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Abstract

Although research on marine leisure tourism is steadily increasing, there has been a gap between the South 
Korean government’s supply-centred policies and the demands of the public as potential consumers. Thus, 
the purpose of this study was to investigate the marketing needs of marine leisure tourism consumers to 
suggest a plan for the development of it. For this purpose, a total of 412 visitors to the Busan International 
Boat Show were surveyed in order to understand better the marketing needs of marine leisure tourism 
consumers, and the results were analysed for the magnitude of satisfaction centred around the 4Ps of 
marketing to suggest marketing elements that should be reflected first in the policy of the government 
as supplier. Quadrant I in the IPA Matrix included facility convenience, programme diversity, programme 
safety, and programme speciality. Quadrant II included equipment purchase/rental cost, ease of accessibility, 
and programme use prices. Quadrant III included food and beverage cost, convenience facility fees, and 
programme differentiation. Quadrant IV contained include mass media promotion, providing amenities and 
facilities, social media promotion, linkage with tourist attractions in neighbouring areas, and promotional 
events, materials, and brochures. These results may provide a foundation for comprehensive development 
plans for marine leisure tourism. 
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Introduction
Marine tourism, among other maritime industries, 

greatly contributes to the economy of the nations that are 
bordered by the ocean, and many countries are creating add-
ed value with it. Demand for marine tourism grew steadily 
from 25 million consumers in 1950 to 187 million in 2013, 
unlike other industries that have been affected by the rap-
idly changing global economy over the past six decades 
(Organization for Economic Cooperation and Development 
(OECD), 2016). 

The marine tourism industry grew at an annual average 

rate of 7% over the four years from 2010 to 2013 (United 
Nations Conference on Trade and Development (UNCTAD), 
2014), and half of the more than one billion international 
tourists in 2012 reported participating in marine tourism 
(United Nations World Tourism Organization (UNWTO), 
2012). As of 2010, marine tourism accounted for 26% of the 
marine industry, following marine petroleum and natural 
gas (34%), and marine tourism is expected to become the 
largest marine industry by 2030 (26%; OECD, 2016). 

The marine industry in the United States accounts for 
1.8% of total industrial GDP and 2.3% of job creation, while 
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marine tourism boasts 72% employment and a 36% econom-
ic contribution to the marine industry (National Oceanic 
and Atmospheric Administration (NOAA), 2017). The UK 
marine tourism industry is worth more than three billion 
euros and more than 3.2 million people, or 6.5% of the total 
population, participate in marine tourism activities. In addi-
tion, marine tourism in Australia is the largest contributor to 
the marine industry ($28 billion), while marine tourism-re-
lated leisure fishing ($2.16 billion), leisure boat manufactur-
ing and repair ($1.26 billion), and marina and boat infra-
structure (US$700 million) also contribute to the industry 
(Austrian Institute of Marine Science (AIMS), 2016).

In advanced countries, the activities of marine tourism, 
which have been attracting attention as a key part of the ma-
rine industry, include underwater leisure activities, such as 
scuba diving and snorkelling, as well as other marine leisure 
activities like yachting, motorboating, canoeing and kaya-
king in tourist programmes (Busan Development Institute 
(BDI), 2016). The global marine leisure market is worth $45 
billion, and the underwater leisure tourism market is esti-
mated to be worth more than $6 billion.

In South Korea, the marine tourism market is expanding 
from traditional marine tourism activities such as marine 
landscape appreciation, sea bathing, and enjoying seafood 
to more active and adventurous marine leisure activities. 
According to a study conducted by the Korea Maritime 
Institute (2018), there has been a steady increase in demand 
for marine fishing, cruise tourism, and marine leisure ac-
tivities. 

The interest and investment of the Korean government 
and municipalities in marine leisure tourism is continu-
ously increasing. The Ministry of Oceans and Fisheries of 
Korea (2018) designated “marine leisure tourism” as a future 
growth engine of the country and established a new “marine 
leisure tourism department” to enhance the competitiveness 
of the industry. Furthermore, local governments are step-
ping up efforts to develop and promote marine leisure tour-
ism programmes in connection with the government’s mid- 
and long-term marine tourism and marine leisure tourism 
development policies in anticipation of the revitalization of 
the local economy and the effects of urban marketing. 

