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Abstract
The globalization of tourism has intensified interactions between consumers from diverse cultural backgrounds, making cross-cultural understanding a critical factor in tourism and hospitality management. Consumer behaviour in tourism is significantly shaped by cultural values, social norms, and belief systems, which influence how tourists perceive destinations, make travel-related decisions, and evaluate service experiences. This study examines cross-cultural differences in tourist behaviour and analyzes how cultural dimensions shape travel motivations, decision-making processes, spending patterns, and service expectations within the tourism and hospitality sector.
The research applies established consumer behaviour theories and cultural frameworks, with particular emphasis on Hofstede’s Cultural Dimensions Theory, to conduct a comparative analysis of tourist behaviour across Western and Asian markets. The study focuses on tourists from the United States and Western Europe as representatives of individualistic cultures, and tourists from China and Japan as representatives of collectivist cultures. Using secondary data sourced from academic literature, global tourism reports, and industry case studies, the paper explores how key cultural dimensions—such as individualism versus collectivism, uncertainty avoidance, power distance, and long-term orientation—affect travel planning, destination choice, accommodation preferences, information search behaviour, and consumption patterns in tourism.
The findings reveal significant cultural variations in tourism consumption. Western tourists tend to prefer independent travel, personalized experiences, flexible itineraries, and experiential tourism, whereas Asian tourists show a stronger preference for group travel, structured tour packages, brand reputation, and high service standards. Differences are also evident in risk perception, reliance on online reviews and travel intermediaries, sensitivity to safety and hygiene, and expectations of hospitality service encounters. These behavioural distinctions have direct implications for destination marketing, service design, and customer relationship management within the global tourism industry.
The study concludes that a standardized approach to tourism marketing and hospitality services is increasingly ineffective in a culturally diverse marketplace. Instead, tourism and hospitality businesses must adopt culturally adaptive strategies that recognize and respond to distinct consumer behaviour patterns across regions. By integrating cultural insights into marketing communication, service customization, and experience design, tourism organizations can enhance customer satisfaction, strengthen brand loyalty, and achieve sustainable competitive advantage in the international tourism market.

Introduction
Tourism is one of the most dynamic and globally interconnected industries, contributing significantly to economic growth, employment generation, and cross-cultural exchange. As international travel continues to expand, tourism destinations and hospitality businesses increasingly serve consumers from diverse cultural backgrounds. In this context, understanding consumer behaviour in tourism has become a critical area of academic research and managerial practice. Tourist behaviour is not uniform across markets; rather, it is deeply influenced by cultural values, social norms, and belief systems that shape how individuals perceive destinations, evaluate travel options, and experience tourism services.
Consumer behaviour in tourism differs from traditional product consumption due to the intangible, experiential, and high-involvement nature of travel decisions. Tourism purchases often involve substantial financial cost, emotional investment, and perceived risk, making the decision-making process complex and highly sensitive to cultural influences. Factors such as travel motivation, information search behaviour, risk perception, service expectations, and satisfaction evaluation are all shaped by an individual’s cultural background. As a result, cross-cultural differences play a central role in determining tourist preferences and behaviour patterns.
Among the various frameworks developed to study cultural differences, Hofstede’s Cultural Dimensions Theory remains one of the most widely applied models in tourism and consumer behaviour research. The framework provides a systematic way to compare cultures based on dimensions such as individualism versus collectivism, power distance, uncertainty avoidance, masculinity versus femininity, long-term orientation, and indulgence versus restraint. These dimensions offer valuable insights into how tourists from different cultural backgrounds approach decision-making, risk, authority, time orientation, and consumption behaviour. When applied to tourism, Hofstede’s model helps explain why tourists from different regions exhibit distinct preferences for travel style, accommodation type, service interaction, and destination attributes.
The relevance of this topic has increased in the post-pandemic tourism environment. As international travel recovers, tourists are reassessing their priorities, expectations, and risk perceptions. Cultural differences influence how tourists respond to health and safety measures, hygiene standards, digital technologies, and sustainability initiatives. Understanding cross-cultural behaviour is therefore essential for tourism businesses aiming to rebuild trust, attract international visitors, and remain competitive in an increasingly diverse and demanding market.
The primary aim of this study is to critically analyze how cultural differences influence tourist behaviour and to assess the implications for tourism and hospitality management. The objectives of the research are as follows:
To examine key consumer behaviour theories related to culture and tourism
To analyze how cultural values influence tourist decision-making processes
To compare tourism behaviour across Western and Asian cultural contexts
To evaluate the impact of cultural differences on hospitality expectations and spending patterns
To propose culturally tailored strategies for tourism and hospitality businesses
The structure of the paper is organized as follows. The literature review examines existing research on consumer behaviour, culture, and cross-cultural tourism studies, with a focus on relevant theoretical frameworks. The methodology section outlines the research design and data sources used in the study. The findings section presents a comparative analysis of tourist behaviour across cultures, followed by a discussion of the implications for tourism and hospitality management. The paper concludes with a summary of key insights, managerial recommendations, and suggestions for future research.


