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A Situational Analysis and Assessment of the Development Potential of the 

Russian Tourist Market to New Zealand 

by 

Sergey Yuzhanin 

 

Russia is one of the fastest growing emerging tourist markets in the world. However, 

while substantial academic effort has been put into studying other tourist markets, it 

appears that still very little is known of the intentions and activities of the Russian 

outbound travel market. Drawing upon the theory of planned behaviour (TPB), this 

research has concentrated on New Zealand as the target destination for Russian 

travellers. Methodologically, with a set of convenience samples, the multiple 

approaches to this study have provided both theoretical and grounded perspectives on 

the Russian outbound travel market. A total of 117 completed questionnaires have 

been collected from two Russian travel companies, one each in Moscow and 

Ekaterinburg. The relevant issues have also been interpreted from a more 

exploratory/inductive approach using ten qualitative interviews with Russian visitors in 

New Zealand. An application of TPB has revealed that potential Russian visitors’ 

intentions and the likelihood to travel to New Zealand are not very high. As assessed 

by TPB, despite very favourable attitudes towards visiting New Zealand, subjective 

normative influences are the only statistically significant predictors of the intentions of 

Russian travellers to visit this country. Similarly, attitude is not a significant predictor of 

the likelihood to travel to New Zealand. However, as revealed by TPB, both 

behavioural control and subjective norms do predict the likelihood of Russian people 

travelling to New Zealand. While travelling overseas, Russians seek beautiful scenery, 

beaches, national parks, personal safety, friendliness of locals and a relaxing 

atmosphere. Nevertheless, the majority of respondents do not indicate that New 

Zealand would be an ideal travel destination. This study has found that the perception 
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of the presence in New Zealand of highly valued destination features falls short of the 

respondents’ expectations. The latter finding is largely attributed to the lack of 

knowledge of New Zealand. It has also emerged that such information sources as the 

Internet (both Russian and international sites) and word-of-mouth, as well as social 

networking websites and travel agents, play the most important role in forming an 

image of a destination for the analysed travel market. New Zealand is a long-haul 

destination for Russian travellers. Therefore, it is challenging to attract large numbers 

of tourists from Russia to New Zealand. However, the research has identified a 

potential for developing a niche Russian travel market to New Zealand. There are 

several segments among travellers in Russia who have above average disposable 

incomes, who are experienced in long-haul travel and who are willing to explore more 

countries. Additionally, there are travellers with average incomes who save money to 

travel to such “dream destinations” as New Zealand. There are also an increasing 

number of Russian people who visit friends and relatives residing in New Zealand. 

Marketing implications, based on these findings, are derived. Since no previous studies 

have assessed the Russian outbound travel market with reference to New Zealand, this 

research is considered a pilot study. Future research should attempt to obtain 

travellers’ views from other travel companies in Moscow and Ekaterinburg, as well as 

from other major cities in Russia. 

 
Keywords: Russian outbound travel market, theory of planned behaviour, destination 

attributes, information sources, potential of Russian outbound travel market. 
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Chapter 1 

Introduction 

Tourism in the Russian Federation has grown dramatically in recent years (European 

Travel Commission (ETC), 2014). According to the Euromonitor International (2012), an 

independent European tourism research organisation, all forms of tourism in Russia 

(outbound, inbound and domestic) are booming. These trends have been attributed to 

the country’s improving economy, fascinating history and enormous territory.  

Notwithstanding current political tensions involving Russia-Crimea-Ukraine, at present, 

the Russian outbound travel market is one of the biggest in the world (World Travel 

Monitor, 2014). It remained stable in the first half of 2014 (ETC, 2014). Moreover, the 

Russian Federation is known as one of the leading countries regarding travel 

expenditure abroad (Euromonitor International, 2012; International Monetary Fund 

(IMF), 2014; Paspartu, 2013). 

Today, Russian tourists can be seen in different parts of the world (Euromonitor 

International, 2012; Paspartu, 2013; World Travel Monitor, 2014). Importantly, the 

increasingly affluent middle class and rich Russians are constantly looking for new 

destinations. They often use travel to long-haul and ‘exotic’ countries as a means of 

demonstrating status (Russian Union of Travel Industry, 2009). Thus, it is possible that 

New Zealand, among other countries, may be considered by Russian tourists as an 

attractive destination. 

While Russia is one of the fastest growing emerging markets among BRIC (Brazil, Russia, 

India and China) countries (Euromonitor International, 2012), substantial, and entirely 

justifiable, academic effort has been put into studying other tourist markets. It appears 

that still very little is known of the intentions and activities of the Russian tourist 

market with reference to New Zealand. 

A Russian sub-set of visitor arrival data is currently not provided in New Zealand’s 

International Visitor Survey (IVS) reports. Therefore, there is only anecdotal evidence 

that the number of Russian visitors to New Zealand is small compared with the number 
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of visitors to, for example, Australia. However, Australia, in terms of distance for the 

Russian tourist market, is a close New Zealand neighbour. Moreover, many wealthy “oil 

regions” of Russia are in close proximity to China, the country that is one of the fastest 

growing tourist markets to New Zealand (UNWTO, 2012). 

The above considerations have spurred an interest in researching the current and 

potential outbound tourist activities of the Russian market. Drawing upon the theory of 

planned behaviour (Ajzen 1991, 2006, 2008; Ajzen & Fishbein, 1980), this research 

concentrates on the potential of New Zealand as the target destination for Russian 

travellers. 
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Chapter 2 

Literature Review 

This chapter, first, provides an overview of the trends in Russian outbound tourism. The 

literature review is prepared by the examination of several independent travel reports. 

Among those are the publications of Euromonitor International (2012), European Travel 

Commission (2013, 2014), and the World Travel Monitor (2014). Up-to-date 

information is also obtained from the latest reports of the IMF (2014) and the World 

Bank (2014). This section also analyses the reports, news and official websites of the 

key Russian travel and tourism industry players: government agencies (e.g., 

www.gks.ru; www.ratanews.ru) and tourism industry associations (e.g., 

www.russiatourism.ru; www.rstnw.ru; www.atorus.ru; www.travel.ru; www.russia-

travel.com; www.moscow-city.ru; www.tourprom.ru). 

Second, the theory of planned behaviour (TPB), which underpins the research, is 

discussed in detail. An overview of the studies that used the TPB in social settings and, 

in particular, for predicting travel intentions and behaviours of tourists is also 

presented. 

Finally, ideas from informal discussions with two Russian travel companies’ owners in 

large cities aimed to enhance the understanding of the Russian outbound tourist 

market. Additionally, these discussions served to eliminate any unintentional bias in the 

interpretation of the travel reports, thereby increasing the validity of the content of the 

literature review. 

2.1 Outbound tourism in Russia 

2.1.1 Impact of the economy, income and consumer expenditure on travel 
industry 

Relatively steady and continuing growth in economic conditions in Russia has been 

influencing the purchasing power and the tourism industry in that country (ETC, 2013; 

Euromonitor International, 2012; Paspartu, 2013; World Bank, 2014). 

In 2012, household annual income in Russia was on average US$ 21,300, which was 

quite low compared with other European countries. As a matter of fact, the average 
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household income in Germany and the UK was US$ 61,200 and US$ 55,600 respectively 

in 2012 (Euromonitor International, 2012). Notwithstanding these average figures, 

Russia has both a large population base and one of the world’s highest numbers of 

millionaires and billionaires. The income of those people is measured in millions of 

dollars per year (Russian Federal State Statistics Service (ROSSTAT), 2014). 

At present, Russia has more than one hundred and fifty billionaires (measured in US 

dollars). As for the number of very rich individuals, it ranks third in the world after the 

USA and China respectively (ROSSTAT, 2014). Additionally, Russian billionaires are 

comparatively young, with an average age of 49; and they wish to travel as much as 

possible (PATA, 2013). 

Real disposable income in Russia has been increasing since the collapse of the USSR 

because all state–owned houses were privatised. At no cost, people received houses 

and apartments, which previously belonged to the state. Consequently, the mortgage 

debt in Russia is almost non-existent and among the lowest in the world (ROSSTAT, 

2014). For the present, the majority of Russian people are mortgage or rent-free, which 

leaves them with higher disposable incomes. 

According to Euromonitor International (2012), annual disposable income per capita is 

expected to increase by 11 percent over 2012-2016, while average consumer 

expenditure is predicted to grow by 12 percent over the same period. Euromonitor 

International (2012) further reports that, despite the global economic crisis over 2008-

2009, annual disposable household income and consumer expenditure in Russia grew 

by 13 percent over 2007-2012. Moreover, by 2050, it is expected to reach 

approximately US$ 70,000 per household annually. 

The Russian Federal Agency for Tourism (2014) reports that Russian citizens have 

recently become more inclined to spend on international tourism. This trend, as 

elsewhere, has been mainly attributed to increasing levels of disposable income 

(Association of Tour Operators of Russia (ATORUS), 2014). For example in 2011, the 

expenditure of Russian people on international travel was US$ 34.4 billion 

(Euromonitor International, 2012). In 2011, Russian tourists spent the highest amount 

of money in China. The tourist expenditure in that country accounted for 7 percent of 

all Russian outbound tourist expenditure in 2011. The following year, Russia was the 
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seventh largest travel market by expenditure (UNWTO, 2012). Remarkably, in 2013 

alone, Russian outbound travellers spent US$ 35.6 billion (ROSSTAT, 2014). 

According to Paspartu (2013), Russian tourists are known as high spenders. For 

example, 54 percent of all Russian travellers to Europe preferred to stay in four or five 

star hotels in 2013 (Paspartu, 2013). In line with this, World Travel Monitor (2014) 

reports that 51 percent of all Russian travellers spend, on average, US$ 1500 per 

person per trip, which exceeds the average spent by other Europeans. Moreover, about 

15 percent of Russian outbound travellers spend much higher than the average when 

travelling (World Travel monitor, 2014). 

According to Euromonitor International (2012), Russian outgoing tourist expenditure is 

expected to continue growing most of all in Turkey, with predicted growth of 17-20 

percent over 2012-2018. This trend is attributed to the increasing number of Russian 

people travelling to Turkey, as well as to the rising amount of money spent per person 

(Russian Union of Travel Industry, 2013; World Travel Monitor, 2014).  

Other data point out that leisure, recreation and tourism in Russia accounted for 5.5 

percent of the total consumer spending per household in 2013 (ROSSTAT, 2014). 

Growing expenditure on packaged holidays, which increased by 16 percent over 2007-

2012, and underpinned spending on leisure and tourism, has been reported 

(Euromonitor International, 2012). Overall, Russian outbound tourist expenditure per 

capita is expected to rise by 15.7 percent over 2012-2018 (Euromonitor International, 

2012). 

It should be noted, however, that, contrary to these optimistic views, the above-

described trends may change dramatically, depending on the outcome of the current 

geopolitical conflicts between Russia and Ukraine (ETC, 2014; IMF, 2014, World Bank, 

2014). For example, according to the IMF (2014), the Russian economy already shows 

some signs of stagnation. For example, growth in GDP has slowed down to 0.6 percent 

in 2014 compared with 1.4 percent growth in 2013 (ETC, 2014) and with 4.3 percent 

growth in 2011 (World Bank, 2014). 

Similarly, while still relatively strong, the significant increase in overall consumption 

and expenditure in the last decade (Euromonitor International, 2012; Paspartu, 2013; 
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Stark Tourism Associates, 2013) begins to decline (IMF, 2014, World Bank, 2014). For 

example, ETC (2014) reports a decrease in the growth of consumer expenditure in 

Russia from 4.7 percent in 2013 to 1.1 percent in 2014. Likewise, consumption growth 

slowed down to about two percent in the first half of 2014, compared with 3.4 percent 

in 2013 and 6.9 percent in 2012 (World Bank, 2014). 

If these trends continue for a prolonged period, the future of Russian outbound 

tourism may fall short of expected projections (ETC, 2014). However, a slight recovery 

in economic growth is expected by 2015 (IMF, 2014). Notwithstanding current political 

events, ETC (2014) still predicts a 7.7 percent increase in the annual average Russian 

market’s long-haul travel and a 4.4 percent growth in short-haul travel over 2014-2018. 

Interestingly, the latest analysis of the economic situation from the World Bank (2014) 

points out that global markets have not been dramatically affected by the conflicts 

between Russia and Ukraine. The world oil market remains relatively stable. Moreover, 

the World Bank (2014) has suggested that the current geopolitical and commodity risks 

could benefit Russia in the long run by increasing the prices of oil and gas. If there is “an 

orderly resolution” (p. 26) of the Ukrainian-Russian crisis, Russia’s economy will be 

growing again in 2015 (World Bank, 2014). This trend will support the growth in 

outbound travel. 

2.1.2 Russian travellers: volumes, seasonality and booking preferences 

According to the Russian Labour Code (2013), state employees are entitled to 24 days 

of paid leave (approximately four weeks per year). In addition, they have a right to 

weekends and ten public holidays per year (Stark Tourism Associates, 2013). Depending 

on the company’s needs, the employer may divide this leave into two parts. However, 

each holiday must be not less than two weeks (Russian Labour Code, 2013). However, 

the majority of travel companies’ clients in Russia, or their life partners, are owners and 

managers of private businesses. As such, the holiday arrangements of these people are 

quite flexible (V. Atemaskin, a travel company’s owner in Moscow, personal 

communication, March 15, 2014).  

The number of people who decide to travel during annual leave (both domestically and 

internationally) shows a steady increase in Russia, from 71.1 million people in 2007 

(Euromonitor International, 2012) to 90.7 million people in 2013 (ROSSTAT, 2014). 
6 

 



Interestingly, as recently as 25 years ago, very few Russian people could go abroad. 

Moreover, they travelled overseas mainly under the pretext of seeing “the injustice of 

the capitalist system” (M. Chmirenko, a travel company’s owner in Ekaterinburg, 

personal communication, January 22, 2014). 

While domestic travel within the USSR was very popular and affordable due to stable 

low prices, foreign travel, apart from visiting Eastern European Communist countries, 

was a very rare phenomenon. That is why many Russian travellers have an 

overwhelming desire to experience international destinations these days (V. 

Atemaskin, a travel company’s owner in Moscow, personal communication, March 15, 

2014). 

After the collapse of the USSR in December 1991, outbound tourism from Russia saw 

an unprecedented growth (ATORUS, 2014). For example, in 1995, only 2.6 million 

Russian tourists travelled abroad (Euromonitor International, 2012; Stark Tourism 

Associates, 2013). By 2006, however, this number was 7.7 million (Euromonitor 

International, 2012). The highest volumes of outbound tourists from Russia were 

recorded in 2011, with 40.8 million Russian travellers going abroad. Thus, in the period 

from 2010 to 2013, about one-third of the growth in outbound trips by Europeans has 

been attributed to Russians (World Travel Monitor, 2014). However, there was a slight 

decrease to 32 million outbound tourists from Russia in 2013 (World Travel Monitor, 

2014). Even so, Russia was still the third largest European outbound travel market in 

2013 (World Travel Monitor, 2014). 

According to the latest available data, the growth in foreign travel from Russia 

remained high in the first few months of 2014 (ETC, 2014). In fact, several countries, 

notably Malta, Hungary, Iceland, and Serbia, have reported a remarkable, at least thirty 

percent, increase in visitor arrivals from Russia in 2014 (ETC, 2014). These trends in 

outbound trips from Russia have been associated with the wide availability of special 

promotions and ‘last minute’ deals (M. Chmirenko, a travel company’s owner in 

Ekaterinburg, personal communication, January 22, 2014).  

Regarding seasonality, Russians prefer to go on holidays during the Northern 

hemisphere’s summer (V. Atemaskin, a travel company’s owner in Moscow, personal 

communication, March 15, 2014). The most popular time for taking holidays is June to 
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August, which also coincides with the Russian school holidays (Paspartu, 2013; Stark 

Tourism Associates, 2013). However, an increasing number of Russians travel during 

the extended public holidays in January and May (ATORUS, 2014). These holidays are 

often used for short ‘sun/beach’ trips to nearby international destinations (Stark 

Tourism Associates, 2013). Additionally, there are significant volumes of travellers who, 

regardless of seasons or holiday times, take short trips, both within Russia and abroad, 

several times a year (M. Chmirenko, a travel company’s owner in Ekaterinburg, 

personal communication, January 22, 2014). 

As for booking methods, Russian online tourism-related sales in 2013 accounted for 

US$ 5.9 billion. Witnin this, 45 percent was airfare payments; 25 percent was 

accommodation; 14 percent was train tickets; and 16 percent was fully and partially 

packaged tours (Russian Federal Agency for Tourism, 2014). According to the World 

Travel Monitor (2014), the Internet is becoming one of the primary mediums for finding 

tourism-related information and for bookings. In 2013, at least two-thirds of all trips 

(both domestic and international) were booked by Russian travellers via Internet 

(World Travel Monitor, 2014).  

Online sales in tourism are expected to further rise over the next several years (ETC, 

2013; Paspartu, 2013) in comparison with traditional sales channels, such as travel 

agents (Russian Union of Travel Industry, 2013). For the present, however, the role of 

travel agents, especially for overseas trips, remains high and accounts for 37 percent of 

all bookings (World Travel Monitor, 2014). 

2.1.3 Constraints to travel, modes of travel and types of outbound Russian 
tourism 

Immigration (visa) barriers present one of the major constraints to the growth of 

outbound Russian tourism (M. Chmirenko, a travel company’s owner in Ekaterinburg, 

personal communication, January 22, 2014). Academic literature on outbound tourism 

in other countries acknowledges this constraint to travel. For example, Han, Lee, and 

Lee (2011) have confirmed that the expectation of tourist visa exemption significantly 

enhances the travellers’ intentions to visit a particular destination. 

Negotiations with several European countries to make visa requirements easier for 

Russian citizens, or to remove visa barriers, started in 2008 (Russian Union of Travel 
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Industry, 2009; ETC, 2014). However, even before the Russian-Ukrainian conflict, the 

negotiation process was expected to take between eight and ten years (V. Atemaskin, a 

travel company’s owner in Moscow, personal communication, March 15, 2014). Now, 

with the escalating tensions between Russia and the West, the outcome of these 

negotiations, which may be delayed at best, is not easy to predict (ETC, 2014). 

Among other constraints to travel is the fact that the majority of Russian outbound 

tourists are from a few major industrial, cultural or political cities/centres in Russia. 

However, many people in smaller cities are facing unemployment and/or low salaries 

(Russian Union of Travel Industry, 2013). According to Stark Tourism Associates (2013), 

more than 40 percent of all Russian outbound tourists live in Moscow and St. 

Petersburg. 

