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Abstract

In the tourism industry, visiting tourists’ intentions have been the
subject of numerous investigations for decades. However, the factors
determining choices of specific tourist destinations have still not been
clearly defined. The country of origin’s culture has been widely
acknowledged to be a key element in variations in tourists’ behaviours.
This study evaluated the capacity of cultural distance between
countries of origin and Spain — as specified by Hofstede’s proposed
model — to influence intentions of visiting Spain in the near future.
These intentions were measured as a function of the theory of planned
behaviour. The results facilitate the identification of relevant issues
affecting potential tourists’ intention to visit Spain. Analyses of the
data’s validity and reliability yielded satisfactory solutions that allow
conclusions to be drawn about why behavioural intentions vary
significantly depending on tourists’ cultural distance from Spain. The
Hofstede model’s ability to explain intention to visit was, therefore,
confirmed.

Keywords: Hofstede’s model, cultural distance, intention to visit,

theory of planned behaviour.

1. Introduction

Culture has been the subject of extensive debate and analysis.
Linton (1945) defines the culture of a collective as the
configuration of learned behaviour and its results whose
elements have been transmitted by the members of a particular
society, whereas for Hofstede it is a collective mental
programming that allows differentiating the members of one
group or category from those of another (Hofstede, 1984,
2011). What does exist is a consensus on the significant
influence that culture exerts on human behaviour (Soares,
Farhangmehr, & Shoham, 2007), modifying the way of seeing
the world (Ueltschy & Krampf, 2001), such as how we consume
(Molla, Berenguer, & Quintanilla, 2006),
influencing our actions in an unconscious, subtle and automatic
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way (Schiffman & Kanuk, 2010). Karahanna, Evaristo and Srite
(2006) suggest the existence of different cultural levels, ranging
from the supranational level (religion, culture of consumption,
etc.), to the group level (family, groups of friends, etc.),
although the most studied cultural level is usually the national.
Culture is a dynamic concept (Briley, Wyer, & Li, 2014) that must
be seen as an adaptive process that facilitates the election
criteria for individuals (Rivas & Esteban, 2004) and helps
expedite the resolution of problems (Schiffman & Kanuk, 2010).

Resumen

En el sector turistico, la intencién de visita ha sido objeto de numerosas
investigaciones desde hace décadas, sin embargo los factores
determinantes de la eleccién del destino turistico no han quedado
claramente definidos. La cultura del pais de origen se ha reconocido
como elemento clave a la hora de discernir las conductas tan variadas
por las que optan las personas. En este estudio, se evalla la capacidad
de la distancia cultural entre los paises de origen considerados y Espafia,
segun el modelo propuesto por Hofstede, de influir en la intencién de
visitar nuestro pais en los préximos afios, medida ésta en funcion la
Teoria del Comportamiento Planificado —y otros dos factores afiadidos.
La interpretacion de los resultados permite identificar las cuestiones
relevantes en la intencién de visita de los potenciales turistas. Los
andlisis de validez y fiabilidad de los datos empleados arrojan
soluciones satisfactorias que permiten asi establecer conclusiones
sobre intencién conductual muy distintas en funcion de los niveles de
distancia cultural del turista. Se confirma, por tanto, la capacidad del
modelo de Hofstede de explicar la intencidn de visita de Espafia.

Palabras clave: Modelo de Hofstede, distancia cultural, intencion de
visita, Teoria del Comportamiento Planificado.

For all these reasons, the cultural conception of Pla and Ledn
(2008) has been taken as a reference for this study: they identify
culture as a set of norms and values implicit in a collective that
gives meaning to their behaviours and endow them with
identity. The difference between cultures in a given aspect can
constitute a cultural dimension (Hofstede, 2011), giving rise to
the concept of cultural distance, which seeks to compare the
different cultures among themselves.

Cultural differences between countries have been studied from
different perspectives; also, there are various measures and
indices from different authors that can be used to measure
cultural distance. As of today, there is no agreement on which
of the measurements is the most appropriate. Among the most
widespread are the seven-dimensional scale of Trompenaars
and Hampden-Turner (2011) and the scale of Gesteland (1999),
who establishes four dimensions to identify cultural differences
and that has been used within tourism research—for example,
(2014)—for the of the
internationalisation of hotels. Another of the most popular
scales is that of Hofstede, which has evolved from the original
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four-dimensional model of 1984 to the last version that
identifies six dimensions: power distance (PD), uncertainty
avoidance (UA), individualism (IDV), masculinity (MAS), long-
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term orientation (LTO) and indulgence (IND). The first four
belong to the original Hofstede (1984) model, while the fifth
(LTO) was added following research by Hofstede and Bond
(1988) and the sixth dimension incorporated after the work by
Hofstede, Hofstede and Minkov (2010).

