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Abstract: As a result of the current COVID-19 situation, tourist loyalty is a crucial predominator in 

maintaining the position in the global tourism market. Nevertheless, a number of factors play a 

significant role in shaping tourists' loyalty, however, only a few studies focus on the tourists' cultural 

differences. Therefore, this paper examines their impact on the tourist loyalty perception in the Czech 

Republic context among American, Russian, and Finnish tourists. For the American and Finnish 

respondents, cultural monuments played the biggest role. Contrarily, food quality and safety were the 

most important factors for the Russian respondents. However, regardless of nationality, there are four 

high-priority factors: cultural and natural attractions, safety, and acceptance by the locals. Closer 

attention should be paid to safety and acceptance by the locals, as they can be altered by the government 

to some extent. Therefore, this study might help to provide a deeper understanding of visitor loyalty.  
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Introduction 
Nowadays, tourist loyalty is more pronounced than ever. As a result of the global pandemic, 

the number of tourists decreased not only at the international but also domestic level. According 

to UNWTO (2020), there was a 70% decline in international arrivals for the first eight months 

of 2020. Moreover, UNWTO (2020) foresees a rebound of international tourism, mainly in the 

third quarter of 2021. On a domestic level, according to CzechTourism (2020a), there was 

almost a 35% decrease in consumption connected to tourism in 2020. A moderately smaller 

decrease in tourism consumption is also estimated for the year 2021 (CzechTourism 2020a). 

Therefore, the destinations and service providers, who can maintain their loyal customers, have 

a substantial competitive advantage when compared to other destinations and service providers 

(Yoon and Uysal 2005). In addition, the marketing costs of attracting loyal customers are much 

lower than the marketing costs that need to be devoted to attracting new customers (Alegre and 

Juaneda 2006, Zhang et al. 2014). Those savings can be then used to secure the required health 

and safety protocols, enabling potential visitors to feel safe enough in their decision to visit that 

destination. 

 

Unfortunately, loyalty is a particularly broad and complex term. Hultman et al. (2015) defined 

destination loyalty as a degree of the visitors' devotion to the specific destination. However, 

there are a significant number of factors that have an impact on tourist loyalty. Most researched 

factors in this field are satisfaction (Yuksel et al. 2010), uniqueness of the destination (Usakli 

and Baloglu 2011), tourists' motivation (Yoon and Uysal 2005), destination safety (Som et al. 

2011), the value provided by the destination to their visitors (Petrick et al. 2001), previous 

experiences (Chi 2012), as well as the image of the destination (Bigné et al. 2001).  
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There are also a few studies that focus more on the impact of visitors' personality traits regarding 

their loyalty to a destination. For instance, Skogland and Siguaw (2004) found that demographic 

factors, such as gender, age, or even education, have a significant influence on loyalty. 

Furthermore, Chen and Gursoy (2001) found that cultural differences influence tourist loyalty 

towards a specific destination. Chen and Tsai (2007) also claim that individual cultural 

backgrounds might lead to a different perception of various tourism services in a given 

destination.  

 

Nevertheless, there are only a few studies that compare the perception of a given destination 

based on cultural and geographical differences (e.g., Bonn et al. 2005, Pantouvakis 2013, 

Andersen et al. 2017, Kim and Malek 2017). Besides, only a small number of those studies 

focus on European countries. Furthermore, no study deals with the loyalty perception of the 

Czech Republic or any of the central European countries, based on the various tourist 

nationalities. For this reason, the results of this paper may be used as a baseline with regard to 

cultural differences and loyalty perception for other central European countries as well as 

countries with a similar tourism structure as the Czech Republic. Additionally, Russian, and 

American tourists make up important source markets for other countries as well. Thus, the 

knowledge of the differences in loyalty perception could prove quite beneficial for those 

countries. 

 

1 Literature review 

In general, there are two main reasons why people travel: to escape from their daily routine and 

to experience something new (Gursoy et al. 2014). In the second case, the revisit intention of 

tourists will not be particularly strong. On the other hand, these types of visitors are more likely 

to recommend that particular destination. On that account, loyal tourists are a necessity for any 

given destination, no matter what the purpose of their visit. According to Chi and Qu (2008), 

referrals account for about 60 % of sales to new customers. Consequently, destination loyalty 

has become a key feature for successful destination development (Prayag and Ryan 2011). 

