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Abstract 

Purpose – The main purpose of our study was to inves-

tigate the eff ect of perceived culture personality (CP) 

on the evaluation of a country as an ideal tourist desti-

nation. A new culture personality scale has been devel-

oped for the analysis, and this paper aims to implement 

it in a destination marketing context.

Design/Methodology/Approach – As a result of the 

scale construction procedure, based on extensive qual-

itative studies, a 51-item semantic diff erential scale was 

developed and tested. A sample of 216 Hungarian and 

47 French university students has been surveyed. 

Findings and implications – The regression model 

proves the connections between perceived culture 

personality and the evaluation of a culture as a tour-

ist destination. The most infl uencing personality traits 

of the culture are also identifi ed. Based on the results, 

destination managers can refi ne their marketing com-

munication plan, especially among younger target seg-

ments.

Limitations – The generalizability of the results is sub-

ject to some limitations due to the student sample used.

Sažetak

Svrha – Glavna svrha našeg istraživanja bila je istražiti 

učinak percipirane osobnosti kulture (culture persona-

lity - CP) na procjenu zemlje kao idealnog turističkog 

odredišta. Za potrebe analize razvijena je nova ljestvica 

osobnosti kulture, a cilj rada jest implementirati ju u kon-

tekst  marketinga destinacije. 

Metodološki pristup – Kao rezultat procedure izrade 

skale, temeljene na opsežnim kvalitativnim studijama, 

razvijena je i testirana skala semantičkog diferencijala s 

51 česticom. Anketiran je uzorak od 216 mađarskih i 47 

francuskih studenata.

Rezultati i implikacije – Regresijski model dokazu-

je povezanost percipirane osobnosti kulture i  njezine 

procjene kao turističke destinacije. Isto su tako uočena 

najutjecajnija obilježja osobnosti kulture. Na temelju re-

zultata menadžeri destinacija mogu razraditi svoj plan 

marketinške komunikacije, osobito za segmente mlađih 

ciljnih skupina.

Ograničenja  – Generalizacija rezultata ograničena je s 

obzirom na studentski uzorak ispitanika.
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Originality – Both the scale developed and the eff ects 

revealed contribute to the research fi eld. 

Keywords – culture personality (CP), tourist destina-

tions, scale development

Doprinos  – Razvijena skala i otkriveni utjecaji daju do-

prinos istraživačkom području.

Ključne riječi – osobnost kulture, turističke destinacije, 

razvoj skale
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1. INTRODUCTION AND 
OBJECTIVES

In marketing practice, one is often exposed 

to advertising, which tries to make an impact 

on the audience with the help of a personali-

ty built around the object of communication. 

The concept of personality attracted attention 

among researchers in marketing when very 

similar products resulting from mass produc-

tion started to appear on the market and brand 

managers faced a great challenge regarding 

their positioning strategy. The quality parame-

ters of products started to be identical and dif-

ferences could have been achieved only in case 

of irrelevant product attributes which were not 

perceived or noticed during the process of in-

formation provision to customers. Practitioners 

soon realized that products can effi  ciently be 

distinguished on the basis of brand personal-

ities, person-related associations or abstract 

traits (McEnally & De Chernatony, 1999), espe-

cially because in most cases this kind of dif-

ferentiation required less investment than the 

product development process (Azoulay & Kap-

ferer, 2003; Péter, Németh & Kaszás, 2014a; Péter, 

Németh & Kaszás, 2014b). Another advantage 

of this kind of symbolic positioning is that, in 

case of simple products with only few relevant 

attributes, personality as a complex and diverse 

concept provides a wide range of possibilities to 

build and express uniqueness.

