ICOM 2021 Zero Waste Management and Circular Economy

IMPACT OF CULTURAL DIFFERENCES ON LOYALTY
PERCEPTION

Andrea KRALIKOVA; Patrik KUBAT; Katefina RYGLOVA

Mendel University in Brno, Faculty of Business and Economics, Department of Marketing and
Trade, Brno, the Czech Republic

Purpose: The key objective of this study is to investigate whether the cultural and
geographical differences are significant within the context of destination loyalty.
Design/methodology/approach: The perception of the Czech Republic as a tourist
destination as well as the impact of American, Russian and Finnish nationalities on tourist
loyalty towards the Czech Republic were examined. Multiple regression analysis (OLS
method) was used in order to evaluate the impact of particular image factors on loyalty
indicators and the Kruskal-Wallis test was used to evaluate the dependence of image factors
on the respondents' personal characteristics.

Findings: Cultural monuments played the biggest role for the American and Finnish
respondents. On the other hand, safety and food quality were the most important factors for
the Russian respondents. Regardless of the nationality, there are four high-priority factors
- cultural and natural attractions, safety, and acceptance by the locals. The closer attention
should be therefore paid to factors of safety and acceptance by the locals, as they can be to
some extent, altered by the government.

Research limitations: The data were obtained before the COVID-19 pandemic.
Consequently, the Czech Republic perception might differ from the pre-COVID-19 era.
Practical implications: The results of this paper can be used by various service providers
in central European countries, that are mostly oriented on cultural and city tourism, for their
marketing and management plans as well as campaigns. Service providers can also use
these results to better target their visitors and their offerings to them.
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Introduction

As a result of pandemic restrictions, there is a substantial decrease in the number
of tourists, both on domestic as well as international level. Therefore, the loyal
visitors might be seen as a huge benefit for various service providers and destinations
in the post-COVID-19 era. Not only does loyalty help to reduce marketing costs that
can be used to ensure several health and safety requirements regarding COVID-19
(Zhang et al. 2014), loyal visitors are also inclined to stay longer at the destination
(Lau, McKercher 2004).

However, to ensure visitors' loyalty is not an easy task, as there is a great number
of factors that have an impact on loyalty, e.g. visitors' satisfaction (Forgas-Coll et al.
2012), destination image (Chi, Qu 2008), perceived value (Chi 2012), uniqueness of
destination (Usakli, Baloglu 2011), political stability and safety (Loi et al. 2017),
visitors' personality (Skogland, Siguaw 2004) and even the cultural differences
(Chen, Gursoy 2001).
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Cultural differences are not only influencing the visitors' loyalty, they might also
lead to different perceptions of destination and their tourism services and can
therefore influence the destination image formation and perception (Chen, Tsai
2007). Hence, the purpose of this study is to evaluate the impact of cultural and
geographical differences on the destination loyalty perception.

Literature review

In the tourism sector, loyal visitors are highly desirable and perceived as a
competitive advantage among other destinations and service providers (Sun, Chi, Xu
2013). Therefore, loyalty has become one of the most researched topics in the
tourism industry. For instance, Hultman et al. (2015) define visitors' loyalty as a
degree of attachment to a particular destination. On the other hand, some authors,
like Su, Cheng, Huang (2011), identify destination loyalty from a psychological
perspective, as a complex socio-psychological structure that is influencing tourist
behavior and emotions.

Accordingly, tourist loyalty, behavior and emotions are influenced by various
psychological and demographic factors, such as motivation, lifestyle and visitors'
personality (Beerli, Martin 2004). All of these factors are to some extent influenced
by the culture that visitors come from. Moreover, culture has an impact on visitors'
values and behavior (Govers, Go, Kumar 2007) as well as destination image
perception (Bonn, Joseph, Dai 2005). Therefore, according to Lopes (2011), the
country of origin is the most important demographic factor.

Moreover, demographic factors such as age, travel distance or even the country
of origin has an impact on tourists' revisit intention (Stumpf, Vojtko, Jane¢ek 2020),
travel motivation (Swarbrooke, Horner 2007), destination choice and tourist
behavior (Jackman et al. 2020).

On that account, it can be assumed that image and loyalty perception might
significantly differ with regard to cultural and geographical differences. It is
therefore inevitable to evaluate this assumption as it might provide useful insights
into the destination loyalty formation.

Methodology

The key objective of this study is to investigate whether the cultural and
geographical differences are significant within the context of destination loyalty. In
order to achieve this objective, the primary data among American, Finnish and
Russian respondents were collected. The data were obtained via an online
guestionnaire and structured interviews during 2017 and 20109.

The detailed sample structure is presented in Figure 1. Unfortunately, we were
not able to apply quota sampling based on gender in the case of Russian respondents.

Based on Chen, Tsai (2007) we used two loyalty indicators, intention to revisit
the Czech Republic sometime in the future and intention to recommend the Czech
Republic to friends and family. In addition, the researched image factors were
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formulated based on previous studies (Nunkoo 2013; Zhang 2013; Wu 2016;
Ryglova et al. 2018; Viet 2019).

Russa Finkand LSA
m Men Women

Figure 1. Sample Structure

Source: Own Processing

To assess the impact of image factors on the two loyalty indicators, a multiple
regression analysis using the OLS method was used. Furthermore, Kruskal-Wallis
test was used to evaluate the dependence of image factors on the respondents'
characteristics, like age or gender.

Results and discussion

As it was mentioned in the literature review, tourist loyalty is one of the most
crucial issues in tourism regarding the post-COVID-19 era. It is therefore inevitable
to know whether the cultural as well as geographical differences have an impact on
tourist loyalty perception.