 

Thus, destination loyalty can be viewed as tourists' commitment towards a certain destination 

(Chi and Qu 2008). Moreover, according to Kao et al. (2008), destination loyalty represents 

one's willingness to make an investment or sacrifice to enrich the relationship with a given 

destination or product. Hence, destination loyalty is not only crucial for successful destination 

development, but it is also inevitable for ensuring success in the highly competitive tourism 

industry (Yoon and Uysal 2005).  

 

Not only do loyal visitors help a destination by possibly spreading positive recommendations 

and revisiting the destination, but they also tend to spend more time at the destination, while 

also consuming more products and services at the destination (Kotler 2007, Zhang et al. 2014). 

Moreover, Zhang et al. (2014) add that the marketing costs for attracting loyal visitors are much 

lower than for first-time visitors. Rowley (2005) also adds increased organizational profitability 

as one of the benefits of destination loyalty.  

 

In previous studies, authors looked at destination loyalty from three different perspectives: 

behavioral, attitudinal, and composite loyalty (Mechinda, Serirat and Gulid 2009, Zhang et al. 

2014). Behavioral loyalty deals with visitors' behavioral outcomes. Those outcomes might, for 

instance, be their actual consumption of products and services, or their visit to the destination 

itself (Ragb et al. 2020). On the other hand, attitudinal loyalty refers to visitors' psychological 

motivations, such as their revisit intention or the aspiration to further recommend the 
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destination. Lastly, composite loyalty is the combination of the two previously mentioned 

loyalties (Ragb et al. 2020).  

 

However, most loyalty studies use two main loyalty indicators, the visitors' intention to revisit 

the given destination and the intention to recommend the destination to others (Opermann 

2000). Especially in the tourism industry, positive referrals and WOM (Word-of-Mouth) are 

increasingly important. That is because they are considered as one of the most reliable and 

vastly used sources of information regarding any specific destination (Yoon and Uysal 2005). 

These positive recommendations are even more crucial for first-time visitors, as they rely more 

on referrals from their family and friends as well as professionals in the tourism industry (Li et 

al. 2008). Nowadays, those referrals and recommendations are mostly done in the online sphere 

via various social media, destination websites or travel forums (e.g., TripAdvisor) (Xiang and 

Gretzel 2010, Fotis et al. 2012). Therefore, Zhang et al. (2014) distinguish between online and 

face-to-face recommendations. 

 

As a result of various advantages emerging from loyalty, there are a number of studies that deal 

with the factors influencing tourists' revisit intentions (Prayag and Ryan 2011, Wang and Hsu 

2010, Wu 2016). The key factor that is capable of forming deeper tourists' loyalty is their 

satisfaction with the given destination. Those who are satisfied are more likely to revisit the 

destination some-time in the future, as well as are more willing to recommend it to their friends 

and family (Kozak and Remington 2000, Tian-Cole and Cromption 2003), or leave a positive 

comment or recommendation on social media (Bala Bakni et al. 2014). Moreover, satisfaction 

can have an influence on destination choice as well as on product and service consumption (Chi 

2012).  

 

On the other hand, according to Carroll and Ahuvia (2006), as well as Chen and Phou (2013), 

focusing solely on tourist satisfaction is no longer sufficient. As a result of the strong 

competition among tourist destinations, satisfaction might not always lead to tourists' loyalty. 

More specifically, even if the tourists are satisfied with their stay at the destination, they might 

not come back in the future (Bigné et al. 2001, Petrick et al. 2001), as they would like to 

experience something new. Therefore, closely examining the factors that might influence both 

the tourists' satisfaction as well as their loyalty is inevitable. 

 

As claimed by authors such as Lee et al. (2005) and Chen and Tsai (2007), the factor that might 

do just that is the destination image. According to Lee et al. (2005), having a positive perception 

of the destination image in the tourists' minds will lead to a positive perception of the entire 

experience at the destination. This might then result in higher tourist' satisfaction, and 

consequently in their loyalty towards the destination. Therefore, communicating a positive 

destination image has become one of the priorities for destination management and marketing 

(Molina et al. 2010). The knowledge of how the visitors perceived the destination image might 

lead to a better understanding of the competitiveness of the destination as well as to the better 

positioning of the destination (Prayag 2008). 

 

The destination image and its formation are influenced by various factors, namely one's 

knowledge of the destination (Jensen et al. 2015), one's previous visit to the destination (Tasci 

et al. 2007), as well as one's experiences with various activities at the destination (Beerli and 

Martin 2004). Moreover, the destination image continues to be formed even after one visits a 

particular destination. Therefore, appealing to the visitors during their experience with the 

destination is also inevitable.  
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With that being said, the destinations with a more positive image have a larger chance that they 

get to the tourists' final decision process of choosing which destination to visit (Chi and Qu 

2008). The positive image of a destination can also influence tourist behavior (Jenkins 1999) 

and the activities selected at the destination (Sun et al. 2013). 

