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ABSTRACT

The purpose of this study was to derive related marketing implications through survey of smartphone usage
of wellness tourists. Recently, wellness tourism, which combines preventive services related to health and
tourism activities, is rapidly expanding. In particular, analyzing behavior such as how smartphone usage is
affected by wellness activities is significant. In order to achieve the purpose of this study, we analyzed the
influence of smartphone information on wellness tourists through questionnaires for tourists. In this study, we
surveyed 230 tourists in April, 2017, and analyzed the wellness activities and the effect of smartphone using
questionnaires. Through this analysis, it is possible to provide practicable and meaningful implications to related
tourism industry providers through linkage with related companies through behavioral analysis by smartphone
use of wellness tourists.
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