Despite the significant influence that culture can exert on the
behaviour of tourists, research in this regard is scarce and
imprecise, and its evidence is limited (Ng, Lee, & Soutar, 2007).
Most researchers choose economic indicators as estimators of
tourism demand (e.g. Lee, Morrison, & O’Leary, 2006; Morley,
1998), though other authors like Turner, Reisinger, and Witt
(1998) have shown that social variables can play an essential role
in tourists’ choice of tourist destination and others such as Ng et
al. (2007) place culture as one of the most significant variables in
tourists' choice of tourist destination for their vacations.
Therefore, this study aims to assess the ability of cultural distance
between the countries of origin considered and Spain to
influence the intention to visit the country in the coming years,
according to the model proposed by Hofstede (2011).

This paper is structured as follows. After this introduction, the
conceptual framework on which the present work is based will be
revealed, and then, in section three, the methodology used will
be explained. In section four, the main results of the research will
be collected, which will be discussed in section five. Finally, the
main conclusions of this work, its possible limitations and future
lines of research will be presented in section six.

2. Conceptual Framework

The tourist’s intention to visit is formed thanks to a rational
decision and choice process. It is presumed that certain
intentions accurately predict concrete behaviours. Multiple
researches have shown a positive relationship between human
attitudes and the future behaviour of buyers. Applied to the
tourism sector, the behaviour of the current tourist can be
explained by his intention to select a city as a tourist destination
(Kim & Jun, 2016). Different approaches have sought to clarify
what factors influence the tourist's intention to visit a tourist
destination. According to Bianchi, Milberg and Cuneo (2017), a
large part of these analyses employ Ajzen’s (1985) theory of
planned behaviour (TPB). TPB defends that human behaviour is
guided by three types of consideration: behavioural, which is
confidence in the likely results of a behaviour and its evaluation;
normative, which is the expectations of others and the
motivation to fulfil them; and control, which is belief about the
presence of factors that will facilitate or impede the
development of a behaviour, and the perceived power of those
factors. The basic premise of this theory is that the intention to
carry out a certain behaviour by a subject will be increased if (1)
that behaviour allows him to obtain a valuable result; (2) the
people around him approve said behaviour; and (3) he has the
capacity and resources to develop it (Lam & Hsu, 2004).

The first one (1) generates a favourable or unfavourable
attitude towards a behaviour—i.e. a positive or negative
inclination towards a particular behaviour such as visiting a
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tourist destination. Normative impulses (2), in turn, result in
perceived social pressure or subjective norms—i.e. social
pressure perceived by an individual to develop behaviour or
not, and the inclination to adjust to that social pressure. The last
consideration (3) will result in a certain perceived level of
behaviour control—i.e. society's perception of the ability to
perform a particular behaviour, such as visit a tourist
destination. In short, the attitude towards behaviour, the
subjective norms and the perception of control will guide
individuals towards the formation of a behavioural intention.
The general rule is that the more favourable the attitude
towards a behaviour, the more favourable the subjective norms
and the better the perceived level of control, the greater the
intention of the person to act in a certain way.

When scholars research intention to visit, it is common for them
to use the TPB but add other variables to their analysis, thus
forming extended models that respond to other aspects that
would otherwise be excluded (e.g. Bianchi et al., 2017;
Hamilton & White, 2008). Thus, we find familiarity with the
tourist destination as one of these added factors. Numerous
empirical researches show that a high level of familiarity with a
destination positively affects their image and intention to visit
(e.g. Prentice, 2004; Yang, Yuan & Hu, 2009). Travellers feel safe
in familiar environments, while new environments are
perceived as places of greater risk (Chen & Lin, 2012).
Familiarity with the destination reduces the perception of risk
and provides more confidence in the choice of destination
(Lepp & Gibson, 2003). Familiarity with a tourist destination can
increase with previous personal tourist experience or with
information about the destination (Baloglu, 2001). Likewise, the
ideal social self-concept completes studies based on TPB. Being
consists of a set of identities that reflect tasks that the individual
must fulfil in a social context (Stryker, 1968, 1986). This set is
organised hierarchically according to which are the most valued
and important tasks socially, and the subject will act accordingly.
That is to say when someone identifies with another person who
acts in a certain way, this behaviour becomes an important part
of their own perception, influencing their motivation for a specific
behaviour (Hamilton & White, 2008).

