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Abstract- the purpose of this study is to understand tourist 's perception of smart tourism through field experience as a 

course in the process of cultivating smart tourism specialists. In order to do this, students actually have questionnaires and 
conduct face-to-face surveys with tourists, thereby increasing the realistic sense of the overall market for smart tourism. In 
this study, it is necessary to measure the property of the smartphone that influences tourists' travel value. Ubiquity, which is 
the attribute of a smartphone, means that you can access anytime anywhere information anywhere. Finally, simple regression 
analysis results are as follows. Finally, it shows that ubiquity property is statistically significant (p-value 1% level) to tourist 
value. Therefore, it can be seen from the analysis of this section that the importance of smart tourism and its concept are 
established in that the smart device significantly influences the value of tourists in terms of tourists. 
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I. INTRODUCTION 

 

Based on the existing reports and data, the concept of 

smart tourism can be presented as follows (Kim, 

2017). (IoT), beacon (beacon), WiFi (WiFi), big data 

(Bigo), and so on. (Web), online PR / magazine, and 

social network service (SNS) as well as mobile apps 

using services combined with data, O2O (Online to 
offline) and FinTech Means to use. Especially for 

tourists, it collects travel information collected in 

Anytime & Anywhere in real time and creates value 

through decision-making for oneself. (Smart) 

tourism." 

The smart tourism definition or concept presented 

here emphasizes that the key words (travel 

information, when & where, real time, decision 

making, value creation, etc.) should be included in 

the user (tourist) perspective. However, the concept 

on the supplier side will include more technical terms 
and can be reviewed by each process. Especially, 

smartphone is a representative device of smart 

tourism in this study. The survey of the behavior of 

tourists by these smart phones is an important 

procedure. 

The purpose of this study is to analyze the value of 

the attributes of smartphone, which is a representative 

device of smart tourism, focusing on 

conceptualization of smart tourism. 

 

II. RESEARCH OUTLINE 

 
This study will empirically examine the concept and 

meaning of smart tourism, which is presented 

theoretically based on actual market research. In other 

words, it shows statistically the value of smart 

devices by tourists actually making the best decisions. 

In other words, the purpose of this study is to 

understand tourist 's perception of smart tourism 

through field experience as a course in the process of 

cultivating smart tourism specialists. In order to do 

this, students actually have questionnaires and 

conduct face-to-face surveys with tourists, thereby 

increasing the realistic sense of the overall market for 

smart tourism. 

This survey was conducted for tourists who 

experienced Jeju sightseeing at Jeju International 

Airport in December 2017 and are waiting for 

boarding. 
 

III. RESEARCH DATA 

 

First, 53.6% of males and 46.4% of females of 387 

respondents had similar personal information. Most 

respondents are in their 20s and 30s (74.9%), but 50s 

are also 10%, indicating that the age of smartphone 

users is rising. The basic assumption of the concept of 

smart tourism is based on the fact that the smartphone 

is used as a device to search for important 

information in order to make a smart tourist tour. One 
of them is whether or not the tourists actually create 

their own value (here, time and money) during the 

tour through the smartphone. The questionnaire is a 

frequency analysis of how smartphones have helped 

to save time and money (meaning value creation). 

(See Table 1). 

In other words, this study used the following question 

among the questionnaire items as dependent factors: 

'How much did your smartphone help you save time 

and money in tourism?' This question finally analyzes 

what value (in terms of time and cost) the attributes 

of smart devices have in smart tourism. 
 

Q) To what extent did your smartphone help you save 

time and money in tourism? 

Category 
Frequenc

y  

Percen

t (%)  

Effectiv

e 

Percent 

(%)  

Cumulativ

e Percent 

(%) 
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Number 

of 

response

s 

I do not 

agree at 

all 

4 1 1.1 1.1 

disagree 10 2.6 2.7 3.8 

average 98 25.3 26.4 30.2 

Agree 97 25.1 26.1 56.3 

Very 

agreeabl

e 

162 41.9 43.7 100 

Total 371 95.9 100 
 

Table. 1 Value creation related frequency analysis 
 

In this case, the effective ratio of 'consent', which is 

thought to be helpful for creating value, is much 
higher than the effective rate of 'asynchrony', which is 

69.8% (26.1% + 43.7%), 3.8% (1.1% + 2.7% Phon 

can be seen as supporting the concept of tourist smart 

tourism. 

In this study, it is necessary to measure the property 

of the smartphone that influences tourists' travel value. 

Ubiquity, which is the attribute of a smartphone, 

means that you can access anytime anywhere 

information anywhere. Here, the measurement of 

Okazaki, S., & Mendez, F. (2013) was adopt in this 

study (see Table 2) 

 

 
Table. 2 Measurement on ubiquity of smarphone 

 

IV. RESEARCH MODEL AND ANALYSIS  

 

In this survey, we want to further analyze whether the 

above data are actually used by smart devices (smart 

phones in this case) to make tourists feel worthwhile. 

First, the data used in this study were analyzed for 

respondents who actually searched for information 

with smartphone in tourism. Here, the above-
mentioned property (Ubiquity) of the smartphone 

comes from the following question item and makes it 

as one independent factor. 

This study utilized Smartpls 3.0 version for above 

analysis. 

 
Figure 1. Analysis model of smartphone attributes (Ubiquity) 

affecting the value of tourists 

As shown in the figure, the third, thirteenth, and 

fifteenth of the 17 ubiquitous variables in the study 

were statistically less than the standard value, We 

have examined whether the ubiquity, which is a 

typical attribute of a device (here, smartphone), has a 

statistical effect on the value of tourists. First of allit 

is shown that all of the load values are 0.5 or more, 

which is possible to some extent as one factor. 

 
Table. 3 Reliability and Validity of Ubiquity Factor 

 

As shown in Table 3, it can be used as an independent 

factor because it exceeds the standard values of 

reliability and validity (Cronbach's Alpha, rho_A, 
synthetic reliability, and mean variance extraction). 

 

V. CONCLUSTIONS 

 

Finally, simple regression analysis results are as 

follows. Finally, it shows that ubiquity property is 

statistically significant (p-value 1% level) to tourist 

value. 
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Table 4. Regression result 

 

Therefore, it can be seen from the analysis of this 

section that the importance of smart tourism and its 

concept are established in that the smart device 

significantly influences the value of tourists in terms 

of tourists. 
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