Literature Review
Overview of Consumer Behaviour in Tourism
Consumer behaviour refers to the processes through which individuals or groups select, purchase, use, and evaluate products and services to satisfy their needs and desires. In the context of tourism, consumer behaviour is particularly complex due to the experiential, intangible, and high-involvement nature of travel products. Unlike tangible goods, tourism experiences cannot be tested prior to consumption, which increases perceived risk and makes decision-making highly dependent on psychological, social, and cultural influences.
Scholars argue that tourism consumption involves multiple stages, including motivation, information search, evaluation of alternatives, purchase decision, experience consumption, and post-travel evaluation. Each stage is shaped by internal factors such as attitudes, perceptions, and personality, as well as external factors such as social groups, technology, and culture. Among these influences, culture is widely recognized as one of the most powerful determinants of tourist behaviour, as it shapes fundamental values that guide individual and collective actions.

The Role of Culture in Consumer Behaviour
Culture is defined as a system of shared values, beliefs, norms, customs, and behavioural patterns learned and transmitted within a society. In consumer behaviour theory, culture acts as a lens through which individuals interpret information, evaluate choices, and form preferences. It determines what is considered desirable, acceptable, or appropriate within a given social context.
In tourism, cultural values influence how tourists perceive destinations, what motivates them to travel, how they interact with service providers, and how they evaluate satisfaction. For example, cultural norms affect attitudes toward time, uncertainty, authority, social relationships, and indulgence, all of which are relevant in tourism settings such as hotel service encounters, guided tours, dining experiences, and destination activities. Researchers emphasize that culture does not operate in isolation but interacts with social class, family structure, reference groups, and technological influences to shape tourist behaviour.

Hofstede’s Cultural Dimensions Theory
Hofstede’s Cultural Dimensions Theory is one of the most influential frameworks for analyzing cross-cultural differences in consumer behaviour. Developed through extensive international research, the model identifies key dimensions along which national cultures differ. These dimensions provide a structured way to compare consumer behaviour across countries and regions and have been widely applied in tourism and hospitality studies.
The primary dimensions relevant to tourism behaviour include:
Individualism vs. Collectivism:
This dimension reflects whether individuals prioritize personal goals or group harmony. Individualistic cultures, such as those in the United States and Western Europe, emphasize independence, self-expression, and personal achievement. Tourists from these cultures tend to prefer independent travel, personalized experiences, and flexible itineraries. In contrast, collectivist cultures, such as China and Japan, emphasize family, group cohesion, and social approval. Tourists from these cultures often prefer group travel, package tours, and destinations that are socially recognized and prestigious.
Uncertainty Avoidance:
Uncertainty avoidance refers to the extent to which individuals feel uncomfortable with ambiguity and risk. High uncertainty-avoidance cultures prefer structured situations, clear rules, and predictability. In tourism, this translates into a preference for organized tours, advance planning, trusted brands, and detailed information. Low uncertainty-avoidance cultures are more comfortable with spontaneity and novelty, making tourists more open to adventure travel, last-minute bookings, and unfamiliar destinations.
Long-Term Orientation:
This dimension reflects whether a culture emphasizes long-term planning, perseverance, and future rewards versus short-term gratification. Long-term oriented tourists may value educational travel, cultural enrichment, and careful financial planning, while short-term oriented tourists may focus more on immediate enjoyment, leisure, and entertainment.