An important addition to the TPB is the proposal by Gollwitzer
(1999), which distinguishes between intention as a state of will
(guidance towards a behavioural goal) and implementation
intention. This author points out that the correlation between
behaviours and intentions is limited, and can only explain 20—
30 per cent of our behaviours. He tries to determine the
characteristics that turn an intention into action, identifying
factors that contribute to forming an intention: the degree of
commitment to the intention, specific and precise objectives,
achievable and close purposes, among others. Once our
intention has been defined, we need an implementation
intention—that is to say, one in which, whenever situation A
appears, response B begins, aimed at achieving the specific
objective, while the simple intention only indicates the attempt
to reach the objective. The implementation intention specifies
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when, where and how to perform the behaviours, indicating a
commitment to respond in a certain way to a specific situation
(Conner & Armitage, 1998).

Therefore, to analyse the intention to visit Spain as a tourist
destination, the TPB has been chosen due to its ability to predict
the intention of visiting a tourist destination having been
demonstrated in previous investigations (e.g. Maestro, Gallego
& Requejo, 2007; Sparks & Pan, 2009). However, in this analysis,
we will also study if the three factors that compose it exert a
significant influence on the real intention being evaluated—
that is, the intention to visit Spain in the next one or two years.

Regarding the cultural distance scale, this work employs
Hofstede's (2011) most recent scale, which includes the six
dimensions described below.

e Power distance (PD): This is the degree to which individuals
with less power in organisations accept an unequal
distribution of power.

e Uncertainty avoidance (UA): This is the degree to which
individuals react with suspicion, or feel insecure, in new or
ambiguous situations. The greater the aversion to risk, the
more necessary will be the rules defined to mark the
behaviour.

e Individualism vs. collectivism (IDV): This is the level of
concern for caring for oneself and one's immediate
environment (individualism) or for larger groups to which
the individual feels closely linked (collectivism).

e Masculinity vs. femininity (MAS): This measures society's
preference for values traditionally associated with the
masculine profile, such as success or competitiveness,
compared to values associated with the feminine, such as
quality of life, cooperation and relationships with others.

e Long-term vs. short-term orientation (LTO): This evaluates
the time horizon of society. While a society with long-term
orientation presents a focus on future rewards and values
such as perseverance and saving, short-term societies seek
to resolve immediate concerns.

e Indulgence vs. containment (IND): This values the degree to
which members of a culture try to control their desires and
impulses. Indulgence is the will to make real the impulses
to enjoy life and have fun; containment is high control of
impulse satisfaction with strict social norms.

3. Methodology
3.1 Data

To carry out the research, a survey was conducted. The data
collection was carried out for approximately three months,
from the end of December 2016 until 29 March 2017, and was
limited to citizens of five European countries: Italy, Belgium,
France, the United Kingdom and Ireland. This allowed the
majority of participants to respond in their own language.
Italian respondents who had difficulties with the language were
offered the possibility of requesting additional information or
clarifications if necessary. At the closure of the data collection
period, a total of 190 valid responses to the questionnaire had
been obtained.

The questionnaire was divided into four parts. A first
introductory part offered a brief explanation of the purpose of
the questionnaire. A second part collected socio-demographic
data such as nationality, sex, age (at intervals from eighteen
years), marital status and educational level. The following
section included the intention to visit Spain and consisted of
fourteen statements related to the probability of choosing
Spain as the next tourist destination with which the respondent
was asked to declare their level of agreement or disagreement
according to a five-point Likert scale from (1) “strongly
disagree” to (5) “totally agree”. In addition, this section
included a question about whether the respondent had
previously visited Spain and another open-ended short answer
question that would indicate any thoughts that come to mind
when thinking of Spain as a tourist destination. The last section
included the measurement of the cultural distance between the
country of origin and Spain through thirteen affirmations, again
using a five-point Likert scale. Table 1 shows the statements
that shaped the intention to visit Spain and cultural distance.

Table 1 - Sentences that measure the variables of cultural distance and the intention to visit Spain

