skills are not considered in this study. Because 

flow emphasizes the emotional experience, enjoyment is also a measurement factor. In 

this study then, we used three measurement factors to measure tourist flow experience at 
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filming locations: enjoyment, concentration and transformation of time. 

2.5 Customer Delight 

Customer delight is a measurable outcome of flow. It has been defined as “a 

positive affect with a high level of activation or a combination of arousal and pleasure 

coaxing with satisfaction” (Ma, Scott & Ding, 2013, p. 361). Delight and satisfaction 

differ in two ways: first, delight sits at a higher level than satisfaction; second, delight is 

an aroused emotional response (Fuller & Matzler, 2008). Customer satisfaction, on the 

other hand, can be viewed as an attitude or an evaluative judgment. In short, customer 

delight is about the emotional state of the customer.  

Recent research suggests delight, as a construct, has several antecedents (see 

Table 2). Both Olive et al. (1997) and Bowden and Dagger (2011) use a delight model 

with surprise, arousal and positive affect as antecedents.  

Table 2. Antecedents of delight 

Source Antecedents Context 

Oliver et al. (1997); 

Bowden & Dagger (2011) 

Surprising consumption, causing arousal, 

positive affect 

Rural tourism; 

Restaurant industry 

Ma et al. (2013) 
goal congruence, novelty, goal 

realization, goal relevance 
Theme park 

 

Depending on study settings, some researchers consider customer delight as a 

one-dimensional construct while others suggest it is multi-dimensional (see Table 3).  

Table 3. Measurement of delight 

Source Factors 

Oliver et al. (1997) Delighted One dimension 

Kwong & Yau (2002) Justice, esteem, security, trust, 

variety 

Multi-dimensions Kumar (1996) exhilarated, thrilled, delighted, and 

exuberant 

Ma et al. (2013) Elated, enthusiastic, excited 
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2.6 Social network sites and electronic word-of-mouth 

SNS and tourism 

Social media includes a variety of online information-sharing formats, including 

social networking sites (SNSs), creativity works-sharing sites like YouTube and Flickr, 

and collaborative websites like Wikipedia. Among these types of social media, SNSs 

have received increasing attention from researchers (Chu & Kim, 2011).  

SNSs like Facebook and Twitter have become an important medium for Internet 

marketing and tourism in the travel industry (Litvin, Goldsmith, & Pan, 2008). Using 

SNSs, travelers can communicate with strangers as peers, at any time or place, about 

travel. Increasing numbers of travelers are using the Internet to seek information about a 

destination and rates, particularly through SNSs. Many tourists post and share their 

feelings, travel reviews, opinions, and personal experiences during a trip (Chu & Choi, 

2011). Tourist activities in SNSs include seeking travel information, maintaining 

connections, finding travel companions, providing travel tips and suggestions, or simply 

having fun by sharing interesting travel experiences with each other (Huang, Basu, & 

Hsu, 2010). 

eWOM 

eWOM behaviors are common activities on SNSs. eWOM can be defined as 

consumers’ communications about the usage or characteristics of particular goods and 

services through Internet technology (Litvin, Goldsmith, & Pan, 2008). It consists of “any 

positive or negative statement made by potential, actual, or former customers about a 

product or company, which is made available to a multitude of people and institutions via 

the Internet” (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004, p. 39).  
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Consequently, consumers are no longer passive recipients of information; instead, 

they actively engage in exchanging information through peer-to-peer product 

recommendations and eWOM (Luo & Zhong, 2015). This engagement can take place 

through blogs, review sites, and emails, among other Internet SNSs. The Internet is free 

from geographic and time constraints, allowing eWOM communication to spread 

globally and quickly (Jeong & Jang, 2011). Thus, the Internet extends customer choices 

for gathering information about products and services from other customers. 

SNSs represent an ideal tool for eWOM because consumers can freely document 

and disseminate product-related information on their social networks. SNS contacts may 

follow existing consumer networks and may be viewed as more trustworthy and credible 

than strangers. Thus, SNSs can become an important source of product information for 

consumers, facilitating and accelerating eWOM tremendously (Chu & Kim, 2011). 

Consumer activities in SNSs range from socializing with existing friends and 

making new ones to exchanging information and experiences (Chu & Choi, 2011). 

eWOM behavior in SNSs involves opinion giving, opinion seeking and opinion passing 

(Jeong & Jang, 2011; Chu & Kim, 2011). Huang, Basu, and Hsu (2010) identified three 

functional motives for sharing travel-related information through SNSs: seeking travel 

information, sharing and disseminating information, and documenting personal 

experiences.  

2.7 The Study Model 

This study examines the relationships among audience involvement, flow 

experiences, customer delight and eWOM behaviors, for Chinese tourists visiting 

K-drama sites. Based on the literature review, we propose five research hypotheses (see 
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study model in Figure 4).  

Film-tourism experiences at film locations are unique to each audience member, 

his or her memories, emotions and interpretation (Kim, Long, & Robinson, 2009). Film 

tourists attach emotions to film tourism destinations (Kim, 2010). During the visit, they 

will recall their viewing experiences and link the destination to their own memories and 

emotions. Positive emotions also enhance their willingness to share and spread the 

information and experiences. Therefore, involvement in a film or TV drama is an 

essential part of an emotional tourist experience at filmed locations, leading to a 

willingness to recommend these destinations to others.  

Hence, the following hypotheses are put forward: 

H1: Audience involvement influences flow experiences. 

H2: Audience involvement influences eWOM behaviors on SNSs. 