As for the popular modes of transport in Russia, travelling by land, including trains and 

buses, is the most popular travel mode. For example, land transportation accounted for 

approximately 46 percent of all outbound and domestic travel in 2010 and for 42 

percent in 2013 (Russian Federal Agency for Tourism, 2014). However, travelling by air 

is predicted to increase by 16 percent over 2013-2016 to reach 45 percent of market 

share (Russian Union of Travel Industry, 2013). 

The current and expected growing share of air travel for outbound trips can be 

attributed to the increasing availability of low-cost airfares and cheap resorts (Paspartu, 

2013). It can also be explained by the growth in marketing efforts from destinations 

that continually attract Russian tourists. Due to the popularity of fully packaged 

holidays, charter airlines continue to perform well (Euromonitor International, 2012). 

However, the volume, as well as the international coverage of low-cost air carriers and 

charter airlines, is still very low in Russia compared with Western countries (ATORUS, 

2014). 

Outbound leisure travel leads among all types of travel (Euromonitor International, 

2012; ETC, 2013). For example, over 2009-2012, leisure trips experienced a growth of 

12 percent. This category accounted for 96 percent of all Russian outbound travel over 

that period (Euromonitor International, 2012). In 2013, Russians made about 22 million 

holiday trips abroad for leisure purposes, and about five million trips to visit friends and 

families residing in different countries (World Travel Monitor, 2014). In fact, over the 
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last ten years, there has been a tenfold increase in the number of Russian people 

travelling abroad for the purpose of visiting friends and relatives (World Travel 

Monitor, 2014). This trend is attributed to an increasing level of outmigration from the 

former USSR (Maydell & Wilson, 2009). 

According to ETC (2014), most outbound trips, undertaken by Russians over the last five 

years, have been for private reasons. For example, in 2013, 12.4 million Russians went 

for ‘beach and sea’ holiday abroad. In the same year, 3.8 million people took ‘a city 

break’ in Europe. This type of holiday grew by 700 percent compared with the previous 

four years. Further, 1.3 million ‘around the world’ trips originated from Russia in 2013. 

Additionally, outbound ‘event tourism’ participation grew by approximately 700 

percent. Theme parks visitation by Russian travellers abroad has also increased by 400 

percent over 2009-2014 (World Travel Monitor, 2014). 

Another significant trend in Russian outbound travel is business travel, which has been 

developing mainly due to the growth of business relationships with other countries, 

including Australia and New Zealand. At present, travel in the MICE category (meetings, 

incentives, conferencing, and exhibitions or events) accounts for about 70 percent of all 

foreign business travel undertaken by Russians (Euromonitor International, 2012). 

It has also been suggested that business tourism is expected to increase by 

approximately 10-15 percent over 2013-2016 (Russian Federal Agency for Tourism, 

2014; Russian Union of Travel Industry, 2013). However, official figures may not always 

be accurate because some business travellers claim that they are travelling for tourism 

purposes as this significantly simplifies the procedure for obtaining a visa. 

In summary, first, improvements in ecomonic conditions, growth in income and 

consumer expenditre in Russia have been positevely inlfuencing outbound tourism in 

that country. Second, visa barriers have been identified as one of the major constraints 

to outbound travel. Finally, among all types of travel, leisure travel is leading. 

2.1.4 Regional dispersion of Russian outbound tourists 

This subsection discusses Russian travellers’ preferences regarding a choice of foreign 

destinations. It starts with a brief overview of the trends in the Russian outbound travel 

to neighbouring destinations. The chapter continues with a discussion of the Russian 

10 
 



outbound travel patterns in Western Europe, Asia-Pacific region, Middle East and 

Africa. Finally, the latest trends regarding travel to America and Oceania are presented. 

According to the World Travel Monitor (2014), Stark Tourism Associates (2013) and 

Euromonitor International (2012), Russia’s neighbouring countries attract the majority 

of Russian travellers. For example, the most visited countries by Russians in Eastern 

Europe are the Czech Republic, Hungary, Poland, Estonia, Latvia, and Lithuania. These 

countries attracted 29 percent of Russian tourists in 2013 (Russian Federal Agency for 

Tourism, 2014; World Travel Monitor, 2014). Some of these countries are former USSR 

republics that offer Russians visa-free, or visa-on-arrival, travel, as well as significantly 

lower prices compared with Western Europe (Euromonitor International, 2012). 

All Western European countries accounted for 26 percent of outbound Russian tourists 

in 2013 (ETC, 2013). According to Paspartu (2013), about 77 percent of Russian 

outbound travellers regard Western Europe as a very attractive destination. Russian 

people frequently visit Turkey, Spain, Greece and Italy. Additionally, travellers go to 

Finland, France, and Germany (World Travel Monitor, 2014). This region attracts 

“aspirational Russian tourists” (Euromonitor International, 2012, p. 23) for a number of 

reasons. Among those reasons are ‘sun and beach’ holidays, coach tours and short 

breaks, as well as cultural, wine and educational tours (ATORUS, 2014). 

Among European countries, for example, Turkey welcomed 4.3 million Russian tourists 

in 2013. As during previous years, this country was one of the most popular 

destinations for Russian outbound travellers in 2013 (World Travel Monitor, 2014). 

Within Turkey, Antalya remains one of the most frequently visited resorts due to an 

abundance of sun, sea and pristine beaches. In general, Turkey is very popular due to 

its very low-priced all-inclusive packages and cheap airfares, with regular daily flights 

between major Turkish resorts and large Russian cities (ATORUS, 2014). 

Interestingly, Turkey attracts not only budget tourists. The country is also popular with 

wealthy Russian travellers due to a large number of high-quality “five star plus” hotels 

and resorts throughout the country (ATORUS, 2014). For example, Istanbul is an 

important centre for both business and luxury travellers. There are many opulent 

hotels, exclusive restaurants and ultra-modern seminar/conference centres in that city 

(Euromonitor International, 2012). 
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Additionally, Turkey’s natural and historical heritage appeals to well-educated and 

cultural Russian travellers, the number of which is steadily increasing (Russian Union of 

Travel Industry, 2013). According to Euromonitor International (2012), many Russian 

tourists go to Turkey for trading or shopping purposes. 

Among other destinations in Europe, Finland attracted 3.8 million Russian tourists in 

2013, and accounted for 11 percent of all Russian outbound travellers. This country is 

also one of the most popular destinations for Russians (Russian Federal Agency for 

Tourism, 2014) due to its relaxed atmosphere, visa-free travel and discounted 

shopping. Finland is often visited by citizens of St. Petersburg, especially during New 

Year’s holidays. Just a three-hour drive is all that is needed to travel from St. Petersburg 

to Helsinki (V. Atemaskin, a travel company’s owner in Moscow, personal 

communication, March 15, 2014). 

Considering other destinations in Western Europe, in 2013, about 600,000, or 1.5 

percent, of all outbound Russian tourists visited the United Kingdom. Despite this 

seemingly low number, departures to the UK reveal one of the fastest growth rates. 

Moreover, an increase of up to 18 percent is expected over 2013-2016, giving way only 

to Egypt and Thailand (Russian Federal Agency for Tourism, 2014). 

Russia remains one of the UK’s priority source markets. As a result, the UK started 

massive tourism advertising campaigns in Russia in 2011 (Euromonitor International, 

2012). An agreement has been signed between Russian and British tourism authorities 

to work together in order to increase the exchange of tourists between the two 

countries.  

Despite the high cost of travelling to Great Britain, and the complexity of getting a visa 

approval to that country (ATORUS, 2014), some mid-income, or high-income, Russian 

travellers choose to visit the UK to see its world known cultural and historical 

attractions. Besides, choosing a rather expensive destination, such as the UK, may serve 

as a way of confirming one’s social status (M. Chmirenko, a travel company’s owner in 

Ekaterinburg, personal communication, January 22, 2014). Additionally, wealthy 

Russian travellers have recently revitalised traditionally expensive destinations in 

Europe, such as the French Riviera and Courchevel. 
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The most popular destinations for Russians within the Asia-Pacific region are China, 

Azerbaijan, India, Kazakhstan, Indonesia (Bali) and Thailand. In 2011, these destinations 

accounted for 18 percent of all Russians travelling abroad (Euromonitor International, 

2012). These countries are popular with Russian tourists as ‘sea/beach’, cultural and 

shopping destinations. Additionally, trips to some of these countries are often made to 

visit friends and family (Russian Federal Agency for Tourism, 2014). 

Among Asia-Pacific countries, China remains one of the most popular destinations for 

Russians (ETC, 2014; Euromonitor International, 2012; Paspartu, 2013; World Travel 

Monitor, 2014). For example, in 2013, about two million Russian travellers chose China 

as a holiday destination (World Travel Monitor, 2014). Moreover, this trend is 

predicted to grow by about 10-15 percent over 2014-2018 (ETC, 2014). Business, 

shopping and day trips are the primary purposes of Russian tourists’ visits to that 

country. 

Since 2010, it has also become much easier and faster to obtain a visa to China for 

Russian citizens (ATORUS, 2014). Further, in recognition of the importance of bilateral 

travel between Russia and China, both 2012 and 2013 were declared as China-Russia 

Tourism years (“Tourism year of China”, 2013). Many cultural events, accompanying 

this agreement, have promoted tourism links between China and Russia, as well as 

encouraged the exchange of cultural and social experiences. 

Even though it may seem surprising, Euromonitor International (2012) classifies 

Kazakhstan among Asia-Pacific countries. This country welcomed 10 percent of visitors 

from Russia in 2013. Kazakhstan and Russia have traditionally experienced a close 

relationship. For example, according to the census in January 2010, about 23 percent of 

the Kazakh population regarded themselves as Russians (ROSSTAT, 2014). Not 

surprisingly, there is a continuing exchange of visitors between these two countries. 

Some World Heritage sites in Kazakhstan also attract Russian tourists. Additionally, the 

country’s capital, Almaty, provides excellent facilities for business meetings. Russian 

Union of Travel Industry (2013) has reported that, unlike in many other cities and 

countries, Russian business travellers in Almaty prefer rented serviced apartments to 

hotels. 
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Regarding Middle East destinations, the United Arab Emirates (UAE) is the leading 

country for Russian travellers. About five percent of all outbound tourists from Russia 

visited the UAE in 2013 (Russian Federal Agency for Tourism, 2014). This country is a 

very attractive holiday destination for Russian visitors. It provides well-priced inclusive 

packages for shopping and ‘sun/beach’ holidays (ATORUS, 2014).  

The UAE is also increasingly popular with wealthy Russian tourists due to the country’s 

high-end shopping opportunities and opulent hotels (Stark Tourism Associates, 2013). 

In addition, there are established business relations between the UAE and Russia that 

provide opportunities for business travel. Contributing to the tourist flows between 

these countries, “Emirates” (UAE) and “Aeroflot” (Russia) airlines have direct daily 

flights between Moscow/St. Petersburg in Russia and Abu Dhabi/Dubai in the UAE 

(ATORUS, 2014). 

Among African countries, Egypt was the sixth most popular destination for Russian 

tourists in 2013, even though the country’s popularity slightly declined compared with 

previous years (World Travel Monitor, 2014). Egypt has been popular with mid-income 

Russians for the last fifteen years due to the availability of all-inclusive low-priced 

packages and the abundance of sun and sea. Egypt is also popular due to the country’s 

natural and historical attractions (Russian Federal Agency for Tourism, 2014). 

Further, in order to boost tourists’ arrivals to the country, the government in Egypt has 

decided to cancel the visa fee of fifteen American dollars (Paspartu, 2013). This change, 

however, has not increased the number of Russian tourists to Egypt. Recently, Russian 

travellers have shown a strong preference towards destinations that are safe (ATORUS, 

2014). Therefore, the arrivals to Egypt from Russia, already decreasing in 2013, may 

further decline due to political unrest in that country. However, such African countries 

as Kenya and the Republic of South Africa are gaining popularity due to the 

destinations’ natural and historical attractions and the large number of safari parks 

(Russian Federal Agency for Tourism, 2014). 

As for long-haul destinations, such as the USA, Australia or New Zealand, these remain 

a niche destination for Russian tourists (Euromonitor International, 2012). For example, 

despite the USA’s reputation as one of the most popular tourist destinations in the 

world, less than half a million Russian tourists visited the country in 2013 (ROSSTAT, 
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2014). Russian visitors to the USA are interested in world famous attractions in New 

York City, Washington D.C., Los Angeles, Hollywood and Las Vegas. Sometimes, Russian 

travellers are attracted by skiing in Colorado and Utah (Euromonitor International, 

2012). Moreover, affordable shopping in some of the USA’s cities also draws Russians 

(Russian Union of Travel Industry, 2014). 

Despite some current political disagreements between Russia and the USA, there is still 

a low rate of visa rejection from the USA Consulate for Russians (ATORUS, 2014). 

However, it is common knowledge for Russian citizens that it is extremely difficult to 

get a travel visa to the USA. The process of obtaining a travel visa to that country is a 

very long one. The Consulate requires many documents and formalities. Moreover, it is 

necessary to attend a personal interview in the Consulate department of the American 

Embassy, which is located in only two Russian cities (Moscow and Ekaterinburg). This 

means that, in order to apply for a USA visa, some people have to travel for days by 

trains or spend a considerable amount of money on airfares (V. Atemaskin, a travel 

company’s owner in Moscow, personal communication, March 15, 2014). 

Further, Russia’s share of outbound tourists to the USA remains quite low due to costly 

airfares and long Trans-Atlantic flights (M. Chmirenko, a travel company’s owner in 

Ekaterinburg, personal communication, January 22, 2014). It is also low due to 

expensive accommodation in popular USA’s destinations, particularly in New York, Los 

Angeles, San Francisco and Washington D.C. (ATORUS, 2014). In general, the USA 

attracts mid- and high-income tourists from Russia, who have already visited many 

European countries, and who are looking for new destinations and experiences (Stark 

Tourism Associates, 2013). 

Notably, since there are many Russian immigrants in the USA (Maydell & Wilson, 2009), 

friends and relatives of those immigrants can often be seen among travellers to that 

country (ATORUS, 2014). Additionally, there are young Russians, who visit the United 

States under the popular Work and Travel programme (Russian Union of Travel 

Industry, 2013). 

Regarding travel to Australia, currently, there is no Russian sub-set in the Australian 

International Visitor Survey reports. Nevertheless, the available data indicate a slow 

but steady increase in Russian tourists’ arrivals to Australia. For example, in 2004, there 
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were 6100 Russian visitors to Australia (including all categories). In comparison, in 

2010, the number of Russians arriving in Australia reached 13,500. The number of 

Russian tourists in Australia in 2010 showed an increase of 6.4 percent compared to 

2009 (PATA, 2013). Unfortunately, more recent data have not been available at the 

time of this research. However, according to the researcher’s personal experience, the 

presence of Russian tourists in Australia, more specifically in Sydney, Melbourne and 

the Gold Coast, is quite noticeable. 

As mentioned earlier, there is only anecdotal evidence that the number of Russian 

tourists arriving in New Zealand is much lower than the number of Russian people 

visiting Australia. Nevertheless, even though there has never been massive 

outmigration of Russian people to either Australia or New Zealand (Maydell & Wilson, 

2009), there are a growing number of Russian permanent residents in both countries. 

Therefore, it is possible that the volume of Russians visiting their friends and relatives 

in New Zealand is increasing as well. For example, Dwyer, Forsyth, King, & Seetaram 

(2010) have confirmed that an increase in migration from one country to another 

commonly leads to an increase in tourism flows between those countries.  

2.1.5 Demographic profile of the Russian outbound traveller 

The significant number of Russian outbound travellers (Euromonitor International, 

2012) has also been attributed to the fact that the Russian population is 143 million 

people, which is the world’s ninth largest population (ROSSTAT, 2014). There is also an 

aging population in Russia. In fact, due to low birth rates and outmigration of young 

people, the 75-79-year-old group is the one that is growing the fastest (ROSSTAT, 

2014). The number of people who are over sixty is expected to increase by twenty 

percent by 2020 (Stark Tourism Associates, 2013). The number of people in the 40-50-

year-old group is the second fastest growing, followed by the 30-35-year-old group. 

It has been found that the 30-35-year-old group is a key focus for many overseas travel 

marketing campaigns. This group is expected to have the highest disposable income 

over 2014-2020 (Russian Federal Agency for Tourism, 2014). Additionally, the 40-50-

year-old group is currently recognised as the wealthiest one in Russia. The identified 

trends towards an ageing and more prosperous population have resulted in increasing 

demand for medical and resort tourism (Russian Federal Agency for Tourism, 2014), as 
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well as for cosmetic surgery and luxury tourism (V. Atemaskin, a travel company’s 

owner in Moscow, personal communication, March 15, 2014). 

Euromonitor International’s (2012) findings also point out that, for the present, many 

Russian outbound tourists are highly educated. These travellers generally have no more 

than two children. They like to socialise, dine out, buy expensive designer clothes and 

travel to long-haul and ‘exotic’ countries (M. Chmirenko, a travel company’s owner in 

Ekaterinburg, personal communication, January 22, 2014).  

2.1.6 Outbound travellers’ segmentation 

Analysis of Russian tourism websites (e.g., www.atorus.ru; www.travel.ru; www.russia-

travel.com; www.moscow-city.ru; www.tourprom.ru), tourism-related reports (e.g., 

Euromonitor International, 2012; European Travel Commission, 2013, 2014; World 

Travel Monitor, 2014) and the press has pointed towards the existence of four main 

groups within Russian outbound tourists: luxury travellers, mid-income families, state 

employees and young ‘explorers’. 

According to Paspartu (2013), the number of super wealthy/luxury Russian travellers is 

growing. These travellers tend to be high-powered executives, politicians and business 

owners from Moscow and St. Petersburg (World Travel Monitor, 2014). Their average 

age is forty-four (Euromonitor International, 2012). Wealthy Russians travel with family 

and friends; on average, for just a few days, many times a year. They also travel for 

business purposes. 

According to Paspartu (2013), luxury travellers are very experienced and demanding, 

and they often have unlimited financial resources. For example, in September 2014, a 

mega-wealthy Russian retail magnate, and friend of Sir Peter Jackson, flew to New 

Zealand in a private jet to indulge his passion for heli-skiing (Rudge, 2014). 

Luxury travellers frequently stay in expensive hotels or apartments. They move around 

in chauffeur-driven cars, often with personal bodyguards. While on holidays, these 

travellers’ favourite things to do are watching sport, shopping and gambling (Russian 

Federal Agency for Tourism, 2014). Russian luxury travellers also like visiting famous 

historic buildings, churches, castles, monuments and houses, as well as parks, gardens, 

museums and art galleries (“The Russians are coming”, 2013). 
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The above segment of Russian tourists is very visible and may be profitable for 

destinations (Paspartu, 2013). However, it is not very easy to get in touch with these 

people (V. Atemaskin, a travel company’s owner in Moscow, personal communication, 

March 15, 2014). The only way to reach these clients is through their official 

representatives (Russian Federal Agency for Tourism, 2014). 