CONSTRUCT TAG SENTENCE
PD1 When there is disagreement, the followers are expected to follow their leaders without
POWER DISTANCE questioning them.
PD2 Power is concentrated at the top rather than distributed among society.
IDV1 Leaders promote group loyalty even if individual interest suffers.
INDIVIDUALISM VS. IDV2 The economic system is designed to maximize collective interests
COLLECTIVISM Y = '
IDV3 Using all my skills and aptitudes at work is not important.
MAS1 Boys are encouraged more than girls to reach a higher educational level.
MASCULINITY VS. FEMININITY ) ) .
MAS2 Men are more likely to hold high positions at work.
UA1 The rules and social instructions are detailed so that citizens know what is expected of them.
UNCERTAINTY AVOIDANCE i i e i
UA2 It is very important for me to have long-term security in my job.
LONG-TERM VS. SHORT-TERM LTO1 The accepted norm is to plan the future rather than accept the status quo.
ORIENTATION LTO2 People place more emphasis on planning the future than on solving present problems.
INDULGENCE VS. IND1 Maintaining the order of the nation is important.
CONTAINMENT IND2 | do not consider myself a very happy person.
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CONSTRUCT TAG SENTENCE
AT1 | find visiting Spain as a holiday destination ... 1 Unpleasant — 5 Pleasant.
ATTITUDE TO SPAIN o i i S
AT2 | find visiting Spain as a holiday destination ... 1 Poor — 5 Good.
SN1 People important to me think that | should visit Spain as a holiday destination.
SUBJECTIVE NORMS SN2 The people important to me would understand the importance of visiting Spain as a tourist
destination.
BC1 I think I'll have enough time to visit Spain for a vacation in the next one or two years.
BEHAVIOUR CONTROL A R L. . L
BC2 I think | will have enough money to visit Spain for a vacation in the next one or two years.
FM1 | am familiar with the tourist attractions that Spain offers.
FAMILIARITY WITH SPAIN AS FM2 | know a lot about Spain as a holiday destination
A DESTINATION 2 i :
FM3 I am very informed about Spain as a tourist destination compared to other people | know.
IDEAL SOCIAL CONCEPT OF SC1 My friends would have a very good opinion of me if | went to Spain on vacation.
ONESELF SC2 Spending a vacation in Spain would impress others.
INT1 | intend to visit Spain in the next one or two years.
INTENTION TO VISIT SPAIN INT2 I will make an effort to visit Spain in the next one or two years.
INT3 It is very likely that | will take vacations in a foreign country in the next one or two years.
3.2 Model and hypothesis Kaiser-Mayer-Olkin (KMO) test and Bartlett’s sphericity test
. were performed. While the high level for the KMO
SPSS software has been used to carry out the corresponding .
. . . . demonstrates the good capacity of the data to adapt to the
analysis and obtain the results. The demographic profile of the , . .
. . . model, the value of Bartlett’s sphericity test discards the
sample, the factorial analysis and the cluster analysis were . e .
. o . . . . . hypothesis of initially uncorrelated variables (Soler & Gemar, A
obtained using it. With the intention of determining the existing . . . .
. . . measure of tourist experience quality: the case of inland
relational structure between the variables and to verify the o . .
o . . . tourism in Malaga, 2017); both values are suitable for applying
validity of the pre-established constructs, a factorial analysis was o . .
. . . . . the method of principal components analysis for extracting
carried out, which results in a reduced set of dimensions that . .
. o . factors. This method allows us to reduce the variables to a
explain the variability of the scores of the total group of variables . .
. . . . smaller set of uncorrelated variables that retain most of the
(Tabachnick & Fidell, 2001). Finally, the cluster analysis allowed . o . ) . .
. . . . variance of the original variables (Sabio, Kostin, Guillén-
the respondents to be grouped impartially according to their . o ) )
. . . . . . Gosalbez, & Jiménez, 2012). To determine the cut point, the
1 answers to the questionnaire, trying to achieve maximum . oo i i
. . o . Kaiser criterion was used—that is, to select for the extraction of
homogeneity within the same group and the greatest difference .
1 those components whose eigenvalues are greater than 1
. between groups (Kaufman & Rousseeuw, 2009). i )
1 (Lépez-Toro, Diaz-Munoz, & Perez-Moreno, 2010).
. Before the factorial analysis, we proceeded to the analysis for . .
1 . . . . Next, we obtain the matrix of components—the unchanged factor
. the detection of atypical cases. For this, the Mahalanobis ! . .
I . . . matrix—that expresses the correlations between the original
distance (D2) procedure was used. This statistical measure . ) . o
. . L . . o variables and each one of the factors. Since this matrix is difficult to
1 indicates the multidimensional distance of an individual . ) o
. . . . interpret, it has undergone a rotation procedure common in this
concerning the centroid or average of the observations. Its . .
| L. . type of analysis (e.g. Soler & Gemar, 2017; Soler, Gemar & Jimenez-
. expression is the following: . . . .
| Madrid, 2017). The rotation allows the factorial solution to

df = (x —®)'S7'(x; — %)

wherein X; is the column vector with the values of all variables
for the ith observation (in this case, 27 variables); X is the
corresponding column vector of sample means; and $~1 is the
inverse of the sample variance-covariance matrix (Mangin &
2006). The Mahalanobis
distribution D2~X]2(. In a new variable, it is calculated with what

Mallou, distance follows the
probability the distance of each participant moves away from
what is expected by chance—that is, it helps to locate atypical
combinations of significantly anomalous responses associated
with outliers. The criterion is to select as extreme multivariates
atypical values whose probability associated with Mahalanobis
distance is less than 0.001 (p = <0.001). A total of five outliers
were thus excluded from the subsequent factorial analysis.

