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Abstract 

Culture profoundly influences how tourists perceive the world, make decisions, evaluate 

destinations, and behave during travel. This assignment explores the role of culture in shaping 

tourist motivations, destination preferences, expectations, and on-site behaviour. Using 

theoretical frameworks such as Hofstede’s Cultural Dimensions, Schwartz’s Value Theory, and 

Push–Pull Motivation Theory, the paper examines how cultural values influence travel styles, 

risk perceptions, group behaviour, communication patterns, and interaction with host cultures. 

A qualitative secondary-research methodology synthesises academic studies, tourism behaviour 

literature, and cross-cultural psychology. Findings reveal that tourists’ cultural backgrounds 

strongly shape their travel motivations, preferred activities, service expectations, attitudes toward 

uncertainty, and interactions with local communities. Cultural distance and similarity impact 

both satisfaction and adaptability, influencing whether tourists experience comfort, culture 

shock, or transformative learning. 

The assignment concludes by highlighting implications for tourism marketers and hospitality 

providers, emphasising the need for cultural sensitivity, differentiated marketing strategies, and 

tailored service designs that recognise cultural differences in expectations and behaviour. 

 

Introduction 

Tourism is a deeply human activity shaped by identity, values, beliefs, and social norms—

elements rooted in culture. Culture influences how people view the world, what they desire, what 

they fear, and how they interact with others. Therefore, cultural background plays a significant 

role in shaping tourist motivation, behaviour, and expectations throughout the travel experience. 

Travellers from different cultural backgrounds often exhibit distinct patterns in destination 

preference, decision-making styles, communication behaviour, risk tolerance, group size, food 

choices, shopping preferences, and interactions with hosts. These differences are not random—

they stem from cultural values that have developed over time. 

For instance: 

 Tourists from collectivist cultures (e.g., China, India, Japan) tend to travel in groups and 

value social harmony, safety, and structured itineraries. 

 Tourists from individualist cultures (e.g., the USA, UK, Australia) prefer independence, 

flexibility, and self-guided experiences. 

 High uncertainty avoidance cultures (e.g., France, South Korea) favour well-planned 

trips. 

 Low uncertainty avoidance cultures (e.g., Denmark, Singapore) embrace spontaneity and 

adventure. 
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Culture also shapes emotional responses to new environments, including curiosity, anxiety, 

culture shock, and adaptation. 

This assignment explores these cultural influences through academic theories and tourism 

examples to understand how culture shapes modern tourist behaviour and motivation. 

 

Literature Review 

Culture as a Foundation of Tourist Behaviour 

Culture can be defined as a shared system of beliefs, values, rituals, and behavioural norms 

transmitted across generations. In tourism, culture influences: 

 how tourists evaluate destinations 

 what motivates them to travel 

 how they behave in unfamiliar environments 

 communication styles and expectations 

 attitudes toward service quality 

 food preferences and comfort levels 

 desired levels of familiarity vs novelty 

Culture is therefore not an external factor—it is part of the internal psychological framework 

guiding behaviour. 

Tourists do not leave their cultural values behind when they travel; instead, these values shape 

how they interpret and respond to new environments. 

Cultural Dimensions Theory (Hofstede) and Tourism 

Geert Hofstede’s Cultural Dimensions Theory is one of the most widely used frameworks for 

understanding cultural differences. His six dimensions provide valuable insight into cross-

cultural tourism behaviour. 

1. Individualism vs Collectivism 

 Individualist tourists prefer independence, adventure, and personalised experiences. 

 Collectivist tourists value group travel, safety, and structured itineraries. 

2. Power Distance 

 High power distance cultures accept hierarchy; travellers may expect formal, respectful 

service. 

 Low power distance cultures expect friendliness and direct communication with staff. 



6 
 

3. Uncertainty Avoidance 

 High uncertainty avoidance travellers want clear information, planning, and low-risk 

activities. 

 Low uncertainty avoidance travellers prefer spontaneity and novelty. 

4. Masculinity vs Femininity 

 Tourists from “masculine” cultures may favour achievement-oriented travel (luxury, 

status). 