With continuing interest and investment in marine lei-
sure tourism by central and local governments, academic 
research is also focusing on various aspects of the industry. 
According to the analysis of experts in the industry, marine 
leisure tourism research can be divided into demand-side 
and supply-side research. For demand-side research, Kim 
and Hwang-bo (2016) surveyed marine tourism activity 
preferences considering consumer characteristics to suggest 
plans for increasing marine leisure tourism, and the Busan 
Development Institute (2016) used the contingent valua-
tion method (CVM) to assess the economic value of marine 
sports to suggest consumer-centred plans. Kim, Lee, and 
Jang (2017) analysed the socio-demographic characteristics 
of marine leisure tourism event users and conducted a study 

to investigate the effect of event image and satisfaction of vis-
itors on their intentions to revisit and recommend events to 
others.

As for supply-side research to suggest policy measures 
to increase marine leisure tourism, Hong (2014) has pointed 
out the problems of domestic marine leisure tourism policy 
and has suggested water-friendly cultural projects to pro-
mote marine leisure. Kim (2014) also suggested develop-
ment plans of marine leisure tourism in Gangwon Province 
based on the conclusions drawn from the analysis of domes-
tic and international cases and conditions, while Kwon and 
Mun (2015) conducted a study to determine a legal basis for 
legislation to encourage marine leisure tourism and to inves-
tigate current legislation that presents obstacles to increasing 
marine leisure tourism.

The results of these studies are significant in that they 
yielded marketing strategies for appealing to consumers of 
marine leisure tourism and provided the basic data neces-
sary for the formulation of marine leisure tourism policy at 
a national level. However, despite the fact that the central 
government and municipalities have been pursuing multi-
pronged policies for the establishment of infrastructure, and 
the popularization and advancement of marine leisure tour-
ism for more than a decade, the marine leisure population, 
based on which the market size can be estimated, remains 
below the level of other developed countries. The policies 
of the government and municipalities have been focused on 
supply-centred activation plans. The policies also partly re-
flect the attitude and intention of the government to expand 
the related market strategically, but they cannot be exempt 
from the criticism that they did not adequately address de-
mands and needs of the public as potential consumers of 
marine leisure services and products.

In other words, there has been a gap between the govern-
ment’s supply-centred policies and the demands of the pub-
lic as potential consumers. At the same time, government 
plans to promote marine leisure tourism have failed to re-
flect fully the preferences and needs of potential consumers. 
For example, government programmes mostly focused on 
yachting, but analysis of the marketing needs of consumers 
showed the public prefers more affordable and accessible ac-
tivities, like canoeing or kayaking, which are also popular 
in most countries with advanced marine tourism industries 
(BDI, 2016). 

Against this backdrop, this study aims to re-examine 
the development strategies for revitalizing marine leisure 
tourism pursued by the central and local governments of 
South Korea and to scientifically analyse the marketing 
needs of marine leisure tourism consumers and effectively 
reflect them in the supply-centred marine leisure policies 
of the government. For this purpose, this study presents the 
strategy of developing marine leisure tourism through the 
Importance Performance Analysis (IPA) of factors consti-
tuting the marketing mix of marine leisure tourism for the 
consumers. 

Methods
Participants

This study selected the visitors of the Busan International 
Boat Show, between 26 and 29 April 2018, as a population from 
which to extract samples using convenience sampling out of 
non-probability sampling methods to ascertain the importance 

and satisfaction level of the factors derived from the marketing 
mix through the panel discussion. A total of 412 questionnaires 
were collected directly at the site. Of the collected question-
naires, 25 were excluded, as they had unanswered questions or 
incomplete responses; the remaining 387 were analysed. Table 
1 shows the general characteristics of the consumers.
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Table 1. Demographic Details of the Participants

Characteristic Frequency Percentage

Gender
Male 237 61.2

Female 150 38.8

Age

Under 20 19 4.9

20 to 29 225 58.1

30 to 39 63 16.3

40 to 49 49 12.7

50 and over 31 8

Education

HS graduate or less 54 14

Some college 305 78.8

College graduate 28 7,2

Income

Under $12,000 185 47.8

$12,000 to $23,999 54 14

$24,000 to $35,999 58 15

$36,000 to $47,999 33 8.5

$48,000 and over 57 14.8

Research tool
The questionnaire used in this study was drafted based on 

the preceding studies and preliminary investigations, and ques-
tionnaires were created through the verification of content va-
lidity by a group of marine leisure tourism experts.