In this analysis, the degree of correlation between variables was
evaluated, this matrix reflecting a large number of correlations
between variables with significant values. In addition, the
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approach a simple structure. Its purpose is to eliminate the
important negative correlations and thus reduce the number of
correlations of each item in the various factors.

Finally, in order to categorise the group of individuals into
groups, a cluster analysis is carried out. As usual, a cluster
analysis is carried out in two stages. In line with Soler et al.
(2017), a first stage is carried out with a hierarchical cluster
analysis that aims to choose the optimal cut-off point and, with
that, the number of clusters to be chosen; then an analysis of K-
means clusters is performed, setting a priori the optimum
number of clusters obtained previously.

Figure 1 presents a synthesis of the factors, variables and
hypotheses that are analysed in this investigation. The final
objective will be to measure the influence exerted by the
cultural distance between each of the countries analysed and
Spain on the intention to visit the country as a tourist
destination in the next one or two years.
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Figure 1 - Relationship model of the variables ‘cultural distance’ and ‘intention to visit’
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First, it must be verified if the answers obtained in this study
coincide with the values of cultural distance between the
countries analysed and Spain indicated by Hofstede. Thus, the
first hypothesis is:

H1. The perception of cultural distance by the respondents
between their countries of origin and Spain is coincident with
the values of cultural distance obtained by Hofstede.

Based on previous work on the influence of TPB on the intention
to visit the destination, the following hypotheses are included:

H2. The attitude towards Spain as a tourist destination exerts a
significant and positive influence on the intention to visit Spain
in the next one or two years.

H3. The subjective norms exert a significant and positive
influence on the intention to visit Spain in the next one or two
years.

H4. The level of control of perceived behaviour exerts a
significant and positive influence on the intention to visit Spain
in the next one or two years.

In addition, with the aim of complementing the theory,
especially in the case of absence of the expected positive
relationship between the three factors that make up the TPB
and the intention to visit Spain, it is considered appropriate to
incorporate two more factors into this section.

H5. Familiarity with Spain as a tourist destination is a
determining factor in the intention to visit Spain in the next one
or two years.

H6. The ideal social concept of oneself is a determining factor
in the intention to visit Spain in the next one or two years.
Finally, fulfilling the main objective of the study is the seventh
and last hypothesis:
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H7. The perceived cultural distance between the countries
analysed and Spain influences the intention to visit the tourist
destination Spain in the next one or two years.

This hypothesis has been decomposed, in turn, into the
following sub-hypotheses based on the different countries of
origin analysed:

H7.1. The perceived cultural distance between Italy and Spain
influences the intention of Italian respondents to visit the
tourist destination Spain in the next one or two years.

H7.2. The perceived cultural distance between Belgium and Spain
influences the intention of Belgian respondents to visit the tourist
destination Spain in the next one or two years.

H7.3. The perceived cultural distance between the United

Kingdom and Spain influences the intention of British
respondents to visit the tourist destination Spain in the next

one or two years.

H7.4. The perceived cultural distance between France and
Spain influences the intention of French respondents to visit the
tourist destination Spain in the next one or two years.

H7.5. The perceived cultural distance between lIreland and
Spain influences the intention of Irish respondents to visit the
tourist destination Spain in the next one or two years.

4. Results

Table 2 shows the socio-demographic profile of the sample. In
terms of the nationality of respondents, 33.70 per cent are Italian,
23.20 per cent Belgian, 24.20 per cent British, 15.30 per cent
French and 3.7 per cent Irish. With regard to the majority gender,
there is a greater percentage of females. According to age, it is
observed that 53.68 per cent of the respondents belong to the
age group 18-25 years. Finally, the majority civil status (62.11 per
cent of respondents) is single without children.
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Table 2 - Sociodemographic profile of the sample

Characteristic

Nationality

Sex

Age

Educational level

Civil status

Category
Italian
Belgian
British
French
Irish
Male
Female
Between 18 and 25 years
Between 26 and 35 years
Between 36 and 45 years
Between 46 and 55 years
More than 55
Primary School
High School
Technical
University Degree
Post-Graduate
Other
Single without children
Single with children
Married without children
Married with children
Separated/Divorced

Next, Table 3 shows the total variance explained by each of the

components.
Component

Total
1 6.162
2 2.845
3 2.110
4 1.606
5 1.430
6 1.400
7 1.124
8 1.016
9 0.921
10 0.868
11 0.779
12 0.770
13 0.691
14 0.676
15 0.638
16 0.568
17 0.495
18 0.486
19 0.430
20 0.380
21 0.335
22 0.282
23 0.275
24 0.219
25 0.210
26 0.166
27 0.119

