
 

 

 



 

 

 

 

 

 

 

 

 

 

CULTURAL TOURISM AND DESTINATION 

IMPACTS 

 

 

 

 

 

 

 

  



ii 

 

© 2015 Juraj Dobrila University of Pula 
 
 
All rights reserved. No part of this book may be reproduced in any form 
by any electronic or mechanical means (including photocopying, 
recording or information storage and retrieval) without a written 
permission from the publisher. 
 
The authors are responsible for all of the content that has been published. 
 
 
Publisher: 
Juraj Dobrila University of Pula 
Zagrebačka 30 
52100 Pula, Croatia 
 
For the publisher: 
Alfio Barbieri, Rector 
 
Editors:  
Jasmina Gržinić 
Ksenija Vodeb 
 
Editorial board: 
Tamara Floričić 
Ivanka Nestroska 
Laura Giurca Vasilescu  
Pál Gubán 
Tulio Romita 
 
Reviews: 
Ludmila Novacka 
Krzysztof Wach 
Metod Šuligoj 
 
Proofreading: 
Alexandra Godfrey 



iii 

 

 
 
Formatting and Cover design: 
Alen Ive, Ana Cossi 
 
Printed by: 
Tiskara Zelina d.d. 
 
 
Edition: 
250 copies 
 
 
 
CIP - Katalogizacija u publikaciji 
 Sveučilišna knjižnica u Puli 
 
 UDK 338.48-6:008>(082) 
 
CULTURAL tourism and destination 
 impacts / edited by Jasmina Gržinić, 
 Ksenija Vodeb. - Pula : Juraj Dobrila 
 University of Pula, 2015. 
 
 Bilješke o autorima. - Glossary. - Sažeci 
 iza svakog rada. - Bibliografija; bilješke 
 uz tekst. 
 
 ISBN 978-953-7498-96-2 
 
 1. Gržinić, Jasmina 2. Vodeb, Ksenija 

 
 
 

Na temelju odluke Odbora za izdavačku djelatnost Sveučilišta Jurja 
Dobrile u Puli, KLASA:      URBROJ:      od  .   . 2015. Godine. 

 
 

Tisak dovršen u 2015. godini. 



210 
 

Moira Kostić Bobanović1 

Uchechi Nkeiruka Esonu2 

 

TOUR GUIDE COMMUNICATION COMPETENCE: 

COMPARATIVE STUDY BETWEEN RUSSIAN AND NORTH 

EUROPEAN TOURISTS’ PERCEPTIONS 

 

Abstract 

 

This study investigates whether there are any differences in perceived 

importance of a tour guide’s communication competence behaviours 

between Russian and North European tourists and by their gender. 

Research participants were divided into two focus groups: Russian 

(n=133) and North European tourists (n=142). The focus groups 

completed questionnaires about their perceptions of the importance of 

nonverbal (approachability, poise, attentiveness) and verbal (language 

adaptability, cultural topics) dimensions of communication competence 

of tourist guides. All participants were surveyed while on a two-week 

vacation in Istria. Survey results were analyzed by focus group and by 

gender. Overall, with the exception of language adaptability, Russians 

ranked both nonverbal and verbal behaviours as more important than 

North Europeans. Additionally, female tourists considered verbal and 

nonverbal competence behaviours more important than their male 

counterparts. 
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1. INTRODUCTION 

Communication is central to human life. It is pervasive, essential, and 

complex. Since communication is irrevocably entwined with human life, 

any study involving people should touch on communication (Littlejohn, 

2002). The focus of a great deal of communication research has been 

competent communication, or the ability of a person to communicate 

effectively and appropriately. 

Communication competence is a framework that has been used in various 

disciplines to understand communication events and their success or 

failure in achieving objectives. Spitzberg and Hurt (1987) contend that it 

is “axiomatic that interpersonal communication competence is crucial to 

academic, occupational, personal and social success” (1987: 28). 

Considering the crucial and ubiquitous nature of communication 

competence, it is a worthwhile and timely area of study. 

 Tourism provides a perfect context for the study of communication 

competence. Through travel, people are temporarily migrating to other 

destinations and cultures, and tourism provides an opportunity for 

improving international understanding. Tour guides play a special role in 

these intercultural interactions. They occupy a very special position in the 

system. In terms of organization, they are an essential part of the supply-

side components.  Tour guides can work for all of the supply-side 

stakeholders, within all of the sectors of the tourism industry. No matter 

who they are working for, tour guides are generally regarded as service 

providers for visitors (Pond, 1993.)  