A consumption experience is closely related to the process of WOM transmission 

(Sundaram, Mitra, & Webster, 1998). Both positive and negative feelings for a product 

can lead to WOM behavior (Litvin et al., 2008). Consumers who have successful 

outcomes like satisfaction and pleasure will be motivated to express and share their 

experiences with others (Yoo & Gretzel, 2008; Jeong & Jang, 2011). Further, many 

people simply enjoy documenting and sharing their travel experiences with others. 

Therefore, we propose the following hypotheses: 

H3: Flow influences eWOM behavior on SNSs. 

H4: Flow influences customer delight. 

The two most commonly reported outcomes of customer delight are positive 

repurchase intentions (Arnold et al., 2005; Kuang & Yau, 2002) and willingness to 
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recommend (Magnini et al., 2011). Customer delight has a strong positive influence on 

WOM behavior (Magnini et al., 2011). Approximately 60% of delighted customers are 

willing to spread positive WOM (Ockenden, 2005). Therefore, the following hypothesis 

is proposed: 

H5: Customer delight influences eWOM behavior on SNSs.. 

 

Figure 4. The Study Model 

(Note: AI - Audience Involvement; CD - Customer Delight; eWOM - Electronic word-of-mouth) 
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Chapter 3: Methodology 

This chapter discusses 1) the development of the survey instrument; 2) a pilot 

study; 3) sampling method; 4) data collection; and 5) data analysis. 

3.1 Survey Instrument 

The study objective was to examine the effect of audience involvement on flow, 

customer delight and eWOM. This study used a quantitative research approach, the 

empirical investigation of the proposed model using a survey research method. 

Quantitative methodology provided numeric data which is more easily analyzed than 

text-based data. A quantitative method is suitable for studies with a big sample size 

(Allwood, 2012).  

This study utilized a self-administered questionnaire comprising two major 

sections: 1) the measurement items for the key variables and 2) socio-demographic 

questions. The survey questionnaire was developed based on a review of the relevant 

literature. The first section contains the measurement items for all key variables: audience 

involvement (20 items), flow experience (15 items), customer delight (4 item), and 

eWOM behaviors (9 items). All items were measured on a 5 point Likert type scale, 

ranging from Strongly Disagree (1) to Strongly Agree (5) (see Table 4). 

The measurement items of audience involvement were adapted from two studies: 

Kim (2012) and Sood (2002). Kim’s (2012) study tested audience involvement with 15 

items with a three factor structure with the Cronbach’s alpha for the three factors ranging 

from 0.79 to 0.87 which exceeded Nunnally’s (1978 as cited in Lance, Butts, & Michels, 

2006) reliability criterion. In addition, 8 items were adapted from Sood (2002). Affective 

interaction is the degree to which audiences interact with program characters. 
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Measurement items like “I felt that the program and my favorite character kept me 

company” and “My favorite character(s) in the program are like good friends” reflect 

how audiences feel about the program or characters. Cognitive interaction reflects 

audience attention to the educational meaning. Items like “I often think about something 

I’ve seen on this program” and “I often think what I would do if I were in this situation” 

show how the program can teach or educate an audience. Behavioral interaction reflects 

how audiences discuss the drama with other audiences. The items like “I discuss the 

program with other people” and “I post or chat about this program online” reveal 

audience behavior after watching the program. Referential involvement is the degree to 

which audiences relate the media message to their personal lives. The items “I felt that 

the characters were like people I know in real life” and “I felt that the program presented 

things as they really are in life” identify the link between program and real life. Critical 

involvement shows the degree to which audiences reconstruct a media program. Item like 

“I disagreed with the way a character was depicted” was used. 

Three measurement factors (enjoyment, concentration and transformation of time) 

were used to measure flow. The measurement items for flow were adapted from Shin’s 

(2006) study, where flow was tested using 15 items with a three factor structure with 

Cronbach’s alpha ranging from 0.73 to 0.83, which exceeded Nunnally’s (1978 as cited in 

Lance et al., 2006) reliability criterion. Transformation of time is the lack of awareness of 

time passing during the visit. Concentration reflects that visitors are highly focused on 

what they are doing.  

Based on these definitions, this study used the argument of Oliver et al. (1997) 

that customer delight is a single dimensional construct. It was measured using four items 
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adapted from Kearns (2013).  

eWOM behaviors in SNSs were investigated using three dimensions: opinion 

seeking, giving and passing. The measurement items for eWOM behaviors in SNSs were 

adapted from studies of Chu and Kim (2011). They tested eWOM with 12 items in a three 

factor structure with Cronbach’s alpha ranging from 0.68 to 0.93, which exceeded 

Nunnally’s (1978 as cited in Lance et al., 2006) reliability criterion. Opinion seeking 

involves searching for related information on SNSs. Opinion giving reflects giving advice 

to other contacts on SNSs. Opinion passing involves forwarding information to another 

person or persons. 

The second section of the questionnaire asked for socio-demographic 

characteristics: gender, age, and marital status. Women are typically the target group for 

romantic stories. Most K-dramas are love stories. Therefore, females are considered to be 

the main audience group. Age is also a major differentiating indicator in TV-induced 

tourism (Kim et al., 2007). Most K-dramas can be watched using only online video sites. 

Young people are more likely to watch the dramas than their elders because they are more 

familiar with the iIternet environment and prefer watching dramas online. 

Table 4. Operationalization 

Audience Involvement 

Affective 

interaction 

When watching the program, I felt that I was a part of the story. 

Kim (2012) 
I felt that the program and my favorite character kept me company. 