 Tourists from “feminine” cultures prefer wellness, nature, and work–life balance trips. 

5. Long-Term vs Short-Term Orientation 

 Long-term oriented cultures value learning and cultural depth. 

 Short-term oriented cultures prioritise enjoyment and quick experiences. 

6. Indulgence vs Restraint 

 Indulgent cultures prioritise fun, pleasure, entertainment. 

 Restrained cultures value moderation and structured activities. 

These dimensions help explain why certain nationalities behave in predictable patterns during 

travel. 

Motivation Models in Cross-Cultural Tourism 

Tourist motivation is often explained through the Push–Pull Theory: 

 Push factors are internal motivations (escape, relaxation, social status, adventure). 

 Pull factors are external attributes of destinations (nature, culture, events, attractions). 

Culture shapes how strongly individuals experience these push and pull motivations. 

Examples: 

 Collectivist cultures may have strong social bonding motivations. 

 Individualist cultures may be more motivated by personal enrichment. 

 High masculine cultures may be motivated by competitive or luxury travel. 

 High uncertainty avoidance cultures may be motivated by safety and organisation. 

Similarly, Maslow’s Hierarchy of Needs is interpreted differently across cultures. For example: 

 Some cultures prioritise social belongingness over self-actualisation. 

 Others seek self-expression and freedom as higher-order needs. 
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Culture therefore reshapes how motivations are prioritised and expressed. 

Cultural Values and Travel Decision-Making 

Culture strongly influences decision-making processes. For instance: 

 Western tourists often make individual decisions based on personal preference. 

 Eastern travellers usually consult family or group opinions. 

 Some cultures value spontaneity; others meticulously plan. 

Culture also affects risk perception: 

 High uncertainty avoidance cultures avoid unfamiliar food, adventurous activities, and 

flexible itineraries. 

 Low uncertainty avoidance cultures embrace novelty, experimentation, and unplanned 

experiences. 

Financial decisions are also culturally influenced. For example: 

 Certain cultures view luxury travel as a status symbol. 

 Others emphasise modest spending and value-oriented travel. 

Thus, cultural values shape the cognitive and emotional processes involved in travel decisions. 

Culture and Destination Image Formation 

Destination image is a combination of cognitive (beliefs), affective (feelings), and conative 

(intentions) components. Culture shapes how tourists interpret these components. 

For example: 

 Japanese tourists often value cleanliness, order, and politeness—affecting how they 

evaluate destinations. 

 Scandinavian travellers prioritise nature, sustainability, and outdoor experiences. 

 Middle Eastern tourists may prioritise hospitality, shopping, and family-friendly 

environments. 

Cultural lens affects: 

 perception of safety 

 attractiveness of landscapes 

 trust in local people 

 food preferences 

 comfort with cultural differences 

Destination image therefore varies significantly across cultures. 
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Cultural Distance, Similarity, and Acculturation 

Cultural distance refers to the degree of difference between a tourist’s home culture and the 

destination culture. 

High cultural distance can lead to: 

 culture shock 

 communication difficulties 

 discomfort or anxiety 

 misunderstanding of norms 

However, it can also increase: 

 curiosity 

 desire for novelty 

 motivation to learn 

Cultural similarity increases comfort, but may reduce the sense of adventure. 

Acculturation theory explains how tourists adapt to new cultural environments. Some embrace 

local customs, while others cling to familiar behaviours. This adaptation process influences 

satisfaction, enjoyment, and behavioural responses. 

Culture Shock, Adaptation, and Behavioural Responses 

Culture shock occurs when tourists experience disorientation due to unfamiliar customs, 

language, or behaviour. The severity of culture shock varies across individuals and cultures. 

The typical stages include: 

1. Honeymoon Stage – excitement and fascination 

2. Frustration Stage – confusion, anxiety, irritation 

3. Adjustment Stage – learning and adapting 

4. Acceptance Stage – comfort and appreciation 

Tourists who adapt well have more positive experiences, develop intercultural skills, and feel 

more satisfied with their trip. 