Cross-Cultural Differences in Tourist Motivation
Tourist motivation refers to the internal and external factors that drive individuals to travel. Cultural background plays a critical role in shaping travel motivations. Research indicates that Western tourists are often motivated by self-fulfillment, relaxation, novelty-seeking, and personal enrichment. Experiential tourism, adventure travel, and authentic local experiences are particularly appealing to these consumers.
In contrast, Asian tourists are frequently motivated by social factors such as family bonding, group enjoyment, status enhancement, and cultural learning. Travel is often viewed as a collective activity that strengthens relationships and fulfills social obligations. This difference in motivation influences destination choice, travel style, length of stay, and spending behaviour.

Decision-Making and Information Search Across Cultures
Cultural differences also affect how tourists search for information and make decisions. Tourists from individualistic cultures tend to rely on personal research, online reviews, and self-directed planning through digital platforms. They value autonomy in decision-making and are more likely to experiment with new destinations and services.
Collectivist tourists, on the other hand, often rely on recommendations from family, friends, and trusted social networks. Travel agents, group leaders, and official tourism authorities play an important role in influencing decisions. Social approval and consensus are important factors, leading to more cautious and risk-averse decision-making.

Cultural Influences on Hospitality Expectations
Hospitality expectations vary significantly across cultures. Western tourists generally value efficiency, personalization, friendliness, and informal communication. They expect service staff to be approachable and responsive, with an emphasis on individual needs.
Asian tourists often place greater emphasis on politeness, professionalism, attention to detail, and respect. High service standards, cleanliness, safety, and brand reputation are critical factors in shaping satisfaction. Cultural norms also influence expectations regarding food preferences, language support, payment methods, and technological convenience.

Implications of Cross-Cultural Tourism Research
The existing literature consistently highlights that cultural differences have a profound impact on tourist behaviour and service evaluation. A standardized, “one-size-fits-all” approach to tourism marketing and hospitality management is increasingly ineffective in a globalized market. Instead, researchers advocate for culturally adaptive strategies that align with the values, expectations, and behaviour patterns of different tourist segments.
However, while previous studies provide valuable insights, there remains a need for integrated analyses that connect cultural theory with practical implications for tourism and hospitality businesses. This study seeks to address this gap by applying Hofstede’s framework to real-world tourism contexts and offering strategic recommendations based on cross-cultural consumer behaviour insights.


Methodology
Research Approach
This study adopts a qualitative, descriptive, and comparative research approach to examine cross-cultural differences in tourist behaviour. Given the conceptual nature of the research and its focus on understanding cultural influences on consumer behaviour, a qualitative approach is considered appropriate. Rather than collecting primary data, the study relies on existing academic research and industry data to identify patterns, themes, and behavioural differences across cultures.
The research is descriptive in nature, as it aims to explain how cultural factors influence tourist behaviour, and comparative, as it contrasts consumer behaviour across different cultural regions. This approach allows for an in-depth analysis of cultural dimensions and their implications for tourism and hospitality management.

Research Design
The research design is based on a secondary data analysis framework. Secondary research is widely used in tourism and consumer behaviour studies, particularly when examining global trends and cross-cultural patterns. This design enables the integration of theoretical perspectives with real-world observations from multiple geographic contexts.
The study is structured around Hofstede’s Cultural Dimensions Theory, which serves as the primary analytical framework. Cultural dimensions are applied to compare tourist behaviour across selected regions, allowing for systematic and theory-driven analysis.