My favorite character(s) in the program is like a good friend(s). 

I like hearing the voice(s) of my favorite character(s). 

Cognitive 

interaction 

I often think about something I’ve seen on this program. 

Sood (2002) 

I often think what I would do if I were in this situation. 

I like to compare my ideas with what my favorite character says. 

When my favorite character shows me how he or she feels about a 

story, it helps me make up my own mind about a news story 

Behavioral 

interaction 

I discuss the program with other people. 

Kim (2012), 

 

I post or chat about this program online. 

I sometimes made remarks to my favorite character(s) while watching. 

If there were a story about my favorite character(s) in a newspaper, 

magazine or on the internet, I would read it. 
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Referential 

involvement 

I feel that the story is just like that of my own community. 
Kim (2012), 

 

I feel that the characters are like people I know in real life. 

I feel that the program presents things as they really are in life. 

The story seems as if it were what I have been witnessing in life. 

Critical 

involvement 

I disagree with the way a character was depicted. 

Sood (2002) 

I make suggestions for improving the conditions depicted in the 

program. 

I make suggestions on plot changes. 

I disagree with the way the program portrays the reality.  

Flow 

Enjoyment 

I had fun during visit. 

Shin (2006) 
I enjoyed the visit. 

I was attracted. 

The trip was boring. (reverse item) 

Time 

Time seemed to pass quickly during the visit. 
Shin (2006) 

 

I spent more time than I have intended.  

I lost track of time during the visit. 

It felt like time flew during the visit. 

Concentration 

I was completely absorbed in what I am doing. 
Shin (2006) 

 

I was fully concentrated. 

I was not distracted.  

I was unaware of what is going on around me. 

Customer Delight 

Customer 

Delight 

Traveling gives me a sense of joy. 
Kearns 

(2013) 

Travel experience in Korea made me happy. 

Traveling makes me fully delighted  

Travel experience in Korea gives me pleasure. 

eWOM in SNSs 

Opinion seeking 

I ask my contacts on SNSs for advice. 

Chu & Kim 

(2011) 

I gather information on SNSs. 

I like to get my contacts’ opinions on the SNSs before I make decisions. 

I feel more comfortable when I have gotten my contacts’ opinions on 

SNSs. 

Opinion giving 

I persuade my contacts to go to the destination. Chu & Kim 

(2011) 

 

My contacts choose the destination based on what I told to them. 

On SNSs, I often influence my contacts’ opinions about destinations. 

I give advice about destinations on SNSs. 

Opinion passing 

I like to pass information onto my contacts. 

Chu & Kim 

(2011) 

 

I like to pass along my contacts’ positive reviews to other contacts. 

When I receive information from a friend, I forward it to my other 

contacts on SNSs. 

I like to pass along interesting information from one group of my 

contacts to another. 

 

The survey was developed originally in English. Back translation was used to 

ensure the measurement items were translated correctly into Chinese. In this procedure, a 

translator interprets a survey questionnaire previously translated into another language 
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back to the original language. For this study, the items were first translated into Mandarin 

Chinese by the researcher. Then, two graduate students fluent in both English and 

Mandarin were asked to translate the Chinese version back into English. Finally, the new 

English version was compared to the original to assess whether they carried the same 

meaning. This method aimed to improve the validity of research in different languages by 

confirming the accuracy and reasonable plausibility of the translation. 

3.2 Pilot Test 

A pilot study was conducted to identify “potential issues in survey flow, readability, 

and logistics, and served as validity checks of construct measures” (Wang, So & Sparks, 

2016, p. 6) using a convenience sample of eight undergraduate and graduate students 

from a Canadian university, all fluent in Mandarin Chinese. First, the researcher 

explained the definition of each construct. Then, the students were asked to assess the 

survey items; they identified 8 items that were not easy to understand in the Chinese 

cultural context. Those items were amended after consulting with three graduate students 

and a researcher fluent in Mandarin.    

3.3 Sampling and Data Collection 

Study population 

The study population was Chinese tourists, aged 18 or older, who have watched 

Korean drama and visited Korea in last 12 months. The film locations selected were 

popular tourist attractions in Seoul that are also representative locations in the drama. 

Screening questions like “How old are you?”; “Have you watched Korean TV dramas?”, 
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and “Have you visited Seoul?” were asked to filter out respondents who did not fit the 

criteria.  

Sample size 

The general equation to determine sample size in marketing research is the 

confidence interval approach (Burns & Bush, 1995). To estimate the sample size for this 

study, the following equation was used. That is, 

n = z
2
(pg)/e

2
 

Where, n = sample size 

z = standard error associated with chosen level of confidences (95%) 

p = estimated variability in the population 50/50  

q = (1-p)  

e = acceptable error ±5% 

This formula obtains ±5% accuracy at the 95% level. According to Burns and 

Bush (1995), the amount of variability in the population is estimated to be 50%, a 

percentage widely used in social science research. Further, they argue that most 

researchers will use the 50% level of p because even in the worst possible case, that 

percentage does not dramatically affect the sample size. Therefore, the estimated sample 

size is 385 (1.962 (50*50)/52).  