The largest group within Russian outbound tourists consists of mid-income families, 

aged thirty and over, who have children and double incomes (Euromonitor 

International, 2012). These travellers are usually interested in ‘sun, sea and beach’ 

vacations (Paspartu, 2013). Equally, they are attracted to the cultural and historical 

centres of Europe (V. Atemaskin, a travel company’s owner in Moscow, personal 

communication, March 15, 2014). Shopping is frequently an important part of their 

vacation. This group travels at least once, or twice, a year, often looking for new 

destinations and exciting experiences (Euromonitor International, 2012). 

Travellers in the mid-income group tend to stay in three or four star hotels and motels 

around the world (Russian Union of Travel Industry, 2014). It has been noticed that, 

these days, mid-income groups in Russia are seeking a more balanced life-work 

combination (Euromonitor International, 2012). Unlike in the early 1990s, they are not 

only focusing on careers and making money, but also on health, recreation, and 

tourism. Therefore, they allow increasingly more time for leisure and tourism. This 

trend is particularly typical of mid- or higher-income consumers in large cities (Russian 

Federal Agency for Tourism, 2014; M. Chmirenko, a travel company’s owner in 

Ekaterinburg, personal communication, January 22, 2014).  

The next group of Russian outbound travellers consists of people who have below 

average incomes. However, according to Euromonitor International (2012), these 

individuals and families are also a significant Russian outbound travel group. Travellers 

in this group are, on average, thirty-five years or older. They are employed by state 

enterprises, such as hospitals, factories or universities. These people usually travel once 

per year or less. Travellers in this category prefer inexpensive, slightly less popular 

destinations, such as Bulgaria and some resorts in Turkey (M. Chmirenko, a travel 

company’s owner in Ekaterinburg, personal communication, January 22, 2014). 

Therefore, when choosing a travel destination, price is the primary factor for this 
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group. As a result, there is not much ‘brand loyalty’ among the below-average-income 

group (Russian Federal Agency for Tourism, 2014). 

Finally, the ‘young explorers’ group consists of mainly independent travellers in their 

twenties (ATORUS, 2014). This segment includes singles and young families without 

children (Euromonitor International, 2012). These travellers seek cheap or mid-priced 

vacations. They are more excited by the opportunity to travel, rather than by any 

particular destination (M. Chmirenko, a travel company’s owner in Ekaterinburg, 

personal communication, January 22, 2014). As a result, young Russian ‘explorers’ can 

be found in different destinations, but particularly in the resorts specialising in the 

entertainment of young people in Spain, Cyprus and Malta (V. Atemaskin, a travel 

company’s owner in Moscow, personal communication, March 15, 2014).  

Unlike in Western countries, where young people traditionally travel for up to a year 

overseas before settling down, young Russian people tend to follow the travel patterns 

of mature travellers in that country. Depending on income, they go abroad for short 

periods of time once, or less, per year (Russian Federal Agency for Tourism, 2014). For 

many of these young travellers, the number of destinations visited represents social 

status (Paspartu, 2013). 

Young Russian travellers are willing to stay at hostels, however mainly for fun, and not 

always for the lack of money. Many travelling young people are still financially 

supported by their parents (V. Atemaskin, a travel company’s owner in Moscow, 

personal communication, March 15, 2014). Some technologically savvy young travellers 

prefer to book most of the tourism products online. They only sometimes ask travel 

agents for help with visas (ATORUS, 2014; M. Chmirenko, a travel company’s owner in 

Ekaterinburg, personal communication, January 22, 2014). 

In summary, it is important to highlight that Russia is currently one of the world’s 

fastest growing outbound travel markets in terms of expenditure. Similarly, with regard 

to the volumes of travellers, that country is also one of the biggest outbound travel 

markets globally, closely following the USA (UNWTO, 2013). Russia is a top growth 

market for many destinations. Moreover, despite all the constraints, discussed in this 

chapter, international outbound travel is expected to grow (ETC, 2013, 2014). With a 

population of more than 140 million, Russia has a significant potential regarding foreign 
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travel. As a result, the demand for different types of holidays, as well as the desire to 

visit new destinations, is expected to increase over the next ten years (ATORUS, 2014).  

As mentioned in the introduction, it is believed to be possible to understand travellers’ 

intentions and behaviour using the theory of planned behaviour (Ajzen, 1991; Sparks & 

Pan, 2009). Therefore, this theory is employed in this research and discussed next. 

2.2 The theory of planned behaviour 

The theory of planned behaviour (TPB) is a well-known theoretical model that 

originates in the field of social psychology. Icek Ajzen, a professor of psychology at the 

University of Massachusetts, introduced the model of TPB in 1975. Generally speaking, 

the theory seeks to explain the relationship between consumers’ beliefs, attitudes, 

intentions, and behaviours (Ajzen & Fishbein, 1975, Ajzen, 1991, 2006, 2008). In other 

words, the theory argues that a person’s intentions and behaviour may be understood 

by analysing that person’s beliefs and attitudes towards the behaviour in question 

(Ajzen, 1991). 

Chapter 2.2, first, reviews the main constructs of TPB. Second, it provides examples of 

the successful application of the TPB in the social settings and, in particular, in the 

tourism context, thus justifying the choice of this theory for the dissertation. Third, this 

chapter argues in favour of the assessment of destination features in the formation of 

attitudes towards a destination. Finally, the relevance of information sources for 

predicting travel intentions is analysed. 

2.2.1 Belief categories 

Ajzen (1991, 2006, 2008), while explaining the theory, suggests that, in order to predict 

people’ s intentions and behaviour, it is necessary, first, to understand the beliefs those 

people hold about the behaviour in question (see Fig. 2.1). More specifically, there are 

three types of beliefs (Ajzen, 2006). First, there are beliefs about the target behaviour 

(behavioural beliefs), as well as evaluations of those beliefs (outcome evaluations) 

(Ajzen, 1991, 2006; Francis, Eccles, Johnston et al., 2004). Second, there are beliefs 

about the expectations of “significant others” (normative beliefs), such as family or 

friends, as well as a certain degree of willingness to comply with the expectations of 

those people (motivation to comply) (Ajzen, 1991, 2006). Finally, there are beliefs 
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about various aspects that might ease, or interfere with, the target behaviour (control 

beliefs), as well as the ability and desire to deal with them (Ajzen, 1991, 2006). 

According to Ajzen (1991, 2006), each of the above-described categories of beliefs is 

regarded as a determinant, or antecedent, of attitude, subjective norm and perceived 

behavioural control. For example, the combination of all behavioural beliefs leads to 

the attitude towards the behaviour. The construct of attitude is discussed next. 

 

 

 

 

 

Fig. 1. Schematic representation of TPB (adapted from Ajzen, 2006) 

NOTE:           Central element of the model 

2.2.2 Attitude 

Contrary to the traditional understanding of attitude as a positive or negative 

evaluation of an object, this construct in TPB refers specifically to attitude towards the 

behaviour (Ajzen, 1991; Ajzen & Fishbein, 1980). In other words, attitude is understood 

as a positive or negative assessment of one’s performing of the behaviour in question. 

For example, the theory would not assess the attitude towards gyms or political 

parties. Rather, it would measure the attitude towards going to gyms or voting for 

political parties. Similarly, in the context of this dissertation, it would not be sufficient 

to examine the attitudes of potential Russian visitors towards New Zealand. It is, 

however, more useful to analyse the respondents’ attitudes towards visiting New 

Zealand, which may not be the same as a general attitude towards this country. 

2.2.3 Subjective norm 

The sum of all normative beliefs explains the social pressures and determines the 

perceived subjective norms. In turn, subjective norms are the person’s perceptions and 

beliefs that “significant others” expect, or approve of, the performace of a particular 

Figure 2.1 Schematic representation of TPB (adapted from Ajzen, 2006). 
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action (Ajzen, 1991, 2008). For example, according to TPB, a person would be more 

likely to start going to the gym if he or she thought that his or her “significant others” 

would approve of it. In the context of this dissertation, the theory predicts that a 

traveller would be more likely to visit New Zealand, if he or she thought that his or her 

“significant others” were in favour of this decision. 

The important thing is that those perceptions may not even reflect what others actually 

think (Ajzen, 1991; Ajzen & Fishbein, 1975). However, a person’s beliefs, regarding 

what his or her family and friends might think, constitute that person’s subjective 

norms (Ajzen, 1991; 2008; Ajzen & Fishbein, 1980). Thus, the definition of subjective 

norms in TPB is quite restricted (Holst & Iversen, 2011). 

2.2.4 Perceived behavioural control 

The synthesis of all the constraint or control beliefs, such as the availability of time, 

money, or even language barriers or visa requirements, contributes to an overall 

perceived behavioural control (PBC). In turn, PBC acknowledges that one’s attitudes, or 

intentions, do not necessarily lead to actions (Ajzen, 1991, 2006, 2008). More 

specifically, PBC reflects people’s perceptions of their abilities to perform a given 

behaviour (Ajzen, 2006; Armitage & Conner, 1998, 2001; Bagozzi, 1992). 

As an example to the above ideas, a person might have the greatest possible desire to 

quit smoking, but he or she may fear that the longing for cigarettes would be a bit too 

much to cope with. Thus, that person’s positive attitudes and intentions may be 

strongly, if not completely, impeded by a perceived psychological barrier (Holst & 

Iversen, 2011). Importantly, the theory argues that in some cases, where the self-

control is very low, the construct of PBC, regardless of the strength of attitudes and 

subjective norms, can be the one and only predictor of behaviour (Ajzen, 1991; Holst & 

Iversen, 2011).  

Regarding perceived barriers in performing certain types of behaviour, one of the often 

cited studies was conducted by Crawford, Jackson, and Godbey (1991). The researchers 

identified structural barriers that could negatively influence participation in some 

activities, including travelling. Among those barriers were financial resources, 

seasonality, and the perception of climate, as well as the availability of time and the 

family life cycle. 
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One, for instance, may have a very positive attitude towards visiting New Zealand, 

combined with the belief that his or her “significant others” expect, or approve of, his 

or her going to New Zealand. However, the same person may not have enough money 

or time, or have other commitments that prevent him or her from having a holiday in 

New Zealand. Additionally, for Russian tourists, key constraints could include the 

currency exchange rate of the Rouble, cost of travel, and distance, as well as perception 

of safety in travel, travel time and New Zealand requirements for a tourist visa, 

complicated by a difficult visa application form (V. Atemaskin, a travel company’s 

owner in Moscow, personal communication, March 15, 2014). 

2.2.5 Intention 

Combined together, the attitudes towards the behaviour, the subjective norms 

regarding the behaviour, and PBC of the behaviour largely determine the intentions 

towards performing the actual behaviour (Ajzen & Fishbein, 1975; Ajzen, 2006). As 

schematically represented in Figure 2.1 above, the construct of intention is “central to 

the TPB model” (Holst & Iversen, 2011, p. 17). It is influenced and determined by all the 

preceding constructs (Ajzen, 1991). Since behavioural intention is a person’s strong 

inclination and motivation to engage in behaviour, it is regarded as the immediate 

determinant of an activity in question (Ajzen, 1991; Armitage & Conner, 1998).  

According to the TPB, if a person’s attitude, subjective norm and PBC towards, for 

example, going to the gym are positive (the more positive the better), it is highly likely 

that he or she will have a positive and strong intention towards going to the gym. In the 

context of this dissertation, if a respondent’s attitude and subjective norm towards 

visiting New Zealand are favourable, and the perceived self-control is high, then it is 

predicted that this respondent will have an intention to visit New Zealand. 

2.2.6 Behaviour 

The last element of the TPB model is the actual behaviour, which, according to Ajzen 

(1991), can usually be understood from the behavioural intention. For example, the 

theory predicts that if a person’s attitude and subjective norm towards visiting New 

Zealand are positive and strong, and PBC is high, then that person intends to visit New 

Zealand. Subsequently, it is highly likely that he or she will perform the intended 
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behaviour. However, as Ajzen & Fishbein (1980) argue, there is no absolute 

interrelationship between the categories of intention and behaviour.  

In view of the above, in addition to assessing intentions, measurement of the actual 

behaviour could be necessary. However, the decision whether to concentrate on the 

actual behaviour depends primarily on the study design and research questions. 

Therefore, the assessment of the actual behaviour may not always be necessary (Ajzen, 

1991, 2006). Nevertheless, Ajzen and Fishbein (1980) argue that it is still vital to define 

the target behaviour precisely, even if the study attempts to investigate only the 

intentions. 

2.3 Importance of destination features for predicting travel intentions 

Marketing specialists have noticed that the consumer will evaluate the product on 

different dimensions before purchasing it. Similarly, in the tourism context, a traveller 

is likely to assess numerous features of a destination before making a decision to go 

there (Sparks & Pan, 2009). In view of this, for example, Stepchenkova & Morrison 

(2008) have explored the concept of multidimensionality in the evaluating of a tourist 

destination and have confirmed the above idea. Additionally, Kim, Guo, and Agrusa 

(2005), and Pike (2002) have also argued that any tourist is likely to appraise multiple 

aspects of a potential destination.  

Other scholars have identified that destination attributes such as beautiful landscapes, 

shopping opportunities and cultural exchange (Echtner & Ritchie, 1991, 1993), as well 

as infrastructure, safety issues and activities (Pike, 2002), are often important in 

forming an image of a destination. Similarly, Kim et al. (2005) have singled out the five 

most important destination attributes for tourists: safety, breathtaking scenery, 

excellent tourism facilities, different cultural and historical assets, and suitable 

weather. 

It seems, therefore, beneficial to develop an understanding of the destination 

attributes that are important for tourists in general, as well as to acquire knowledge 

about beliefs that those tourists hold about the destination in question (Sparks & Pan, 

2009). This information may be useful in understanding how the attitudes towards 

travelling to a destination are formed. Moreover, Sparks and Pan (2009), and also 
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Stepchenkova & Morrison (2008) have argued that the general evaluation of a 

destination is likely to influence intentions to visit that destination.  

It is believed that the attitude towards travelling to a destination is usually determined 

by the salient importance/belief features of that destination (Lam and Hsu, 2006; 

Sparks & Pan, 2009). Thus, as suggested by Pike (2002), perceptions, that a target 

tourist destination features essential for the traveller characteristics, will be influential 

in determining that traveller’s overall preference for visiting the destination. That is 

why the dissertation assesses and compares the destination attributes, relevant for 

Russian outbound travellers, with the destination attributes that are perceived to be 

typical of New Zealand by the same travellers. The described focus on both beliefs and 

importance is recognised in social sciences as an expectancy-value approach (Ajzen, 

1991). 

2.4 Relevance of information sources for predicting travel intentions 

Baloglu and McCleary (1999), and later Tasci and Gartner (2007) have argued that 

various information sources may play different, and sometimes primary, roles in the 

formation of a destination image, thus influencing the decision of whether to visit a 

particular destination. Tourists choose from numerous information sources. According 

to Tasci & Gartner (2007), those sources can be either organic, such as personal 

experience or word-of-mouth, or induced, such as advertisements on television, 

newspaper or on the Internet. 

Further, Fodness and Murray (1999) have found that such information sources as 

brochures, friends/relatives, car clubs and personal experience are very important to 

tourists. However, the researchers have also stated that the phase of travel, for 

example, pre-purchase, or at destination, determines which information sources are 

used. It has been found that tourists rely mainly on brochures and travel agents before 

the commencement of travel. However, they trust their personal experiences and 

friends’ recommendations when they are at a destination (Fodness & Murray, 1999). 

Beerli and Martin (2004) have pointed toward the importance of word-of–mouth, 

especially from “significant others” and experienced travellers, in choosing a 

destination. Additionally, Sparks and Pan (2009) have stated that the variety of 
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information sources is continually increasing and changing. For example, today, 

Internet is one of the primary sources of tourist information (World Travel Monitor, 

2014). 

As already mentioned, Russian travellers increasingly rely on the Internet. For example, 

according to Stark Tourism Associates (2013), the use of the Internet by Russian 

travellers has risen by 37 percent over the last four years, becoming the first choice for 

finding tourism-related information. The next information sources, in a descending 

order, important to Russian travellers are word-of-mouth, travel agents, TV 

advertisement and social networking sites (Stark Tourism Associates, 2013).  

As Sparks and Pan (2009) have argued, it is beneficial to analyse the types of 

information sources that are used by potential visitors to a destination. Therefore, 

following recommendations from Sparks and Pan (2009), this dissertation incorporates 

another construct, information sources, into the TPB model. Applications of the TPB in 

the social sciences and the tourism settings are discussed next. 

2.5 Application of TPB in social sciences and tourism settings 

Today, the TPB remains an attractive framework for any researcher seeking to explore 

and understand various aspects of human social behaviour. In general, a review of the 

applicability of TPB reveals its great success and strong predictive utility (e.g., Armitage 

& Conner, 1998, 2001; Bagozzi, 1992; Godin & Kok, 1996; Holst & Iversen, 2011; Lam & 

Hsu, 2006). Indeed, a person’s intention and behaviour can largely be predicted by 

analysing that person’s attitudes, beliefs, subjective norms and perceived behavioural 

control (Ajzen, 1991, 2006; Ajzen & Fishbein, 1975, 1980; Armitage & Conner, 1998, 

2001; Bagozzi, 1992; Holst & Iversen, 2011). 

Ajzen’s webpage (Ajzen, n.d.) offers an impressive bibliography of TPB articles, 

including about 50 theoretical papers and more than 600 empirical ones. Over the last 

forty years, the theory has been applied to comprehend different phenomena. To 

name just a few, it was used to understand the intentions to buy personal care 

products (Holst & Iversen, 2011), or to recognise the disposition to vote for certain 

political parties (Fishbein, Ajzen, & Hinkle, 1980; Montgomery, 1989), and even to 
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explain the motivations of high school students (Davis, Ajzen, Saunders, & Williams, 

2002). 

The theory has also been successfully used, for example, by Bamberg, Ajzen, & Schmidt 

(2003) in the examination of the ways consumers choose between different 

transportation options. The model has received further support from Cheng, Lam, & 

Hsu (2006) during the analysis of the influence of people’s recommendations, and, in 

particular, negative word-of-mouth, on consumers’ choice of eateries. 

With a direct relevance to this dissertation, the TPB has been tested in a variety of 

tourism contexts. For example, Lam and Hsu (2004, 2006) conducted two studies, in 

which they used the TPB to understand the complexity of consumers’ decision-making 

processes regarding travel. Lam and Hsu (2006) utilised TPB in their study of the 

intentions of Taiwanese tourists regarding travelling to Hong Kong. At the same time, 

Hsu, Kang, and Lam (2006) examined the influence of reference groups, which was 

confirmed, on people’s travel intentions. 