Initial eigenvalues

Table 3 - Total variance explained
Sum of removal of loads squared

var?:nce % accumulated Total var: nce % accumulated
22.823 22.823 6.162 22.823 22.823
10.539 33.362 2.845 10.539 33.362
7.816 41.177 2.110 7.816 41.177
5.948 47.126 1.606 5.948 47.126
5.295 52.421 1.430 5.295 52.421
5.186 57.607 1.400 5.186 57.607
4.163 61.770 1.124 4.163 61.770
3.762 65.533 1.016 3.762 65.533
3.409 68.942

3.214 72.156

2.885 75.041

2.853 77.894

2.560 80.454

2.502 82.956

2.362 85.318

2.103 87.421

1.832 89.252

1.801 91.054

1.594 92.647

1.408 94.055

1.240 95.295

1.046 96.341

1.019 97.360

0.809 98.169

0.776 98.946

0.615 99.561

0.439 100.000

26

%
33.7
23.2
24.2
15.3

3.7
35.8
64.2

53.68
23.16
5.79
6.84
10.53
1.05
1.89
3.16
66.84
9.47
17.59
62.10
211
21.58
9.47
4.74

Sum of rotation of squared charges
%

Total . % accumulated
variance
3.548 13.139 13.139
3.398 12.583 25.722
2.088 7.734 33.456
2.084 7.717 41.173
1.874 6.941 48.114
1.760 6.519 54.633
1.566 5.800 60.433
1.377 5.100 65.533
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Regarding the cluster analysis, the number of conglomerates
was determined as three after the first stage, later developing

Table 4 shows the final solution rotated from the factorial
analysis.

Table 4 - Matrix of rotated components

| know a lot about Spain as a vacation destination

I am familiar with specific vacation attractions Spain has to offer
I am very knowledgeable about Spain as a vacation destination
relative to other people | know

| feel | would have enough time to visit Spain for a vacation within the
next 1-2 years

| feel | would have enough money to visit Spain for a vacation within
the next 1-2 years

It is very likely that | will take a vacation in a foreign country in the
next 1-2 years

| find visiting Spain as a vacation destination... 1 Unenjoyable-5
Enjoyable

| find visiting Spain as a vacation destination... 1 Bad—5 Good

I intend to visit Spain for a vacation in the next 1-2 years

| will make an effort to visit Spain for a vacation in the next 1-2 years
People who are important to me would understand the importance of
visiting Spain as a vacation destination

My friends would think highly of me if | went to Spain for a vacation
Vacationing in Spain would impress other people

People who are important to me think | should visit Spain as a
vacation destination

Followers are expected to obey their leaders without question when
in disagreement rather than question their leaders

Power is concentrated at the top rather than shared throughout the
society

Leaders encourage group loyalty even if individual goals suffer
People place more emphasis on planning for the future than on
solving current problems

The accepted norm is to plan for the future rather than to accept the
status quo

Maintaining order in the nation is important

It is very important for me to have long-term security of employment
Full use of my skills and abilities on the job is not important

Men are more likely than women to serve in a position of high office
Boys are encouraged more than girls to attain a higher education

The economic system in my country is designed to maximise collective
interests

Societal requirements and instructions are spelt out in detail so
citizens know what they are expected to do

| don’t consider myself a very happy person

0.870
0.785

0.679

0.649

0.635

0.514

0.428
0.254

0.344

0.208

0.328

0.236

0.438

0.224

0.381

0.840

0.779
0.708
0.648

0.576

0.419

Table 5 - Cluster centres

0.377

0.214

0.261

0.812
0.797

0.503

0.246

0.219

0.207

Component

4 5

0.210

0.225

0.733

0.687

0.545 0.368

0.504 0.210
0.680
0.668
0.667

0.451 -0.481

0.261

0.358

0.856
0.792

0.243

-0.338

0.256

0.279

0.258

0.820

0.618

-0.324

-0.361

-0.251

-0.261

0.236

-0.321
0.305
0.220

0.751

the analysis of K-means clusters. Table 5 shows the centres of
the final clusters.