Sample Selection and Cultural Context
The study focuses on a comparative analysis of tourists from two broad cultural regions:
Western cultures, represented by tourists from the United States and Western Europe
Asian cultures, represented by tourists from China and Japan
These regions were selected for several reasons. First, they represent contrasting cultural values, particularly in terms of individualism versus collectivism, uncertainty avoidance, and power distance. Second, they are among the largest contributors to international tourism flows, making them highly relevant for global tourism and hospitality businesses. Third, these markets have been extensively studied in cross-cultural research, providing reliable data for comparison.
The selection enables meaningful comparison while maintaining clarity and consistency in cultural analysis.

Analytical Framework
Hofstede’s Cultural Dimensions Theory is used as the primary analytical tool to interpret tourist behaviour across cultures. The following dimensions are emphasized in the analysis:
Individualism versus collectivism
Uncertainty avoidance
Power distance
Long-term orientation
These dimensions are applied to examine differences in:
Travel motivations
Decision-making and information search behaviour
Accommodation and service preferences
Spending patterns and consumption behaviour
Expectations of hospitality service quality
By linking cultural dimensions to specific tourism behaviours, the study provides a structured and theory-based comparison across regions.

Data Analysis Technique
The data analysis involves thematic and comparative analysis. Information from secondary sources is reviewed, categorized, and interpreted according to key themes related to consumer behaviour and cultural influence. Patterns and contrasts between Western and Asian tourist behaviour are identified and discussed in relation to the selected cultural dimensions.
The analysis emphasizes:
Identifying recurring behavioural trends across cultures
Comparing similarities and differences between regions
Interpreting findings through established consumer behaviour theories
This method ensures consistency between theoretical frameworks and empirical observations.

Reliability and Validity
The reliability of the study is enhanced by using multiple academic and industry sources, ensuring consistency and triangulation of data. The use of well-established theoretical frameworks, such as Hofstede’s model, further strengthens the validity of the analysis.
While secondary data may have limitations related to context specificity and time sensitivity, these limitations are minimized by using recent and reputable sources and by critically evaluating findings rather than accepting them uncritically.

Ethical Considerations
This research is based entirely on secondary data and does not involve human participants. Therefore, no ethical approval was required. All sources used in the study are properly acknowledged and referenced in accordance with academic integrity standards and APA referencing guidelines.

Limitations of the Study
Despite its strengths, the study has certain limitations. The reliance on secondary data means that findings are dependent on the accuracy and scope of existing research. Additionally, cultural generalizations may overlook individual differences within countries. However, these limitations are consistent with cross-cultural research and do not undermine the overall relevance of the findings.


Findings
This section presents the key findings of the study based on the comparative analysis of tourist behaviour across Western and Asian cultural contexts. Using Hofstede’s Cultural Dimensions Theory as the analytical framework, the findings highlight significant differences in travel motivations, decision-making processes, spending patterns, and hospitality expectations. The results are organized according to major cultural dimensions that influence tourist behaviour.

Individualism versus Collectivism and Tourist Behaviour
One of the most significant findings of the study is the influence of individualism versus collectivism on tourist behaviour. Tourists from Western cultures, particularly the United States and Western Europe, display strongly individualistic tendencies. These tourists value independence, autonomy, and personal choice in travel planning and consumption. They prefer self-organized trips, customized itineraries, and experiences that allow for self-expression and personal enrichment. Independent travel, solo tourism, and experiential tourism activities such as adventure travel and cultural immersion are particularly popular among Western tourists.