The study data were collected using an online survey from an online panel 

database called SoJump (http://www.sojump.com). This panel database has more than 

two million panelists living in major cities in China, including Beijing, Shanghai, 

Guangzhou, Shenzhen and Chengdu. Panelists are between 16 and 65 years old, with 35 

percent of them in their twenties. Female panelists account for 48 percent of all panelists. 
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An online survey is convenient, flexible and less time-consuming than mail-based 

surveys (Boyer et al., 2002). Additionally, an online survey costs less than a traditional 

paper-based survey (Ilieva, Baron, & Healey, 2002). However, an online survey has some 

limitations. Online respondents must have Internet access. In many study settings, 

Internet users are considered a minor group of respondents who cannot represent the 

entire study group (Ilieva et al., 2002). Another concern can be survey fraud. 

Respondents could complete the survey with dishonest answers just to receive the 

incentives (Topp & Pawloski, 2002). To avoid this, SoJump checked each panelist’s ID 

and IP address. Technical measures made sure panelists could complete only one 

questionnaire. Incentives for completing the survey were points. Only respondents who 

completed the entire questionnaire received the incentives.  
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Chapter 4: Results 

4.1 Descriptive statistics 

Descriptive statistics were used to profile respondent’ characteristics: gender, age 

and marital status. Independent T-test and one-way analysis of variance (ANOVA) with 

Tukey post hoc tests were conducted to examine the differences between the mean values 

of key constructs in terms of demographic characteristics. 

A total of 424 questionnaires were collected from the panel database. The 

questionnaires were collected between April 23, 2016 and May 2, 2016. The average time 

taken to complete the questionnaires was 8.5 minutes. Table 5 shows the numbers of 

questionnaire collected each day.  

Table 5 Numbers of questionnaire collected on each day 

Day  Numbers of Questionnaires collected 

April 23, 2016 126 

April 24, 2016 150 

April 25, 2016 41 

April 26, 2016 24 

April 27, 2016 17 

April 28, 2016 50 

April 29, 2016 38 

April 30, 2016 27 

May 1, 2016 7 

May 2, 2016 3 

 

The completed questionnaires were checked for missing values, acquiescence, 

and extremity biases. After eliminating 34, the remaining 390 questionnaires were used 

for analysis. Tables 6 and 7 present the socio-demographic characteristics of respondents.  
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Table 6. Socio-demographic characteristics of respondents (n=390) 

  Frequency Percentage (%) 

Gender Male 186 47.7 

Female 204 52.3 

Age  24 and younger 8 2.1 

25-34 276 70.8 

35-44 84 21.5 

45 and older 22 5.5 

Marital status Single  59 15.1 

Married  328 84.8 

Visit time(s) 1 141 36.2 

2-3 times  231 59.2 

More than 3 times 18 4.6 

 

The study respondents were almost equally split between males and female. Most 

respondents were between 25 and 34; only a few were 24 and under; about a fifth were 

between 35 and 44; and a few were 45 and older. Most respondents were married. The 

repeat visitors were a larger proportion in respondents while approximately one-third 

were first time visitors. According to 2015 International Visitor Survey conducted by 

Korea Tourism Organization (KTO), 77.6% of Chinese visitors were between 15 and 40, 

and 10.2% were between 41 and 50. The age distribution of our respondents was 

consistent with the official report. In the report, Chinese tourists with a university or 

graduate education level accounted for 82.2% of all Chinese tourists. Most Chinese 

tourists, thus, had a similar education level, which means education was not an influential 

factor in this study.  
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Table 7. Differences in Respondents’ Evaluation by Socio-demographic 

Characteristics 

 Audience Involvement 

(Mean/Std.Dev.) 

Flow 

(Mean/Std.Dev.) 

EWOM 

(Mean/Std.Dev.) 

Gender    

Male 3.80/0.46 3.97/0.37 4.01/0.41 

Female 4.13/0.40*** 4.16/0.27*** 4.19/0.30*** 

Age     

24 and younger 3.99/0.49 4.14/0.38 4.11/0.50 

25-34 4.01/0.46* 4.07/0.34 4.12/0.35 

35-44 3.92/0.47 4.06/0.31 4.080.38 

45 and older 3.71/0.37 4.00/0.33 3.97/0.51 

Marital status    

Single 3.85/0.51 4.01/0.45 3.99/0.45 

Married  4.00/0.44* 4.08/0.31 4.13/0/35** 

Visit time(s)    

1 time 4.06/0.46 4.07/0.31 4.12/0.36 

2-3 times 3.93/0.46 4.08/0.34 4.09/0.37 

More than 3 times 3.92/0.46 3.97/0.48 4.19/0.49 

Note: * p < 0.05; ** p < 0.01; *** p < 0.001 

 

According to the independent T-test, gender can cause the differences in resopnses. 

The results showed females rated audience involvement, flow experience and eWOM 

higher than males. Women tend to watch and become involved with, K-dramas because 

the dramas usually tell love stories, which are more attractive to women.  

The results of one-way ANOVA indicated that respondents aged in the 25-34 age 

range differed from respondents who were 45 and older in audience involvement, which 

means that younger people are more involved in Korean TV dramas. This result confirms 

Kim’s (2007) study that age is the main differentiating factor in film tourism. Online 

video websites are the main channel for watching Korean TV dramas; younger people 

tend to be more comfortable using the Internet and use it more frequently Thus, this result 

is reasonable. However, age had no effect on flow experiences and eWOM behaviors.  
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Married people were more involved in the dramas and were more active in 

eWOM, probably because middle-aged married women are the main audience for Korean 

TV dramas. They are also more likely to share their opinions with others (Lee et al., 

2008).  

Finally, the number of times respondents visited Korea had no influence on 

respondent answers for audience involvement, flow experiences or eWOM behaviors. 