It is very likely that | will take a vacation in a foreign country in the next 1-2 years

People who are important to me think | should visit Spain as a vacation destination

People who are important to me would understand the importance of visiting Spain as a vacation destination
| feel | would have enough time to visit Spain for a vacation within the next 1-2 years

| feel | would have enough money to visit Spain for a vacation within the next 1-2 years

I am familiar with specific vacation attractions Spain has to offer

Cluster

1 2

5 4 5
4 3 5
4 3 5
4 3 5
4 3 5
4 3 5
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I know a lot about Spain as a vacation destination

| am very knowledgeable about Spain as a vacation destination relative to other people | know

My friends would think highly of me if | went to Spain for a vacation

Vacationing in Spain would impress other people

I intend to visit Spain for a vacation in the next 1-2 years

| will make an effort to visit Spain for a vacation in the next 1-2 years

| find visiting Spain as a vacation destination... 1 Unenjoyable—5 Enjoyable

| find visiting Spain as a vacation destination... 1 Bad—5 Good

Followers are expected to obey their leaders without question when in disagreement rather than question their leaders
Power is concentrated at the top rather than shared throughout the society

Leaders encourage group loyalty even if individual goals suffer

The economic system in my country is designed to maximise collective interests

Full use of my skills and abilities on the job is not important

Boys are encouraged more than girls to attain a higher education

Men are more likely than women to serve in a position of high office

Societal requirements and instructions are spelt out in detail so citizens know what they are expected to do
It is very important for me to have long-term security of employment

The accepted norm is to plan for the future rather than to accept the status quo

People place more emphasis on planning for the future than on solving current problems

Maintaining order in the nation is important

| don’t consider myself a very happy person

Cluster
1 2 3
4 3 5
4 3 5
3 2 4
3 2 4
4 3 5
4 2 5
5 4 5
5 4 5
2 2 3
3 4 4
3 3 4
3 3 3
2 2 3
2 2 3
3 4 4
3 3 3
4 4 4
3 3 4
3 3 4
4 4 4
2 2 3

5. Discussion

Regarding the interpretation and naming of the resulting

factors, it is possible to identify that of the rotated components
described in Table 4, 1 to 3 effectively group the variables of

intention to visit, while components 4 to 8 relate variables of

cultural distance. The denomination given to the obtained

groupings is as follows.

Loyalty to the destination Spain. This first factor accounts

for 22.82 per cent of the variance and groups six indicators
related to control of perceived behaviour, familiarity with
Spain as a destination, and intention to travel abroad in the
next one or two years. This factor is defined as the client's
loyalty from the attitudinal approach, which has been
recognised in the literature as a specific attitude to maintain
an exchange relationship as a result of past experiences
(Sanchis & Saura, 2006).

Stimulus conditioned to the expectations of the tourist

destination Spain. This component is formed by the
variables related to attitude towards Spain as a tourist
destination, intention to travel to Spain in the next one or
two years, and one of the variables of the subjective rules
section, and explains 10.54 per cent of the variance. The
intention to travel to Spain is conditioned to the
expectations that a subject has of Spain as a tourist

destination—i.e. it is a cause and effect relationship in
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which the expectation precedes the intention of going to
Spain (Belloch, Sandin, & Ramos, 2012; Pérez Acosta, 2010).
Social recognition derived from the visit to Spain. This factor

explains 7.82 per cent of the variance and groups variables
‘ideal social concept of oneself’ and an indicator of
subjective norms. This grouping of variables resembles the
esteem (recognition) needs described by Maslow (1975) in
his hierarchy of human needs.

Leadership. The fourth factor includes four variables related
to distance to power, individualism/collectivism, and short-
or long-term orientation. It represents 5.95 per cent of the
variance and groups items related to leadership as an
attitude to influence the way others act, as well as socially
ideal behaviour.

Vital certainty. This factor refers to the knowledge and
certainty that the individual has of his own life, from his
work situation to his perception of security, and that allows
him to make decisions easily based on the forecast of the
state of certain variables in the future. This factor expresses
5.30 per cent of the variance and groups four variables that
are each related to a different cultural distance factor in the
Hofstede (2011) classification.

Femininity—Masculinity. This component is the only one

that remains identical to that previously established by
Hofstede (2011). It explains 5.19 per cent of the variance of
the model and is related to the distinction of emotional
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roles between men and women. Masculinity indicates that
the roles of each gender are truly different, expecting that
men are aggressive, tough and focused on material success,
while women are modest, sensitive and oriented towards
quality of life. Femininity indicates that the roles of each
gender are equal, overlapping each other (Sanchis & Saura,
2006).

e Social promotion. This symbolises the empowerment of
collective development through the establishment of social
guidelines that allow the maximisation of social welfare. It
explains 4.16 per cent of the variance.

e Unhappiness. Finally, although with a single identifying
element (I don’t consider myself a very happy person), the
last factor described as adverse luck or misfortune. This
represents 3.76 per cent of the variance.