Culture influences: 

 tolerance levels 

 coping mechanisms 

 openness to new experiences 

 social behaviour in foreign environments 
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Understanding these responses helps tourism providers design culturally sensitive experiences. 

 

Methodology 

Research Approach 

This research adopts a qualitative secondary-research approach to explore how culture 

influences tourist motivation and behaviour. This approach is ideal because cultural behaviour is 

inherently complex, emotional, and value-driven. Such phenomena cannot be measured purely 

through numerical data; they require interpretation, contextual understanding, and theoretical 

grounding. 

The study therefore synthesises academic literature from tourism behaviour studies, 

psychological theories, cross-cultural research, and industry reports. By bringing these sources 

together, the research provides a comprehensive view of how cultural differences shape 

motivations during destination selection, travel experiences, and behavioural responses. 

Data Collection 

Secondary data was collected from a variety of academic and industry sources to ensure 

comprehensive coverage. 

Databases Consulted: 

 Google Scholar 

 JSTOR 

 ScienceDirect 

 ResearchGate 

 SpringerLink 

 Taylor & Francis Online 

Keywords Used: 

 “culture and tourist behaviour” 

 “cross-cultural differences in tourism” 

 “Hofstede cultural dimensions tourism” 

 “traveller motivation across cultures” 

 “cultural distance tourism impact” 

 “culture shock in tourism” 

 “destination image culture differences” 

Industry Reports Reviewed: 

 UNWTO cultural tourism reports 
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 OECD tourism insights 

 Tourism boards’ cultural market profiles (Japan, China, USA, UK, GCC countries) 

 WTTC cultural tourism trends 

Inclusion Criteria: 

 publications from 2010–2024 to reflect current global cultural trends 

 peer-reviewed academic sources 

 theoretical works on culture and behaviour 

 empirical studies examining cross-cultural tourist behaviour 

Foundational theories (e.g., Hofstede, Schwartz) were included even when older. 

Sampling Strategy 

Purposive sampling was employed. This method allowed the selection of sources directly 

relevant to: 

 cultural values 

 motivation models 

 behaviour patterns of different tourist segments 

 cross-cultural psychology 

 tourism consumer decision-making 

 culture shock and adaptation 

Irrelevant material—such as general marketing studies with no cultural context—was excluded. 

Data Analysis 

Thematic analysis (Braun & Clarke, 2006) was used to analyse the collected literature. This 

approach identifies recurring patterns and themes that describe how culture influences tourist 

behaviour. 

Steps included: 

1. Reading all literature thoroughly 

2. Coding concepts (e.g., collectivism, risk perception, adaptation, novelty-seeking) 

3. Grouping codes into major themes 

4. Linking themes with cultural theories 

5. Synthesising findings into coherent explanations 

The major themes identified include: 

 cultural values as behavioural frameworks 

 motivation differences across cultures 

 destination image interpreted through cultural lens 
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 cultural distance and adaptation 

 communication and behavioural expectations 

 risk perception influenced by culture 

These themes form the basis of the Findings section. 

Ethical Considerations 

As this research uses only secondary data, ethical risks are minimal. All sources are properly 

credited. No personal or sensitive data was collected. Care has been taken to avoid stereotyping 

cultures; instead, findings are based on validated academic research. 

Limitations 

This study has several limitations: 

1. Lack of primary data – no direct insight from actual travellers. 

2. Cultural behaviours vary within nations, so generalisations may overlook individual 

variation. 

3. Tourism behaviour changes over time, influenced by global events and digital trends. 

4. Cultural theories like Hofstede’s, while useful, may oversimplify complex cultural 

identities. 

Despite limitations, the research presents strong insights aligned with established academic 

literature. 

 

Findings 

The thematic analysis revealed a series of important findings that explain how culture shapes 

travel motivations, decision-making, expectations, and behaviour. These findings illustrate the 

deep connection between cultural values and tourist experiences. 

Cultural Values Strongly Influence Tourist Motivation 

The first major finding is that travellers’ motivations are significantly shaped by their cultural 

background. Motivation is not universal; it varies depending on cultural values, social norms, 

and learned behaviours. 