Further, Sparks (2007) applied the TPB to the study of attitudes towards wine tourism 

in Australia. In addition, Sparks and Pan (2009) drew upon the TPB to analyse Chinese 

travellers’ values with regard to destination attributes, as well as to investigate 

attitudes towards international travel, and in particular, travel to Australia. Just 

recently, Hsu (2013) confirmed the efficacy of the TPB in predicting intentions in the 

context of sports tourism. At last, Al Ziadat (2014) tested the efficiency of the model in 

foreseeing tourism-related behaviour in Jordan.  

Despite some inconsistencies in the above studies’ findings, which are reviewed in 

comparison with the dissertation’s results in the Results and Discussion (Chapter 4), it 

has been generally found that the TPB model is “a useful theoretical approach” (Sparks 

& Pan, 2009, p. 492) for predicting travel intentions. Remarkably, to this day, the TPB, 

besides extending the framework to suit different situational contexts, remains almost 

unaltered. Importantly, it is accepted as valid (Al Ziadat, 2014; Ajzen & Fishbein, 2010; 

Perugini & Bagozzi, 2001). The above findings justify the use of this theory for the 

current research. 
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2.6 Research questions 

Analysis of the TPB and the reports, relating to the Russian outbound tourism, has 

resulted in the formulation of the following research questions for this project: 

1. Do attitudes, subjective norms, constraint and control factors impact potential 

Russian travellers’ intentions and the likelihood to travel to New Zealand? 

2. What attributes of international destinations are important to Russian outbound 

travellers? 

3. Is there a match between the important features of a destination and beliefs that 

Russian outbound visitors hold about New Zealand? 

4. What information sources do outbound Russian travellers use? 

5. What is the potential of the Russian tourist market with reference to New Zealand?  
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Chapter 3 

Methodology 

The research applies the model of TPB to the Russian outbound tourist market. In doing 

so, it follows a positivist deductive approach (Babbie, 2013) to the study. However, the 

relevant issues are also investigated, contextualised and interpreted from a more 

exploratory/ inductive approach (Lofland, Snow, Anderson, & Lofland, 2006), which is 

achieved with the employment of the qualitative research procedures (Snape & 

Spencer, 2003). 

To ensure the relevance of the questionnaire items and qualitative questions to the 

Russian outbound tourist market, the researcher has discussed with two known Russian 

travel agents the types of beliefs, attitudes, subjective norms, information sources and 

constraints that would be appropriate for potential Russian travellers to New Zealand. 

In addition, using a convenience sample, a small pilot study (n=4) has been undertaken 

in order to check the proper and broad flow of questions and their coverage. 

3.1 Methods 

The methods have been specifically chosen to support the enquiry into a situational 

analysis (that is, current attitudes, constraints and behavioural control) of the Russian 

outbound tourist market and to determine this market’s potential with reference to 

New Zealand as a travel destination. In order to provide both depth and breadth to the 

research questions, the study design employs the survey and the qualitative interview 

approaches. 

Using the survey approach, data collection for this project took place between June-

August, 2014. The self-report survey questionnaire was electronically sent to the 

owners of two Russian travel companies, one each in Moscow and Ekaterinburg. The 

survey was administered at the travel companies’ premises among potential visitors to 

New Zealand, that is, among those people who had already travelled to New 

Zealand/Australia or to other long-haul destinations within the last twelve months (also 

see 3.2 sub-section of the dissertation). Since the operators are long-term friends of 
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the researcher, the engagement with them, regarding the conducting of surveys, was 

established prior to the commencement of the research. 

Utilising the rationale and structure of the TPB, qualitative intercept interviews were 

conducted with a limited number of Russian visitors in New Zealand. Qualitative 

perspective of the dissertation has helped to achieve a better understanding of the 

ways in which attitudes, constraints, normative influences and information sources are 

related to the intentions and decisions of actual Russian tourists in New Zealand. 

3.1.1 First research instrument: self-complete survey questionnaire 

The questionnaire was prepared following a review of existing literature on the 

applicability of the TPB in social settings and, in particular, in the tourism context (e.g., 

Al Ziadat, 2014; Bagozzi, Lee, & Van Loo, 2001; Bamberg et al., 2003; Chan & Lau, 2001; 

Davis et al., 2002; Lam and Hsu, 2006; Hsu, 2013; Sparks & Pan, 2009). 

Overall, the survey (see Appendixes C.1 and C.2) consists of six sections. It measures 

attitudes toward travelling to New Zealand, as well as subjective normative influences, 

perceived behavioural control and behavioural intentions regarding travel to this 

country. The use of information sources is also evaluated. In addition, the survey 

assesses destination attributes that are important for Russian travellers. Finally, 

demographic and travel behaviour information is sought. The next paragraphs provide 

a detailed description of each section of the questionnaire. 

Section one focuses on the measurement of attitudes towards travelling to New 

Zealand. Following the rationale of TPB and, in particular, the recommendations from 

Lam and Hsu (2006), and Sparks and Pan (2009), the overall attitudinal evaluation of 

New Zealand is measured using six semantically different statements on a seven-point 

Likert-type scale (Babbie, 2013). Number 1 indicates the negative end of the scale, 

while number 7 is on the positive end. For example: “All things considered, taking a 

holiday to … [New Zealand] in the next 12 months would be unenjoyable/enjoyable, 

unpleasant/pleasant, bad/good” etcetera (Sparks & Pan, 2009, p. 486). 

Section two seeks to find out, first, what attributes of a long-haul destination are 

important to Russian travellers. In order to do so, a list of thirty-five destination 

attributes has been developed using the research by Echtner and Ritchie (1991, 1993), 
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and Sparks and Pan (2009). Respondents are asked to rate the level of importance for 

each attribute on a seven-point Likert-type scale, ranging from 1 (not important at all) 

to 7 (most important). 

Second, participants are invited to rank the three most important features of a travel 

destination. Lastly, respondents are asked to evaluate the likelihood, or expectancy, 

that the same attributes, presented in the first part of section two, are typical of New 

Zealand. The statements are rated on a seven-point Likert-type scale, from 1 (least 

likely) to 7 (most likely) (Sparks & Pan, 2009). 

Section three, first, seeks to understand if there are any influences from family, friends, 

co-workers or other people, who form a reference group, on respondents’ decision to 

travel, or not, to New Zealand (subjective normative influences). As suggested by Ajzen 

(2001), and reinforced by Sparks and Pan (2009), four statements, measured on a 

seven-point Likert-type scale, ranging from 1 (strongly disagree) to 7 (strongly agree), 

are used to examine normative influences. For example: “I would like to take a holiday 

in … [New Zealand] within the next twelve months because this destination is 

considered popular among my friends or family” (Sparks & Pan, 2009, p.487). Second, 

this section measures a willingness to comply with social influences from the reference 

groups and uses the rating scale from 1 (I will definitely comply with expectations) to 4 

(I will definitely not comply with expectations). 

Part four consists of three parts. First, the survey asks the respondents whether they 

believe they could go to New Zealand within the next twelve months if they wanted to 

(perceived behavioural control). Three statements, measured on a seven-point Likert-

type scale, that range from 1 (strongly disagree) to 7 (strongly agree), are employed for 

this sub-section. For example, “I feel I have enough time to take a holiday in … [New 

Zealand] within the next twelve months” (Sparks & Pan, 2009, p. 487). 

The second part of section four assesses respondents’ beliefs about potential 

constraints to travel. For this purpose, ten belief statements, covering a variety of 

possible constraints (Sparks & Pan, 2009) to travelling to New Zealand, are designed. 

For example, “The complexity of New Zealand visa application is a barrier for me to 

travel to New Zealand” or “Language barriers make it difficult for me to travel to New 

Zealand within the next twelve months”. 
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The last part of section four measures the intentions and the likelihood of the Russian 

respondents to visit New Zealand. Two statements, requiring responses on a seven-

point Likert-type scale, from 1 (very unlikely) to 7 (very likely), are applied for this 

purpose. For example, “I intend to take a holiday to … [New Zealand] within the next 

twelve months” (Sparks & Pan, 2009, p. 487). 

As discussed in the literature review, information sources, frequently used by 

respondents in finding out about tourism destinations, should also be measured in 

order to understand better what might be shaping tourists’ beliefs and attitudes 

towards those destinations (Fodness & Murray, 1998; Sparks & Pan, 2009). Therefore, 

section five, first, asks respondents to indicate on a dichotomous scale (yes/no) (Sparks 

& Pan, 2009) whether they usually use the presented seventeen sources of 

information. 

The second part of section five invites respondents to rate on a scale from 1 to 17 the 

importance of the same sources. Examples of the information sources include the 

Internet, friends, travel books and travel agents (Sparks & Pan, 2009), as well as 

television programmes, online chat with Russian/foreign people, word-of-mouth and 

Russian/international travel websites (Fodness & Murray, 1998). 

In the final section of the questionnaire, several demographic and travel behaviour 

questions are asked. For example: “How many long-haul trips (more than five hours of 

flight) have you made outside of Russia in the last five years?” or “What is the usual 

average length of your international trip?” These questions are necessary for creating a 

more accurate profile of potential Russian visitors to New Zealand. Additionally, this 

information has been collected for the purpose of analysing and interpreting answers 

to the preceding questions. 

3.1.2 Second research instrument: qualitative interviews 

Similar questions, to those designed for the survey, were asked during the intercept 

qualitative interviews with Russian tourists in New Zealand (see Appendix D). 

Interviews were conducted in Russian. Later, all interviews were transcribed in Russian, 

with the most important parts translated into English. Conducting interviews in Russian 

and subsequent translation was possible due to the bilingualism of the researcher, a 
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native Russian. Thus, according to Lofland et al. (2006), the researcher’s position in this 

project may be defined as “an insider” (p. 41). 

On the one hand, the researcher could not only easily understand the native language 

of the interviewees, but also, as became evident during the interviews, had some 

similar life experiences with the participants. This helped in establishing a unique link 

between the researcher and the interviewees that would not be possible if the 

researcher had not been Russian. 

On the other hand, however, the researcher’s long-term New Zealand permanent 

residency, and the fact that the researcher was conducting post-graduate study in a 

Western country, also brought an opportunity to be somewhat of “an outsider” 

(Lofland et al., 2006, p. 41) to those people. “An outsider” position allowed the 

researcher to detach socially from the interviewees and, thus, enabled partial 

interpretation of information “from a distance” or as “an outsider” (Lofland et al., 2006, 

p. 41). 

As noticed, “an outsider” is more likely to pay attention to unusual facts about the 

things, or phenomena, he or she is investigating, or to the types of things that can be 

easily overlooked, or taken for granted, by researchers of an identical cultural and 

social background as their participants (Lofland et al., 2006). Accordingly, the author’s 

research position in this project as both “an insider” and “an outsider” helped elicit 

valuable information from the interviewees. 

3.2 Sampling: Survey participants 

This study used a convenience sample of 117 potential tourists to New Zealand from 

two of Russia’s large cities, namely Moscow and Ekaterinburg. The selection of these 

cities is justified for two reasons. First, two of the researcher’s long-term friends are the 

owners’ of travel companies in these cities. Second, both Moscow (the capital of the 

Russian Federation) and Ekaterinburg (the economic, cultural and political centre of the 

Urals region) are regarded as two of Russia’s most sophisticated and prosperous cities 

with a large number of long-haul travellers (ATORUS, 2014; Stark Tourism Associates, 

2013). 
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On behalf of the researcher, every potential visitor to New Zealand (general long-haul 

traveller) was selected by the travel companies’ operators from their customers. Every 

customer, who visited the companies’ premises, and who was a potential visitor to 

New Zealand, was asked to participate in the research. To find out if a customer was a 

potential visitor to New Zealand, a question of whether he or she had travelled to a 

long-haul destination (more than a five-hour flight) in the last twelve months, or 

planned to do so in the next twelve months, was asked. Those customers, who agreed 

to participate in the project, were invited to complete the questionnaire, either in 

printed form or electronically on a computer, at the companies’ premises.  

On completion of the survey, if it was filled out on paper, participants were requested 

to put the questionnaire in the slot of the locked/sealed box. Upon agreement with the 

managers, they were the only people who had a key/access to that box. If the survey 

was completed on the computer (the majority of cases), the managers converted the 

documents into PDF format and placed them in a password protected folder on the 

computer. 

When possible, a separate table was arranged for each respondent to fill out a 

questionnaire. However, almost in every case, there was no more than one 

customer/participant in the room at the same time. While paper-based completed 

questionnaires (only a few) and all the consent forms were scanned and sent to the 

researcher both electronically and by courier mail, surveys completed on the computer 

were returned as email attachments.  

3.3 Sampling: Interview participants  

Data collection via interviews for this project took place between July-September, 2014 

in Christchurch and Dunedin, New Zealand. Ten Russian visitors in different travel 

categories were interviewed. Additionally, two previously mentioned Russian travel 

agencies’ owners, who have visited New Zealand in the past, were interviewed via 

Skype. The candidates for interviews were recruited with the help of the above Russian 

travel companies’ operators, who provided the researcher with the dates and 

itineraries of some Russian visitors in New Zealand. To ensure that the travellers were 

not inconvenienced during their journey in any way, the travel companies’ operators 

established contact with those people prior to their trip to New Zealand. 
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The researcher, therefore, approached the Russian visitors in New Zealand, with whom 

contact had already been secured. Two, independent from each other, Russian tourists, 

travelling on a fully packaged tour of New Zealand within a small group, were 

interviewed in Christchurch. Additionally, three travellers on a fully packaged tour were 

interviewed in Dunedin. 

Potential interviewees were also identified through the Russian Cultural Centre in 

Christchurch, which assisted the researcher in finding out about, and establishing 

contacts with, the Russian immigrants’ friends and relatives, who were expected to visit 

New Zealand within the time frame suitable for this research. Cooperation with the 

Russian Cultural Centre resulted in four interviews of travellers in the “Visiting Friends 

and Relatives” (VFR) category. One person, who fits the “Free Independent Traveller” 

(FIT) category, was interviewed in Christchurch. 

3.4 Survey data analysis/procedure 

The questionnaire was initially written in English and then translated into Russian by 

the researcher. With the use of a convenience sample (n=4), the Russian version of the 

questionnaire was tested on Russian-speaking long-haul travellers, known to the 

researcher. The sample also included one Russian language teacher. The aim of this 

pilot test was to check the clarity of wording in the Russian version of the 

questionnaire, thus ensuring correspondence to the intended English meaning. As a 

result of this test, several adjustments were made to some items that lacked clarity. 

To analyse the collected data, SPSS software version 22 was used. All answers, 

including responses to the open-ended questions, were coded and set up in the 

programme. First, descriptive statistics was performed to analyse demographic 

information and travel behaviour patterns. Second, numerous multiple regressions 

were run in order to test the TPB model and to answer the research questions. Finally, 

a series of cross-tabulations, Chi-square and correlation analyses, as well as ANOVA and 

t-tests, including a paired sample t-test, were conducted. 

For the purpose of the analysis, all Likert-type questions in the survey are treated as 

interval scales. A review of the level of measurements used for Likert-type questions in 

social sciences reveals that, in the majority of studies, they are analysed as interval 
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scales (e.g., Allen & Seaman, 2007; Brown, 2011; Maurer & Pierce, 1998; Vickers, 1999). 

Among others, Allen and Seaman (2007) also argue that a Likert-type scale should 

consist of at least five, or preferably seven, categories. Therefore, all Likert-type 

questions in the survey offer seven types of answers. 

Although some researchers question the reliability of Likert-type scales (e.g., see 

Jakobson, 2004), the general view towards using them in social sciences is very 

favourable (Maurer & Andrews, 2000). These scales are regarded as highly reliable 

(Neuman, 2000), easy to read and complete. However, as Brown (2011) suggests, the 

reliability of Likert-type scales should be additionally examined using Cronbach alpha. 

This advice has also been followed in the research. 

3.5 Interview data analysis 

The data, resulting from interviews with Russian visitors in New Zealand, were analysed 

using the rationale of thematic analysis (Maydell & Wilson, 2009). For example, Braun 

and Clarke (2006) consider thematic analysis as a tool to find out and analyse prevailing 

and significant patterns, or themes, within data. The benefit of using thematic analysis 

is that it enables “the conceptual interpretation” (p. 110) of emerging themes and 

patterns (Maydell & Wilson, 2009).  

Prior to a broader thematic examination, two critical practices of “coding” and 

“memoing” (Lofland et al., 2006, p. 209) were employed in developing analysis of the 

interviews. First, to make some preliminary sense of the data, initial coding was used to 

analyse the interviews line by line. After that, the focused coding, which is “more 

selective and more conceptual”, became the primary target (Lofland et al., 2006, p. 

201). 

Where possible, the same focused codes were used for similar ideas in all the 

interviews. Also, as Lofland et al. (2006) suggest, writing memos is “fundamental to 

making sense of your data” (p. 210). Therefore, memos were written for each of the 

focused codes. Writing memos proved to be very useful for realising the different 

connections among the focused codes. 

After the interviews had been coded, all the focused codes were written down together 

and organised into broader themes. In order to identify extracts from the interviews, 
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each participant was given a pseudonym name, which would be a typical Russian name 

for a person of his or her age and cultural/social background. A brief demographic 

description of the interviewee is given after each citation. 

In summary, given the pilot/exploratory nature of this study, various approaches 

(surveys, interviews and personal communication with two Russian travel companies’ 

owners) have been deployed in the research to provide a set of multiple lenses and to 

ensure a balanced view of the Russian outbound tourist market. 

3.6 Ethical considerations 

Importantly, both travel companies’ operators, who conducted the survey on behalf of 

the researcher, hold Western degrees in Tourism and Research. Therefore, these third 

parties could be trusted to conduct a survey in a way expected by the Lincoln University 

Human Ethics Committee (Application Number: 2014-02, approved 14 February 2014, 

see Appendix E). 

It is understood that researchers must consider ethical issues at all stages of the 

project. Thus, every step of this research has followed the guidelines of the Lincoln 

University Human Ethics Committee. In general, the research has been designed so as 

to minimise any possibility of physical, psychological, or legal harm to the participants. 

All the participants in this study were at least 18 years old or older.  

With regard to the survey administration in the Russian travel companies, the following 

elements in the code of ethics were implemented. First of all, potential respondents 

were asked if they would like to participate in the survey regarding their attitudes to 

travelling to New Zealand. Importantly, voluntary participation and informed consent 

were assured. In order to achieve it, before consenting, potential participants were 

presented with the Research Information Sheet (see Appendices A.1 and A.2). It stated 

the purpose of the research and explained the right to refuse to participate or 

withdraw from participation. 