Similar processes can be observed in the case 

of marketing in tourism as well. The concept 

of country image, country branding and des-

tination marketing have recently gained more 

attention in international academic research 

in marketing, relying on the achievements of 

brand personality concepts and theories. How-

ever, the more nationalities live in a country, the 

more diff erences can be observed there; these 

nationalities have their own cultural specialties 

and they are perceived along diff erent person-

ality traits. Papp-Váry (2008, p. 134) emphasizes 

that “the higher the speed of information dif-

fusion gets, the more similar countries will be-

come. The diff erence, which is the most import-

ant factor in (country) brand management, can 

be gained by those unique and special charac-

teristics of the culture that are deeply rooted 

and embedded in a country.” The importance 

of the culture component of destinations as 

a touristic product is also increasing (Bodnár, 

Jászberényi & Ásványi, 2017), and destinations 

should be able to adjust their off er according to 

the needs of their targets with diff erent social 

characteristics (Keller, 2017).

The main objective of the present research is to 

investigate the relationship between perceived 

culture personality and the attractiveness of that 

culture as a tourist destination. To determine the 

existence and nature of this association, a new 

culture personality scale was developed to also 

present how a culture can be described using 

personality traits. Accordingly, the following re-

search questions were set:

o How can we describe the French and the 

Hungarian culture with personality traits?

o Are there diff erences in how the French and 

the Hungarians perceive the other’s culture 

personality?

o Can dimensions of culture personality be 

identifi ed?

o Which personality traits infl uence the eval-

uation of the culture as a tourist destination 

to the largest extent?

2. LITERATURE REVIEW

2.1. The culture personality 
concept

The culture personality concept can be origi-

nated from the general brand personality liter-

ature and from the view of a broader approach; 

it is a special version of brand image. Several 

scholars investigated the ways in which brand 

image concept can be adapted to countries. 

This research fi eld has been investigated from 

diff erent perspectives. Country of origin image 

(COO), or “made-in-image” as it is sometimes 
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called, has been considered mainly as a cue 

infl uencing consumers’ brand choice (Heslop, 

Papadopoulos & Bamossy, 1993; Berács & Gyu-

lavári, 1999; Papadopoulos & Heslop, 2014). Gen-

eral country image has been researched within 

the scope of potential international fi nancial 

and/or manufacturer investment. Country im-

age plays an important role in the destination 

research too, where the concept has been stud-

ied as a special case of destination image (Sun, 

2016). There are attempts to shift this phenom-

enon to a more abstract level and integrate the 

abovementioned research eff orts into one gen-

eral concept of country equity (Roth & Diaman-

topoulos, 2009). 

In the country image model of Heslop and oth-

ers (1993), the image of the country and one 

of the people living there are handled as two 

diff erent – but strongly correlated – concepts. 

People’s image is not considered as part of the 

country image but can be interpreted through 

other dimensions. Hosany, Ekinci and Uysal 

(2004) investigated the relationship between 

destination image and destination personality 

and concluded that the two concepts are cor-

related. They found that the emotional compo-

nents of destination image capture the majority 

of variance on destination personality dimen-

sions, as measured by Aaker’s (1997) brand per-

sonality scale.

In our study, among these intercorrelated con-

cepts we focus on a new one that we named 

“culture personality.” Instead of brand or coun-

try, we selected culture as the core object of 

our investigation before focusing, in a wide ar-

ray of image components, on personality traits. 

We defi ne culture personality as a set of human 

characteristics associated with a culture.

Personality has been conceptualized in many dif-

ferent ways. Diverse approaches have emerged 

in the literature, depending on assumed an-

tecedents of the concept that can presumably 

be biological, psychoanalytical, or evolution-

ary etc. One of the most popular directions of 

various research streams is the trait theory that 

emphasizes the stable and inherited character-

istics of a person and focuses primarily on the 

measurement of these traits. The pioneering re-

searcher of this theory was Allport (1937, p. 48.), 

who collected 49 defi nitions of personality to 

analyze and classify. Based on that work, he de-

veloped his own defi nition: “personality is the dy-

namic organization within the individual of those 

psychophysical systems that determine his unique 

adjustments to the environment.” This descrip-

tion reveals the nature of the concept that can 

hardly be captured in a precise manner and, by 

necessity, researchers are forced to defi ne it on 

a rather general level. Despite some weaknesses 

of the theoretical background, the trait theory 

evolved into the most dominant approach to 

investigating personality. This can be attributed 

to the strong measurement orientation and the 

attention paid to the development of applica-

ble scales.