Examples of cultural variations include: 

 Collectivist cultures (e.g., China, Japan) 
Motivated by social bonding, family togetherness, structured group tours, and safety. 
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 Individualist cultures (e.g., USA, UK, Australia) 
Motivated by personal enjoyment, freedom, adventure, and self-discovery. 

 High uncertainty avoidance cultures (e.g., France, South Korea) 
Motivated by predictability, planning, and detailed itineraries. 

 Low uncertainty avoidance cultures (e.g., Sweden, Singapore) 

Motivated by novelty, spontaneity, and exploration. 

These cultural motivations shape decisions on destination type, travel companions, and preferred 

activities. 

Cultural Dimensions Shape Decision-Making Styles 

Decision-making patterns vary considerably across cultures. 

Findings show: 

 Collectivist travellers often consult family or group opinions before choosing 

destinations. 

 Individualist travellers decide independently and prioritise personal preference. 

 High power distance cultures may rely more heavily on travel agents or perceived 

authority figures. 

 Low power distance cultures prefer self-directed research and flexible arrangements. 

Risk perception also differs: 

 High uncertainty avoidance cultures avoid unfamiliar foods, risky activities, and 

uncertain transport systems. 

 Low uncertainty avoidance cultures willingly try exotic foods, local transport, and 

spontaneous adventures. 

Culture therefore shapes both cognitive (information-based) and emotional (risk-based) decision-

making. 

Culture Significantly Influences Destination Image Interpretation 

Destination image is perceived differently depending on cultural lens. 

For example: 

 Japanese tourists value politeness, cleanliness, and orderliness—destinations seen as 

chaotic or messy may seem unappealing. 

 Middle Eastern tourists may emphasise hospitality, luxury, and family-friendliness. 

 North American travellers often prioritise convenience, entertainment, and 

accessibility. 

 Scandinavian tourists emphasise nature, sustainability, and outdoor activities. 
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Even the same destination can evoke different images for different cultural groups. Cultural 

background shapes what tourists consider attractive, safe, authentic, or enjoyable. 

Cultural Distance Affects Comfort, Satisfaction, and Behaviour 

Cultural distance—the degree of difference between tourist and host cultures—has a major 

impact on travel behaviour. 

High cultural distance often leads to: 

 culture shock 

 anxiety or confusion 

 preference for familiar food 

 reliance on structured tours 

 misunderstandings with locals 

 selective participation in activities 

However, it can also stimulate: 

 curiosity 

 transformative experiences 

 desire for novelty 

Low cultural distance increases comfort and reduces stress, resulting in higher satisfaction—but 

may reduce novelty and adventure. 

Tourists often choose destinations based on their comfort with cultural difference. 

Culture Shapes Communication Behaviour and Expectations 

Culture influences how tourists communicate and interpret service interactions. 

Findings show: 

 Collectivist cultures prefer harmony, indirect communication, and politeness. 

 Individualist cultures value directness, clarity, and assertiveness. 

 High power distance cultures expect formal service and deference to hierarchy. 

 Low power distance cultures expect friendliness, equality, and casual interaction. 

These differences can cause miscommunication between tourists and service providers. 

Example: 

A traveller from a direct-communication culture (e.g., Germany) may appear rude to a host from 

an indirect-communication culture (e.g., Japan), even if no offence is intended. 
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Understanding these norms is essential for tourism service design. 

Cultural Values Guide Behaviour During Travel 

Culture influences behaviour in restaurants, hotels, attractions, and public spaces. 

Examples: 

 Food Preferences: 
Some cultures prefer familiar food; others embrace local cuisine. 

 Shopping Behaviour: 

Bargaining is normal in some cultures but considered rude in others. 

 Time Orientation: 

Cultures with relaxed time perception (e.g., Latin America) may have different 

punctuality expectations compared to time-conscious cultures (e.g., Germany). 

 Group vs. Solo Travel: 

Collectivist cultures prefer group tours; individualists prefer solo or small-group trips. 

Understanding these behaviours helps explain why different nationalities act in predictable ways 

during travel. 

Cultural Adaptation and Coping Strategies Vary Across Groups 

Tourists cope with cultural differences differently depending on cultural conditioning. 