4.2 Hypothesis Testing 

We used structural equation modeling (SEM) analysis in this study to test the 

hypotheses. Anderson and Gerbing (1988) recommend a two-step approach for SEM 

analysis: 1) confirmatory factor analysis (CFA) for the measurement model, and 2) SEM 

for the hypothesis test. 

The measurement model 

After running CFA, the items whose standardized factor loading scored lower 

than 0.5 were eliminated to obtain better model fit and higher reliability. The modified 

model contained three constructs and 30 items (see Table 8). The customer delight items 

were removed from the model because they showed low reliability and high cross 

loadings with flow items. The proposed model was modified as shown in Figure 4. The 

modified model indicated acceptable model fit with χ2/df (df=381) = 1.61, GFI = .92, 

CFI = .92, RMSEA = .04. 
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Table 8. The Factor Loadings of the Construct Items 

Construct and dimensions Items 
Standardized Factor 

Loadings 

Audience Involvement  

Affective 

interaction 

When watching the program, I felt that I was a part of the story. .59 

I felt that the program and my favorite character kept me company. .55 

My favorite character(s) in the program are like a good friend(s). .62 

Cognitive 

interaction 

I often think what I would do if I were in this situation. .61 

I like to compare my ideas with what my favorite character says. .69 

When my favorite character shows me how he or she feels about a 

story, it helps me make up my own mind about the news story 

.68 

Behavioral 

interaction 

I post or chat about this program online. .55 

I sometimes made remarks to my favorite character(s) while 

watching. 

.51 

Referential 

involvement 

I feel that the story is just like that of my own community. .75 

I feel that the characters were like people I know in real life. .73 

I feel that the program presented things as they really are in life. .60 

The story seems as if it were what I have been witnessing in life. .65 

Critical 

involvement 

I disagree with the way a character was depicted. .75 

I make suggestion on plot changes. .63 

I disagree with the way the program portray the reality. .53 

Flow  

Enjoyment 
I was attracted. .54 

The trip was boring. (reverse item) .60 

Time 
Time seemed to pass quickly during the visit. .69 

It felt like time flew during the visit. .55 

Concentration 

I was completely absorbed in what I am doing. .58 

I was fully concentrated. .62 

I was not distracted. .59 

eWOM   

Opinion 

seeking 

I ask my contacts on SNSs for advice. .51 

I feel more comfortable when I have gotten my contacts’ opinions on 

the SNS 

.59 

Opinion giving 

I persuade my contacts to go to the destination. .57 

On the SNS, I often influence my contacts’ opinions about 

destinations. 
.59 

I give advice about destinations on SNSs. .56 

Opinion 

passing 

I like to pass the information to my contacts. .68 

When I receive information from a friend, I will forward it to my 

other contacts on the SNS. 
.60 

I like to pass along interesting information from one group of my 

contacts to another. 
.51 

 

Composite reliability’s (CR) coefficients were calculated to assess the reliability 

of the measurement items. The CR coefficients for the measurement construct ranged 

from 0.79 to 0.93 (see Table 9), higher than the minimum requirement of 0.7 (Fornell & 

Larcker, 1989). Factor loading and average variance extracted (AVE) were used to 
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examine convergent validity. Convergent validity requires factor loadings higher than 0.7 

and AVE higher than 0.5 (Fornell & Larcker, 1989). In Table 8, several factors had 

loadings of less than 0.7, possibly because of the time effect of the survey. The survey 

asked respondents about visits to Korea in last 12 months. This required them to recall 

their feelings and experiences. Memories may influence answers when completing a 

survey. The longer the recall period, the less accurate memories would be. However, the 

time effect has only a minor influence on reliability (Collins, 2003). The factor loadings 

were close to 0.7, so the reliability of the model was considered acceptable. AVE ranged 

from 0.56 to 0.72, suggesting good convergent validity. Discriminant validity was 

assessed by comparing the AVE of each individual construct and the squared latent factor 

correlation between pairs of constructs (Fornell & Larcker, 1989). The results showed 

that different constructs were indeed distinct from one another.  

Table 9. Measurement model analysis 

Construct and dimensions Standard factor loadings CR AVE 

Audience involvement  

.93 .72 

  Affective interaction .95 

  Cognitive interaction .90 

  Behavioral interaction .85 

  Referential involvement .77 

  Critical involvement .69 

Flow  

.84 .66 
  Enjoyment  .94 

  Time  .67 

  Concentration  .91 

EWOM  

.79 .56 
  Opinion seeking .68 

  Opinion giving .88 

  Opinion passing  .67 
Fit indices: χ2/df (df=381) = 1.61, GFI = .92, CFI = .92, RMSEA = .04. 

 

These results suggested that composite reliability, average variance extracted and 

convergent validity for all dimensions are acceptable. The CFA results indicated that the 

modified measurement model is appropriate for conducting SEM analysis.  
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Hypothesis testing 

To test the proposed hypotheses, SEM analysis was used. The overall fit measures 

indicated that the hypothesized model reached an acceptable model fit: χ
2
/df (df=57) = 

4.47, GFI = .91, CFI = .97, RMSEA = .05. Table 9 shows that CR ranged from 0.91 to 

0.96, while AVE ranged from 0.78 to 0.83. Thus, the results suggest that this model has 

good overall and internal structural fitness. 

Table 10. Structural model analysis 

Construct and dimensions Standard factor loading CR AVE 

Audience involvement  

.96 .83 

  Affective interaction .94 

  Cognitive interaction .90 

  Behavioral interaction .85 

  Referential involvement .77 

  Critical involvement .69 

Flow  

.91 .79 
  Enjoyment  .94 

  Time  .67 

  Concentration  .91 

EWOM  

.91 .78 
  Opinion seeking .68 

  Opinion giving .88 

  Opinion passing  .67 

 

Assessing the structural model includes estimating path loadings and R
2
 values. 