 

Theoretical background 

The significance of communication quality in guiding has been the main 

focus in numerous studies (Cohen, 1985, Nettekoven, 1979, Armstrong 

and Weiler, 2002; Haig and McIntyre, 2002; Ballantyne and Hughes, 2001; 

Ham and Weiler, 2003). The authors argue that the communicative 

component is of crucial importance for the role, either from the 
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perspective of destinations or visitors. According to Cohen (1985), this 

function of guides in international cross cultural tourism is oriented at 

interpretation. Yin (2008) found that nowadays, tourist tend to interpret 

everything they experience in their own way, influenced both by initially 

formed ideas and expectations and upon regarding the concrete tour 

beneficial to themselves. The task of guides is to help visitors in locating, 

perceiving and understanding different features of a destination. No one 

else is in such a position in terms of tourists and possibilities of influence.  

In the rapid expansion of global tourism, tour guides play an important 

role in bridging cultures. Studies have shown that face-to-face interaction 

with tourists is an effective means by which outfitters and guides can 

educate and inform their clients (Roggenbuck and Berrier, 1982; Krumpe 

and Brown, 1982, Blešić et al. 2014). This may be because guides have 

extended interaction with their customers and even some interaction 

with non-guided tourists.  

Although studies have shown that guided trips involving an educational 

component can result in positive outcomes, like learning, the specific 

aspects of the communication events between guides and clients that 

result in those outcomes are still not understood. 

Tour guides are the essential interface between the host destination and 

its visitors. In fact, they are front-line employees who are very much 

responsible for the overall impression and satisfaction with the tour 

services offered by a destination (Watson and McCracken, 2005; Garrod, 

2005; Jovičić et al, 2011).  

According to Geva and Goldman (1991) the performance of the tour guide 

is an important attribute to the success of the tour. In his research 

Mossberg (1995) noted that the tour guide was regarded an important 

element in selecting a charter tour.  

The tour guide function is likely to influence the level of satisfaction 

tourists obtain from their tour experiences. Lopez's (1980) work, suggests 

that an ineffective guide may have adverse effects on tourists' enjoyment 

of their holiday experience. 
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The professionalism of a tour guide is reflected in their attitude towards 

the job, whether they are more money-oriented or customer service-

oriented. While attitude towards the job was seen as important, the 

results of the study presented in the research made by Ap and Wong 

(2001) expressed that product knowledge and communication skills were 

considered to be more important than attitude.  

The authors concluded that qualities and standards that a tour guide must 

possess are the following: good product knowledge, good communication 

skills including proficiency in languages and right attitude with respect to 

service.  

Some authors (Ross, 1993; Reisinger and Turner, 2002; Toy, Kerstetter 

and Rager, 2002) suggested that tour guides should be quite 

knowledgeable about the cultural and entertainment attractions of the 

city and offer the highest level of service possible. This idea provides an 

interesting and different perspective of a tour guide's duties, which is 

worthy of consideration. 

 According to current scholarship we may assume that tour guiding is a lot 

more complex than the usually accepted and straightforward roles of 

being “information giver”, “environmental interpreter” or “culture 

broker”, as described in the literature (Cohen, 1985; Weiler and Derrin, 

1993).  The antecedents of the modern tour guide are copious and varied, 

and related to mythology, literature, history, and geography.  

According to Cohen (1985), there are two main functions tour guides have 

performed throughout history; the pathfinder and the mentor. In the 

contemporary context of tourism the pathfinder role is still existent in that 

the tour's itinerary shows the path' to tourists wanting to discover more 

about the place they are visiting, or as Cohen (1985, p.7) puts it, “through 

a socially defined territory to which they have no access”.  

Leiper (1996) noted the pathfinder role gives the tourist a sense of 

security in a strange environment, a precursor to a successful tourist 

destination region. Under the mentor role, there is the mediatory sphere 

comprised of the interaction and communicative components.  
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The communicative component is associated with act as a middleperson 

between their party and the host population. Cohen (1985) proposes that 

the mentoring role of the contemporary tour guide is made up of four 

components: selection, information, interpretation and fabrication. This 

model gives an idea of the complexity of being a guide. 

The work and role of the tour guide is complicated by issues of the 

economic survival of the tourism industry which is characterized by very 

keen competition, questionable industry practices, and higher standards 

of service expected by tourists.  

Interestingly, the role of tour guides was not the major issue, which 

suggests that the industry and guides themselves do not find strains and 

conflicts in the various roles they may perform.  

In terms of the role played by the guides, the main concern stems from 

unhealthy industry practices whereby tour itineraries are dictated by the 

financial objectives of the tour operator and the guide's income being 

heavily reliant on commissions (Saee,  2007). 