Findings show: 

 Tourists from multicultural or open societies adapt faster. 

 Tourists with low cultural tolerance rely on familiar experiences (Western hotels, chain 

restaurants). 

 Younger travellers tend to adapt more easily than older ones. 

 Cultural openness increases satisfaction and reduces anxiety. 

Culture shock varies across cultures based on norms, expectations, and emotional resilience. 

Culture Influences Satisfaction and Loyalty 

Satisfaction is strongly influenced by how well a destination aligns with cultural expectations. 

Example: 

 Tourists from high-service-expectation cultures (e.g., GCC countries) may value 

personalised luxury service. 

 Tourists from Scandinavian cultures may prioritise sustainability and nature. 

 Tourists from East Asia may emphasise safety, cleanliness, and group-friendly 

environments. 
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When destinations meet or exceed culturally rooted expectations, they build loyalty and positive 

word-of-mouth. 

Overall, culture influences: 

 travel motivations 

 destination image 

 decision-making 

 communication styles 

 risk perception 

 behaviour abroad 

 adaptation and coping 

 satisfaction and loyalty 

Culture is therefore a central and unavoidable force shaping every part of the tourism experience. 

 

Discussion 

The purpose of this study was to explore how culture shapes tourist motivation, expectations, 

behaviour, and satisfaction. The findings confirm that culture is one of the strongest and most 

consistent influences on tourism behaviour. This discussion section brings together the findings, 

connects them with theoretical perspectives, and highlights practical implications for the tourism 

industry. 

Culture as a Psychological Blueprint for Behaviour 

One of the most important insights from the research is that culture functions as a psychological 

blueprint that guides how individuals think, feel, and behave during travel. Tourists do not arrive 

as “blank slates”—they carry with them deeply rooted cultural values that shape how they 

interpret new experiences. 

For instance: 

 A tourist from a collectivist culture often seeks group cohesion, safety, and structured 

experiences. 

 A tourist from an individualist culture may prioritise freedom, independence, and 

personal growth. 

These tendencies are supported by Hofstede’s dimensions and numerous empirical studies in 

tourism psychology. Culture therefore acts as the foundation upon which expectations and 

motivations are built. 

Cultural Differences in Travel Motivation 
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The research highlights significant variation in travel motivations across cultures. While 

universal motivations exist—such as relaxation, escape, and novelty—culture influences how 

strongly individuals feel these motivations and how they prioritise them. 

For example: 

 Tourists from collectivist societies often prioritise family bonding and group belonging, 

leading them to prefer group tours and socially oriented travel. 

 Travellers from individualistic societies often seek self-actualisation, independence, and 

personal enjoyment. 

 Tourists from high uncertainty avoidance cultures tend to choose predictable, safe, and 

structured travel experiences, whereas low uncertainty avoidance cultures embrace risk 

and spontaneity. 

This supports Push–Pull Motivation Theory and demonstrates that cultural context determines 

what “pushes” and “pulls” tourists toward specific travel choices. 

The Cultural Lens of Destination Image 

Destination image formation is not universal but filtered through cultural understanding. Two 

tourists from different cultural backgrounds can perceive the same destination in completely 

different ways. 

For example: 

 A destination perceived as “exciting” for Americans might feel “unsafe” for Japanese 

travellers due to different cultural interpretations of risk and order. 

 Scandinavian tourists may perceive sustainability and nature conservation as essential 

attributes of an attractive destination, while tourists from Gulf countries may prioritise 

luxury, hospitality, and family facilities. 

This finding reinforces that destination image is subjective and culturally shaped. Tourism 

marketers must therefore recognise cultural segmentation when developing campaigns. 

Cultural Distance and Its Dual Role 

Cultural distance—how different the host culture is from a tourist’s home culture—plays a 

complex role. On one hand, high cultural distance can lead to: 

 culture shock 

 communication challenges 

 anxiety or discomfort 

On the other hand, it can also drive curiosity and learning. 

For instance: 
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 Tourists seeking novelty and adventure may prefer destinations with high cultural 

distance (e.g., Western tourists visiting Japan or India). 