 

Satisfaction can also be perceived as the visitors' emotional reaction to the product or service 

that has met their expectations and needs (Zeithaml and Bitner 2003, Schneider and White, 

2004). Since the visitors' emotions are hugely influenced by their demographic and 

psychological factors, paying closer attention to them is therefore inevitable. Accordingly, Chen 

and Tsai (2007) discovered that cultural values influence not only the perception of a 

destination's image but also the tourists' behavior. On that account, each tourist's culture might 

lead to different perceptions of the same destination. Moreover, other studies focus on 

psychological factors, such as cultural values. For instance, Lopes (2011) found that cultural 

values have a substantial impact on destination image perception as well as the creation of the 

destination image. According to Beerli and Martin (2004), not only cultural values but also 

other psychological factors, such as the tourists' motivation and lifestyle, have a huge influence 

on the formation of a destination's image. 

 

On top of that, every culture has its specific characteristics, such as religion, history, language, 

cultural norms, and ideas as well as their political and social structures. Therefore, the country 

of origin can influence the values, attitudes, and behaviors of individual visitors (Govers et al. 

2007). Besides culture, other socio-demographic factors, such as the gender, age, and education 

of visitors have a substantial influence on their loyalty towards any particular tourist destination 

(Skogland and Siguaw 2004). Moreover, according to Štumpf et al. (2020) tourist's motivation, 

age, travel distance, as well as country of origin determine the intention to revisit more notably 

than the satisfaction attributes. Culture as well as the demographic characteristics and the 

personalities of the travelers also influence the motivation to travel to specific destinations 

(Swarbrooke and Horner 2007). 

 

Another factor worth mentioning is cultural distance. According to Liu et al. (2020), cultural 

distance can be characterized as a perceived difference between one's home and foreign country. 

Moreover, cultural distance can be closely associated with some country-based differences, 

such as language, economic disparities, political, and legal system differences, as well as 

geographical distance (Dow 2000, Durand et al. 2016). Some recent studies, like that of 

Jackman et al. (2020), show that cultural distance influences the visitors' destination choice and 

their behavior. Liu et al. (2020) also added that visitors from more different cultures will be 

more effectively influenced than locals with less cultural distance. Apart from being one of the 

most crucial satisfaction and loyalty factors, destination image and cultural differences are 

significant aspects in successful tourism development as well as in destination marketing 

(Hallmann et al. 2014).  

 

Based on the literature, it can be hypothesized that image perception might differ based on 

visitors' geographical and cultural differences (Frias et al. 2012, Jensen et al. 2015). Therefore, 

the main focus of this paper lies in the investigation of whether those differences are also 

significant in the context of central Europe, as well as in countries that are mostly oriented on 

cultural and city tourism. Accordingly, the impact of cultural and geographical differences on 

tourist loyalty as well as the perception of the Czech Republic as a tourist destination was 

examined.  
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Consequently, taking all the previous studies into account, as well as the current pandemic 

situation and the highly competitive tourism market, identifying factors that are important for 

the specific group of tourists is necessary (e.g., based on age, activities, or nationality). The 

destinations that can correctly identify these factors for their target group have a greater chance 

of retaining loyal visitors (McDowall, 2010). Moreover, a better understanding of these loyalty 

formation factors is crucial for destination survival and success (Gursoy et al. 2014). 

 

2 Materials and methods 

This paper aims to investigate whether the cultural and geographical differences are significant 

within the context of destination loyalty, for the central European countries, that are mostly 

oriented on cultural and city tourism. In order to do so, the perception of the Czech Republic as 

a tourist destination as well as the impact of various nationalities on tourist loyalty towards the 

Czech Republic were examined. Hence, the primary data among American, Russian, and 

Finnish respondents were obtained during 2017 and 2019. The data were mostly collected via 

online questionnaires on various Facebook and Reddit groups as well as national travel blogs 

among American, Finnish, and Russian inhabitants. Moreover, face-to-face structured 

interviews in Prague, Karlovy Vary and Brno were conducted in order to gain insights from 

Russian visitors. On the other hand, face-to-face structured interviews with American visitors 

were conducted in Portland and Corvallis (Oregon, USA).  The total number of respondents 

with the sample structure for each country is described in Table 1. As it is evident from this 

table, only approximately 23 % of Russian respondents are men. On that account, quota 

sampling based on the gender of the respondents was not possible to apply in the case of the 

Russian respondents. 

