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Instrumental value, 124, 351 K
Instrumental-expressive dimension. 129 Kao, 353
Instrumentality, 277 Kluckhohn and Strodtbeck’s value orientation,
Intangibility, 234-235 129-132
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Late majority, 314
Latin America, 103, 365-366
Latin American civilization, 103
Learning
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Life script, 63
Lifecycle stage, 302
Lifestyle
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Limited decision-making, 314
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Linguistic differences, 190
Linguistic relativity, 120
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resident perspective, 286
Long-term orientation, 151
Long-term perspective. 105
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stimuli, 289
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Mind, functioning of, 267, 268
Minkov’s World Value Survey, 155-160
Misleading advertising, 251, 254
Mixed culture, 91
Modern
communication, 26
technology, 15
Monochronism, 188
Monumentalism, 155
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Mosaic, 369
Motivated behavior, 271
Motivation
categories and sources of, 270
definition, 270
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domains of, 377, 378-379
educational challenge, 386
environment, 41
factors influencing, 384
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process, 384
Multiculturalism policies, 34
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Mulrigenerational families, 294
Multilingual guides, 190
Multinational organization, 40
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conflict of, 275
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Need for
emotional escapes, 293
more social contacts, 293
safety and security, 293
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attitudes, 208, 217
consequences, 266-268
perceptions, 237
stercotypes, 193-194
Network theory, 54-55
Nepotism, 253
Non-contact cultures, 152, 171
Non-linear, 138, 178
Non-utilitarian values, 18
Non-verbal communication, difficulties in, 214
Non-verbal signals, 170-173
Normative patterns, 56
North America, 368-371
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human nature, 137, 175
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Out-groups, 135, 137

Outsourcing, 7
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Particularistic orientation, 128
Passive strategies, 57
Past-oriented societies, 187
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Perception(s)
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and image, 326-328
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Perishability, 236
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Personal cultures, 175
Personality, 276, 303-304, 324-325
Personalized power, 278
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Physiological and biological needs, 272
Play, 278
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Polarization, 7, 20
Political
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phenomenon, 106
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Polychronic time system, 187
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Post-purchase behavior, 317, 339-341

Power distance (PDI) dimension, 139, 184
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Present-oriented societies, 187
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Purchase
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disposal, 341
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hosts, 205
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Profit making, 249
Providers, 237
Provider’s performance, 235
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Purchase

decision. 291, 315. 337

risk, 337

Race culture. 99
Racial discrimination, 195
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Readjustment stage, 218
Real and authentic communication, 191
Reciprocal obligation, 354, 356
Reciprocity, 205
Recovery phase, 217-218
Recreational needs, 272
Re-entry shock, 216
Reference groups, 332
Regional cooperation, 23
Regional culture, 99
Reinforcement theory. 277. 339
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building, 352
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rules, 227
Religion, 92, 96-98, 302
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group, 364
subcultures, 107
Restrained cultures, 149, 182
Resident perspective, 286
Retail sector, 9
Reverse culture shock, 218
Rich tourists, 214
Risk perceptions, 338
Risk-adverse cultures, 338
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Rule-based theories, 255
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Rules of
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social interaction, 225-228
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-orientation, 133, 140, 156
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Senor, 365
Sense of self, 87, 110, 196
Sensitivity, 12, 35, 381
Service
characteristics of, 234-236
classification, 234
definition, 233
encounter, 234
evaluation, differences in, 239
experience, 235
focus of, 234
perceptions, importance of, 237
providers’ characteristics, 237
quality, 238
dimensions, 240
evaluation of, 238
satisfaction, 240
Sexual harassment, 253
Shared meanings, 166
Shinto, 92, 94
Short-term orientation, 151
Sikhism, 93
Silence, 169
Skills, 35, 41, 50, 52, 63, 151, 214, 220, 382
Social
anthropologists, 86
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bonds, 175
categories, 121
dimension, 5
group, 105
harmony, 132, 180
interaction, 190
interaction between tourists and hosts, 207
interaction, features of, 200
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interaction, interculturalness of, 210
interaction model, 211-212
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interaction potential, 200
interaction, purpose of, 200
network(s), 55
phenomenon, 105
reality, 153
role, 176, 252, 298
status, 53, 177, 206
strength of, 175
Social Network Theory, 54
Social responsibility, acceptance versus avoidance
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Social situations theory, analysis of, 200
Socialized power, 278
Sociocultural disruptions, 246
Software piracy, 251, 254
Sojourner, 217, 219, 385
Solo fliers, 295
Soul mates, 295
South Korea, 176, 185, 356
Spain, 360, 364
Spanish-speaking Americans, 116
Spiritual factors, 267, 268, 270
Stage
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Staged attractions, 69, 282
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Status-conscious societies, 239
Stereotypes, importance of, 193-194
Stereotyping, 192-194
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Stranger theory, 59
Strategic decisions, 282
Strategy, 285, 372, 380
Subculture, 106-108
Subjugation of nature, 185
Sunni-Shia split, 98
Supra level, 268
Supraterritoriality, 4, 7
Survival values, 155
Sustainable tourism, 13, 245
Symbols, 166, 197, 301
Symbols and meanings, 86, 89, 192
Symptoms of culture shock, 215, 216
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Tangible components, 90
Task variables, 380

Tatemae, 354
Taxonomic Approach, 56
Technological dimension, 4, 5, 27
Temporal and spatial context, 206-208
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Terminal values, 124, 126, 351, 359
Thai cultural traits, 358
Thai tourists, 197, 358
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Theories
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of human behavior, 270
Theory of justice, 255
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Tight cultures, 151
Time orientation, 130, 138, 187
Time orientation, effects on intercultural commu-
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Today’s tourism, 268
Tour operators, 9, 12, 257, 338
Tourism

culture, 104

definition, 8

development, 245, 246, 257

ethics, global code of, 257

ethics in, 245

and hospitality industry, 237

industry, 246, 265-266

industry perspective, 284

marketers, 282

marketing, 246

services, 236

services, value of 236

social interaction in, 201
Tourist, 201

consumption, 21

culture, 104

demand, 234

experiences, 69, 217, 282, 285

hosts, 206

host contact, 206, 213

host encounters, 207

host interaction, 206

host social interaction, context of, 206

and local hosts, 207

perspective, 285

societies, 72

typology, 201-205

personal characteristics of, 207

Tourist behavior
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meaning, 281-282
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understanding, 284-286
Traditional authority, 155
Traditional hospitality, 206
Traditional values, 20
Transactional signals, 166
Transcendent need(s)
definition, 273
identification of, 273
Transcontextual, 26
Transculturation, 73
Transition shock. 215
Travel brochures, 246, 254, 305
Travel exposure and experience, 241
Treatment of men and women act (ETA), 252
Tribe subcultures, 107
Trompenaar’s cultural differentiation, 152-154
2020 forecast, 283
Types of
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intercultural interaction, 211
needs, 272-274. 278
social interaction, 226-227
tourists, 281, 282

U

U-curve and W-curve, 219
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definition, 184
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Understanding
foreign culture, 240, 285
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definition, 183-186
differences, 123-124
dimensions, 127-128
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measurement, 125-127
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studies, 127
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system, 123-124
types, 124
Verbal communication
definition, 120
difficulties in, 214
Verbal signals, 168-170
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Vietnam, 357, 387
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Western
civilization, 101, 103
industrialized nations, 70
monochronic time system, 187
work ethics, 25, 249
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Word-of-mouth communication, 332
World orientation, 134, 157
World Tourism Organization, 257, 261
World trade, 5, 24

429