 Tourists who prioritise comfort may prefer culturally similar destinations (e.g., East 

Asian tourists travelling to neighbouring countries). 

This duality demonstrates that cultural distance does not automatically reduce satisfaction. 

Rather, satisfaction depends on how well expectations align with the cultural environment and 

how adaptive the traveller is. 

Communication Styles and Service Expectations 

Communication is a major area where cultural differences strongly influence tourism 

experiences. Findings show that communication preferences can cause misunderstandings 

between tourists and service providers. 

Examples include: 

 Tourists from direct communication cultures (e.g., Germany, USA) may appear overly 

assertive to hosts from indirect cultures (e.g., Japan, Thailand). 

 Tourists from high power distance cultures may expect formal service and clear 

hierarchy, while travellers from low power distance cultures expect casual, friendly 

interactions. 

These differences deeply affect service quality perceptions. A behaviour intended as polite in one 

culture may appear distant or unhelpful in another. This highlights the need for cultural 

sensitivity training in the tourism and hospitality industries. 

Culture’s Role in Behaviour on Arrival 

Cultural norms guide how tourists behave in unfamiliar environments. Behaviour includes: 

 how they queue 

 how punctual they are 

 how loudly they speak 

 how they dress 

 expectations for personal space 

 tipping practices 

 bargaining customs 

For example: 

 Middle Eastern tourists may prefer late-night dining and hospitality-focused activities. 

 Northern Europeans often favour early dining, punctuality, and structured daily routines. 

 Some cultures view bargaining as normal behaviour, while others find it awkward or 

rude. 
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These patterns often lead to cross-cultural misunderstandings in destinations heavily dependent 

on tourism. 

Culture Shock as a Cultural Response 

Culture shock is not just personal—it is cultural. Different cultural groups experience culture 

shock in varying degrees depending on: 

 openness to new experiences 

 tolerance for ambiguity 

 exposure to multicultural environments 

 language differences 

Tourists with high uncertainty avoidance often feel more culture shock, while those from low 

uncertainty avoidance backgrounds adapt more quickly. Understanding these patterns helps 

tourism providers anticipate the needs of different nationalities. 

Tourism as a Space for Cultural Learning and Transformation 

The findings also reveal a positive dimension: travel can transform individuals culturally. 

Visiting culturally distant destinations increases: 

 empathy 

 intercultural competence 

 appreciation for diversity 

 personal growth 

This aligns with theories of transformative tourism, which suggest travel can reshape values and 

worldviews. Culture not only influences tourism behaviour—tourism also influences culture. 

Implications for Tourism Providers and Destination Managers 

Based on the findings, the tourism industry must recognise the cultural diversity of travellers and 

adapt accordingly. 

Practical implications include: 

1. Culturally Segmented Marketing Strategies 
Marketing messages should be tailored to the expectations and motivations of different 

cultural groups. 

2. Culturally Sensitive Service Design 

Hotels, restaurants, and attractions must understand cultural expectations to enhance 

service satisfaction. 

3. Staff Cultural Training 
Tourism employees need to understand communication differences, non-verbal 

behaviour, and culturally appropriate service. 
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4. Multilingual Information 
Reduces uncertainty for tourists from high uncertainty avoidance cultures. 

5. Flexibility in Product Offerings 
Offering both structured and flexible itineraries supports diverse cultural preferences. 

6. Cultural Mediation and Educational Materials 

Helps tourists interpret cultural differences more positively. 

Understanding culture is no longer optional—it is central to effective tourism management. 

 

Conclusion 

This assignment examined how culture influences tourist motivation and behaviour through a 

detailed literature review, theoretical analysis, and thematic interpretation of secondary data. The 

findings demonstrate that culture shapes almost every aspect of the tourism experience, from the 

moment a tourist begins planning their trip to their final evaluation of the destination. 

Key insights include: 

 Culture shapes internal motivations such as the desire for adventure, relaxation, family 

bonding, or personal growth. 

 Decision-making styles—including risk perception, planning behaviour, and information-

seeking—vary across cultural groups. 

 Destination image is not universal; it is interpreted through cultural values and 

expectations. 