In order to ensure that respondents were in no way coerced into participation, it was 

explained that even after completing the questionnaire, or participating in the 

interview, respondents would still have up to one month to consider whether they 

wished to be involved in the research.  
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To secure the progress of the research, respondents were made aware that if a 

withdrawal request was not received within one month, the data would be used, 

provided that anonymity and confidentiality, as described below, were preserved. The 

same guidelines and rules applied to survey participants in Russia and to interviewees 

in New Zealand (see Appendices A.3 and A.4).  

The Research Information Sheet informed respondents about the anticipated time 

required to complete the survey (approximately 20 minutes), or participate in an 

interview (approximately 10-15 minutes). It should be noted that while there are about 

150 questions in the survey, the majority of them are very straightforward. The 

inclusion of a large number of questions was necessary since the study tested the 

multiple constructs of the TPB in the context of the Russian outbound tourism.  

A trial was run to estimate the time needed to complete the survey. Four Russian-

speaking people were asked to fill out a questionnaire. The test showed that it took, on 

average, about 5-6 seconds to answer one question. Thus, approximately ten questions 

can be answered in one minute, and 150 questions can be answered in 15 min. 

Similarly, while the interview schedule (see Appendix D) appears to be long, it is 

designed for a semi-structured interview. Therefore, all questions, included in the 

interview schedule, were neither intended to be asked, nor were asked. The schedule 

covers the majority of situations to which a semi-structured interview can lead. 

Besides, some of the questions require just a very brief answer and are necessary in 

order to compare them with the survey answers. 

To make sure that the estimated time for the interview was realistic, trials were 

conducted via Skype with three Russian people, who had previously been to New 

Zealand, and who are known to the researcher. Indeed, 12 minutes was the average 

time for an interview.  

The Research Information Sheet also provided respondents with the details of the 

researcher and his supervisor. Additionally, it explained to participants that the findings 

of the research may be used for publication in a refereed journal or included in a 

conference presentation. All respondents were given the opportunity to seek 

clarifications of the relevant issues either from the representatives of the researcher in 
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Russia or directly from the researcher. No deception (intentional or unintentional) was 

used during the research. 

When conducting interviews in New Zealand, the researcher approached potential 

respondents at sites and times most appropriate to them. He then introduced himself 

and presented his student photo ID. After that, the researcher invited potential 

interviewees to familiarise themselves with the Research Information Sheet (see 

Appendices A.3 and A.4). Time and place for interviews was discussed with those who 

agreed to participate in the project. Additionally, participants were asked permission to 

record interviews. 

All participants were assured of anonymity and confidentiality. For example, 

respondents were encouraged to use pseudonyms and not their real names. Moreover, 

no identity details were collected. This means that the researcher will not and cannot 

identify the respondents. Confidentiality was assured by reporting data in an 

aggregated form, where no person could be individually identifiable. 

Further, all the data and consent forms are being securely stored in the researcher’s 

study room at his house. No one else has access to that room, which is locked during 

his absence. Moreover, the researcher has used a computer that is not shared with 

anybody else. Publicly available, including Lincoln University, computers have never 

been used by the researcher while working on this dissertation.  

Finally, to meet the requirements of the Lincoln University Human Ethics Committee, 

all the consent forms and data, obtained during this research, will be securely kept until 

November 2020. At that point, they will be manually destroyed by shredding. All 

digitally stored data will be permanently deleted at that time as well. 
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Chapter 4 

Results and Discussion 

The following structure is used in presenting the results and discussion. First, for each 

finding, the results from the survey are presented. Second, each survey result is 

accompanied by the analysis of the relevant findings from the interviews, thus helping 

the interpretation and/or confirmation of the survey data. Since several travel 

categories of the interviewees have been identified, themes from travellers in 

“package” category, if found different from themes in other travel categories, are 

analysed first. This analysis is followed by the interpretation of the data acquired 

through the interviews of the respondents, who travelled to New Zealand either 

independently, or to visit family and friends. 

4.1 Respondents’ demographic profile  

4.1.1 Survey participants’ characteristics 

A total of 117 completed questionnaires were collected from two Russian travel 

companies (55 from one and 62 from another). Only the largest group (s) in each 

category of the responses is described next. The complete demographic profile of the 

sample is outlined in Table 4.1 below. 

The majority of participants were between 31-40 years old (46.6%). Approximately 74 

percent of respondents were married; others were in a relationship (20.5%). Further, 

participants in the survey in both cities were found to be highly educated, with more 

than 50 percent reporting university qualifications, and with about 19 percent of the 

sample disclosing a post-graduate degree. The latter findings were in line with the 

World Bank’s (2014) analysis of the Russian middle and upper-middle income groups 

that identified the high levels of education and “better human capital” (p.39) among 

these groups. 

There was a diverse range of occupations in the sample, with the majority of 

respondents reporting senior management positions (about 43%) or running their own 

business (about 32%). Over 16 percent of the respondents identified themselves as 

housewives. The majority of the participants, including those who were self-employed, 
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worked full-time (86% of the sample). There was a significant gap between this 

category and other categories of respondents, who were not employed, employed 

part-time, or retired. 

In respect of the gross monthly household income, approximately 24 percent of the 

respondents earned between Rub 100,001-200,000 (approximately NZ$ 3,300-6,600 

per month). However, those income earners were closely followed by respondents, 

whose monthly income was between Rub.400,001-500,000 (approximately NZ$ 

13,000-16,000) (23.5%), and those, whose household income was Rub. 200,001-

300,000 (approximately NZ$ 6,600-9800) per month (21.7%). Table 4.1 below also 

shows annual average income of the sample. 

Table 4.1  Survey participants' characteristics. 

Sample characteristic % 
Age (n=116) 
18-30 7.8 
31-40 46.6 
41-50 31.0 
51-60 13.8 
61-70 0.8 
 
Family status (n=112) 
Married 74.1 
In a relationship  20.5 
Single 5.4 
 
Education (n=112) 
High school or below 26.8 
University/college degree 54.4 
Post-graduate degree 18.8 
 
Occupation (n=72) 
Senior manager 43.2 
Private business  31.7 
Housewife 16.4 
Clerk/White-collar employee 8.7 
 
Employment status (n=107) 
Full-time 86.0 
Part-time 2.8 
Not employed 10.3 
Retired 0.9 
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Household gross monthly income (n=115) Household gross annual income 
(n=115) 

Rub. 50,001-100,000 (approx. NZ$ 1,630-3,300) NZ$ 19,560-39,600 1.7 
Rub. 100,001-200,000 (approx. NZ$ 3,300-6,600) NZ$ 39,600-79,200 24.3 
Rub. 200,001-300,000 (approx. NZ$ 6,600-9,800) NZ$ 79,200-117,600 21.7 
Rub. 300,001-400,000 (approx. NZ$ 9,800-
13,000) 

NZ$ 117,600-156,000 18.3 

Rub. 400,001-500,000 (approx. NZ$ 13,000-
16,000) 

NZ$ 156,000-192,000 23.5 

Rub. 500,001-800,000 (approx. NZ$ 16,000-
26,000) 

NZ$ 192,000-312,000 8.7 

Rub. 800,001-1,000,000 (approx. NZ$ 26,000-
32,000) 

NZ$ 312,000-384,000 1.8 

 

In summary, the results, regarding the sample’s demographic characteristics, were not 

surprising. In fact, they echoed much of what had been stated in the literature review 

of the Russian middle and upper-middle socio-economic groups, from which the 

majority of outbound tourists originated. Participants were found to be slightly younger 

than European travellers. The majority of respondents were married, highly educated 

and well-positioned on the social ladder. The approximate annual income of the 

respondents was well above the average annual household income in Russia (ROSSTAT, 

2014). 

4.1.2 Interview participants’ demographic characteristics  

Ten Russian visitors to New Zealand participated in semi-structured interviews (five 

men and five women). Five interviewees were travelling on a “fully packaged” tour of 

New Zealand. Among them, two participants, from a small group of Moscow citizens, 

were interviewed in Christchurch, and three participants, from a group of Ekaterinburg 

residents, were interviewed in Dunedin. In the VFR category, four people were 

interviewed. Three people in the VFR category were visiting family members in New 

Zealand, and one interviewee was visiting a friend. All these interviews took place in 

Christchurch. One interviewee was a FIT, and was also interviewed in Christchurch. 

The age of interviewed people ranged from mid-twenties to early sixties. Eight 

respondents were married. There were three singles and one divorced interviewee. 

Further, the majority of interviewees were highly educated, and more than half of 

them had completed one or two tertiary degrees. The latter finding was in line with the 
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results from the dissertation’s survey (see Table 4.1 above) and the World Travel 

Monitor’s (2014) findings on Russian outbound travellers. 

Similar to the survey participants, the majority of interviewees reported running their 

own business or having a professional career in management, consultancy/customer 

services, and teaching. Two women identified themselves as housewives (“fully 

packaged” tour). Two participants were self-employed (one on a “packaged” tour and 

one in the VFR category). Four interviewees were employed full-time (two on a “fully 

packaged” tour, one in the FIT category, and one in the VFR category). Lastly, there 

were two retired women (VFR). 

Unlike the survey participants, the majority of interviewees in all travel categories were 

reluctant to disclose exact details about their income. However, those, particularly in 

the FIT and “packaged” tours categories, who gave some hints regarding their earnings, 

can be placed in the above-average-income groups: 

Q: Do you mind telling me about your employment status and 
approximate household income per month before tax? 

A: I run a small business … make enough to have necessary things and 
… more … than that … travel a lot … as well … bought an apartment 
recently and … a new car (Andrey, in his forties, retail business owner 
from Ekaterinburg, “fully packaged” tour).  

There was, however, one interviewed man on a fully packaged tour, who admittedly 

had a somewhat lower income despite his university degree and occupation: 

A: … I decided by myself … I wanted to see it … [New Zealand] a long 
time ago … So … I have been saving money for this trip … for a while … 
(Boris, in his twenties, post-graduate degree, software designer from 
Ekaterinburg). 

The latter example suggests that, apart from the above-average-income groups, some 

well-educated, young, but less affluent, visitors from Russia are interested in New 

Zealand. 

Analysis of the interviews in the VFR category pointed out that three, out of four, 

participants had a lower income compared with the survey participants. Those 

travellers could only come to New Zealand provided they were sponsored and 

accommodated by their relatives living in this country: 
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Q: What were the main barriers or constraints you had to overcome 
to come to New Zealand? 

A: … Of course, my daughter … helped me with … all the visa issues … 
Moreover, with money … She bought me tickets … and organised 
everything … Without her help … it would not be possible for me … to 
come here … I would not have enough money … Moreover, I do not 
speak English … (Olga, 55 years old, VFR, a retired teacher from St. 
Petersburg). 

In summary, there was a range of highly educated interviewees of different ages and 

family status. The majority of interviewees in the “package” and FIT categories 

reported well-paid full-time jobs. However, visitors in VFR category, with the exception 

of the interviewee who was visiting a friend, were either retired, or employed by state 

organisations (usually lower-paid jobs in Russia). 

4.2 Travel behaviour profile  

4.2.1 Survey participants  

Only the largest group(s) in each category of the responses is described below. The 

complete travel behaviour profile of the sample is outlined in Table 4.2. The majority of 

the respondents reported taking a long-haul holiday outside of Russia (more than five 

hours flight) either less than once a year, or once a year (44.4% and 43.6% 

respectively). This travel pattern is similar to the travel behaviour of other European 

travellers, who, on average, take a long-haul holiday about once per year (Euromonitor 

International, 2012). 

Since the survey targeted only potential visitors to New Zealand, that is, those who had 

travelled to similar long-haul destinations within the last 12 months, all of the 

respondents indicated that they had travelled to at least one long-haul destination 

within the identified period. For example, almost 60 percent of the sample travelled to 

some long-haul destinations in 2014. January saw the most outbound Russian travellers 

in 2014 (about 26%), followed by November (about 13%) and December in 2013 (about 

12%). 

The above findings suggest that more Russian tourists were taking long-haul holidays 

during, what is called in Russia, New Year’s holidays. Since 2004, the mid-winter period 

from December 31 to January 10 is officially a public holiday in Russia, including the 

Russian Orthodox Christmas on 7th of January. Equally, the results showed that the 
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participants displayed a tendency to travel in November. This month offers Russian 

people another holiday period, that is, the Unity Day (4th of November) and the day of 

the Bolsheviks’ Revolution (7th of November). For more than 60 percent of the 

respondents, the average length of an international trip was one week or less, thus 

fitting well within the above public holidays.  

The majority of the respondents have travelled considerably within the last five years. 

Forty-six percent of the sample reported more than ten outbound trips, and more than 

38 percent reported between five and ten trips abroad, including neighbouring 

destinations. Among all outgoing trips, an equal amount of respondents (approximately 

23%) travelled to two or three long-haul destinations in the last five years. About 19 

percent of the participants visited four long-haul destinations over the same period. 

The majority of respondents visited between one and three English–speaking countries 

over 2009-2014.  

More than half of the participants travelled to long–haul destinations as a family, with 

about 70 percent of families consisting of four people. This finding was somewhat 

surprising, because it was predicted, in accordance with the World Bank (2014), that 

Russian middle- and upper-income families, on average, had only one child or no 

children at all. 

About 53 percent of the sample usually spent between US$ 1,000-3,000 per person per 

trip, which was above the average amount of money spent by Europeans per person 

when travelling abroad (Euromonitor International, 2012). This result confirmed the 

findings by the World Travel Monitor (2014). 

Almost 70 percent of the respondents generally preferred either “fully packaged” or 

“partially packaged” holidays, which was in line with the findings by ETC (2014) and 

World Travel Monitor (2014). Regarding accommodation, 63 percent of the 

participants, while travelling overseas, tended to stay in four or five star hotels. This 

result, once again, supported other studies of Russian outbound travellers (e.g., see 

Paspartu, 2013; Stark Tourism Associates, 2013; World Travel Monitor, 2014).  
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Table 4.2 Survey participants' travel behaviour profile. 

Travel pattern  % 
 
Frequency of long-haul holidays (n=117) 
Less than once a year 44.4 
Once a year 43.6 
Twice a year 11.1 
Three times a year 0.9 
 
The year of the last long-haul trip (n=117) 
2013 40.5 
2014 59.5 
 
The month of the last long-haul trip (n=116) 
January 25.9 
February 6.9 
March 6.0 
April 4.3 
May 8.6 
June 6.0 
July 0.9 
August 1.7 
September 11.2 
October 3.4 
November 12.9 
December 12.1 
 
Number of all outbound trips in the last five years (n=117) 
One 2.6 
Two 0.9 
Three 4.3 
Four 7.7 
Between five and ten 38.3 
More than ten 46.2 
 
Number of long-haul trips in the last five years (more than five hours flight) (n=117) 
One 16.1 
Two 23.1 
Three 23.1 
Four 18.8 
Five 12.0 
More than five 6.9 
 
Number of trips to English-speaking countries in the last five years (n=117) 
Zero 17.7 
One 21.4 
Two 23.9 
Three 23.1 
Four 7.7 
Five 5.1 
More than five 1.7 

CONTINUED 
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Average length of an international trip (n=116) 
Short break (up to four days) 27.6 
One week 61.2 
Two weeks 11.2 
 
Travelling to long-haul destinations (n=115) 
Alone 2.6 
As a couple 39.1 
As a family 54.8 
With friends 3.5 
 
If travelling to long-haul destinations as a family, it consists of … (n=64) 
Two people 1.6 
Three people 28.1 
Four people 70.3 
 
Expenditure per person on a long-haul holiday, excluding airfares (n=115) 
Less than US$ 1,000 32.2 
US$ 1,001-3,000 53.0 
US$ 3,001-5,000 13.9 
US$ 5,001-10,000 0.9 
 
Preferred type of a holiday (n=114) 
FIT 29.8 
Fully packaged tour 31.6 
Partially packaged tour  38.6 
 
Preferred type of accommodation (n=116) 
Four/Five star hotel or resort 62.9 
Motel  12.9 
Self-serviced apartment 19.0 
Friend’s house 5.2 

 
In summary, the survey respondents preferred visiting other countries as a family, 

consisting of three or four people. The participants were experienced travellers. The 

majority of trips were made to Russian neighbouring countries. However, in 2014, 

almost sixty percent of the respondents also travelled to long-haul destinations, in 

particular during the Russian winter holidays. While staying in high-quality 

accommodation, Russian outbound travellers, in general, tended to spend above 

average amount of money on a trip (by European standards).  

4.2.2 Interview participants’ travel behaviour profile 

The majority of the interviewees on a “fully packaged” tour described taking a long-

haul (more than five hours flight) holiday outside of Russia once, twice, or even three 

times a year. This result, on average, was higher than the result for survey participants 

(see Table 4.2 above) and for European travellers (Euromonitor International, 2012). 
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Among the most visited countries by interviewees in the “packaged” and FIT categories 

were Germany, Egypt, Finland, Sweden, Norway, China, Thailand and Indonesia (Bali). 

This finding was similar to the results of Euromonitor International (2012), ETC (2014) 

and World Travel Monitor (2014). Moreover, such countries as the USA, Canada, 

Australia and New Zealand were also mentioned among the countries visited in the last 

five years by the interviewees in the above categories. Depending on the distance from 

Russia, the average length of an international trip varied from one week to ten days.  

Q: Would you recall the number of trips you have made outside of 
Russia in the last five years? 

A: … Very many … not sure … most of them … short … to Finland … or 
… a weekend in … Turkey … Spain …Italy … as well …several times … 

Q: That is fantastic … How many trips have you made outside of 
Europe in the last five years? 

A: … About ten … or more … not sure …Yes … been to USA and Canada 
… (Ekaterina, in her forties, housewife, on a “fully packaged” tour from 
Ekaterinburg). 

The travellers in the VFR category, especially those who visited close family members 

living in New Zealand, were at variance with the visitors on “fully packaged” tours and 

FITs. Having generally admitted lower incomes and dependency on their relatives 

residing in New Zealand, the interviewees in this travel category had not travelled 

much, if ever, to other long-haul destinations, or even to Russia’s neighbouring 

countries, before they came to New Zealand: 

Q: How often do you take a holiday abroad? 

A: Not often at all … Last time I went abroad … it was … to Egypt in 
2008 … I have not been abroad ever since … until now … (Olga, 55 
years old, VFR, a retired teacher from St. Petersburg). 

The decision of those travellers to visit New Zealand was influenced, first and most of 

all, by the fact that their close relatives and friends were living in this country. Secondly, 

but to a much lesser degree, the decision was influenced by the natural and cultural 

attractions of New Zealand: 
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Q: What were your anticipations about this trip? 

A: … I did not think much … about this country as a destination … or 
anything … I just wanted to visit my daughter … that … what was the 
most important thing for me … Even if she lived in Addis Abebi, I would 
still like to visit her … Of course, I thought my trip would be fantastic … 
Moreover, I wanted to see the country as well … Everybody knows it is 
a beautiful country … (Natalya, VFR, in her sixties, retired, from 
Novosibirsk) 

Regarding spending while travelling overseas, interviewees in the “package tour” and 

FIT categories tended to spend approximately US$ 1,000-1,500 per person per trip. In 

comparison, interviewees in VFR category, apart from one interviewed woman visiting 

a friend in Christchurch, financially relied on their New Zealand relatives. 