2.2. Relationship between culture 
personality and attitudes 
towards a destination

A multitude of similar concepts regarding des-

tination image have been researched in regard 

to their eff ect on the attitude towards destina-

tion or the behavioral intention to visit. That re-

lationship is well-established in the destination 

literature (Zhang, Fu, Cai & Lu, 2014; Malota & 

Gyulavári, 2014). However, only a few empirical 

research studies have been carried out to ana-

lyze the impact of the personality components 

of destination image. Búrcio, Silva and Salgueiro 

(2014) found a positive relationship between 

destination personality and behavioral inten-

tions to visit while including aff ective country 

image as a mediating variable. Papadimitriou, 

Apostolopoulou and Kaplanidou (2013) also 

considered destination personality as an an-

tecedent of general image and found empirical 

support for its indirect eff ect on the intention 

to visit. 

Another stream of destination research involves 

the self-congruity theory in the investigation of 

a relationship between the perceived person-

ality of destinations and the tendency to visit 
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(Murphy, Benckendorff  & Moscardo, 2007; D’As-

tous & Boujbel, 2007; Usakli & Baloglu, 2011), as 

the researchers examined the role of diff erent 

types of self-image of tourists in the attitude 

formation towards destinations. D’Astous and 

Boujbel (2007) developed a new scale to mea-

sure country personality and test the validity of 

it with the help of congruity theory. Murphy and 

others (2007) found a link between destination 

brand personality and travel motivation but 

they concluded that the strength of the associa-

tion varies between consumer segments. Usakli 

and Baloglu (2011) suggest that the actual and 

the ideal self-image have unequal eff ects in the 

context of destination evaluation. The actual 

self-image plays a role in a higher probability of 

return of consumers if a destination is perceived 

similar to their self, but tourists recommend 

those destinations that are perceived consistent 

with their ideal self-image.

3. METHOD

3.1. General and marketing-related 
personality scales in the 
literature

General personality scales

The eff orts that the followers of trait theory 

made to construct a valid and generally appli-

cable measure of personality can be demon-

strated by the lexical method they used. Allport 

and Odbert (1936), for instance, collected almost 

18,000 phrases that are found in the dictionary 

to describe the diff erences in the behavior of 

individuals. This list incorporated phrases of 

temporal mood and subjective evaluation of a 

person which were sorted out later. Cattel (1945) 

continued the work of Allport and Odbert by re-

ducing the number of traits dramatically to 22 

items and subsequently identifi ed 16 person-

ality factors (see Cattel, Eber & Tatsuoka, 1970). 

Fiske (1949) was the fi rst to publish fi ve factors 

using Cattel’s items and, despite questioning 

diff erent types of respondents (self-evaluators, 

class fellows, psychologists), he managed to 

achieve the same structure. Tupes and Christal 

(1961) also obtained the fi ve-factor model and 

other researchers confi rmed the results. This 

became the origin of the most widely recog-

nized measure of personality, the Big Five (John 

& Srivastava, 1999). In addition to the fi ve-fac-

tor model of personality, diff erent numbers of 

dimensions can be found in the literature, such 

as the six-factor model of Ashton and Lee, and 

the three-factor model of Eysink (Linden, Nijen-

huis & Bakker, 2010). Researchers have recently 

investigated the possibility of more common di-

mensions or a single universal one, named the 

General Factor of Personality (GFP; Linden et al., 

2010).

Although the researchers made tremendous ef-

forts to fi nd a generally accepted, context-free 

scale with common dimensions of personality, 

another trend can be observed in the literature. 

The demand for more and more sophisticated 

measurement and the fi t requirements of com-

plex models requires the adaption of general 

scales or the development of new ones that are 

more valid regarding a specifi c fi eld of research 

interest.