Regarding the cluster analysis, given that the questions were

posed on a five-point Likert scale, scores greater than 2.5

indicate a positive inclination towards the question, while lower

values reflect disagreement with the statement. Thus, cluster 1

is formed by individuals who will most likely travel to a foreign

country in the next one or two years, think that Spain is a

pleasant and profitable destination, are familiar with the

destination of Spain, and value above all long-term security in
employment and the safeguarding of national security. Cluster

2 identifies those who think with less certainty that they will

travel abroad in the next one or two years, consider Spain as a

good vacation destination, believe that power is concentrated

at the top, that society defends masculinity, and that long-term
security in employment and national security are essential.

Finally, cluster 3 brings together the most loyal tourists to Spain

who will travel abroad in the next one or two years and will try

to do so in Spain, and who think that the distance to power in
their nation is high, that it defends masculinity and that who
prefer the long term planning. Finally, regarding the belonging
of each of the cases to each conglomerate, the first cluster is
the most numerous, grouping 109 observations; the second
groups 24 and the last 37. When analysing the members of each
cluster by nationality, it is observed that at least 50 per cent of
the respondents from all the countries belong to cluster 1. In
the composition of the second and third clusters, the behaviour
is not the same: the British, Irish and Italians predominantly
belong to cluster 3, while Belgian and French respondents are
most representative in cluster 2.

The results of the factorial analysis demonstrate the usefulness
of the TPB as a conceptual framework to predict the intention
of potential visitors to Spain. Hypotheses 2 to 6 are also verified,
even though the application of this theory in the context of
travel intention has not been generally defended in previous
surveys (Lam & Hsu, 2004). However, from factorial regrouping,
three determining variables of the intention to visit are
obtained: loyalty to the destination, stimulus conditioned on
expectations, and social recognition. In future studies, it would
be interesting to delve into this new regrouping of TPB variables
in order to establish a theory of specific behavioural intention
for the tourism sector that until the date, is non-existent.
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With regard to cultural distance, the results confirm Hofstede’s
(2011) values for each of the dimensions that explain it
according to nationality. The applicability to the study of the
cultural distance variables established by Hofstede has been
verified, as well as their importance as a determinant of
tourists’ behavioural intentions. Although the discussion in the
literature has focused on the masculinity-femininity dimension
(Sanchis & Saura, 2006), the biggest controversies in this
individualism-collectivism and
indulgence-containment variables to their
contribution to the study and the difficulty of separating them

research are around the
due limited

from the rest of the cultural dimensions.
6. Conclusion

This research contributes, from an intercultural perspective to
the investigation of the intention to visit Spain in the next one
or two years. Regarding the results obtained, it must be borne
in mind that the analysis of both visiting intention and cultural
distance has been carried out separate dimensions to verify the
reliability of the results of the joint study. To measure the
cultural distance, the Hofstede model has been shown to be
ideal. The intention to visit a tourist destination in the coming
years has been measured according to the variables of the TPB
with the addition of two new factors, supported by literature,
offering a theoretical contribution to the model to be taken into
account in future investigations. Likewise, the standards of
cultural identity of certain countries have been analysed to
assess the cultural distance from Spain. Given the few studies
on the influence of cultural distance on the behaviour of
tourists, the present study tries to fill that gap.

This research reaffirms the validity of tourism studies in relation
to the culture of the country of origin. Given the rapidity with
which international exchanges evolve, all research work in this
area is insufficient, so it should be continued and extended to
other areas such as marketing or advertising. It is necessary in
future work to develop causal models that also allow prediction
of the values of the dependent variable so that the partial least
squares (PLS) model would be an option. As a future research
line, it is also possible to consider the incorporation of new
countries. In the case of Italy, given that its spurious level of
cultural distance with Greece and Spain, the visiting intention
of Greek nationals could be studied to compare if the results
persist in countries with similar cultures. In addition, a
discriminant analysis could be interesting in future research.
While in a cluster analysis the groups are unknown a priori, as
was the case in the present work, in a discriminant analysis the
groups are known, and what it has to be learned is to what
degree the available variables actually discriminate those
groups.

The main limitations lie in the methodology. Since factor
analysis is conceived as a general diagnostic method to obtain
information in a rational way, it does not necessarily reveal all
the forces that affect a specific reality. Therefore, it needs the
judgement of the researcher to correct or improve the tool.
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Regarding the cluster analysis, this depends on the quality of
the variables used, so it requires correct prior analysis of the
data. Perhaps the most important limitation of the research is
the nationalities chosen for the study, because of their
similarity in cultural terms; however, these cultural approaches
have allowed the drawing of useful conclusions not only in the
field of cultural distance, but also in relation to the dimension
linked to the intention to visit. Other obvious limitations are, for
example, the small number of responses of Irish nationals
compared to the rest of the countries of origin, and the high
percentage of female respondents.
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