Interviewees’ answers in the “package” and FIT categories also differed from 

participants’ responses in VFR category regarding a preferred type of accommodation 

and type of travel. The travellers, visiting friends and relatives, preferred less expensive 

options, such as their friends and relatives’ houses. In comparison, “fully packaged” and 

FIT visitors chose four or five star hotels or apartments: 

Q: What is your preferred type of accommodation?  

A: We used … to like … good quality hotels … However, now … just try 
to rent apartments or houses while travelling … sometimes … Of 
course, travel agents can organise anything for you … But … still 
…mainly hotels … good ones … (Nikolay, in his fifties, marketing 
specialist from Moscow, “fully packaged” tour) 

As for the favourable type of holidays, “fully packaged” tourists, similar to survey 

respondents, preferred “fully or partially packaged” holidays. The following extract 

from one of the interviews summarises well the ideas expressed by “package” tourists: 

Q: What is your preferred type of a holiday? Why? 

A: We like organised tours … It is good to know that … everything is 
already sorted and planned in advance … and it ensures you see … the 
best of the country … It is hard to organise everything by yourself … 
just nice to relax and … let other people do the hard job for you … 
(Andrey, in his forties, retail business owner from Ekaterinburg, “fully-
packaged” tour). 

In summary, there were significant differences in the travel behaviour of the 

interviewees in various travel categories. The sample of the actual Russian 

“fully/partially packaged” visitors and FITs to New Zealand can be described, with few 
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exceptions, as demanding, well-travelled, wealthy and experienced. On the contrary, 

visitors in VFR category, especially those who visited relatives, not friends, have 

travelled much less, both domestically and internationally. VFR travellers preferred 

staying at their friends and relatives’ houses, while spending considerably less than 

visitors in other travel categories. 

Travellers in the “package” and FIT categories spent most of their money (apart from 

pre-paid accommodation, meals and excursions for “package” travellers) on 

entertainment, shopping and high-quality presents for their relatives in Russia. 

However, visitors in VFR category, especially the ones who visited family members, 

spent most of their money on cheap souvenirs. However, unlike those who came to 

New Zealand to see their family members, one traveller in VFR category, who was 

visiting a friend, was financially independent of the person she was visiting in New 

Zealand. In many ways, she displayed travel and spending patterns similar to those on 

“package” tours or FITs. In a word, there were travel behaviour differences not only 

between “package” tourists and VFR travellers, but also within “package” and VFR 

categories. 

4.3 The influence of attitudes, subjective norms and perceived 
behavioural control (PBC) on Russian travellers’ intentions and the 
likelihood of choosing New Zealand as a travel destination 

In order to answer the research question that focussed on potential Russian visitors’ 

influences of attitudes, subjective norms and PBC towards travelling to New Zealand on 

their intention/likelihood to visit this country, the respective items, which underlined 

each of the constructs, were summed and then averaged into one scale (see Table 4.3 

below).  

Cronbach’s reliability coefficients (Cronbach’s alpha) were examined in order to 

estimate the internal consistency of the items underlying the constructs of attitude, 

subjective norm, PBC and intention. Since all reliability coefficients exceeded the 

recommended satisfactory level of 0.7 (Kilne, 2005), all scales were accepted as having 

either a high or acceptable level of internal consistency. 

Table 4.3 below provides the reliability and descriptive statistics for the attitude, 

subjective norms, PBC and intention scales. Since the data showed normal distribution 
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(not skewed) and had no statistically significant outliers, the mean was chosen as the 

best measure of central tendency for continuous variables (Babbie, 2013). 

Table 4.3 Items for direct measurement of TPB. 

Item a Mean (SD) Cronbach’s 
alpha 

Attitude toward travel to New Zealand   
Unenjoyable / Enjoyable (M = 6.17, SD = .71)  

6.12 (0.67) .913 

Bad / Good (M = 6.11, SD = .76) 
Boring /Fun (M = 6.04, SD = .78) 
Unpleasant / Pleasant (M = 6.12, SD = .85) 
Unfavourable / Favourable (M = 6.08, SD = .83) 
Disliked / Liked (M = 6.21, SD = .83) 
Subjective normative influence    
I would like to take a holiday in New Zealand within the 
next 12 months because this destination is considered 
popular among my friends and family (M = 4.10,           
SD = 1.32) 

3.93 (1.27) .928 

People, who are important to me, think it would be 
good to take a holiday in New Zealand within the next 
12 months (M = 3.92, SD = 1.26) 
Friends and family have recommended that I take a 
holiday to New Zealand within the next 12 months      
(M = 3.99, SD = 1.23) 
I would like to visit New Zealand within the next 12 
months because I have heard a lot about this 
destination from friends and family                                 
(M = 3.71, SD = 1.29) 
Perceived Behavioural Control   
I feel I have enough time to take a holiday in New 
Zealand within the next 12 months (M = 3.31, SD = 1.48) 

3.60 (1.24) .782 
I feel I have enough money to take a holiday to New 
Zealand within the next 12 months (M = 4.72, SD = 1.29) 
I feel there is nothing that prevents me from taking a 
holiday to New Zealand within the next 12 months if I 
want to (M = 2.97, SD = .93) 
Intention to visit New Zealand    
I intend to take a holiday to New Zealand within the 
next 12 months (M = 4.61, SD = .96) 

4.31 (1.01) .746 How likely would you be to take a holiday to New 
Zealand within the next 12 months? (M = 4.02,             
SD = 1.07) 

Note: a All items are measured on a seven-point Likert-type scale 

4.3.1 Intention 

A multiple regression analysis was run with the direct measures of attitude, subjective 

norm and PBC as independent variables and the intention of travelling to New Zealand 
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as the dependent variable. In order to perform a multiple regression, the data were 

checked for the assumptions of linearity, independence of errors, homoscedasticity, 

unusual points and normality of residuals, all of which were met.  

The equation was significant, F(3,109) = 5.729, p = .001, adj. R2 = .112. This means that 

the set of independent variables statistically significantly predicted the dependent 

variable and explained 11.2% (adjusted) of the variance in the intention of travelling to 

New Zealand (see Figure 4.4 in chapter 4.3.6). This result is further discussed in chapter 

4.3.6, which assesses the usefulness of the TPB in the context of the dissertation. 

The multiple regression analysis also revealed that not all three independent variables 

added statistically significantly to the test’s prediction that attitude, subjective norm 

and PBC influenced the intention of the respondents to visit New Zealand. The 

unstandardized coefficient (B) was only statistically significant for the subjective 

normative influences (p = 0.003). It is, therefore concluded, that subjective normative 

influences were the only significant predictors of the intention in question, but attitude 

and PBC were not (p >.05). Regression coefficients and standard errors can be found in 

Table 4.4 (below). 

Table 4.4  Summary of multiple regression analysis for intention. 

Variable B SEB β 
Constant 6.371 1.568  
Attitude -.023 .040 -.052 
Subjective norm .114 .037 .292* 
PBC .117 .068 .161 

Note: * p < .05; B = unstandardized regression coefficient; SEB = Standard error of the 

coefficient; β = standardized coefficient 

4.3.2 Likelihood 

In addition to assessing the intentions of Russian travellers, based on attitude, 

subjective norms and perceived behavioural control, the likelihood of travelling to this 

country was also examined using the same constructs. The equation was significant, 

with the set of three independent variables explaining 15.6 percent of the variance in 

the dependent variable “likelihood”, F(3,109) = 7.889, p = .0005, adj. R2 = .156 (see 

Figure 4.5 in chapter 4.3.6). The variance in the dependent variable “likelihood”was not 

very high. This result is further discussed in chapter 4.3.6. 
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The multiple regression analysis also revealed that not all three independent variables 

added statistically significantly to the test’s prediction that attitude, subjective norm 

and PBC influenced the likelihood of the respondents to visit New Zealand. However, 

unlike the above multiple regression analysis, the unstandardized coefficient (B) was 

statistically significant for both subjective normative influences (p < .0005) and PBC (p < 

.0005).  

Subjective normative influences and PBC were statistically significant predictors of the 

likelihood of the respondents in the sample to visit New Zealand in the next 12 months. 

Similarly to the analysis of the intention, attitude (p >.05) was not a statistically 

significant predictor of the likelihood to travel to the target destination. Regression 

coefficients and standard errors can be found in Table 4.5 (below). For a schematic 

representation of the results, see Figures 4.4 and 4.5 in chapter 4.3.6. 

Table 4.5  Summary of multiple regression analysis for likelihood. 

Variable B SEB β 
Constant 2.943 0.903  
Attitude -0.027 0.023 -0.103 
Subjective norm 0.078 0.021 0.337* 
PBC 0.076 0.039 0.178* 

Note: * p < .05; B = unstandardized regression coefficient; SEB = Standard error of the 

coefficient; β = standardized coefficient 

Below is the analysis of each of the constructs of TPB and their contributions to the 

intention and likelihood of Russian travellers visiting New Zealand. These results are 

presented in comparison with the interview data and other studies that applied the 

model in a similar context. 

4.3.3 Attitude 

Considering Russian travellers’ attitude towards visiting New Zealand, which was found 

to be very favourable (Mean=6.12, SD= 0.67), the dissertation finding was similar to 

those studies where a favourable, or unfavourable, attitude towards taking a holiday at 

a destination was not a statistically significant factor in predicting travel intentions 

towards that destination (e.g., Lam & Hsu, 2004, 2006; Sparks, 2007; Sparks & Pan, 

2009).  
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The dissertation’s finding with regard to attitude, however, contradicted the results, for 

example, by Al Ziadat (2014), Hsu (2013) and Hsiao and Yang’s (2010), in which attitude 

was found to be a significant predictor of travel intentions. Moreover, the result has 

also been in disagreement with the TPB, which argues that positive attitudes towards 

performing a certain behaviour lead to the intentions of performing that behaviour.  

A series of correlation tests was run with each of the underlying measures of attitudes 

and intention to travel to New Zealand. Confirming the results of the multiple 

regression, no statistically significant associations were found between any of the 

underlying dimensions of the attitude (unenjoyable/enjoyable; bad/good; boring/fun; 

unpleasant/pleasant; unfavourable/favourable; disliked/liked) and the intention to 

travel to New Zealand (p > .05). Similarly, no statistically significant correlations were 

found between the same underlying measures of the attitude and the likelihood of 

traveling to New Zealand for the analysed sample (p > .05). 

In common with the survey participants, interviewees in all travel categories, as 

anticipated, expressed a highly positive attitude towards their travel to New Zealand 

before the start of the journey: 

Q: Please describe the thoughts you could have about your visit to 
New Zealand a few months ago. 

A: … I thought it would be … very enjoyable and … fun … I wanted to 
visit NZ for a long time, but there was … always something in the way 
… work … bad relationships … those sorts of things … I really wanted 
to come here and forget about the everyday life at once … I thought it 
would be possible in such magically beautiful and awesome country …  

Q: Before coming to New Zealand, what three words would you have 
used to describe New Zealand? 

A: Magic, awesome, relaxation … (Tatyana, VFR, in her thirties, senior 
business consultant from Moscow).  

Despite these sentiments, in deciding whether to come to this country or not, 

favourable attitudes towards New Zealand were not the dominant factors for the 

majority of interviewees in all the travel categories. Other important factors are 

discussed in the following chapters. 
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4.3.4 Subjective norms 

The multiple regression analysis showed that the subjective normative influence 

(Mean=3.93, SD=1.27), unlike the attitude to visiting New Zealand, did play a 

statistically significant role in forming the intentions of Russian visitors to travel to New 

Zealand. This finding confirmed the results of research conducted, for example, by Lam 

and Hsu (2004, 2006), Sparks and Pan (2009), and later by Hsu and Huang (2012). The 

researchers established that the subjective norm, based on social influences, had a 

strong association with travel intentions.  

The survey respondents in this research tended to slightly disagree with the statements 

assessing whether their “significant others” recommended, or would 

recommend/approve of, their travelling to New Zealand. Respondents did not think 

that their “significant others” were, or would be, in favour of them visiting New 

Zealand. Provided that subjective norms statistically significantly predicted the 

intention and likelihood, it is then not surprising that the participants’ intentions and 

the likelihood of visiting this country were not high.  

The analysis of the interviews, however, was particularly helpful in this instance. One of 

the dominant themes enhanced the understanding of possible reasons as to why 

respondents in the survey answered that their significant others did not, or would not, 

advise them to travel to New Zealand. It emerged that there was a general lack of 

awareness and knowledge of New Zealand and its tourism product among Russian 

people.  

The lack of information about New Zealand possibly prevented friends, relatives and 

co-workers from advising the respondents to take a holiday in this country. This study 

found that there was also a perceived ease of this country’s substitutability as a travel 

destination among Russian people. However, no negative attitudes towards visiting this 

country, or towards New Zealand, were discovered: 

Q: Suppose you were asking your co-workers, friends, relatives and 
other people, whose opinion is important to you, for advice 
regarding a holiday in New Zealand. What, do you think, they would 
advise you? 

A: … Not to waste my money… They would think it is too expensive to 
go to New Zealand … for a bit of … sun and … sea … while you can go 
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… somewhere, which is … cheaper and … closer… and plenty of … same 
things …  However, they would probably agree New Zealand is … 
beautiful … (Boris, in his twenties, software designer, “fully packaged” 
tour). 

A: … I would not ask them because … I do not think they … know much 
about New Zealand … However, if I did, they would probably say, 
“Why not Australia?” And, if I did not have my son here … that would 
be … a logical advice … If I decided to go that far, I would go to 
Australia first … or … combine Australia and New Zealand … Australia 
is … well promoted in Russia … every worthy tour company offers trips 
to Australia … Every child … knows what a kangaroo looks like and 
where it lives … Everybody can recognise Sydney Opera House … And it 
is just one stop in Dubai … if you fly from Moscow with “Emirates” … 
(Alexander, 62 years old, VFR, small business owner from Kazan). 

The dissertation result, regarding the influence of the subjective norms on travel 

intentions, contradicted, for example, the finding of Hsiao and Yang (2010), in which 

subjective norms had the least effect on travellers’ intentions. Equally, in the context of 

sports tourism, Hsu (2013) found that subjective norms had no significant influence on 

travel intentions. Furthermore, results in the Western tourism context (e.g., Sparks, 

2007) did not fully support the influence of subjective norms on travel intentions 

either. 

A series of correlation tests was performed with each of the underlying measures of 

the subjective norms and intention to travel to New Zealand. As a result, positive and 

significant correlations were found between items “New Zealand is popular among my 

friends and family” and “intention” (r = .271, p = .003), “Friends and family have 

recommended that I take a holiday in New Zealand” and “intention” (r = .221, p = .018) 

and “I have heard about New Zealand from my family and friends” and “intention” (r = 

.222, p = .016). 

With regard to likelihood, there were positive and significant correlations between 

items “New Zealand is popular among my family and friends” and “likelihood” of 

travelling to New Zealand (r = .414, p = .0005), “Important for me people think it is 

good to take a holiday in New Zealand” and “likelihood” (r = .360, p = .0005), “Friends 

and family have recommended that I travel to New Zealand” and “likelihood” (r = .366, 

p = .0005) and “I have heard about this destination from friends and family” and 

“likelihood” (r = .376, p = .0005). 
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As discussed in the literature review, subjective norms are often influenced by the 

normative beliefs and motivations to comply with those beliefs (Ajzen & Fishbein, 1980; 

Ajzen, 1991, 2008). Therefore, the normative beliefs, held by the motivation to comply, 

were additionally assessed in the dissertation. Following the example from Sparks and 

Pan (2009), and recommendations from two Russian travel agents, this study used 

family, friends, co-workers and travel agents as the reference groups. 

For the purpose of the analysis, for each reference group, the item, evaluating 

normative beliefs, was multiplied by the motivation to comply to form a new item (see 

Table 4.6 below). In the questionnaire, respondents were asked to rate on a scale from 

1 to 4 their desire to comply with the expectations of the above reference groups, with 

1 (definitely comply with expectations), 2 (comply depending on circumstances), 3 (not 

sure) and 4 (do not comply with expectations). 

Respondents were instructed that they could apply the same rating to different 

categories if they wished to. The scores could range from 1 to 28 (a combination of 

seven-point Likert-type scale multiplied by the four-point scale “motivation to 

comply”). Since “motivation to comply” scale was initially coded in the opposite 

direction to other Likert-type scales, a reverse coding in SPSS was applied for the 

purpose of analysis. 

Table 4.6  Items for underlying beliefs for normative influence.* 

Items Mean (SD) 
Normative belief by motivation to comply** 

10.31 (.67) 

People that are important to me think it would be good to take a holiday in 
New Zealand within the next 12 months BY Desire to comply with the 
expectations of family (n = 117, M = 12.43, SD = .71) 
People that are important to me think it would be good to take a holiday in 
New Zealand within the next 12 months BY Desire to comply with the 
expectations of friends (n = 116, M = 11.02, SD = .61) 
People that are important to me think it would be good to take a holiday in 
New Zealand within the next 12 months BY Desire to comply with the 
expectations of travel agent(s) (n = 117, M = 9.40, SD = .60) 
People that are important to me think it would be good to take a holiday in 
New Zealand within the next 12 months BY Desire to comply with the 
expectations of colleagues (n = 115, M = 8.39, SD = .74) 

*Adapted from Sparks and Pan (2009). 
**Based on multiplication of norm by motivation to comply. The highest possible score could 
be 28. 
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Mean scores were ranked from the highest to the lowest. Family members received the 

highest score (M = 12.43), followed by friends (M = 11.02), travel agents (M = 9.40) and 

colleagues at work (M = 8.39). These results were almost identical to the results of 

Sparks and Pan (2009), who found that the highest social influences were coming from 

one’s family, followed by friends, travel agents and co-workers. 

It emerged that, in the current sample of Russian outbound travellers, approximately 

88 percent of the respondents would either “definitely comply” or “comply depending 

on circumstances” with their family members. Similarly, with reference to the category 

“comply with friends”, approximately 64 percent of the respondents would “comply 

depending on circumstances” (see Figure 4.1). 

It has become evident in the process of analysing the interviews, especially in the 

“package” and FIT categories, that the majority of the respondents in both “comply 

with family” and “comply with friends” categories would follow the advice of their 

family and friends with regard to travel. However, they would do so depending on 

various circumstances and factors, for example, on the travel experience/knowledge of 

those people: 

Q: Would you comply with what your family, friends or other people 
say or expect you to do with reference to travel? Could you please 
explain why? 

A: … I would … well … depending … on … I do not know… on many 
things … 

Q: Could you please explain what you mean? 