Marketing-related personality scales

The measurement tools of personality applied 

in the fi eld of marketing can be classifi ed into 

two groups, so we can distinguish brand per-

sonality and country personality scales. In the 

latter case, the personality is often part of a 

broader concept of a model and can be viewed 

as a dimension of country image, country-of-or-

igin image, or country brand equity (see Berács 

& Gyulavári, 1999; Berács, Gyulavári, Heslop & 

Papadopoulos, 2000; Malota, 2003; Roth & Dia-

mantopoulos, 2009; Jenes, 2012). 

In the marketing literature, one of the most rec-

ognized personality scale was developed by 

Aaker (1997), who constructed a new measure-

ment to brand personality. She perceived that 

two types of scales were applied at that time 

to measure the personality of a brand. On the 

one hand, many of them were formulated in a 

haphazard fashion for a given business research 
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project; on the other hand, general psychologi-

cal scales were implemented. In case of the lat-

ter, not all the items were evaluated as relevant 

for a brand and additional characteristics were 

viewed to be important that were originally not 

part of the personality concept. Age as a de-

mographic characteristic, for instance, is not a 

personality trait but is related to the perceived 

image of a person, and this symbolic attribute 

plays important role in the buying decisions of 

customers. Once marketing managers decide to 

position the brand upon personality, e.g. with 

the help of celebrity endorsers, they cannot ne-

glect this characteristic. For this reason, Aaker 

developed her own brand personality scale and 

generated items from three diff erent sources: 

a) general personality scales, b) scales used by 

market research agencies, c) qualitative research 

carried out for this target. The 309 items collect-

ed this way were reduced to the fi nal 45, which 

represent 15 facets across fi ve dimensions. 

D’Atsous and Boujbel (2007) also aimed to 

create a specifi c personality scale, one that is 

more appropriate for measuring the perceived 

personality of a country than general scales. 

They developed a six-factor scale and tested 

its nomological validity in the framework of the 

congruency theory; that is, whether the simi-

larity between self-image and country image 

leads to stronger preferences. The perceived 

personality of a country and a culture is highly 

correlated but diff erences can also be identifi ed. 

The most obvious one is related to the natural 

characteristics of a country which can be part 

of the country image. The expressions such as 

“Mother Nature” and “the wild” used in the En-

glish and Hungarian language well demonstrate 

the tendency to describe things with personal 

attributes. Nature itself, however, is rarely repre-

sented in the concept of culture. In conclusion, 

country personality and culture personality are 

overlapping but still diff erent concepts. From 

the aspect of measurement, country image 

has other elements which are hard to person-

alize, e.g. economic, political, geographical 

dimension. For this reason, a personality scale 

works better in the case of culture. Hofmeister, 

Neulinger and Kunsági (2002) investigated per-

sonality in diff erent cultural settings.

3.2. Culture personality scale 
construction 

Following the recommendation of the meth-

odological literature (Churchill, 1979; Rossiter, 

2002), after defi ning the concept to measure 

we started the culture personality (CP) scale 

construction procedure by generating items via 

exploratory methods (see Gyulavári et al., 2014). 

Qualitative data were collected during each se-

mester between 2004 and 2012 among foreign 

exchange students, who answered the follow-

ing question: “Culture is often thought of as the 

personality of the society. If your culture was a 

person, how would you describe its personal-

ity traits?”. Altogether 520 culture personality 

descriptions (about 42 diff erent cultures) were 

generated this way and, based on the most 

frequently used adjectives, a list of personality 

traits was prepared. 

In 2012, two control methods for these scale 

items were used. We conducted 48 personal 

interviews with MBA students and, subsequent-

ly, 70 international business majors were asked 

to discuss cultural descriptions in small groups 

after lectures as part of the intercultural com-

munication course on theoretical models of cul-

ture. Utilizing the results of these above men-

tioned three methods, a 51-item bipolar scale 

was developed (Malota & Gyulavári, 2012).