Uncertainty Avoidance and Risk Perception
The findings reveal notable differences in uncertainty avoidance and risk perception between Western and Asian tourists. Japanese tourists, in particular, exhibit high levels of uncertainty avoidance, leading to a strong preference for structured travel arrangements, advance planning, and detailed information. These tourists are more likely to rely on travel agencies, official tourism websites, and trusted brands when making travel decisions. Safety, hygiene standards, and service reliability are critical factors influencing satisfaction.
Western tourists, particularly those from the United States, tend to display lower levels of uncertainty avoidance. They are generally more comfortable with ambiguity and novelty, making them more open to spontaneous travel decisions, less familiar destinations, and adventure-based tourism experiences. This group is more likely to use online platforms for self-planning and to experiment with new tourism products and services.

Power Distance and Service Expectations
Cultural differences in power distance significantly influence expectations of hospitality service. Tourists from high power-distance cultures, such as China, often associate tourism consumption with social status and prestige. Luxury hotels, premium airline services, and high-end shopping experiences are perceived as symbols of success and social standing. Formal service interactions, visible signs of respect, and attentive staff behaviour are highly valued.
In contrast, tourists from low power-distance Western cultures prefer egalitarian service interactions. They appreciate friendliness, informality, and personalized attention rather than overt displays of hierarchy. Western tourists are more comfortable engaging directly with service staff and expect transparent communication and efficient problem-solving.

Information Search and Technology Use
Differences are also evident in information search behaviour and technology use. Western tourists rely heavily on digital platforms, including online travel agencies, social media, and user-generated reviews, to research and plan their trips. They value transparency, peer reviews, and personalized recommendations.
Asian tourists also use digital platforms extensively but place greater trust in official sources, brand reputation, and recommendations from social networks. Language support, localized platforms, and secure payment systems are important factors influencing online booking behaviour.

Spending Patterns and Consumption Behaviour
Spending behaviour varies significantly across cultures. Asian tourists, particularly Chinese tourists, are known for high spending on luxury goods, branded products, and shopping-related activities during travel. Shopping is often an integral part of the tourism experience and is associated with gifting and social obligations.
Western tourists tend to allocate more spending toward experiences, dining, and entertainment rather than luxury shopping. Value for money, authenticity, and experiential quality are key considerations in spending decisions.

Hospitality Expectations and Satisfaction Evaluation
The findings indicate that cultural background influences how tourists evaluate satisfaction and service quality. Western tourists assess satisfaction based on personalization, efficiency, and emotional engagement. Asian tourists place greater emphasis on consistency, attention to detail, cleanliness, and professionalism.
Service failures are perceived differently across cultures. Western tourists are more likely to express dissatisfaction through direct feedback and online reviews, while Asian tourists may avoid confrontation and instead express dissatisfaction indirectly or through reduced loyalty.


Discussion
The comparative analysis of cross-cultural tourist behaviour reveals substantial differences between Western and Asian tourists, highlighting the significant influence of cultural values on travel decisions, consumption patterns, and hospitality expectations. These findings corroborate and extend existing research on cultural determinants of consumer behaviour in tourism, emphasizing the need for culturally adaptive strategies in marketing, service design, and destination management.

Cultural Dimensions and Travel Behaviour
The findings align closely with Hofstede’s Cultural Dimensions Theory, demonstrating how individualism versus collectivism, uncertainty avoidance, power distance, and long-term orientation shape tourist behaviour.
Individualism versus Collectivism:
Western tourists’ preference for independence, self-expression, and personalized experiences reflects high individualism, consistent with Hofstede’s framework. This manifests in a higher propensity for solo travel, experiential tourism, and flexible itineraries. Conversely, collectivist tendencies among Asian tourists explain the preference for group travel, packaged tours, and socially approved destinations. Tourism marketers must recognize these differences to tailor offers that resonate with cultural expectations—e.g., promoting personalized adventure experiences to Western tourists while emphasizing group-oriented packages and family-friendly destinations for Asian tourists.
Uncertainty Avoidance:
High uncertainty avoidance among Asian tourists, particularly Japanese travelers, explains the reliance on structured travel arrangements, trusted travel agencies, and brand reputation. Western tourists’ lower uncertainty avoidance corresponds to a willingness to engage in spontaneous travel, adventure tourism, and risk-taking experiences. From a managerial perspective, businesses must provide detailed information, clear safety measures, and reassurance for high uncertainty-avoidance tourists, while offering flexibility and novelty for low uncertainty-avoidance segments.
Power Distance:
Cultural attitudes toward hierarchy and authority influence hospitality expectations. Tourists from high power-distance cultures expect formal, status-sensitive service, including luxury accommodations, attentive staff, and visible recognition of social status. Low power-distance Western tourists value egalitarian interactions, informal communication, and personalized attention. Hospitality providers must train staff to recognize and adapt to these expectations, balancing formality with approachability depending on the cultural background of the guests.
Long-Term Orientation:
Asian tourists’ focus on long-term benefits such as cultural enrichment and educational value contrasts with Western tourists’ short-term, experience-oriented travel. This has implications for designing travel experiences and marketing campaigns. For instance, heritage tourism, cultural tours, and educational programs may appeal more to Asian tourists, while Western tourists may respond better to adventure, entertainment, and leisure-focused offerings.