 Cultural distance influences comfort levels, satisfaction, and adaptation. 

 Communication styles and service expectations differ significantly across cultures. 

 Culture shock and adaptation processes reflect cultural conditioning, not just personal 

differences. 

Overall, culture plays a central role in determining tourist motivations, behaviours, and 

satisfaction levels. Understanding these cultural patterns is essential for tourism providers, 

policymakers, and destination managers aiming to create positive, culturally appropriate 

experiences. 

As global tourism continues to expand, cultural diversity will increase. Destinations that embrace 

cultural understanding and design culturally sensitive experiences will be better positioned to 

attract international tourists, enhance satisfaction, and build long-term loyalty. 

 

References  



20 
 

Arlt, W. G. (2013). The second wave of Chinese outbound tourism. Tourism Economics, 19(4), 

817–840. 

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in 

Psychology, 3(2), 77–101. 

Cohen, E. (1972). Toward a sociology of international tourism. Social Research, 39(1), 164–182. 

Crotts, J. (2004). The effect of cultural distance on overseas travel behaviours. Journal of Travel 

Research, 43(1), 83–88. 

Graburn, N. (2001). Secular ritual: A general theory of tourism. In V. Smith & M. Brent (Eds.), 

Hosts and Guests Revisited (pp. 42–56). Cognizant. 

Hofstede, G. (2001). Culture’s Consequences (2nd ed.). Sage. 

Kim, Y. Y. (2001). Becoming intercultural: An integrative theory of communication and cross-

cultural adaptation. Sage. 

Kim, S., Im, H., & King, B. (2015). Cultural differences in travel motivation. Asia Pacific 

Journal of Tourism Research, 20(6), 629–652. 

Leong, A. (2007). Cultural values and travel behaviour. Tourism Management, 28(5), 1431–

1438. 

Ng, S. I., Lee, J. A., & Soutar, G. (2007). Tourists’ intention to visit culturally different 

destinations. Tourism Management, 28(1), 29–43. 

Pizam, A., & Reichel, A. (1996). Cross-cultural tourist behaviour. Annals of Tourism Research, 

23(1), 813–828. 

Reisinger, Y., & Turner, L. (2003). Cross-Cultural Behaviour in Tourism. Butterworth-

Heinemann. 

Richards, G. (2018). Cultural tourism trends. Journal of Tourism Futures, 4(3), 201–210. 

UNWTO. (2019). Global Report on Cultural Tourism. 

Wang, C., & Mattila, A. S. (2011). The impact of cultural values on travel motivation. 

International Journal of Hospitality Management, 30(1), 136–144. 

 


	Abstract
	Introduction
	Literature Review
	Culture as a Foundation of Tourist Behaviour
	Cultural Dimensions Theory (Hofstede) and Tourism
	Motivation Models in Cross-Cultural Tourism
	Cultural Values and Travel Decision-Making
	Culture and Destination Image Formation
	Cultural Distance, Similarity, and Acculturation
	Culture Shock, Adaptation, and Behavioural Responses
	Methodology
	Research Approach
	Data Collection
	Sampling Strategy
	Data Analysis
	Ethical Considerations
	Limitations

	Findings
	Cultural Values Strongly Influence Tourist Motivation
	Cultural Dimensions Shape Decision-Making Styles
	Culture Significantly Influences Destination Image Interpretation
	Cultural Distance Affects Comfort, Satisfaction, and Behaviour
	Culture Shapes Communication Behaviour and Expectations
	Cultural Values Guide Behaviour During Travel
	Cultural Adaptation and Coping Strategies Vary Across Groups
	Culture Influences Satisfaction and Loyalty

	Discussion
	Culture as a Psychological Blueprint for Behaviour
	Cultural Differences in Travel Motivation
	The Cultural Lens of Destination Image
	Cultural Distance and Its Dual Role
	Communication Styles and Service Expectations
	Culture’s Role in Behaviour on Arrival
	Culture Shock as a Cultural Response
	Tourism as a Space for Cultural Learning and Transformation
	Implications for Tourism Providers and Destination Managers

	Conclusion
	References