Opposite adjectives of the semantic diff erential 

scale were examined and content validity was 

checked. Before translating the scale items to 

English and French, interviews with linguistic 

experts were conducted. The real content and 

interpretations of the adjectives were then dis-

cussed with bilingual translators. This way – be-

sides resembling diff erent versions of parallel 

translations – the interpretations of Hungarian 

adjectives were double-checked. To fi nalize 

the scale items, we employed psychologists, 

econo mists, native speaker translators, and bi-

lingual proof readers. 
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3.3. Quantitative data collection 

After the exploratory phase, the fi nal 51-item 

scale was tested using quantitative method. An 

online survey was conducted among a conve-

nience sample of 216 Hungarian and 47 French 

business university students. French students 

were participants of an exchange program and 

spent one semester in Hungary, while Hun-

garian students were regular students at the 

university. Female respondents were slightly 

more numerous (57 %) than male participants 

(43 %), and the age of participants in the sample 

ranged from 21 to 24 years.

Both groups were asked to rate the person-

al traits of French and Hungarian cultures on 

a 7-point semantic diff erential scale, with the 

following introduction: “Please rate French and 

Hungarian culture as a person, using the follow-

ing scales.” Both groups fi lled in the question-

naire fi rst regarding their own culture and then 

regarding the other culture. 

Afterwards, both samples were asked to evalu-

ate the other culture as an ideal tourist destina-

tion on a single-item (“To what extent do you 

think Hungary/France is an ideal touristic des-

tination for you?”), 7-point semantic diff erential 

scale (not at all – absolutely) and, fi nally, demo-

graphic questions were asked.

4. RESULTS

4.1. Polarity profi les of perceived 
culture personalities of 
France and Hungary among 
Hungarian and French 
respondents 

In the this section, we elaborate on those per-

sonality traits that show signifi cant diff erences in 

means among French and Hungarian respondents 

(p≤0.05). Figure 1 shows the personality traits of 

French culture that were perceived to be signifi -

cantly diff erent by the French and the Hungarians, 

and we found 22 signifi cant diff erences (p≤0.05). 

FIGURE 1: Signifi cant diff erences in the evaluation of French culture personality traits in view of the 

means given by Hungarian and French respondents
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Hungarians perceive the French to be calmer, 

more honest, optimistic, peaceful, thoughtful, 

dreamer, polite, predictable, self-reliant, care-

free, and idealistic than the French see them-

selves. Also, the Hungarians label the French 

culture personality as being sadder, less friendly, 

less humorous, less modern, less sexy, less fl exi-

ble, less straightforward, less cosmopolitan, less 

future-oriented, less warm-hearted, and less so-

phisticated than the French. 

The opposite trait of the semantic diff erential 

scale is shown in parenthesis, meaning the neg-

ative pole of the scale: 1 on 1-7.

Figure 2 presents remarkable diff erences of the 

Hungarian culture’s evaluations regarding quite 

a lot of attribute pairs: out of 51 pairs, 24 signifi -

cant diff erences were found. 

The French describe the Hungarian culture as 

more rational, thrifty, industrious, selfl ess, calm, 

feminine, future-oriented, optimistic, carefree, 

stable, and self-reliant than Hungarians see 

themselves. On the other hand, the Hungarian 

culture is perceived to be smarter, more liberal, 

indulgent, dreamer, passionate, unique, proud, 

polite, colorful, friendly, warm-hearted cheerful, 

and more humorous by the Hungarians them-

selves than by the French respondents. 

The opposite trait of the semantic diff erential 

scale is shown in parenthesis, meaning the neg-

ative pole of the scale: 1 on 1-7. 

4.2. Dimensions of culture 
personality 

Here, dimensions of the culture personality 

scale will be examined only for those items that 

are correlated to the evaluations of the coun-

try as an ideal tourist destination. Hungarian 

respondents’ perception of the French culture 

FIGURE 2: Signifi cant diff erences in the evaluation of Hungarian culture personality traits in view of the 

means given by Hungarian and French respondents
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personality traits was included in the analysis to 

reveal the underlying dimensions.