Consumer Decision-Making and Technology
The discussion of information search and decision-making highlights the interplay between culture and technology. Western tourists rely heavily on online reviews, social media, and peer recommendations, emphasizing autonomy and transparency. Asian tourists also use digital platforms but give preference to official sources, brand credibility, and social recommendations, reflecting collectivist tendencies. Tourism businesses must therefore adopt multi-channel digital strategies that balance user-generated content with authoritative, brand-controlled information to appeal to diverse cultural segments.

Hospitality Expectations and Service Management
The findings on hospitality expectations emphasize that satisfaction evaluation is culturally contingent. Western tourists prioritize personalization, efficiency, and emotional engagement, whereas Asian tourists emphasize consistency, professionalism, and attention to detail. Service failures may therefore be perceived differently: direct feedback and online reviews are common among Western tourists, while Asian tourists may avoid confrontation, potentially masking dissatisfaction. For effective service management, hospitality providers must adopt culturally sensitive training programs, standardize critical quality elements, and personalize interactions according to cultural norms.

Implications for Tourism Marketing and Strategy
The findings have several practical implications for tourism and hospitality businesses:
Culturally Adaptive Marketing: Marketing messages should reflect cultural values, using independent-focused promotions for individualistic tourists and group-oriented messaging for collectivist tourists.
Customized Service Design: Service delivery should be adapted to expectations regarding formality, personalization, and attention to detail.
Digital Strategy: Multichannel approaches should integrate peer recommendations, user-generated content, and authoritative sources to address varying trust and information preferences.
Product Differentiation: Packages and experiences should be designed to cater to distinct motivations—adventure and experiential tourism for Western tourists; luxury, structured, and culturally enriching experiences for Asian tourists.
Training and Staff Management: Cross-cultural training programs should equip staff with the skills to recognize and adapt to varying communication styles, service expectations, and cultural sensitivities.

Theoretical Contributions
This study contributes to the literature by bridging Hofstede’s theoretical framework with practical tourism management applications. By systematically linking cultural dimensions to observable differences in travel behaviour, spending, and service expectations, the study reinforces the relevance of cultural analysis in shaping effective tourism strategies. Additionally, the comparative approach highlights the diversity of international tourism markets and underscores the limitations of standardized service models in a globalized context.

Limitations and Future Research Directions
While the study provides valuable insights, several limitations must be acknowledged. The reliance on secondary data may limit contextual specificity and the ability to capture emerging trends. Furthermore, while Hofstede’s model provides a robust framework, individual differences within national cultures may not be fully captured. Future research could incorporate primary data collection, including surveys or interviews with international tourists, to validate and refine the findings. Longitudinal studies could also explore how cultural influences evolve in response to globalization, technological adoption, and post-pandemic travel trends.