Path loadings reflect the relationships between constructs, while R
2
 values explain the 

predictive power of the model (Hutchinson, Lai, & Wang, 2009). The results are shown in 

Figure 5. The model had relatively good prediction power. Audience involvement 

explained 29% of the flow experience while flow explained 50% of eWOM behaviors.  

Audience involvement significantly and positively influences flow experience (β 

=.53), thus supporting Hypothesis 1. Tourists who are highly involved with K-drama have 

a higher flow experience when visiting filming locations. Their positive memories of the 
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dramas enhance their travel experience and increase positive on-site emotions. This was 

also reported in previous studies (Kim, 2008; Lee et al., 2008). Table 10 indicates that 

affective interaction contributed the most to audience involvement, followed by cognitive 

interaction, behavioral interaction and referential involvement. Critical involvement had 

the least influence on audience involvement. Furthermore, audience involvement 

significantly and positively influenced eWOM behaviors on SNSs (β =.52), thus 

supporting Hypothesis 2. Opinion giving contributed the most to eWOM behaviors. 

Highly involved audiences are more likely to share information over the Internet than 

audiences who are less involved.  

 
Figure 5. Path analysis of the structural equation model 

 

Moreover, flow experience exerts a positive influence on eWOM behaviors (β 

=.27), supporting Hypothesis 3. Tourists who have enjoyable and satisfactory experiences 

will recommend the destinations. Positive emotions can motivate them to express their 

feelings and share information with others (Yoo & Gretzel, 2008). This result supports 

the argument of previous studies (Jeong & Jang, 2011; Wu & Liang, 2011) that positive 

emotions can positively influence loyalty.  
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Chapter 5: Discussion 

The objective of this study was to examine the direct and indirect effects of 

audience involvement on eWOM and how flow and customer delight mediates between 

audience involvement and eWOM. The data were collected from Chinese tourists who 

watched one or more K-dramas and had visited Korea during the last 12 months. The 

study was empirically tested using Korean TV dramas in a tourism context. Although 

customer delight was deleted because of undesirable data results, the study findings 

demonstrated a positive connection among audience involvement, flow and eWOM in a 

film tourism setting. 

First, the findings indicated that audience involvement positively and significantly 

influenced tourist flow experiences. This confirms Kim’s (2012) study, which argued that 

audiences with higher involvement with TV dramas would perceive their travel 

experiences more positively. Audience involvement not only formed memories, but also 

helped build destination images and anticipated travel experiences at film locations (Kim, 

2010). Audiences who are highly involved in K-dramas have created in their minds a 

destination image prior to arrival. During their visit at the film locations, they then recall 

elements of the drama and re-enact the scenes on-site. Consequently, they have greater 

enjoyment and more intense flow experiences.  

Second, audience involvement had a positive impact on eWOM behaviors. Highly 

involved tourists with TV dramas are more likely to share their travel experience and are 

willing to recommend the filming locations and destinations to others on their personal 

social network sites. Audiences who like to exchange opinions of the dramas with other 

people also like sharing their travel experiences with others. This result showed that 
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involved audiences consistently share information about both TV dramas and their teavel 

experiences. 

Third, flow experiences stimulated tourists to positive eWOM behaviors on SNSs. 

This finding also supported previous studies (Yoo & Gretzel, 2008; Jeong & Jang, 2011; 

Litvin et al., 2008), which suggested that positive product experiences can lead to eWOM 

behavior. Tourists with higher flow experiences are more willing to express their positive 

emotions and share their feelings and experiences with others. Tourists are not only 

becoming used to searching information on social network sites, but also to sharing and 

recommending information on those same sites.  
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Chapter 6: Implications 

The findings of this study have several theoretical implications. They contribute 

to a better understanding of audience involvement as a multidimensional construct. Sood 

(2002) developed a comprehensive measurement scale to test audience involvement in 

entertainment-education programs. The result confirmed Sood’s (2002) study that 

audience involvement can be explained in five dimensions: affective interaction, 

cognitive interaction, behavioral interaction, referential involvement and critical 

involvement. The research results also confirmed that audience involvement applies to 

film tourism studies. Audience involvement is a good predictor of flow experiences and 

eWOM behaviors in SNSs. 

The study also generated an integrated model that describes the relationships 

among audience involvement, flow experience and eWOM behaviors. Audience 

involvement has been well researched in media studies (Kim & Wang, 2012), but less 

attention has gone to its relationship with eWOM behavior (Betton, 2005; Connell & 

Meyer, 2009). This study examined the relationship between audience involvement and 

eWOM and demonstrated that audience involvement has direct and positive effects on 

eWOM behaviors, suggesting that online recommendations can be one consequence of 

high audience involvement with TV dramas. 

The study also has some practical implications for both public media marketers 

and film tourism marketers. First, the results indicated that tourist flow experiences in 

film destinations could be enhanced by high involvement with the dramas. The TV 

dramas that enhance positive emotions and the subsequent travel experiences of viewers 

can effectively attract still more film tourists. TV dramas can enhance the exposure of 
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film destinations and increase audience familiarity with those locations. Korea National 

Tourism Organization’s (KTO) promotion of Korean tourism by tying it to Hallyu 

products like entertainment, film, K-dramas, and music has proved a great success (Han 

& Lee, 2008). KTO helped destination marketers build their filming locations into 

tourism destinations and encouraged them to develop new film travel programs (Han & 

Lee, 2008). Apart from this, destination marketers themselves can invest in producing TV 

dramas and use them to advertise the destinations. They could even produce miniseries or 

microfilms at the destinations. The final purpose of these marketing strategies is to get 

audiences to become intensely involved with the dramas and increase their intention to 

visit film destinations. In short, destination marketers could better use dramas as a 

marketing tool to promote the filming locations.  