For this stage of research, exploratory factor 

analysis was decided to be appropriate (as op-

posed to confi rmatory factor analysis). Principal 

components analysis (PCA) was completed for 

the following 29 items incorporating a varimax 

axis rotation (VAR). The correlation of variables 

was confi rmed by calculating KMO values 

(0.883) and by Bartlett’s test that proved it to be 

signifi cant. 

TABLE 1: Factor structure of the culture personality scale (ideal tourist destination items) 

Factors Factor items
Component

1 2 3 4 5 6

Competence

Well-organized–disorganized .732

Perfectionist–negligent .718

Stable–unstable .568

Aimless–ambitious -.554

Lazy–industrious -.548

Smart-unintelligent .513

Educated–uneducated .499

Life approach

Anxious–carefree -.812

Optimistic–pessimistic .791

Passive–dynamic -.532

Dependent–self-reliant -.497

Idealistic–materialistic .467

Petty–generous -.454

Aura (visible style)

Humorless–humorous -.671

Passionate–cold .599

Sexy–not sexy .588

Warm-hearted–insensitive .577

Colorful–grey .544

Unfriendly–friendly -.514

Unique–average .492

Interpersonal 

approach

Aggressive–peaceful .686

Polite–impolite -.619

Selfi sh–selfl ess .554

Liar–honest .516

Intolerant–tolerant .515

Humble collectivism
Humble–proud -.691

Individualistic–collectivistic .559

Rectitude
Coward–brave .711

Straightforward–fl attering -.445

EXPLAINED VARIANCE BY THE FACTOR 11 % 11 % 11 % 10 % 6 % 5 %

CRONBACH’S ALPHA 0.79 0.75 0.76 0.68 0.30 0.39
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According to the anti-image matrix, the mea-

sures of sampling adequacy (MSA) values of all 

variables are within the correct interval, above 

0.770, providing the basis for the variables to 

be included in the analysis. The number of 

factors was determined on the basis of the “ei-

genvalue greater than 1” criterion and it result-

ed in six factors. The total variance explained 

by these 6 factors was equal to 54 percent. 

The results of the factor analysis are provided 

in Table 1. 

The fi rst four factors – “competence”, “life ap-

proach”, “aura”, and “interpersonal approach” – 

explain almost the same amount of sample 

variance, 10-11 % each. These factors are easy 

to interpret as they can likely be considered 

general factors for any culture’s personality, 

whilst the last two seem to be less general 

factors. The fi rst factor named “competence” 

includes skills and competencies, e.g. stabil-

ity, ambition, intelligence, etc. The second 

consists of traits that show some kind of “life 

approach”, such as being optimistic, dynamic, 

idealistic, etc. The third factor is named “aura”, 

its variables expressing distinctive but intangi-

ble quality traits like sexiness, passion, humor, 

uniqueness that seem to surround a person. 

The fourth factor, “interpersonal approach” in-

cludes elements related to how a person ap-

proaches others, e.g. with tolerance, honesty, 

politeness. The last two factors, including only 

two variables each, are named “humble collec-

tivism” and “rectitude”. 

The last row of Table 1 shows the reliability of 

the scales. The Cronbach’s Alpha values for the 

reliability of the dimensions are high, proving 

their inner consistency, except for the last two 

dimensions that consist of 2 items only. 

As easy applicability in practice requires further 

reduction of scale items, we selected the 24 at-

tributes that had been determined to be signifi -

cantly correlated with the evaluation of France 

as a touristic destination, that is, the items that 

are more relevant from this point of view. Com-

pared with the previous analysis, where all per-

sonality scale items correlating with ideal tourist 

destination evaluations were included, we can 

conclude that the factors of this 2nd  analysis 

(items correlating only with tourist evaluations) 

are stable and show only minor modifi cations 

from the previous fi ndings. The “life approach” 

and “aura” dimensions remained exactly the 

same, with the same variables loading to the 

factor (except for the “dependent-self-reliant” 

variable, which does not correlate with coun-

tries being perceived as ideal tourist destina-

tions, so it was excluded from this analysis). The 

“interpersonal approach” factor also remained 

the same as in the previous analysis, except that 

it does not contain the “liar–honest” variable, as 

this variable strengthens our last factor “recti-

tude”, together with “lazy–industrious”, making 

it more stable and understandable. The “com-

petence” dimension also consists of the same 

variables as previously. 