The questionnaires were drafted based on the factors sug-

gested in the previous studies, such as marine leisure or marine 
tourism, to accommodate the purpose of this research before 
conducting preliminary investigations. In the preliminary study, 
the suitability and applicability of the contents were examined, 
revised, and supplemented before being used. The main com-
ponents and contents of the questionnaire are listed in Table 2. 

Table 2. Questionnaire Configuration

Factor      Item Number of Items

Product

Programme safety

4
Programme diversity

Programme speciality

Programme differentiation

Price

Programme use prices

4
Food and beverage cost

Convenience facility fees

Equipment purchase/rental cost

Place

Facility convenience

4
Ease of accessibility

Linkage with tourist attractions in 
neighbouring areas

Providing amenities & facilities

Promotion

Social media promotion

4
Promotional materials & brochures

Mass media promotion

Promotional events

The questionnaire consisted of six general questions, eight 
questions about consumption behaviour, and 16 IPA assess-
ment questions pertaining to the marine leisure tourism mar-
keting mix. The questionnaire items were measured with a 
nominal scale and a five-point Likert Scale.

Validity test
A factor analysis was conducted to guarantee the validi-

ty and the marketing factors of marine leisure tourism were 
applied to the Importance Performance Analysis (IPA). As 
shown in Table 3, the questionnaire about the importance 
of marketing factors consisted of four factors: promotion, 
price, product, and place. The factors accounted for about 
64% of the total variance, and the reliability coefficients of 
the questionnaire were all over .7 (α =.759-.856), thus prov-
ing reliability.
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As shown in Table 4, the questionnaire about the satisfac-
tion of marketing factors consisted of four factors: promotion, 
price, product, and place. The factors accounted for about 70% 

of the total variance, and the reliability coefficients of the ques-
tionnaire were all over .7 (α =.825-.876), thus demonstrating 
internal consistency.

Table 3. Factor Analysis of the Importance of Marketing Factors Questions

Item Factor 1 Factor 2 Factor 3 Factor 4

Promotion

MMP .817

PE .812

PMB .802

SMP .748

Price

CFF .837

FBC .830

EPRC .703

PUP .693

Product

PSP 796

PDIV .781

PDIF .699

PSA .631

Place

EA .800

FC .774

PAF .620

LTN .557

Eigenvalue 2.910 2.528 2.423 2.335

% of Variance 18.185 15.797 15.141 14.595

Cumulative % 18.185 33.982 49.124 63.718

Cronbach’s α .761 .803 .759 .856

Legend: MMP - Mass media promotion; PE - Promotional events; PMB - Promotional materials & brochures; CFF - 
Convenience facility fees; FBC - Food & beverage cost; EPRC - Equipment purchase/rental cost; PUP – Programme use 
prices; PSP – Programme specialty; PDIV – Programme diversity; PDIF – Programme differentiation; PSA – Programme 
safety; EA - Ease of accessibility; FC - Facility convenience; PAF - Providing amenities & facilities; LTN - Linkage with 
tourist attractions in neighbouring areas

Table 4. Factor Analysis of the Satisfaction of Marketing Factors Questions

Item Factor 1 Factor 2 Factor 3 Factor 4

Promotion

MMP .818

PE .794

PMB .774

SMP .715

Price

CFF .826

FBC .784

EPRC .779

PUP .678

Product

PSP .781

PDIV .775

PDIF .774

PSA .631

Place

EA .732

FC .725

PAF .686

LTN .622
(continued on next page)
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Data processing
The collected data were subjected to a frequency analy-

sis and IPA after excluding unsuitable data through coding 
and data cleaning. First, a frequency analysis was conducted 
to examine the demographic characteristics of the subjects. 
Second, an Exploratory Factor Analysis was conducted to 
verify the validity of marine leisure tourism products, prices, 
places, and promotional factors. The reliability of the data was 
then verified through Cronbach’s α coefficients, which mea-
sure internal consistency between the items. Third, an IPA was 

conducted for 4Ps based on marine leisure tourism consumers 
using SPSS 23.0.