 

Table 1: Sample Structure 
 Russia Finland USA 

Category of 

respondents 

Absolute 

number 

Relative 

number (%) 

Absolute 

number 

Relative 

number (%) 

Absolute 

number 

Relative 

number (%) 

Men 127 23.26 224 52.96 44 54.32 

Women 419 76.74 199 47.04 37 45.68 

Total 546 100 423 100 81 100 

Source: Own processing 

Considering the fact that this study is aimed at the comparison of perceived loyalty to the Czech 

Republic, going forward, only respondents who visited the Czech Republic were taken into 

consideration. 

 

Overall, almost 43 % of the Finnish respondents were employed and approximately 44 % were 

students. That also represents the age structure of the Finnish respondents, where almost 86 % 

fit into the age group between 18 and 39 years old. On the other hand, almost 52 % of the 

Americans were employed and another 21 % were retired. That also represents the age 

structure, where almost 35 % of the American respondents fall under the age group of 51 and 

older. If we look at the Russian respondents, approximately 50 % have their family monthly 

income within the range of 20 to 60 thousand rubles (approximately 225 to 670 EUR). 

Furthermore, around 48 % of the Russian respondents lived in a city with more than 1 million 

inhabitants. Those above-mentioned visitors’ characteristics did not meet the quota 

requirement. Therefore, we are not showing them in one summary table. 

 

On top of that, the survey alone encompassed various questions related to destination image 

and loyalty as well as questions regarding respondents' stay in the Czech Republic, their travel 

behavior, and questions that measure their demographic information, such as gender, age, 

income, or economic activity. The questions regarding the image factors were formulated on a 
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Likert scale, with answers to the given statements ranging from ‘strongly disagree’ to ‘strongly 

agree’. Those image factors were formulated with regard to previous studies (Kim and 

Richardon 2003, Breelie and Martin 2004, Prayag 2007, Nunkoo 2013, Ryglová et al. 2018, 

Králiková et al. 2020). 

 

The visitors' loyalty towards the Czech Republic was reflected by the two loyalty indicators 

(Chen and Tsai 2007), willingness to recommend and revisit the Czech Republic. Furthermore, 

a multiple regression analysis performed on a 5% significance level and executed according to 

the OLS (Ordinary Least Square) method, was used to evaluate the impact of particular image 

factors (e.g., cultural and natural attractions, safety or acceptance by the locals) on loyalty 

indicators. 

 

In some cases, the dependence of image factors on the respondents' characteristics was 

evaluated (e.g., the dependence of image factors on respondents' gender, or the dependence of 

the overall image of a destination in the tourists' revisit intention, depending on the age of the 

respondents). Given the non-normality and ordinality of data, the Kruskal-Wallis test was used 

(Sheskin 2011). 

 

3 Results 

To compare the perception of loyalty towards the Czech Republic among the selected 

nationalities, we need to take a closer look at the respondents, among other factors, in relation 

to their travel specifics caused by nationality. 

 

3.1 Russia 

In 2019, there were more than 564 thousand Russian tourists who visited the Czech Republic, 

which accounts for the sixth source country for the Czech Republic (CSO 2020a). According 

to the Czech Statistical Office (2020b), Russian tourists accounted for 5.2 % of all non-resident 

tourists in the Czech Republic in 2019.  

 

From the perspective of the Czech Republic, the age of most Russian tourists falls between 30 

and 59 and they come either from Moscow, Saint Petersburg, or Yekaterinburg. They mainly 

travel with their partners, usually without kids (Country Report Russia 2020). This is also 

evident from our research, where almost 32 % of the Russian respondents visited the Czech 

Republic with their family. On the other hand, in our case, they mostly traveled alone (more 

than 34 %). Traveling with friends was also quite common (28 %). 

 

Their main reason for visiting the Czech Republic is recreation, and they are especially 

interested in cultural and natural attractions (Country Report Russia 2020). If we look at the 

result of this research, their purpose of visit corresponds with the Country Report on Russia 

(2020). More than 59 % of respondents visited the Czech Republic for leisure purposes since 

the spa and city tourism are highly preferred among this clientele. Furthermore, 51 % of the 

Russian respondents wanted to visit something new. Therefore, communicating the other 

interesting places that the Czech Republic can offer to Russian visitors to spark their interest 

for their next visit is inevitable. 