4.3. Eff ect of culture personality on 
the evaluation of France as a 
tourist destination

One of the research questions in the focus of our 

study was which personality traits infl uence the 

consideration of a country (in our case France) 

as an ideal tourist destination. France is consid-

ered quite an ideal destination from the tourist 

point of view (with a mean of 5.00, measured on 

a 7-point scale). 

For the French, Hungary is also an ideal tourist 

destination (5.04). It is worth noting that French 

respondents spent 3.5 months in Hungary as 

exchange students so they have some experi-

ence regarding the country. 

Correlation coeffi  cients can be found in Table 

2. As the sample size of French respondents 

is quite small, we discuss only the results for 

France, i.e. which personality traits correlate 

with the evaluation of France as an ideal desti-

nation for Hungarians. 

We found correlations with 24 variables in the 

case of tourist destination; honesty was the 

most important culture personality trait with 

the highest correlation coeffi  cients.
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TABLE 2: France as an ideal tourist destination in 

view of its culture personality traits 

Culture 

personality 

traits

Correlation with ideal

tourist destination

honest .371

friendly .370

sexy .352

smart .330

humorous .312

brave .308

warm-hearted .301

passionate .287

educated .282

unique .272

carefree .254

tolerant .243

colorful .229

polite .226

selfl ess .205

dynamic .202

peaceful .198

optimistic .176

generous .171

straightforward .160

individualistic .150

perfectionist .143

industrious .140

idealistic .137

Pearson correlation coeffi  cients (p≤0.05)

The infl uence of culture personality on the eval-

uation of France as an ideal tourist destination 

has also been examined with the help of regres-

sion models. Regression analysis was run on the 

culture personality trait variables, and results 

are shown in Table 3. We identifi ed the most 

fi tting step-by-step model (partial F-test with 

stepwise method) for the regression procedure. 

This method alternately enters and removes 

variables from the list of independent variables 

with respect to the partial correlation coeffi  -

cients. The stop-criterion is the exit of F-statis-

tics and signifi cance values from the pre-de-

termined interval. In our case, it is adequate to 

apply the stepwise technique, because the size 

of the sample is much bigger than the number 

of explanatory variables. The stepwise regres-

sion model may be problematic for some rea-

sons (e.g. Laurent, 1996). These were eliminated 

with utmost care: possible logical errors were 

controlled (based on our preliminary research), 

and the stability of the results was checked on 

several occasions by assessing cross-validity, so 

we divided the database into an estimate and a 

validity sample. 

TABLE 3: Relationship between France’s culture 

personality and France being an ideal 

tourist destination 

Model

Ideal tourist 

destination

Independent variables β t

Honest 0.18 3.028

Sexy 0.15 2.465

Brave 0.15 2.473

Passionate 0.13 2.174

Educated 0.13 2.123

Friendly 0.12 1.898

Stable - -

F 13.819

R2 0.26

Adjusted R2 0.24

Based on the results of the regression analy-

sis, we can conclude that, in the case of tourist 

evaluation, six variables may be included in the 

model after fi ltering the partial eff ects. As an 

important result, among the personality traits 

besides the hardly explainable “humble collec-

tivism” factor, variables in the “life approach” 

dimension were also excluded from the model.

In evaluating France as an ideal tourist destina-

tion, honesty is the most important variable with 

the highest β value. From the tourist point of 

view, sexiness, being educated, friendliness, brav-

ery, and passion are the most determinant traits.
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5. DISCUSSION AND 
LIMITATIONS

Travel motivations of respondents with diff erent 

demographic characteristics, such as specifi c 

age groups (e.g. Irimiás, Mitev & Michalkó, 2016), 

can vary. In our case, business faculty students 

can have specifi c attitudes and motives for their 

choice of tourism destination. Perceived culture 

personality might play an important role in this 

process. Our research focuses on this fi eld in an 

attempt to develop a relevant measurement 

tool.