Results
Figure 1 is the IPA matrix of all the items selected from the 

marketing mix of marine leisure tourism. It is a matrix of the 
average values of importance and satisfaction for each factor 
for all items. The centre of the matrix is the same as in the 
Likert 5-point scale, with an average of importance (3.90) and 
an average of satisfaction (3.30).

Figure 1. IPA Matrix of Marine leisure tourism marketing mix based on tourism consumers

The attributes of quadrant I, “keep up good work”, have both 
high importance and satisfaction, which means that continuous 
maintenance and management are necessary to stay relatively 
superior. These factors include facility convenience, programme 
diversity, programme safety, and programme speciality.

The attributes of quadrant II, “concentrate here”, are consid-
ered underperforming and, as such, represent the product’s ma-
jor weaknesses and threats to its competitiveness. These attri-
butes have the highest priority in terms of efforts to enhance the 
level of satisfaction. These factors include equipment purchase/
rental cost, ease of accessibility, and programme use prices. 

The attributes of quadrant III, “low priority”, are considered 
low both in importance and satisfaction and include food and 
beverage cost, convenience facility fees, and programme differ-
entiation. These attributes do not require further efforts, and it is 
considered unimportant to devote additional resources to them.

Quadrant IV, “possible overkill”, contains attributes of low 
importance to customers, which are performing strongly, indi-
cating a possible waste of limited resources. These factors include 
mass media promotion, providing amenities and facilities, social 
media promotion, linkage with tourist attractions in neighbour-
ing areas, and promotional events, materials, and brochures. 

Discussion
Based on the results of the analysis of importance-satisfac-

tion (IPA) of the customer-based marine leisure tourism mar-
keting mix, the marketing strategies to develop marine leisure 
tourism are suggested as follows.

Product strategy
This research is in agreement with the study of Roh and 

Kim (2014) in placing “programme differentiation” in quad-
rant Ⅲ. It was revealed that differentiation of tourism prod-
ucts is important to attract tourists to the destination and it is 
necessary to accommodate the different needs of consumers 
by market segment because they show different preferences 
according to gender and age (Yeo & Kim, 2014; Choi, 2010; 
Jeon, 2012).

Jeon (2012) argues that younger consumers are more likely 
to be interested in the equipment and learning skills of marine 
leisure tourism and should be provided with differentiated 
programmes to obtain new knowledge regularly. Therefore, 
consumers in their twenties and thirties should be given pro-
grammes by level, based on learning how to use equipment, 
while more static and non-active tourist programmes like un-

(continued from previous page)

Item Factor 1 Factor 2 Factor 3 Factor 4

Eigenvalue 3.012 2.911 2.727 2.582

% of Variance 18.826 18.197 17.031 16.140

Cumulative % 18.826 37.023 54.053 70.193

Cronbach’s α .842 .867 .825 .876
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derwater landscape appreciation need to be provided for those 
in their forties to sixties.

According to the analysis of consumption patterns of the 
marine leisure tourism consumers surveyed for this research, 
most consumers have had experiences with power-type ma-
rine leisure activities, such as motorboat and rubber boat rid-
ing, followed by towed sport-type activities, such as banana 
boat riding and water-skiing. However, for most of them, the 
experience was no more than a one-time experiential activi-
ty, and measures should be prepared to encourage consumers 
to participate in these types of activities more frequently and 
regularly. For example, a package tour product could be de-
veloped and provided for those in their twenties and thirties, 
as that demographic is more likely to enjoy these activities. 
According to the National Survey on Marine and Fisheries, 
middle-aged people (in their forties to sixties) prefer enjoying 
scenery (Korea Maritime Institute, 2018). To reach this group 
of consumers, the marine leisure tourism industry should con-
sider developing marine landscape appreciation programmes 
using power-type marine leisure vehicles.

Price strategy
According to the trend analysis of the Korea Maritime 

Institute (2018), one of the major obstacles to promoting do-
mestic marine tourism is its high price. In previous studies by 
Choi, Han, and Lee (2013), Kang and Kim (2012), and Jeon 
(2012), as well as in this research, the price of marine leisure 
tourism ranks at a high level of importance but reveals a low 
level of satisfaction. It is expected that a decrease in price will 
encourage consumers to keep participating and specific mea-
sures, such as membership programs, mileage rewards pro-
grams, and birthday or anniversary discounts, were suggested 
to ease the price burden on consumers.