 

It is also worth mentioning that right after Slovakian students, Russians are the second-largest 

group of international university students studying in the Czech Republic. According to the 

Ministry of Education, Youth and Sports (2020), 6,221 Russian students studied in the Czech 

Republic in 2019. Therefore, ‘studying’ as the purpose for their visit is larger than in the other 
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two compared countries (there were only 49 Finnish and 387 American university students in 

2019). 

 

Table 2: Purpose of the Visit 
 Russia Finland USA 

 Purpose of the 

visit 

Relative 

number (%) 

Purpose of the 

visit 

Relative 

number (%) 

Purpose of the 

visit 

Relative 

number (%) 

1. Leisure 59.16 Leisure 75.41 Round trip 25.93 

2. 
Visiting 

something new 
51.28 Friends and family 6.15 

Culture and 

exploring 
24.69 

3. Study 31.87 Business 5.67 Friends and family 19.75 

Source: Own processing 

Regarding the loyalty of Russian tourists, it is inevitable to know that recommendations from 

friends and family, as well as comments on social media, are crucial information sources for 

Russian tourists during their destination choice process (Country Report Russia 2020). 

 

Based on our research, the Russian tourists were happy that they chose the Czech Republic as 

their holiday destination. They are also particularly loyal and are willing to revisit the Czech 

Republic some-time in the future, as well as recommend the Czech Republic to their friends 

and family. 

 

3.2 USA 

Many Americans prefer holidays overseas, where almost 25 % of those Americans visit Europe 

repeatedly. While traveling, safety is the most important issue for them, followed by reasonable 

prices, accommodation, and destination attractivity (Country Report USA 2020).  

 

In 2019, there were more than 584 thousand American tourists that visited the Czech Republic, 

which represents the fifth source country for the Czech Republic (CSO 2020a) and it accounts 

for 5.4 % of all non-resident tourists in the Czech Republic for that year (CSO 2020b).  

 

Most American tourists belong to the age group of 30 to 39 years old, closely followed by the 

age group of 60 years and older. More than 75 % of those tourists visited the Czech Republic 

for the first time. The sources of information for American tourists are mostly recommendations 

from their friends and family, along with the internet and information received from travel 

agencies. Moreover, Americans mostly visit the Czech Republic for recreational purposes. 

Therefore, they mostly like to visit various cultural monuments throughout the country. On the 

other hand, they are also quite interested in gastronomy, various social events, as well as natural 

attractions (Country Report USA 2020). 

 

The results of this paper also support the Country Report on the USA (2020), where culture and 

exploring was the second-largest purpose of the visit for the American respondents (see Table 

2). Moreover, almost 26 % of respondents visited the Czech Republic as one of the destinations 

on their round trip across Europe. This was also the main reason for their visit according to the 

Country Report USA (2020). This might be the result of the large distance between the US and 

the Czech Republic, as well as the moderately short length of stay (on average they stay in the 

Czech Republic for 3.48 days and more than 65 % of American tourists visit the Czech Republic 

for a maximum of seven days). Nevertheless, almost 20 % of the American respondents visited 

their friends and family in the Czech Republic. 

 

Similarly, to the study regarding the American market for the year 2017, processed by the Ipsos 

agency (CzechTourism 2018), the Czech Republic was also in this research mostly associated 
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with the capital, Prague, followed by beer and architecture. A relatively high number of 

respondents also mentioned Charles Bridge and other Prague cultural monuments. Prague 

cultural monuments were also the most unique tourist attraction for the American respondents. 

According to the Country Report on the USA (2020), those tourists who visited the Czech 

Republic are usually quite satisfied and are willing to recommend the Czech Republic to their 

friends and family. Moreover, when making travel decisions, referrals and WOM play a large 

role for Americans. Overall, we also found that American women are more loyal to the Czech 

Republic than men, meaning they are more willing to recommend and revisit the Czech 

Republic than men. In addition, the American women and the respondents within the age group 

of 51 to 60 years old were more satisfied. 

 

3.3 Finland 

In 2019, there were more than 72 thousand Finnish tourists who visited the Czech Republic, 

which represents 0.7 % of all non-resident tourists in the Czech Republic for that year (CSO 

2020b). 