Second, film destination marketers can focus on the specific tourist target group. 

The results confirmed that an audience of married female between 25 and 34 is more 

involved in TV dramas. Moreover, tourists with higher flow experiences are more willing 

to recommend the filming locations and destinations to others on social network sites. 

Destination marketers can target more specialized products to this positive group. They 

can develop travel packages that include several popular destinations shown in TV 

dramas. They can also create special products to attract young couples. For instance, 

marketers can provide a “dating menu” in restaurants offering the same food and drink 

that characters eat in the film.  
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Chapter 7: Limitations and Future Research Directions 

Although our study contributes to the film tourism literature, it has some 

limitations. First, data were collected from an online panel after respondents had finished 

their travel. The questionnaire asked respondents to remember their travel experiences 

from the last 12 months. This long period challenged their recall ability, which could 

have reduced the reliability and validity of the study. Accordingly, future studies could 

attempt to collect data during respondent visits.  

Second, the construct customer delight was eliminated because of its low 

reliability and high correlation with flow. This finding may be a cultural issue. In Chinese, 

“customer delight” is a concept similar to “flow”. The similarity between the two words 

might have led to confusion about these two constructs among Chinese tourists. Future 

researchers could test flow and customer delight in different cultural backgrounds and 

settings. 

Furthermore, the study did not test the relationship between each dimension of 

audience involvement and flow experiences. Different sub-dimensions (affective, 

behavioral, cognitive, referential, and critical) can have direct and indirect influences on 

tourist experiences. Future researchers may want to examine the differences among the 

five dimensions, how the dimensions reflect audience involvement, and they affect flow. 
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Appendix 

CONSENT TO PATICIPATE IN RESEARCH 

Dear Participants, 

We are inviting you to participate in a research on your feelings and experiences about 

Korean dramas, which is conducted by Hejie Zhang, a Master student from the School of 

Hospitality, Food and Tourism Management at University of Guelph, Ontario, Canada. 

The research title is Understanding the Consumption Experience of Chinese Tourists: 

Assessing the Effect of Audience Involvement, Flow and Delight on eWOM. This study 

aims to understand Chinese tourists’ feelings about a Korean drama, and how the feelings 

influences your travel experiences at the destinations where the drama is shot, as well as 

your behaviors on Social Network Sites. If you have both watched Korean TV dramas 

and visited Korean in last 5 years, and you use social network sites in your daily life, you 

are very welcome to participant in this research. If you have any questions or concerns 

about this research, please feel free to contact Miss Hejie Zhang (student investigator, 

hejie@uoguelph.ca) or Dr. Hwan-Suk Chris Choi (principal investigator, 

hwchoi@uoguelph.ca). 

 

PROCEDURES 

If you agree to participate, in the first section, you will need to answer questions 

regarding your feelings about the most recently Korean dramas you have watched. In the 

second section, you will answer the questions about your experiences while at tourism 

attractions in Korea which you have recently visited in last 5 years. In the third section, 

you will answer questions about your behaviors on Social Network Sites. In the lase 

section, you will answer some questions show your demographic information. It is 

anticipated to take you about 10-15 minutes to complete the survey.  

 

POTENTIAL RISKS AND BENEFITS  

There are no foreseeable risks or harm in completing this survey. You may not have other 

benefits from participating in this study, but your participation will contribute to the 

student investigator’s master’s thesis. You may increase the understanding about audience 

involvement and flow experience in film tourism.  

 

CONFIDENITIALITY  

Because data is being collected over the internet, complete confidentiality cannot be 

guaranteed. The data collect company SoJump will collect your ID for assigning credits. 

Your IP address is also checked to make sure a participant of a particular IP address is 

allowed to finish the survey only once. All the data received by the University of Guelph 

research team will not contain any identifiers. The data will be kept only by SoJump and 

the University of Guelph research team, no third parties can access to the data. After the 

research is finished, all the data will be deleted. 

mailto:hejie@uoguelph.ca
mailto:hwchoi@uoguelph.ca
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PAYMENT FOR PARTICIPANTS 

After you successfully submit the survey, you will be assigned 20 points according to the 

SoJump credit policy. 

 

PATICIPATION AND WITHDRAWAL 

Your participation in this research is entirely voluntary. When you are doing the survey, 

you can skip any question that you do not wish to answer and remain in the study. You can 

withdraw at any time by clicking the “exit” button without punishment. At this stage, 

your data will not be collected. However, once you have submitted the survey, your data 

cannot be withdrawn. However, all the data will be deleted after this research is finished. 

 

RIGHTS OF RESEARCH PARTICIPANTS  

 

This project has been reviewed by the University of Guelph Research Ethics Board for 

compliance with Canadian federal guidelines for research involving human participants. 

You do not waive any legal rights by agreeing to take part in this study. If you have any 

questions regarding your rights and welfare as a research participant in this study (REB 

#16FE006), please contact: 

Director, Research Ethics, 

University of Guelph, Guelph, Ontario, Canada 

reb@uoguelph.ca 

1-(519)-824-4120 ext. 56606 

 

 

You are very welcome to print this consent if you would like to. 