While international tourism provides a unique intercultural context for 

the study of communication, both tourism and cultural scholars can 

benefit greatly from insights gained through research on perceptions of 

important communication behaviours. This study attempts to bridge the 

gap between theory and practice by integrating academic discussions on 

intercultural communication, gender perceptions of body language, and 

the practical, real world application of those behaviours.  

 

The aim of the study 

The primary goal of this study is to investigates communication in an 

international tourism setting, in the context of short-term intercultural 

interactions, focusing on the intercultural differences between the 

Russian and North European (UK, Scandinavia) travellers’ perceptions on 

the importance of tourist guides’ communication competence during all-

inclusive intercultural vacation tours.  
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The presentation of the empirical findings will be systematized by offering 

answers to the following research questions: 

Are there any differences in perceived importance of a tour guide’s 

communication competence behaviours between Russian and North 

European tourists?  

Are there any differences in perceived importance of a tour guide’s 

communication competence behaviours between genders?  

 

2. METHODS 

2.1. Participants 

The two focus groups were chosen for comparison for practical reasons. 

In particular, the Russians were chosen because they represent one of the 

largest and most important European tourism markets for the Croatian 

County of Istria, while travellers from Northern Europe (United Kingdom 

and the Scandinavian countries: Denmark, Norway, Sweden, Finland) 

were included since they represent the new, fastest growing tourism 

market for Istria.  

Table 1. shows the joint sample structure of our respondents, which gave 

us usable data. 

Table 1. Participants’ demographic/gender profiles        

GENDER 
COUNTRY 

Russian tourists (n=133) North European (n=142) 
N % N % 

Female 58 43,6 69 48.6 
Male 75 56,4 73 51,4 

The respondent’s population consists of total of 275 randomly chosen 

tourists (133 Russian and 142 North European); 148 male and 127 female 

tourists participated in the study. They landed at the airport of Pula and 

than transferred to their final destination throughout Istria by buses. 
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The length of stay for both group of tourists was two weeks, all 

participants had gone on guided tour from 3-5 times.  

 

2.2. Research instrument  

Tourists' perceptions of the importance of communication competence 

were measured using five dimensions adapted from the inventory used by 

Martin et al. (1994): three nonverbal dimensions and two verbal 

dimensions.  

The specific items were adapted to fit the Istrian tourism context. The data 

collection was done toward the end of the tourists' travel experiences. 

They were approached briefly while still in the bus for the airport at the 

end of vacations.  

The researcher boarded the tour bus, gave a brief introduction of the 

research and asked for participation. The survey instrument was 

anonymous. The interview paper was written in English with the guides 

providing ad-hoc translation to the tourists in need of elucidation. 

Participants were asked to rate each communication competence item on 

a seven-point, Likert-type scale (from 1 = strongly disagree, to 7 = strongly 

agree).   

The three nonverbal dimensions and corresponding characteristics were:  

 approachability (nonverbal behaviours that invite interaction e.g. 

smile, pleasant facial expression). 

 poise (aspects of appropriate physical presentation e.g. nice 

appearance, appropriate distance, appropriate posture) 

 attentiveness (nonverbal behaviours that show attention and 

involvement in interaction e.g. maintain direct eye contact, pay 

close attention, nod head and lean towards the other person.) 

The three verbal dimensions and corresponding items were:  

 language adaptability (efforts made to choose language and 

express ideas that are understandable to the listener e.g. use 
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appropriate grammar, present ideas clearly, choose words 

carefully, speak clearly, avoid slang), 

 cultural topics ( topics focused on sharing and understanding 

each others’ country and cultural backgrounds e.g. talk about 

your own country, talk about others’ country, share positive 

information about your country, ask about others’ country). 

The verbal and nonverbal dimensions were checked for reliability by 

Martin et al. (1994) in a cross-cultural context with Hispanic and non-

Hispanic samples. According to results presented in Table 2. all 

dimensions (approachability, poise, attentiveness. language adaptability 

and cultural topics) showed high levels of internal consistency ranging 

from .83 to .89. 