 

Most of the Finnish tourists visited the Czech Republic for the first time and stated their purpose 

to be recreational (CzechTourism 2020c). This is also in line with this research, where more 

than 75 % of the Finnish respondents visited the Czech Republic for leisure purposes, which is 

similar to the Russian respondents. In both cases, this accounts for more than half of the 

respondents. A smaller number of respondents (around 6 %) visited the Czech Republic for 

business purposes and to visit their friends and family (see Table 2). 

 

According to Messukeskus (2018), 55 % of Finnish travels are outside of Finland, where Europe 

is the leading destination. Moreover, there is an increasing trend in the popularity of eastern 

and western European destinations among the Finnish people. This is in line with the results of 

our study, where more than 50 % of the Finnish respondents traveled to Europe for their holiday.  

Moreover, about 41 % of the respondents consider the Czech Republic suitable for the summer 

holiday. On the contrary, only 0.7 % of the Finnish respondents considered the Czech Republic 

suitable for their winter holiday. Overall, approximately 90 % of the Finnish respondents 

considered the Czech Republic a city-type destination, more than 77 % a beer-type destination, 

and almost 66 % a cultural-type destination. 

 

Same as with the Russian and American tourists, Finns visited the Czech Republic mostly with 

their partner. Furthermore, the Finnish tourists were generally quite satisfied in the Czech 

Republic (CzechTourism 2020c). 

 

Generally, we found that the Finnish respondents are decidedly loyal to the Czech Republic. 

Only a little more than 2 % of respondents would not recommend the Czech Republic to their 

friends and family as well as not come back again. 

 

3.4 The Czech Republic loyalty perception 

Overall, American and Finnish men evaluated the image factors higher than women. This, 

however, is not true for the Russian respondents, where, on average, the women evaluated the 

factors higher than men. However, that might be caused by the fact that only 23.3 % of the 

Russian respondents were men. 

 

Regardless of the respondents' gender, cultural monuments were the highest evaluated image 

factors for the American respondents, followed by the offer of restaurants and cafes, as well as 

safety and natural attractions. Similarly, for Finnish respondents, the highest-ranking factor was 
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cultural monuments, more specifically, the picturesque historical cities and the bridge over the 

Vltava river (Charles Bridge). They also ranked the perception of the Czech Republic as a beer-

oriented country very high. Beer was also the second most common characteristic of the Czech 

Republic (after Prague) for Americans.  

 

We can see a different ranking of factors among the Russian respondents, where the most 

relevant were the price category factors, followed by the transport and accommodation category 

factors. On the other hand, if we look at the specific factors, food quality and freshness was the 

most important factor for the Russian respondents, along with the safety of accommodation as 

well as the reasonable prices of food. Therefore, it is safe to say that the Russian respondents 

are more price sensitive when compared to other nationalities. 

 

Apart from the most important factors for each nationality, other factors play a significant role 

in loyalty perception as well. Regardless of the respondents' nationality, four image factors are 

quite significant. The most important factor was, previously mentioned, cultural attractions. 

Even though it was not the most significant image factor for the Russian tourists, the ranking 

of this factor is still particularly high. As can be seen in the table below, more than 90 % of the 

American and Finnish respondents either agree or strongly agree with the statement that the 

Czech Republic is attractive for tourists in terms of cultural attractions. In the case of the 

Russian respondents, the percentage is slightly lower (80 %). 

 

Table 3: Attractiveness of the Czech Republic - Cultural Attractions 
 Russia Finland USA 

 Absolute 

number 

Relative 

number (%) 

Absolute 

number 

Relative 

number (%) 

Absolute 

number 

Relative 

number (%) 

Agree 95 17.40 168 37.20 28 34.60 

Strongly agree 333 60.99 249 55.10 50 61.70 

Total 428 78.39 417 92.30 78 96.30 

Source: Own processing 

A different situation can be seen with the factor of natural attractions. For the American and 

Russian respondents, this is one of the most significant image factors. However, for the Finnish 

respondents, this factor is slightly less important. Other key factors are safety and acceptance 

by the locals. These two factors were ranked the same by American, Finnish as well as Russian 

respondents. 

 

Maintaining this perception of a safe country is now even more crucial than before. Therefore, 

preserving the perception of a safe country with regard to COVID-19 should be one of the main 

priorities of any DMOs in the Czech Republic. Hence, the advantage of the Czech Republic is 

its general perception as a safe country. If we look at the Global Peace Index from 2016 to 2019, 

the Czech Republic was ranked 7th out of 163 countries worldwide. In 2020, the ranking 

slightly decreased, and the Czech Republic has since gone down to 8th. Moreover, most 

indicators that form the Global Peace Index are expected to deteriorate (except the military 

expenditures, as the countries redirect their resources to help with the current economic issues) 

(visionofhumanity.org 2020).  