A: I guess … I would … listen to people … perhaps my friends … that I 
know are … knowledgeable … about travel … There is no point in 
listening to the advice of my aunt Tonya …who has never been further 
than 100 km away from our city … (Ekaterina, in her 40s, housewife, 
from Ekaterinburg, fully package tour). 

As for interviewees in the VFR category, they were unanimous in admitting that they 

would listen to, and follow, the advice of their friends and relatives who live in New 

Zealand, as those friends and relatives were thought of as very knowledgeable and 

trusted. 

As for the categories “comply with travel agents”, more than 50 percent of the 

respondents in the survey were “not sure whether they would comply or not”, and 

58 
 



approximately 44 percent of the participants stated that they “would comply 

depending on circumstances”. As for the compliance with travel advice from 

colleagues, the results were similar to the“comply with travel agents” category, with 

almost 50 percent of the respondents in the sample being “not sure”, and about 30 

percent “complying depending on circumstances”.  

All of the interviewees in the “package” category admitted their higher reliance on 

travel agents and lower dependence on the opinions of colleagues at work: 

Q: In your opinion, what sources of information about a destination 
do Russian travellers use most of all?  

A: I guess many people use the travel agents. … They [travellers] may 
check something on the Internet, but not many people actually book 
on the Internet. … When you book via travel agents, you have 
somebody to blame if things go wrong … 

Q: Would you comply with the expectations and advice from your 
travel agents? 

A: Yes, I would … They are well-travelled, and they do not want to lose 
their job … so they would not advise something stupid (Nina, 
“package” tour of New Zealand, in her 40’s, housewife). 

Interviewees in the VFR category, once again, preferred the opinions of their 

“significant others”, rather than travel agents, whom they seldom, if ever, consulted. 

Some of the interviewees in this category were retired; others were surrounded by 

people at work, who did not travel much. Thus, the opinions of colleagues for the 

visitors in the VFR category were, in the majority of cases, irrelevant.  
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In the dissertation, however, the item “I feel I have enough money to take a holiday to 

New Zealand” had a positive and significant but weak correlation (r = .274, p = .003) 

with “intention” to visit New Zealand. There was also a positive correlation between 

the variables “time availability” and “intention”, but this relationship was not found to 

be statistically significant (p > .05). 

As discussed in the literature review, there is a variety of different constraints 

underlying perceived behavioural control (Ajzen, 2008). These barriers may prevent a 

person from performing a certain action (Ajzen, 1991). Two dimensions of constraints, 

“external factors” and “safety factors” (see Table 4.7 below), which had been suggested 

by Sparks and Pan (2009), were assessed with reference to their influence on perceived 

behavioural control. 

Table 4.7 Items for underlying beliefs for perceived behavioural control.* 

Items Mean (SD)** 
External factors  
The exchange rate for Russian Rouble to New Zealand dollar would prevent 
me from going to New Zealand within the next 12 months (n=116, M=3.34, 
SD=1.01) 

3.86 (1.39) 

The flight time, it takes to get to New Zealand, makes it difficult for me to 
take a holiday there within the next 12 months (n=116, M=5.09, SD=1.56) 
The cost of travelling to New Zealand would prevent me from going there 
within the next 12 months (n=106, M=3.44, SD=1.38) 
Language barriers make it difficult for me to travel to New Zealand within 
the next 12 months (n=117, M=2.74, SD=1.32) 
There is high risk associated with travelling to New Zealand within the next 
12 months (n=116, M=2.10, SD=1.32) 
News on the relationship between the Russian and New Zealand 
government would directly impact on my decisions of visiting New Zealand 
within the next 12 months (n=117, M=3.97, SD=1.73) 
Visa regulations present a barrier to me for travelling to New Zealand within 
the next 12 months (n=116, M=5.09, SD=1.47) 
The complexity of visa application would be a barrier for me to travel to New 
Zealand (n=117, M=5.09, SD=1.32) 
Safety factors  
Compared with travelling to other countries, New Zealand is low risk          
(n=117, M=6.11, SD=1.19) 5.98 (1.08) All things considered, travelling to New Zealand within the next 12 months 
would be a safe choice (n=115, M=5.84, SD=.97) 

*Adapted from Sparks and Pan (2009). 
**Measured on a seven-point Likert-type scale 
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A multiple regression was run to predict the influence of two dimensions of constraints 

on perceived behavioural control. The equation was significant, with both dimensions 

statistically significantly predicting the behavioural control, F(10,88) = 3.481, p = .001, 

adj. R2 = .28. 

A series of correlation tests was also performed with the underlying measures of 

perceived behavioural control and the intention to visit New Zealand. There was a 

significant and negative correlation between the variables “flight time to New Zealand” 

and “intention” (r = -.304, p = .001). In other words, the long flight required to reach 

New Zealand from Russia negatively affected the intentions of Russian travellers to visit 

this country. 

A significant and negative correlation was also found between the variables “language 

barriers” and “intention” (r = -.207, p = .02). It should be noted that English is not 

widely spoken in Russia and, thus, language barriers may pose significant barriers for 

Russian people travelling to English-speaking countries.  

An interesting finding emerged from the correlation analysis of “cost” and “intention”, 

which was not found to be significant (p >.05). In other words, the cost of travelling to 

New Zealand was not always associated with the intentions to travel to this country. 

It came as no surprise that visa requirements, combined with the complicated visa 

application in the English language, were a significant barrier negatively influencing the 

intentions of the potential Russian travellers with regard to New Zealand (r = -.319, p = 

.018). Visa issues were discussed in the literature review and were further mentioned 

by several interviewees in all travel categories as potential barriers to travel for 

Russians: 

Q: Within the last 12 months, did you feel you could really visit New 
Zealand if you wanted to? 

A: … Other than … my work arrangements … and a long flight … no 
problem … and yes, the visa issue … Why wouldn’t they ease the visa 
application procedures? … 

Q: What were the main barriers or constraints you had to overcome 
to come to New Zealand? 

A: …Yes … visa issues … (Nikolay, in his 50s, “package” tour from 
Moscow, marketing specialist). 
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Regarding safety, New Zealand was rated quite high on the safety issues (M = 5.98,     

SD = 1.08). New Zealand was perceived as a safe destination compared with other 

countries. There was a positive and significant correlation between the variables 

“safety” and “intention to visit New Zealand” (r = .310, p = .001). 

As for the underlying measures of PBC and the likelihood of travelling to New Zealand, 

the results were as follows. There were positive and significant correlations between 

the items “favourable exchange rate” and “likelihood” (r = .246, p = .004). There were 

negative and significant correlations between “flight time” and “likelihood” (r = -.343, p 

= .0005), “cost of travelling” and “likelihood” (r = - .266, p = .0005) and “the complexity 

of visa application” and “likelihood” (r = -.274, p = .0005). There was also a negative 

correlation between the items “visa regulations” and “likelihood”, but the relationship 

between these two items was not found to be statistically significant (p > .05). 

Regarding perceived barriers to travel and the ease/difficulty of control over them, the 

interviewees expressed somewhat similar ideas to what was found in survey results 

and tourism literature. However, apart from three visitors in VFR category, who relied 

financially on their relatives living in New Zealand, the rest of the interviewees did not 

explicitly articulate that money was an issue when speaking about overseas holidays. 

As discussed above, the analysis of the questionnaires showed no significant 

associations between “cost” and “intention” either, and only a weak negative 

correlation was found between the “cost” and “likelihood” (r = - .266).  

These findings suggest that the cost of travelling to New Zealand might not be a major 

barrier for Russian outbound travellers. This can be attributed to high average annual 

incomes of the sample (see Table 4.1 above). It has already been mentioned that 

interviewees in the “package” category also indicated above average incomes.  

The finding referring to the absence, or little, associations between the cost of 

travelling and intentions/likelihood was quite contradictory, for example, to the 

findings of Lam and Hsu (2006), and Sparks and Pan (2009), in which the cost of 

travelling to a long-haul destination was found to be a significant barrier to travel.  

In general, among major barriers to travel, commonly expressed by interviewees, were 

the lack of time (especially evident in “package” travellers), visa issues (all travel 
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categories), long flights (all travel categories) and other work/study commitments in 

Russia: 

Q: Within the last 12 months, did you feel you could really visit New 
Zealand if you wanted to? 

A: Financially … I could afford this trip, but I do not always have the 
time to travel. …  

Q: What, in general, do you think, are the main constraints for 
Russian people to visit New Zealand? Why do you think so? 

A: … I think … it would be a long distance from Russia and … maybe … 
cost for some … time availability … visa … different things for different 
people. … People think that it is much cheaper and easier to go to 
some Asian or … even European countries. … (Andrey, in his forties, 
retail business owner from Ekaterinburg, “fully packaged” tour). 

4.3.6 Assessment of the TPB in the context of the dissertation  

As assessed by the TPB, potential Russian visitors’ intentions and likelihood to travel to 

New Zealand within the next 12 months (see Figures 4.2 and Figure 4.3 below) were 

not very high (Mean=4.31, SD=1.01). However, since about 45 percent of the 

participants “slightly agreed” that they intended to travel to New Zealand in the future, 

the results may be interpreted with some positive expectations. 

Interviews and the researcher’s socio-linguistic background added to the understanding 

of the possible issue with the concept “intention”. It appears that, due to some 

semantic and linguistic similarities in the Russian language between the expressions “I 

intend to” and “I would like to”, several respondents may have answered “I intend to 

travel to New Zealand”, while they actually might have meant “I would like to travel to 

New Zealand”. 
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low. The combination of attitudes towards visiting New Zealand, subjective norms and 

perceived control over a range of barriers statistically significantly influenced the 

intention of Russian travellers to visit this country. However, from a practical point of 

view, there were other factors/constructs (outside the range of TPB model) that might 

have been more influential in determining travel intentions of the analysed tourist 

market. Some of these possible factors are assessed and discussed in Chapters 4.4 and 

4.5. 

 

 

 

 

 

 

 

 

 

 

 

 

As discussed, attitude was not a statistically significant predictor of the likelihood to 

travel to New Zealand, but both perceived behavioural control and subjective 

normative influences were. Still, they explained only 15.6 percent of the variation in the 

likelihood (see Figure 4.5 below).  

On the one hand, this seemingly weak predictive power of the model questions the 

utility of the TPB in the context of the dissertation. On the other hand, however, Ajzen 
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Figure 4.4 The influence of attitudes, subjective norms and PBC on the intention of Russian 
travellers to visit New Zealand (model adapted from Ajzen, 2006). 
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(2008) argues, that the theory does not insist that all constructs, that is, attitude, 

subjective norm and PBC, must contribute equally, largely, and simultaneously to the 

formation of intentions or likelihood. Taking this argument into account, the 

dissertation’s findings lend minor support for TPB in predicting travel 

intentions/likelihood. 

 

 

 

 

 

 

 

 

 

 

 

 

4.4 Destination attributes: Assessment of the importance-beliefs ratings 

Since the set of attitudes, subjective norms and PBC only partially explained the 

reasons behind the intentions/likelihood of the Russian visitors to travel, or not, to New 

Zealand, and as part of developing a more comprehensive understanding of other 

possible influential factors, a range of destination attributes was measured using an 

expectancy-value approach (Ajzen, 2008). Out of 35 attributes of long-haul 

destinations, survey participants were asked to choose the three most important items 

for them. 

Figure 4.5 The influence of attitudes, subjective norms and PBC on the likelihood of Russian 
travellers to visit New Zealand (model adapted from Ajzen, 2006).  
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Approximately 17 percent of the respondents rated “scenery/natural attractions” as 

their first most important destination feature. “Beaches” was rated by 11 percent of 

the sample as the second most important destination feature. “National 

parks/Wilderness activities” was chosen as the third preferred characteristic of a 

destination by about 12 percent of the respondents.  

Additionally, respondents rated on a seven-point Likert-type scale the importance of 35 

destinations attributes (see Table 4.8 below: Mean importance column). Participants 

also indicated their beliefs whether the same features would be typical of New Zealand 

(see Table 4.8 below: Mean perception column). 

Table 4.8  Comparison of the importance attributes* with target destination beliefs. 

Attribute Mean importance** of 
an attribute (SD) 

Mean perception*** of 
New Zealand (SD) 

Scenery/natural attractions  6.26 (.69) 5.79 (.80) 
Beaches 6.13 (.98) 5.09 (.96) 
Personal safety 5.96 (.99) 5.40 (.85) 
National parks/wilderness activities 5.92 (.97) 5.32 (.82) 
Friendliness of locals 5.85 (.97) 5.32 (.84) 
Restful/relaxing atmosphere 5.83 (1.00) 5.66 (.87) 
Accommodation 5.73 (.86) 5.15 (.76) 
Climate 5.70 (.94) 5.14 (.94) 
Cleanliness 5.68 (1.97) 5.28 (.92) 
Quality of service 5.67 (.90) 5.25 (.84) 
Political stability 5.65 (1.04) 5.23 (.87) 
Value for money/cost 5.61 (.86) 5.07 (.90) 
Tourist sites/activities 5.60 (.90) 5.07 (.84) 
Architecture/buildings 5.46 (.87) 5.03 (.83) 
Fame/reputation of a destination 5.44 (.89) 5.56 (.88) 
Historic sites/museums 5.43 (.92) 4.91 (.79) 
Local infrastructure/transportation 5.37 (.82) 5.10 (.73) 
Nightlife 5.37 (1.17) 4.68 (1.04) 
Facilities for information and tours  5.37 (1.00) 4.89 (.85) 
Adult-oriented facilities  5.32 (.84) 5.08 (.89) 
Shopping facilities  5.25 (.82) 4.84 (.81) 
Economic development 5.21 (.91) 4.86 (.86) 
Different customs/cultures 5.21 (.82) 5.58 (.93) 
Family-oriented facilities 5.14 (1.06) 5.13 (.88) 
Familiar atmosphere 5.13 (1.13) 2.79 (1.88) 
Opportunity to increase knowledge 5.11 (.80) 5.09 (.81) 
Different cuisine 5.05 (.80) 5.77 (.95) 
Accessibility 5.03 (.06) 3.56 (1.16) 
Opportunities for adventures 5.02 (1.03) 4.97 (.99) 
Sports facilities/activities 5.02 (1.25) 5.00 (1.01) 
Fairs, exhibits and festivals  4.78 (1.06) 4.44 (1.20) 
  CONTINUED 
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Cities 4.73 (1.20) 4.22 (1.40) 
Crowdedness 4.63 (1.29) 4.04 (1.38) 
Urbanisation 4.44 (.34) 3.22 (1.53) 
Commercialisation  4.32 (1.32) 3.41 (1.60) 

Note: *From largest to smallest 
 ** Measured on a seven-point Likert-type scale (from 1 extremely unimportant to 7 
 extremely important) 
 *** Measured on a seven-point Likert-type scale (from 1 extremely unlikely to 7 
 extremely likely) 
 
In order to determine if there were statistically significant differences in means 

between importance ratings and the beliefs that the same features would be evident 

on a trip to New Zealand, a paired sample t-test was conducted. An effect size for each 

t-test (Cohen’s d) was calculated by dividing the mean difference by the standard 

deviation of the difference (Cohen, 1988). The effect is considered small if d = .2; 

medium if d = .5; and large if d = .8 (Cohen, 1998).  

In the next paragraphs, first, the destination attributes with the importance rating 

statistically significantly higher, than the beliefs that those attributes are typical of New 

Zealand, are outlined. Second, the destination attributes, for which the beliefs that 

they are present in New Zealand statistically significanly exceed the importance rating 

of the same attributres, are presented. 

The importance mean was found to be significantly higher than the corresponding 

likelihood belief for the following attributes: 

-Scenery/natural attractions (t(115) = 5.463, p < .0005, d = .5) 
-Value for money (t(116) = 4.974, p < .0005, d = .4) 
-Climate (t(114) = 5.068, p < .0005, d = .4) 
-Tourist sites/activities (t(113) = 5.114, p < .0005, d = .5) 
-Nightlife (t(116) = 5.238, p < .0005, d = .5) 
-National parks (t(115) = 5.501, p < .0005, d = .5) 
-Local infrastructure (t(115) = 3.978, p < .0005, d = .3) 
-Architecture (t(116) = 3.052, p = .003, d = .2) 
-Historic sites/museums (t(116) = 4.891, p < .0005, d = .4) 
-Beaches (t(115) = 8.410, p < .0005, d = .8) 
-Shopping facilities (t(113) = 4.010, p < .0005, d = .3) 
-Accommodation (t(116) = 5.793, p < .0005, d = .5) 
-Crowdedness (t(115) = 3.290, p = .001, d = .3) 
-Cleanliness (t(116) = 3.507, p = .001, d = .3) 
-Personal safety (t(115) = 4.955, p < .0005, d = .5) 
-Economic development (t(112) = 3.475, p = .001, d = .3) 
-Accessibility (t(116) = 9.298, p < .0005, d = .8) 
-Urbanisation (t(115) = 6.520, p < .0005, d = .6) 
-Commercialisation (t(116) = 4.620, p < .0005, d = .4) 
-Political stability (t(115) = 3.450, p = .001, d = .3) 
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-Friendliness of local people (t(115) = 4.566, p < .0005, d = .4) 
-Familiar atmosphere (t(115) = 11.265, p < .0005, d = 1.05) 
-Quality of service (t(114) = 4.244, p < .0005, d = .4) 
 

The largest differences between the mean importance and mean likelihood/perception 

(the mean importance is much higher than the mean perception), as assessed by 

Cohen’s d, were found for the following attributes: 

-Familiar atmosphere (t(115) = 11.265, p < .0005, d = 1.05) 
-Beaches (t(115) = 8.410, p < .0005, d = .8) 
-Accessibility (t(116) = 9.298, p < .0005, d = .8) 
 
These findings are, in fact, a crucial point in understanding of the reasons behind the 

relatively low intention and likelihood of Russian tourists to visit New Zealand. It 

emerged that Russian outbound tourists did not think that they would find 

required/desired features of a travel destination in New Zealand. Marketing 

implications, derived from these findings, are discussed in chapter 5.2.  

The likelihood mean statistically significantly exceeded the importance mean only on 

two attributes: 

-Different customs/cultures (t(115) = - 3.471, p < .0005, d = .3) 
-Different cuisine/drinks (t(116) = - 6.421, p < . 0005, d = .6) 
 
This finding means that Russian travellers did think New Zealand had very different 

customs, culture and cuisine compared with Russia. However, as evident from the 

analysis, it was not important for them. When choosing long-haul destinations, the 

Russian sample did not particularly look for countries with different customs, culture 

and cuisine. In fact, the majority would rather prefer a familiar well-known 

environment.  