Table 2. Cronbach' alpha reliability scores for dimensions of 

communication competence   

DIMENSION RUSSIAN NORTH EUROPEAN 

Approachability  0,87 0,85 
Poise  0,86 0,85 
Attentiveness  0,85 0,87 
Language adaptability  0,86 0,83 
Cultural topics  0,89 0,88 

 

2.3. Data analysis 

After collecting data from survey questionnaires, the results from the 

questionnaires were processed using SPSS for Windows (Statistical 

Package for Social Sciences).  Results were then organized by five 

communication competence categories: approachability, poise, 

attentiveness, language adaptability, and cultural topics.  
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Table 3. Computed mean scores for perceived importance of a tour 

guide's communication competence between Russian and North 

European tourists 

COMMUNICATION 
COMPETENCE 

COUNTRY 

t p 
Russian 
tourists 
(n=133) 

North 
European 
(n=142) 

Mean score Mean score 

Approachability 5,19 4,57 0,52 0,00 
Poise 5,79 5,70 0,09 0,22 
Attentiveness 4,97 4,54 0,43 0,00 
Language adaptability 5,98 6,28 0,20 0,00 
Cultural topics 5,22 4,67 0,55 0,00 

 

3. RESULTS AND DISCUSSION  

A paired t-test was used in order to define if there were differences in the 

perceived importance of a tour guide's communication competence 

between Russian and North European tourists. The Russian group 

perceived communication competence as more important than North 

European on all dimensions except for the language adaptability (Table 

3.) According to the p-values for approachability (0,00), Russian and 

North European tourists have dissimilar attitudes towards the 

importance of approachability as an indicator of tourist guide 

communication competence. Additionally, there is a statistically 

significant difference between the mean Russian tourist score and the 

mean North European approachability score: 5,19 and 4,57 respectively.  

The higher mean score for Russian tourists shows that Russian tourists 

generally value approachability and nonverbal behaviours that invite 

interaction such as: smiling and positive facial expressions in tourist 

guides more than their North European counterparts.  

With regards to poise, there is no significant difference between the two 

countries in the area of the aspects of appropriate physical presentation 
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(0,22). and the 5, 79 mean Russian score and the 5,70 North European 

score are not statistically significant. The lack of statistically significance 

between these scores implies that Russian and North European tourists 

both consider a tour guide’s appropriate physical presentation an 

important indicator of communication competence. 

 In the attentiveness category the p-value of 0,00 shows that Russian and 

North European tourists display different attitudes towards attentiveness 

as an indication of tourist guide communication competence. There is 

statistically significant difference between the mean score of Russian 

tourists (4,97) and that of North European tourists (4,54). The statistical 

significance of the Russian tourist score suggests that Russian tourists 

consider general attentiveness and specific behaviours like eye contact, 

head nodding, which are nonverbal behaviours indicating attention 

/involvement in interaction as more important indicators of tourist guide 

communication competence than North European tourists.  

For the language adaptability category, the 0,00 p-value illustrates that 

Russian (5,98) and North European tourists (6,28) have dissimilar 

attitudes regarding language ability as an indicator of tourist guide 

communication competence. There is a statistically significant difference 

between the two focus groups, of which, North European tourists hold 

highest expectation for the language adaptability skills of tour guides.  The 

higher mean score implies that North European tourists consider tour 

guide’s efforts when choose language and express ideas that are 

understandable to the listener as a more important indicator of tourist 

guide communication competence than Russian tourists. 

Finally, for cultural topics, the p-value of 0,00 shows that Russian and 

North European tourists have different attitudes regarding culture topics 

as an important indicator of tourist guide communication competence.   

There is a statistically significant difference between the Russian mean 

score (5,22) and the North European score (4,67). The higher score for 

Russian tourists shows that of the two focus groups, Russian tourists 

consider knowledge of cultural topics and a tour guide’s focus on 
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explaining the similarities and differences between tourists’ countries of 

origin and the respective travel destination as a more important indicator 

of tour guide’s communication competence than North European tourists. 

Comparing this study to the work of Leclerc and Martin (2004) results 

confirm that most intercultural communication competence behaviors 

such as cultural topics, language adaptability, attentiveness, international 

inclusion, and poise are important markers of intercultural 

communication competence that transcend cultural boundaries.  

This study aligns with perceptions of scholars that not only do individuals 

hold cognitive notions about what comprises communication competence 

but that they then use these expectations to judge their own and others' 

behaviors (Bradford et al. 1999). Moreover, different cultural groups 

place different emphasis on different communication competence 

behaviors. 

Table 4. Computed mean scores for perceived importance of a tour 

guide's communication competence between genders 

COMMUNICATION 
COMPETENCE 

GENDER 
t p F (n=127) M (n=148) 

Mean score Mean score 

Approachability 4,94 4,63 0,31 0,00 

Poise 5,74 5,69 0,15 0,23 

Attentiveness 5.78 5,82 0,04 0,55 

Language adaptability 5,74 5.61 0,28 0,00 

Cultural topics 5,04 5,03 0,01 0,87 

Statistical testing for relevant differences in mean scores between both 

groups shows difference regarding perceptions of importance of 

communication competencies.  