First, the study summarized the results of a cul-

ture personality scale development process. 

From the methodological point of view, this 

means an exploratory phase to generate rele-

vant items and refi ne them. As a result of this 

work, a 51-item bipolar scale was developed 

and translated into three languages (Hungar-

ian, French, English). Following quantitative 

data collection, we managed to identify some 

dimensions that seem to be stable across diff er-

ent factor analyses. These, per se, can be useful 

to get a deeper insight into the antecedents of 

the evaluation of cultures as tourist destinations. 

Beside the factors named “competence”, “life 

approach”, “aura” and “interpersonal approach”, 

“rectitude” was also proved to be stable but it 

requires further item generation and purifi ca-

tion. 

Next, the study investigated the culture person-

ality traits of France and Hungary among French 

and Hungarian respondents. The analysis shows 

that French and Hungarian university students 

perceive both their own and the other group’s 

culture personality in diff erent ways. In the case 

of the French culture, 22 personality traits were 

perceived signifi cantly diff erently by the two 

respondent groups. When evaluating the Hun-

garian culture, 24 personality traits were rated 

signifi cantly diff erently. Half of the signifi cant 

diff erences were more positive as an in-group 

evaluation, that is, when someone evaluates 

his or her own culture, while the other half of 

the items were more negative. This means that 

there is a huge gap between how we perceive 

a culture when we are members of it and when 

we look at it as outsiders, and it can have an 

impact on the appropriate communication in 

two ways. Organizations responsible for coun-

try image communication could either rely on 

the more positively perceived personality char-

acteristics or attempt to eliminate the negative 

perceptions.

These results can also be used for internation-

al communication activities related to cultures 

where (due to the sample composition) the tar-

get group is university students, e.g. internation-

al studies, educational tourism.

Finally, the study identifi ed the most important 

personality traits that have a signifi cant eff ect on 

the evaluation of culture as a tourist destination. 

Due to the sample size we have analyzed this 

relationship on the French culture. Hungarian 

students’ choice is mostly dependent on their 

perceptions of the culture according to hones-

ty, sexiness, education, friendliness, bravery, and 

passion. These characteristics do not belong to 

only one or two dimensions of culture person-

ality we revealed via exploratory factor analysis. 

While half of the signifi cant traits represent the 

“aura” dimension, “competence”, “interpersonal 

approach”, and “rectitude” also have their role in 

the evaluation. As the characteristics identifi ed 

above explain 24 % of the variation of the eval-

uation, the responsible managers should take 

them into account in their marketing communi-

cation plan of destinations.

Our study has limitations due to the nature and 

size of the sample; however, it provides inputs 

for further scale developments and measure-

ment related to issues in the fi eld of country 

image. The results concerning perceived culture 

personality could be biased mainly on account 

of the sample size and composition. The stu-

dents pursuing business education can have 

diff erent reference points when evaluating cul-

tures to visit and can perceive culture person-

alities through dimensions diff ering from those 

perceived by other members of society. 
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Moderating variables are planned to be used 

for further research. Peer infl uence, self-esteem, 

etc., for example, could infl uence the relation-

ship between culture personality and the eval-

uation of a destination. Self-congruity theory 

raises another research question, namely, what 

plays an important role in receiving a more fa-

vorable evaluation: the more positive percep-

tions of a culture’s personality or the similarity 

between the personality of the targeted person 

and the culture in question. Further testing and 

refi nement of the scale is a priority among re-

search directions. Based on the results, the fi -

nalization and international validation of the CP 

scale is the next phase in the process to achieve 

the possibility of international comparison. Be-

yond the methodological issues, the role of 

culture personality should be measured within 

the scope of a broader concept, such as coun-

try equity or country brand identity. In the case 

of countries with multiple nationalities, it can 

be an interesting research question to identify 

the contribution of each nationality to the per-

ceived culture personality of the whole country 

and the dynamics involved.
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