 

Since the United States are the most important source country for the Czech Republic, out of 

the analyzed ones, we have also conducted regression analyses for the American visitors. The 

results can be seen in the tables below. 
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Table 4: Regression Analysis - Intention to Revisit 
Intention to revisit Reg. coef. P-value 

Constant 0.192 0.828 

  Acceptance by the locals 0.379 0.010 

  Staff quality 0.295 0.022 

  Price 0.236 0.094 

Source: Own processing; R2 = 0.173; R2 adj. = 0.139, 10 % significance level 

 

Table 5: Regression Analysis - Recommendation 
Recommendation Reg. coef. P-value 

Constant 0.932 0.207 

  Price 0.292 0.014 

  Acceptance by the locals 0.240 0.049 

  Staff quality 0.225 0.036 

Source: Own processing; R2 = 0.176; R2 adj. = 0.142, 10 % significance level 

Generally, three factors have an influence on the American respondents' loyalty to the Czech 

Republic. These factors are the acceptance by the locals, staff quality, and price. Paying more 

attention to these factors when considering the loyalty of American visitors is thus inevitable. 

 

As it is evident from Table 6, Russians are the most loyal towards the Czech Republic among 

research nationalities. Furthermore, the intention to recommend the Czech Republic is stronger 

than the revisit intention. This is especially true for Finnish respondents, where more than 97 

% would recommend visiting the Czech Republic to their friends and family. On the other hand, 

only 74 % of Finnish respondents would revisit the Czech Republic some time in future. The 

least loyal are American respondents. That might be caused by the great distance between the 

Czech Republic and the US. Hence, the revisit intention is lowest among other researched 

nationalities. On the other hand, almost 75 % of the American respondents were satisfied or 

very satisfied, which is a very positive sign for Czech destinations and the service providers. 

Therefore, the distance between the home and visiting country should be the topic for future 

research. 

 

Table 6: Loyalty indicators 
 Russia (%) Finland (%) USA (%) 

Revisit intention 89.23 74.00 56.79 

Intention to recommend 90.00 97.40 62.96 

Source: Own processing 

4 Discussion 

According to Pantouvakis (2013), some nationalities will value infrastructure more, while 

others are more interested in people-related services. This is also evident from the results of our 

paper, where Russians are more people-oriented compared to the Americans and Finns. On the 

other hand, Americans evaluate cultural as well as natural attractions and various social events 

higher than the other researched nationalities. Moreover, our findings indicate that the 

American respondents were the most satisfied with their stay in the Czech Republic when 

compared to other nationalities. Pantouvakis (2013) came to the same conclusion. In his study 

Belgian and American visitors presented the highest satisfaction and loyalty scores among the 

10 examined nationalities. 

 

While there are differences in image and loyalty perception based on the cultural differences, 

some authors, such as Jensen et al. (2015) and Andersen et al. (2017), found that there are some 

factors that the respondents evaluate the same, regardless of their nationality. Jensen et al. 

(2015) found that reindeers and the northern lights are the two factors that the respondents most 
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often associated with northern Norway, no matter their nationality. In the same manner, the mix 

of family-friendly cross country and alpine skiing relate well to the destination images held by 

all the researched nationalities (Denmark, Sweden, and Germany) in Andersen et al. (2017) 

study of the Lillehammer region (Norway). 

 

If we look at the results of our study, there are four factors that are quite important, regardless 

of the respondents' nationality. We can see that apart from cultural monuments and natural 

attractions, which are predetermined and cannot be changed directly, there are two factors: 

safety and acceptance by the locals, which can be altered to some extent by the government or 

municipalities in particular destinations. This is particularly fundamental in terms of the two 

main perspectives: overtourism and COVID-19. Just to be clear, the factor safety does not 

include only security in relation to terrorist attacks, theft, or safety in terms of COVID-19. This 

factor also encompasses security related to other diseases (e.g., malaria or hepatitis) or drinking 

water. 

 

As is evident from our research, most foreign tourists visit the capital city of Prague. Moreover, 

many of those tourists stay only in Prague. In 2019 there were more than 8 million tourists who 

visited Prague (CSO 2020b). The problem is that they usually visit the same monuments and 

attractions located on the so-called “Royal Route”, which starts in Old Town, crosses Charles 

Bridge, and ends at Prague Castle. Therefore, these large crowds of people become a burden 

for local people living near those main tourist attractions. This is why the city government 

appointed a “night mayor”, whose role is to ensure that residents living in this area around the 

various pubs and clubs are not disturbed (The Guardian 2019). 