Results showed statistically significant differences between female and 

mail regarding nonverbal behaviours that invite interaction (0,00). It 
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seems that tour guide's non verbal behaviour like smile and pleasant facial 

expression, women (4,94) perceive more important than men (4,63).  

Previous behavioural studies have suggested that women perform better 

in tests of nonverbal behaviours that invite interaction than males (Hall, 

1978; McClure, 2000), although these findings have not been without 

controversy. Gray (1992:256) found out that men generally communicate 

to transmit information and solve specific problems, while women usually 

use communication to express feelings and achieve emotional intimacy. 

Consequently, women tend to use nonverbal communication more than 

men. 

We also found statistically significant differences linked to the dimension 

of language adaptability (0,00). Results showed significant differences 

between the average female language adaptability score of 5,74 and the 

average male score of 5,61 This suggests that female tourists consider a 

tourist guide’s efforts to use appropriate grammar, clear idea 

presentation, and clear communication relevant to the listener as an 

important gauge of a tourist guide’s verbal communication competence.  

Our results are similar to those presented in the study of Haas (1979) and 

Carli (1990). Further, no statistically significant difference was found 

linked to the dimensions of poise (0,23), attentiveness (0,55) and cultural 

topics (0,87).  

These conclusions are based on the computed 2-tailed significance levels 

shown in Table 4. According to the computed p-values, our female 

participants share similar attitudes with male participants as regards the 

perceived importance of tourist guides aspects of appropriate physical 

presentation, nonverbal behaviours that show attention and involvement 

in interaction and knowledge about cultural topics. 

In sum, our data reveals that females consider almost all nonverbal, except 

attentiveness, and verbal communication behaviors as important markers 

of communication competence in comparison to their male counterparts. 
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4. CONCLUSION 

Given the ubiquity of the tour guide in most areas of industrialized 

tourism, it is surprising that this profession has received so little attention 

from the academic tourism community and scholars of intercultural 

communication. As an area of study in tourism and recreation, 

communication competence should be considered an integral part of 

tourism-related studies.  

This current study investigates how tourist guide communication 

competence may be perceived by using Russian and North European 

tourist focus groups. Furthermore, this study examines the differences 

between male and female cognitive expectations with regard to tourist 

guides’ communication competence. 

Results indicate there are significant differences in the perceptions of 

important communication competencies between the Russian and North 

European tourists.  

For the most part, except language adaptability the Russians ranked both 

nonverbal and verbal behaviors as more important than the North 

European tourists. Therefore, this study shows there are different 

viewpoints on the relative importance of the communication 

competencies of tour guides, indicating that such differences are 

culturally conditioned.  

Data analysis also revealed that there are significant differences in the 

perceptions of important communication competencies between men and 

women. For the most part, female participants ranked both nonverbal and 

verbal competence behaviors as more important than male participants.  

We may conclude that since tourism plays a major role in the regional 

economy it is important that tourist guides are competent communicators 

not just linguistically but are also sensitive to the needs of various cultural 

groups. An effective communication strategy allows guides to market 

services and behaviors to different cultural groups while enhancing 

respective tourist experiences and providing positive representations of 
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Istrian people, and Croatia as a whole.  

It would be beneficial for scholars to extend this study to other countries 

and cultural groups. Furthermore as this study stresses the tourist 

perspective, it could be useful to examine the issues from the tour guide’s 

perspective.  

Overall, this study has provided some interesting and revealing insights 

into understanding the nature of, and issues faced, by the tour guiding 

profession. Some new paths have been explored and some areas for future 

research have been identified. This study is hopefully one of many, as 

scholars develop a better understanding of the nature of tour guiding, and 

seek its long-term improvement. 

 

Limitations of the study and suggestions for further research 

Since the base for this article is a research on the relation between North 

European and Russian tourists, we focused only on these countries but we 

are aware of the fact that Istria is the target destination for many other 

nations. A suggestion for further research is to use the opening of new 

airlines at the Airport of Pula to interview the tourists from different 

countries and compare their perceptions with our work. 

Furthermore, it’s important to note that we evaluated all North European 

tourists in one unit; the reason being UN WTO’s statistic geographical 

division. We are again aware that those countries bear plenty of 

diversities in terms of culture, behaviour, language, etc. 

For the reasons mentioned above, these findings cannot be generalized to 

the broader community based on the study alone.  
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