Thank you very much for your participation and help.  

mailto:reb@uoguelph.ca
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1. This question is to assess your feeling and reflection when you are watching the Korean TV drama. 

Please think about a Korean TV drama (e.g. Love of the Star) you recently watched, and indicated the 

extent to which you agree with the following statement using a 5-point Likert Scale (1=Strongly 

disagree and 5=Strongly agree). 

 

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

When watching the program, I felt that I was a part of the story. 1 2 3 4 5 

I felt that my favorite character kept me company. 1 2 3 4 5 

My favorite character(s) in the program are like good friend(s) of 

mine. 
1 2 3 4 5 

I like hearing the voice of my favorite character(s). 1 2 3 4 5 

I often think about something I’ve seen on this program. 1 2 3 4 5 

I often think what I would do if I were in the same situation as the 

character meet. 
1 2 3 4 5 

I do often compare my ideas with what my favorite character says. 1 2 3 4 5 

When my favorite character shows me how he or she feels about a 

situation, it helps me make up my own mind about the new story. 
1 2 3 4 5 

I discuss the program with other people. 1 2 3 4 5 

I post or chat about this program online. 1 2 3 4 5 

I sometimes made remarks to my favorite character(s) while 

watching.  
1 2 3 4 5 

If there were a story about my favorite character(s) in a newspaper, 

magazine or on the internet, I would read it.  
1 2 3 4 5 

I feel that the story is just like that of my own community.  1 2 3 4 5 

I feel that the characters were like people I know in real life.  1 2 3 4 5 

I feel that the program presented things as they really are in life.  1 2 3 4 5 

The story seems as if it were what I have been witnessing in life.  1 2 3 4 5 

I disagree with the way a character was depicted.  1 2 3 4 5 

I make suggestions on improving the conditions depicted in the 

program.  
1 2 3 4 5 

I have no opinion of the program.  1 2 3 4 5 

I disagree with the way the program portray the reality.  1 2 3 4 5 
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2. This question is to assess your feeling and experiences at tourism attractions where the drama is shot. 

Please think about an attraction you recently visited, and indicated the extent to which you agree with 

the following statement using a 5-point Likert Scale (1=Strongly disagree and 5=Strongly agree). 

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

I had fun during the visit.  1 2 3 4 5 

I enjoyed the visit.  1 2 3 4 5 

I was attracted to the visit.  1 2 3 4 5 

The visit was boring.  1 2 3 4 5 

Time seemed to pass quickly during the visit.  1 2 3 4 5 

I was spending more time than I expected.  1 2 3 4 5 

I lost track of time during the visit.  1 2 3 4 5 

It felt like time flies during the visit.  1 2 3 4 5 

I was completely absorbed in what I am doing.  1 2 3 4 5 

I was fully concentrated.  1 2 3 4 5 

I was not distracted.  1 2 3 4 5 

I was unaware of what was going on around me.  1 2 3 4 5 

 

3. Thinking about your overall travel experiences to Korea, please rate the following items below based 

on your agreement, and indicated the extent to which you agree with the following statement using a 

5-point Likert Scale (1=Strongly disagree and 5=Strongly agree). 

Customer Delight 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

Traveling gave me a high sense of joy.  1 2 3 4 5 

The travel experience to Korea made me truly 

happy.  
1 2 3 4 5 

Traveling made me fully delighted.  1 2 3 4 5 

The travel experience to Korea gave me great deal 

of pleasure.  
1 2 3 4 5 

 

4. Thinking about your behaviors on social network sites before, during and after trip to Korea, please 

rate the following items below, and indicated the extent to which you agree with the following 

statement using a 5-point Likert Scale (1=Strongly disagree and 5=Strongly agree). 

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

I ask my contacts on SNSs for advice about my trip.  1 2 3 4 5 

I gather travel information from SNSs.  1 2 3 4 5 

I solicit my SNS contacts’ opinions when making 

decisions.  
1 2 3 4 5 
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I feel more comfortable when I have gotten my 

contacts’ opinions on the SNSs.  
1 2 3 4 5 

I persuade my contacts to go to a destination.  1 2 3 4 5 

I give advice about destinations on SNSs.  1 2 3 4 5 

My contacts choose the destination based on my 

suggestion. 
1 2 3 4 5 

On the SNSs I often influence my contacts’ 

opinions about destinations.  
1 2 3 4 5 

I like to pass the information to my contacts.  1 2 3 4 5 

I like to pass along my contacts’ positive reviews to 

other contacts.  
1 2 3 4 5 

When I receive information from a friend, I will 

forward it to my other contacts on the SNSs.  
1 2 3 4 5 

I like to pass along interesting information from one 

group of my contacts to another.  
1 2 3 4 5 

 

Background information 

5. What’s your birth of year?  

                  

6. What’s your gender?   

□ Male   

□ Female  

□ Prefer not to answer   

□ Other                 

7. What is your current marital status?  

□ Single    

□ Married   

□ Divorced/separated   

□ Prefer not to answer  

□ Other              

8. What’s your residence?  

□ Shanghai   

□ Beijing    
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□ Guangzhou  

□ Shenzhen  

□ Other cities                

9. What’s your main reason to travel to Korea?  

□ Leisure   

□ Business     

□ Meeting friends or relatives   

□ Other                     

10. How many times did you visit Korea in last 5 years?  

            

11. How many nights in total were you stay for your most recently trip in Korea?  
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