 

On that account, paying closer attention to the locals and ensuring that they feel welcome in 

their own city, as it is essential for tourists too, is inevitable. As the results of this paper show, 

acceptance by the locals is an important loyalty factor. When the tourists feel welcome, they 

may decide to visit the Czech Republic again. That may also have a positive effect on 

overtourism, especially in Prague, as the repeat visitors will not only stick to the “Royal Route”. 

As a consequence, they might also visit other parts of Prague or even visit other destinations 

outside Prague. 

 

That has also been the case for Prague, where Prague City Tourism began promoting other 

attractions in neighboring areas of the city center. They even published brochures called Prague 

Walks that promote these attractions (Prague City Tourism 2021). Furthermore, due to the 

COVID-19 pandemic, there has been an enormous decline in foreign visitors in Prague. 

Therefore, the city government started to take action to deal with the overtourism and be more 

prepared for the tourists when the pandemic situation will be at ease. The city has, for instance, 

closed fraudulent exchange offices and other tourist traps (Deutsche Welle 2020). 

 

If we look closely at the global pandemic side, most countries tried (during the summertime) to 

attract as many domestic tourists as possible in the effort to mitigate their losses tied to a lack 

of foreign visitors. Therefore, as soon as the pandemic begins to decline and tourism picks back 

up, the perception of any country as a safe country to travel to will be quite crucial. The same 

goes for acceptance by the locals. When the locals will not feel safe because of the foreign 

tourists who they think may spread the virus, these locals can begin to feel negatively towards 

the tourists. In turn, the tourists might then feel as if they are not welcome, and it is possible 

that they might not feel satisfied in the given destination or might not even choose to visit that 

destination in the first place. Presenting the country or destination as safe and suitable for 
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traveling, as well as presenting the traveling of foreign tourists as safe for locals, is therefore 

inevitable. 

 

Conclusion 
The innovativeness of this study lies in the analysis of the perception of the Czech Republic in 

the context of the destination image and loyalty based on the various tourists' nationalities. No 

such study has ever been performed in the Czech Republic or any other central European 

countries. Therefore, the results can serve as a baseline regarding the cultural differences and 

loyalty perception in the context of central Europe, as well as for other countries that are 

focusing on cultural and city tourism. Furthermore, the results of this paper could be used by 

various service providers and destination managers in their marketing strategies that are aimed 

at different visitors' nationalities. 

 

Apart from the four image factors (cultural and natural attractions, as well as safety and 

acceptance by the locals) that are quite crucial for the American, Russian as well as Finnish 

respondents, there are a number of factors that the respondents perceived differently. For 

example, natural attractions, sustainable development, and the uniqueness of the destinations 

were more significant for the American respondents. In terms of their revisit intentions, 

Americans are also very likely to be influenced by the overall image of the destination. This is 

especially observable in older generations (51 years and older). 

 

On the other hand, Russians are more price sensitive. Price factors are by far the most essential 

for them. They are also less likely to come back to the Czech Republic should the prices 

increase. That being said, the impressive architecture, as well as the cultural and natural 

attractions, is also quite important in their perception of the Czech Republic. They are also 

particularly people-oriented, and the quality of the hotel and restaurant staff is crucial for them. 

Lastly, the Finns are more beer-oriented than Americans and Russians. Hence, they consider 

the Czech Republic a beer tourism country. Furthermore, beer and nightlife were among the 

highest evaluated image factors. That being said, historical towns and monuments are more 

significant for them. On top of that, the peaceful, as well as an intriguing atmosphere of the 

Czech Republic had an impact on their experience. 

 

Unfortunately, there are some limits to this paper. First of all, the data were obtained before the 

COVID-19 pandemic. Therefore, the perception of the Czech Republic today might slightly 

differ from the pre-COVID-19 era. Furthermore, the structure of respondents, as well as the 

data sets, is not the same for all nationalities. Consequently, we were not able to ensure the 

quota sampling based on the gender of the Russian respondents. 

 

The study compares different data sets for each nationality. Therefore, future research may 

consider this and compare loyalty perception based on the same structure of data sets. In our 

study, we compared American, Russian, and Finnish tourists. It might be interesting to also 

conduct a similar study for Asian visitors of the Czech Republic (as this is also one of the largest 

source markets for the Czech Republic) and see if the perception differs significantly. 
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