Conclusion
This study examined cross-cultural differences in tourist behaviour by comparing Western and Asian tourists, with a focus on understanding how cultural values influence travel motivations, decision-making, spending patterns, and hospitality expectations. Using Hofstede’s Cultural Dimensions Theory as the primary analytical framework, the research highlighted the profound role of culture in shaping consumer behaviour within the tourism and hospitality industry.
The findings reveal that Western tourists, characterized by high individualism, low uncertainty avoidance, and low power distance, exhibit preferences for independent travel, experiential tourism, flexible itineraries, and personalized services. They prioritize autonomy, emotional engagement, and immediate gratification, often relying on peer reviews, online platforms, and self-directed planning. In contrast, Asian tourists, reflecting collectivist, high uncertainty-avoidance, and high power-distance cultural tendencies, tend to favor group travel, structured itineraries, brand credibility, and high service standards. Their travel behaviour emphasizes social harmony, safety, cultural enrichment, and long-term planning, with a strong reliance on official sources and recommendations from trusted networks.
The study also underscores the practical relevance of Hofstede’s Cultural Dimensions Theory for tourism management. By linking theoretical dimensions to observable tourist behaviour, managers can develop culturally sensitive strategies for diverse market segments. Key recommendations include:
Culturally tailored marketing messages that appeal to individualistic or collectivist values.
Service customization to meet expectations regarding formality, attention to detail, and personalization.
Digital strategy optimization incorporating both user-generated content and authoritative information.
Product differentiation to cater to motivations such as adventure and experiential tourism for Western tourists, and structured, luxury, or educational experiences for Asian tourists.
Staff training and management programs emphasizing cross-cultural competence and adaptive service delivery.
In conclusion, culture remains a central determinant of tourist behaviour, influencing every stage of the tourism consumption process. Tourism and hospitality businesses that proactively integrate cultural insights into their strategies are better positioned to meet the diverse expectations of global travelers, foster long-term customer loyalty, and achieve sustainable success in an increasingly interconnected tourism market.
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Appendices
Appendix A: Comparative Table of Tourist Behaviour by Cultural Dimensions
	Cultural Dimension
	Western Tourists (USA & Western Europe)
	Asian Tourists (China & Japan)

	Individualism vs. Collectivism
	High individualism; prefer independent travel, personalized itineraries, solo or couple trips
	High collectivism; prefer group travel, family vacations, packaged tours

	Uncertainty Avoidance
	Low; open to spontaneity, adventure, and novel experiences
	High; prefer structured plans, organized tours, trusted brands

	Power Distance
	Low; informal service interactions, egalitarian expectations
	High; formal service, luxury brands, visible status differentiation

	Long-Term Orientation
	Short-term focus; prioritize leisure, entertainment, immediate enjoyment
	Long-term focus; plan trips in advance, value cultural learning and enrichment

	Motivations
	Self-fulfillment, novelty-seeking, experiential tourism
	Family bonding, social approval, status enhancement, cultural enrichment

	Information Search
	Online platforms, peer reviews, self-directed research
	Official sources, social networks, brand reputation, travel agencies

	Spending Patterns
	Experience-oriented spending: adventure, dining, entertainment
	High expenditure on luxury goods, branded products, and shopping

	Service Expectations
	Personalization, efficiency, friendly and approachable staff
	Professionalism, attention to detail, politeness, high-quality service

	Response to Service Failures
	Direct feedback, online reviews, assertive complaints
	Indirect feedback, avoid confrontation, reduced loyalty










Appendix B: Case Example Summary
	Tourist Segment
	Destination Example
	Key Behavioural Observations

	Western (USA)
	Iceland Adventure Tour
	Solo travel, high willingness for adventure, rely on online reviews

	Western (Europe)
	Italy Cultural Tour
	Flexible itineraries, experiential focus, moderate luxury spending

	Asian (China)
	Japan Group Tour
	[bookmark: _GoBack]Prefers structured package, high brand-conscious spending, values safety

	Asian (Japan)
	Kyoto Cultural Trip
	Long-term planning, emphasis on cultural enrichment, high service expectations