Consumers in their twenties and thirties are sensitive to 
the price of tourist products, and it is important to offer a vari-
ety of discount programmes to attract those young consumers. 
In fact, many studies have confirmed that most participants 
of marine leisure tourism activities are in their twenties and 
thirties and that this demographic considers KRW 10,000 to 
50,000 (USD 10 to 50) per use the appropriate cost for marine 
leisure tourism activities. However, most marine leisure tour-
ism programmes are beyond a price that consumers can af-
ford, while discount programmes through promotional events 
are insufficient. It is necessary to establish and implement a 
wide range of price strategies to accommodate various con-
sumer groups and to lure price-sensitive young consumers to 
marine leisure tourism programs. 

According to the consumption pattern analysis of this re-
search, consumers of marine leisure tourism tend to use these 
services with friends or family members rather than alone and 
gather information about programmes from friends or acquain-
tances in addition to the Internet; therefore, it is a good strategy 
to attract consumers by offering various discount programmes 
such as friends and family discounts and couple discounts.

Location strategy
The criteria for selecting marinas, one of the key infra-

structure facilities of marine leisure tourism, include acces-
sibility to a large market and accessibility and convenience 
via various modes of transportation (Ministry of Oceans and 
Fisheries of Korea, 2010). In this research, accessibility is po-
sitioned in quadrant Ⅱ, which indicates that it is considered 

more important than other factors but is underperforming.
As for accessibility, this research is not in agreement with 

the study of Choi et al. (2013), who placed it in quadrant Ⅰ, 
where importance and satisfaction are both high. However, 
Moon (2010), Kang and Kim (2012), and Jeon (2012) showed 
that the location of marine leisure tourist destinations signifi-
cantly influences consumer participation.

Given that consumers mostly use a car or bus to partici-
pate in marine leisure tourism activities, in order to appeal to 
a majority of customers, most of whom are in their twenties 
and do not have a high income, offering a programme com-
bining a city tour and a car rental/car sharing application, such 
as SoCar, would be a good strategy.

Promotional strategy
Promotion showed a relatively higher level of satisfac-

tion, but it was still not sufficiently high compared to what 
was shown by the preceding studies in terms of mass media 
promotion, promotional events, and promotion items. It is, 
therefore, important to establish and pursue continuous and 
effective promotional strategies to encourage marine leisure 
tourism.

As a primary promotional strategy, TV programmes 
might seem a viable strategy. However, most marine lei-
sure tourism agencies have limited access to mass media, 
including TV. Considering that most marine leisure tourism 
providers are small and have limited financial resources to 
spend on promotion and marketing, the government should 
intervene and provide financial support to build a business 
platform for small marine leisure tourism companies to co-
operate in co-marketing. At the same time, word-of-mouth 
marketing through social media such as Instagram and 
Facebook is considered effective to target marine leisure 
tourism consumers in their twenties and thirties. 

This research has examined the importance and satis-
faction of the marketing factors of marine leisure tourism 
using the IPA method. First, the objective of this research 
was to make an integrated analysis of the demand-side and 
supply-side factors for the development of marine leisure 
tourism and to suggest marine leisure tourism development 
strategies on a macroscopic level. However, the analysis of 
the demand side marketing mix was based on the survey 
conducted in Busan Metropolitan City and may be too lim-
ited to generalize the results as the global attitude of con-
sumers to the marine leisure tourism marketing mix. To 
increase the external validity of data, a survey needs to be 
conducted on a national level and for a sufficiently long pe-
riod to analyse the importance and satisfaction consumers 
perceive regarding the marine leisure tourism factors in the 
survey. 

Additionally, marine leisure tourism is a promising sec-
tor of the marine industry that most coastal nations are stra-
tegically developing. However, different nations have differ-
ent priorities depending on the maritime environment, the 
conditions of front- and rear-facing industries related to ma-
rine leisure tourism, and government policies. Therefore, it 
is necessary to continue research in which development fac-
tors are derived in ways that reflect differences in the macro-
scopic and microscopic socio-economic environments and 
can be scientifically verified, which would provide a firm ba-
sis for the establishment of the practical and customizable 
marine leisure tourism development strategies.
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