If we look at Figure 2 we can see that the different nationalities evaluate the
particular loyalty indicators differently. Compared to Russian and Finnish
respondents, the least loyal to the Czech Republic were American respondents. Only
about 57 % of those Americans who already visited the Czech Republic would come
back in the future. Looking at the recommendation, almost 63 % of American
respondents would recommend the Czech Republic to their friends and family.

This might be the result of the great geographical difference between the Czech
Republic and the US (compared to Russia and Finland, the United States are farthest
from the Czech Republic). However, roughly 75 % of American respondents were
satisfied with their stay in the Czech Republic, which is a very favorable situation
for service providers.
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Figure 2. Loyalty Indicators

Source: Own Processing

On the other hand, the most loyal to the Czech Republic, among other researched
nationalities, are Russians. This is also evident from the analysis of CzechTourism,
where the main information sources for Russian visitors were recommendations
from friends and family, as well as travel agencies, the internet, and their own
experience (Country Report Russia 2020).

Furthermore, the results of our research indicate that more than 61 % of the
Russian respondents received their information regarding the Czech Republic from
their acquaintances, followed by the internet (almost 43 %) as well as the social
media (approximately 18 %).

Same goes for the Finnish respondents, where their own experience (nearly 69 %)
has the largest influence on their destination selection process, closely followed by
their friends and family (more than 60 %), as well as the social media (approximately
29 %).

Moreover, the intention to recommend is stronger than the intention to revisit the
Czech Republic. This is especially evident in the case of Finnish respondents. That
might be caused by the fact that some tourists are visiting particular destinations to
experience something new. Nevertheless, further research is needed to confirm this
claim. On the other hand, according to Gursoy, Chen, Chi (2014), the intention to
revisit a certain destination is rather small, because of this reason. Furthermore, the
referrals are considered as a valuable source of information, especially in the tourism
sector (Beerli, Martin 2004).
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If we look closely at the various image factors based on the respondents'
nationality, we can see substantial differences in their evaluation. Americans
evaluated the cultural monuments the highest. Furthermore, they perceive the
historical monuments of Prague as the unique attractions of the Czech Republic. In
a similar manner, Finnish respondents evaluated the cultural monuments the highest
as well. Contrary to Americans, they also rank the perception of the Czech Republic
as a beer country very high. On the other hand, safety and food quality were the most
important factors for Russian respondents. They also evaluated price category
factors higher compared to other researched nationalities.

Regardless of the respondents' nationality, there were four high-priority factors
that play a crucial role in loyalty perception. Those factors are cultural and natural
attractions, safety, and acceptance by the locals. The closer attention should be
therefore paid to factors, safety and acceptance by the locals, as they can, to some
extent, be altered by the service providers or policy makers. Moreover, the
perception of a safe country is very crucial, especially during the COVID-19
restrictions. Hence, it should be the main focus of every Czech DMO (Destination
Management Organization).

Nevertheless, the results of Kruskal-Wallis test confirm the dependence of image
factors on gender of respondents. In case of American and Finnish respondents, men
evaluated researched image factors higher than women. Contrastingly, Russian
women evaluated these factors higher than men. However, this might be the result
of the low number of men among Russian respondents. Moreover, the Kruskal-
Wallis test confirmed the dependence of image factors on the respondents age, but
the results were not that significant as in the case of respondents' gender.

Since American visitors represent 5.4 % of all non-resident tourists that visited
the Czech Republic in 2019 (CSO 2020a) and represent the fifth source country
(which is the highest among researched nationalities) for the Czech Republic (CSO
2020b), the regression analysis for American visitors was performed. The results of
this analysis are presented in Table 1 and Table 2.

Table 1. Regression Analysis — Intention to Revisit

Intention to revisit Reg. coefficient P-value

Constant 0.192 0.828
Acceptance by the locals 0.379 0.010
Staff quality 0.295 0.022
Price 0.236 0.094

Note: R? = 0.173; R? adj. = 0.139, 10 % significance level

Source: Kralikova, Ryglova, 2021
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Table 2. Regression Analysis — Recommendation

Recommendation Reg. coefficient P-value

Constant 0.932 0.207
Price 0.292 0.014
Acceptance by the locals 0.240 0.049
Staff quality 0.225 0.036

Note: R? = 0.176; R? adj. = 0.142, 10 % significance level

Source: Kralikova, Ryglova, 2021

Overall, there are three image factors that have an impact on intention to revisit
as well as recommend the Czech Republic to their acquaintances. Similarly, as for
the highest ranking factors by various nationalities, those three factors (acceptance
by the locals, staff quality and price) can be, to some extent, altered by the service
provider or DMOs. It is therefore very crucial to pay attention to these factors,
especially when dealing with visitors' loyalty.

Conclusion

This paper provides useful insights into the loyalty perception among various
nationalities. Based on the results we confirmed that there are differences between
the evaluation of loyalty indicators, intention to revisit and recommend the Czech
Republic, among American, Russian and Finnish respondents. The biggest
difference can be seen in loyalty perception of American respondents, which might
be caused by the great geographical distance between the Czech Republic and
the US. Furthermore, there are four factors that are significant for the respondents,
regardless of their nationality. It is therefore inevitable to pay closer attention to
those factors (cultural and natural attractions, safety as well as acceptance by the
locals).

Hence, the results can be used by various service providers in central European
countries, that are mostly oriented on cultural and city tourism, for their marketing
and management plans and campaigns. Service providers can use these results to
better target their visitors and offerings to them.

However, there are some limits that should be addressed in the future research.
Firstly, the data were obtained before the COVID-19 pandemic. Consequently, the
current perception of the Czech Republic might differ from the pre-COVID-19 era.
Secondly, the respondents' structure differs among researched nationalities.
Therefore, future research should be more balanced regarding the respondents'
sample structure.
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