A multiple regression was run to predict the influence of destination attributes on 

Russian travellers’ intentions and the likelihood of travelling to New Zealand in the next 

12 months. With regard to the intention, the equation was not significant. However, 

regarding likelihood, the equation was significant, with the set of all destination 

attributes explaining 48.2 percent of the variance in the dependent variable 

“likelihood”, F(35,73) = 1.944, p = .009, adj. R2 = .482.  
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The latter is a very important and significant finding, showing that almost 50 percent of 

the likelihood of Russian travellers to visit New Zealand can be attributed to the 

destination features that respondents perceive typical of New Zealand (also see Figure 

4.7 in Chapter 4.6). Since the perception of the presence of the essential destination 

features in New Zealand was not high, the relatively low likelihood of Russian travellers 

visiting New Zealand was not surprising. 

Potential Russian visitors to New Zealand, despite their highly favourable attitude to it, 

still did not think, as the ‘mean perception’ indicated, that this country would be an 

ideal travel destination for them. This finding, as the analysis of the interview data 

suggests, can, once again, be attributed to the lack of awareness and knowledge of 

New Zealand and its tourist product. In fact, interviewees in all categories, unlike the 

survey participants in Russia, were generally in agreement that New Zealand, as a travel 

destination, exceeded their expectations: 

Q: What are your impressions of New Zealand? 

A: … Great … Much better than I expected … We did many things … 
Great for my wife and my 11 years old son, who are travelling with me 
as well ... I particularly enjoyed Rotorua geysers and Wellington … was 
great … Nice harbour ... beautiful views … extraordinary … I thought it 
would be very nice, but I have not realised how amazing this country is 
indeed … All the pictures I saw of New Zealand … I thought they were 
all digitally enhanced … Breathtaking views … (Andrey, in his forties, 
retail business owner from Ekaterinburg, “fully packaged” tour).  

Analysis of the interviews also enhanced the understanding of reasons why New 

Zealand would not be an ideal destination for the majority of Russian outbound 

travellers. Interview data also pointed out the types of Russian travellers who are, or 

may be, interested in visiting this country. Many ideas, expressed by the interviewees 

in all travel categories, can be summarised with the quote from one of the participants: 

Q: In your opinion, what attributes of a destination are important to 
Russian long-haul travellers in general? Can you please explain why? 

A: … Beach holidays are … most popular with Russians … We live in … 
cold climate … most of the time. … Most [people] I know … they just 
can’t imagine a holiday without lying on the beach for hours and 
swimming … snorkelling … Bars and night clubs at night … sex 
adventures … 
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Q: Does New Zealand, in your opinion, have those attributes and 
features that are important to Russian travellers? 

A: … It is definitely … not a beach/night clubs … destination … so … for 
the majority of Russian tourists … NZ … would not be a perfect 
getaway … let alone the cost of getting here. … However, for some … 
educated … interested in culture … prosperous … and … romantic 
people … NZ is … perfect … Certainly not for … every … Russian tourist 
… (Misha, FIT, 35 years old, marketing manager from Moscow). 

In summary, the most significant finding in this chapter relates to the result that the 

presence of the important destination attributes in a country, that Russian travellers 

intend to visit, does influence the likelihood of whether those travellers will visit the 

country. Another important result is that the majority of survey respondents do not 

find New Zealand an ideal travel destination since they do not know that this country 

actually has an abundance of the destination features indicated as important by them. 

4.5 The use of information sources  

One of the research questions aimed at understanding the kinds of information sources 

usually used by Russian travellers to find out about long-haul destinations. It has been 

found that Russian travellers use a variety of information sources (see Table 4.9 below).  

Table 4.9 The use of information sources by Russian outbound travellers (survey 
participants). 

Information source Yes (%) No (%) 
Friends (n=117) 99.1 0.9 
Personal previous experience (n=117) 98.3 1.7 
Travel agents (n=117) 96.6 3.4 
Family members (n=117) 95.7 4.3 
Word-of-mouth (n=117) 95.7 4.3 
Internet (Russian tourism websites) (n=117) 94.9 5.1 
Television programmes (n=117) 94.9 5.1 
Television advertising (n=117) 94.0 6.0 
Exhibitions or travel shows (n=117) 93.2 6.8 
Travel books (n=117) 90.6 9.4 
Online chat with Russian people abroad (n=117) 89.7 10.3 
Tourist brochures (n=117) 88.9 11.1 
Internet (International tourism websites) (n=117) 88.0 12.0 
Fashion magazines (n=117) 83.8 16.2 
Online chat with people from other countries (n=117) 82.9 17.1 
Newspapers (n=117) 72.6 27.4 
Radio (n=117) 60.5 39.5 
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Survey respondents were additionally asked to rank the importance of the above 

information sources for them. As indicated in Table 4.10 below, the most important 

sources of information for Russian outbound travellers were the Internet, word-of-

mouth, and online chat with Russian people living abroad and foreigners, as well as 

personal travel experience, followed by travel agents. 

Table 4.10 The importance of information sources for Russian outbound travellers (survey 
participants). 

Rank* Information source Mode** Percentage*** 
1 Internet: Russian tourist websites (n=115) 1 28.7 
2 Internet: International tourist websites (n=114) 2 21.9 
3 Word-of-mouth (n=115) 2 19.1 
4 Online chat with Russian people abroad (n=116) 3 22.4 
5 Personal previous experience (n=113) 5 15.9 
6 Online chat with people from other countries (n=116) 6 11.2 
7 Travel agents (n=116) 7 15.5 
8 TV advertisement (n=115) 8 13.9 
9 TV programmes (n=117) 8 13.7 

10 Tourist brochures (n=114) 10 15.8 
11 Friends (n=117) 10 13.7 
12 Family members (n=111) 11 11.7 
13 Travel books (n=116) 12 18.1 
14 Fashion magazines (n=114) 15 18.4 
15 Newspapers (n=110) 15 18.2 
16 Exhibitions or travel shows (n=114) 15 13.2 
17 Radio (n=92) 17 33.7 

 
Note:    * Based on the mode and the percentage of respondents’ ratings for each category  
 **1 = the most important source of information (17 = the least important source of 
 information)  
 *** Shows the percentage of respondents who assigned a particular rank to a category 
 
The above results were in line with other research of the Russian outbound tourism 

market. For example, according to the World Travel Monitor (2014) and ETC (2014), the 

use of the Internet by Russian travellers has risen dramatically over the last four years. 

The above results were, however, somewhat different from other studies on the use of 

information sources by outbound travellers.  

Sparks and Pan (2009) found that, for example, television programmes were the most 

important sources for the Chinese travel market. The same researchers also reported 

friends, fashion magazines and travel books as very important for their respondents. 

Internet was used only by about half of the Chinese travellers compared with more 

than 90 percent of Russian respondents (see Table 4.9). However, a five-year gap 
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between Sparks and Pan’s (2009) study and this dissertation could explain the 

differences in results regarding the use of the Internet.  

It is worth discussing that friends and family members, as information sources in the 

dissertation, were rated only 11 and 12 respectively out of 17. Both family members 

and friends may have been consulted (see Table 4.9), but, perhaps, their perceived lack 

of adequate knowledge of destinations, and New Zealand in particular, prevented the 

respondents from regarding those sources as primary, or important, ones. This became 

evident from the thematic analysis of the interviews of the actual Russian visitors in 

New Zealand: 

Q: Would you follow the advice of your significant others regarding 
travel? 

A: … Of course … If they advise something, they sincerely believe this is 
right for you. … My family and friends are very trusted. … The point is 
… they do not actually travel much … not as much as we do … and they 
do not know much about travel … (Andrey, in his forties, retail 
business owner from Ekaterinburg, “fully packaged” tour).  

The above finding also added to the understanding of the small variance (11.2%) of the 

dependent variable (intention) based on the independent variables (attitude, subjective 

norms and perceived behavioural control). The influence of subjective norms in the TPB 

model statistically significantly predicted the intention, or the lack of it, of Russian 

outbound tourists to travel to New Zealand. However, there were other factors, such as 

information sources, that, in addition to previously identified destination attributes, 

were highly rated by respondents. Therefore, they could have an influence on the 

participants’ choice of a destination. 

In order to estimate which information sources statistically significantly influenced the 

formation of preferences for certain characteristics in a destination, and, therefore, 

influenced the intentions and likelihood of visiting that destination, multiple 

regressions were run with the top seven information sources (“Internet: Russian travel 

sites”; “Internet: International travel sites”; “word-of-mouth”; “online chat with 

Russian people abroad”; “online chat with foreigners”; “personal previous experience”; 

“travel agents”) as predictors and each of the three most important identified 

attributes of long-haul destinations (“beautiful scenery/natural attractions”, “national 
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parks/wilderness”, “beaches”) as a criterion in separate equations (see Table 4.8 above 

for the mean importance rating of destination attributes). 

First, a multiple regression was run to predict the influence of the top identified 

information sources on the formation of preferences for natural attractions in a 

destination. The equation was significant, with the set of independent variables 

statistically significantly predicting the variance in the attribute “importance of 

scenery/natural attractions”, F(7,94) = 2.534, p = .020, adj. R2 = .16. However, only two 

regression coefficients in the equation statistically significantly added to the prediction, 

namely, “Internet: Russian travel sites” (p < .05) and “online chat with foreigners” (p < 

.05). This finding suggested that, in forming preferences for the beautiful scenery or 

natural attractions in any destination, Russian travellers were influenced, most of all, by 

Russian travel sites and word-of-mouth. 

Next, a multiple regression was run to predict the possible influence of the same 

identified information sources on the formation of the preferences for national 

parks/wilderness in a destination. The equation was not significant. In other words, the 

chosen information sources did not statistically significantly influence (p > .05) the 

variation in the attribute “importance of national parks/wilderness”. It is, therefore, 

possible that Russian travellers did not use the same information sources much, or did 

not rely on the same sources, to find out about the national parks of a destination they 

intended to visit. Equally, it may mean that the above information sources did not add 

to the formation of an image of national parks or wilderness activities in a destination. 

A multiple regression was also run to predict the possible influence of the top seven 

identified information sources on the formation of preferences for beaches in a 

destination. The equation was significant, F(7,94) = 3.847, p = .001, adj. R2 = .17. Two 

regression coefficients in the equation, that is, “word-of-mouth” (p < .05) and “online 

chat with foreigners” (p < .05) statistically significantly added to the prediction. 

Therefore, it is possible that, in forming an image of beaches at a destination, Russian 

travellers acquired some ideas through word-of-mouth and from online foreign friends.  

In order to further predict whether the same information sources (“Internet: Russian 

travel sites”; “Internet: International travel sites”; “word-of-mouth”; “online chat with 

Russian people abroad”; “online chat with foreigners”;” personal previous experience”; 
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“travel agents”) statistically significantly influenced beliefs about New Zealand, multiple 

regressions were run with the top seven information sources as predictors and each of 

the same attributes (“beautiful scenery/natural attractions”, “national 

parks/wilderness”, “beaches”), this time in the belief/perception category, as the 

dependent variable (see Table 4.8 above for the mean importance rating of destination 

attributes and mean perception of the presence of the same attributes in New 

Zealand).  

First of all, a multiple regression was run to predict the influence of the information 

sources on the belief attribute “beautiful scenery/natural attractions” in New Zealand. 

The equation was significant, with the set of seven variables statistically significantly 

predicting the variance in the belief attribute “beautiful scenery/natural attractions”, 

F(7,95) = 6.581, p < .0005, adj. R2 = .28. However, only two regression coefficients in the 

equation, namely, “the Internet: Russian travel sites” (p < .05) and “word-of-mouth”   

(p < .05), statistically significantly added to the prediction. Therefore, the result showed 

that Russian travel websites and word-of-mouth could be influential in forming Russian 

travellers’ images of the scenery and natural attractions of New Zealand. 

Next, a multiple regression was run to predict the influence of the top identified 

information sources on the belief attribute “national parks/wilderness” in New 

Zealand. The equation was significant, with the set of the same seven variables 

statistically significantly predicting the variance in the attribute “national 

parks/wilderness”, F(7,95) = 2.523, p = .02, adj. R2 = .16. However, only one regression 

coefficient in the equation, namely, “word-of-mouth” (p < .05) statistically significantly 

explained the variation in the belief attribute “national parks/wilderness”. This finding 

means that, in forming perceptions of the availability and attractiveness of New 

Zealand’s parks and wilderness, Russian travellers could be relying on word-of-mouth.  

A multiple regression was performed to predict the influence of the same information 

sources on the belief attribute “beaches” in New Zealand. The equation was not 

significant. In other words, the chosen information sources did not statistically 

significantly influence (p > .05) the variation in the belief attribute “beaches” in New 

Zealand. This may mean that, in assessing the attractiveness of beaches in New 

Zealand, potential Russian travellers to this country were less influenced by the top 
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seven information sources, as they were in assessing other destination attributes of 

New Zealand. 

A multiple regression was also run to estimate whether the combination of the 

important information sources statistically significantly predicted the intention and 

likelihood of Russian travellers to visit New Zealand. With regards to intention, the 

equation was significant, with the set of all information sources explaining 17.7 percent 

(adjusted) of the variance in the intention, F (17, 57) = 1.934, p = .03, adj. R2 = .177. See 

Figure 4.6 for a schematic representation of the overall results in Chapter 4.6. 

As for the influence of the same information sources on the likelihood of travelling to 

New Zealand, the test was statistically significant as well, with the set of the identified 

information sources predicting 15.2 percent (adjusted) of the variance in the 

dependent variable “likelihood of travelling to New Zealand”, F(17,57) = 1.789, p ≤ .05, 

adj. R2 = .152. See Figure 4.7 for a schematic representation of the overall results in 

Chapter 4.6. 

For the interviewed travellers in the “package” and FIT categories, the most important 

sources of information were the Internet, social networking websites, travel agents and 

word-of-mouth. In particular, interviewees admitted that they were informed and 

influenced by people who had previously travelled to New Zealand or other long-haul 

destinations. These findings were quite similar to the survey results and to the 

literature on the subject: 

Q: In your opinion, what sources of information about a destination 
do Russian travellers use most of all? Why do you think so? 

A: Internet and recommendations from friends … everybody travels 
now … so it is good … people share their … opinions about travel … 
social networking sites …like … VKONTAKTE.RU is good … However, I 
would only trust people I know … However, it is still good to read 
about different opinions on the Internet … Just need to be careful 
about who is advising and … what … Most people use travel agents … 
especially the ones that they know well … (Andrey, in his forties, retail 
business owner from Ekaterinburg, “fully packaged” tour).  

For the interviewed travellers in the VFR category, however, the most important 

information sources were their relatives and friends residing in New Zealand. Thus, 

apart from relying on their “significant others” for financial support to visit this country, 
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the majority of visitors in the VFR group also counted on their family and friends to 

acquire knowledge about New Zealand: 

Q: What were the three most important sources of information for 
you when you thought of travelling to New Zealand? 

A: My daughter, my daughter, my daughter (Natalya, VFR, in her 60s, 
retired, from Novosibirsk) 

Overall, the analysis of the information sources, used by both survey participants and 

interviewees, was very useful. It helped to understand the possible influence of those 

sources, in addition to the constructs of TPB model and destination attributes, on the 

intention and likelihood of Russian travellers to visit New Zealand. It has emerged that, 

in forming an image of a destination that attracts potential visitors, information 

sources, in particular, the Internet, word-of-mouth and social networking websites, 

play an important role for the Russian outbound travel market. 

4.6 Overview of the findings 

Since only a low percentage of the variance in the variables “intention” and “likelihood” 

of Russian travellers to visit New Zealand was attributed to the main elements 

(attitude, subjective normative influences and perceived behavioural control) of the 

theory of planned behaviour (TPB), this dissertation additionally assessed the possible 

influence of other constructs on the same intentions and likelihood.  

With regard to Russian travellers’ intentions to visit New Zealand, the overall results, 

including the variables “information sources” and “destination attributes”, are 

schematically presented in Figure 4.6 (next page). 
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This study identified that attitudes towards New Zealand, perceived behavioural 

control over certain barriers and destination attributes did not influence the intentions 

of the respondents to visit this country; however, subjective normative influences 

(11.2%) and information sources (17.7%) did.  

Regarding the Russian sample’s likelihood of travelling to New Zealand within the next 

12 months (see Figure 4.7 below), subjective normative influences and perceived 

behavioural control combined together (15.6%), as well as destination attributes 

(48.2%) and information sources (15.2%), influenced the Russian visitors’ likelihood to 

travel to this country. However, attitudes to visiting New Zealand did not influence the 

likelihood. Marketing implications, based on these results, are presented in chapter 5.2. 

 

Figure 4.6  Extended model of TPB: Influence of attitudes, subjective norm, behavioural 
control, destination attributes and information sources on intention (adapted from 
Ajzen, 2006). 
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Figure 4.7 Extended model of TPB: influence of attitudes, subjective norm, behavioural control, 
destination attributes and information sources on likelihood (adapted from Ajzen, 
2006). 
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Chapter 5 

Potential of the Russian tourist market to 
New Zealand 

 

5.1 Assessment of the development potential of the Russian tourist 
market 

For the present, intentions and likelihood of travellers from Russia to visit New Zealand 

in the near future, despite very favourable general attitudes to this country, are neither 

very high nor very low (see Fig. 4.2 and 4.3). Almost 40 percent of the respondents in 

the survey thought that it would neither be very likely, nor entirely unlikely, that they 

would come to this country in the near future. Some 45 percent of the participants 

agreed that they would like to travel to New Zealand in the future.  

There are certain barriers to travel to New Zealand for the Russian market. For 

example, some of the main constraints are associated with visa issues and a perceived 

lack of time. It has emerged that the majority of potential Russian travellers to New 

Zealand, in particular, businessmen and businesswomen, who can afford travelling to 

New Zealand financially, do not feel that they can be physically absent from their 

business in Russia for long.  

Among other barriers to travel to this country is the flight time it takes to get from 

Russia to New Zealand. The language barrier also hinders Russian travellers’ intentions 

to travel to New Zealand. The above constraints are probably behind the finding that 

almost 30 percent of the sample is undecided regarding their future travel plans with 

reference to New Zealand. 

Aside from quantitative assessment, the analysis of the interviews with actual Russian 

visitors in New Zealand has been very instructive and added to the understanding of 

the reasons behind a low number of Russian travellers to this country compared with, 

for example, Australia. What has emerged is there is a general lack of knowledge of 

both New Zealand and its tourism product. Therefore, a perceived ease of 

substitutability of this country’s tourism product prevents Russian outbound visitors 

from commiting to a holiday in this country. 
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Importantly, this research has found that Russian outbound travellers appreciate such 

destination attributes as natural attractions, beaches, national parks, personal safety 

and a relaxing atmosphere. These features, identified as preferable by Russian 

travellers, seem to be quite typical of the New Zealand tourism product. However, the 

perception of the respondents was that those features were not highly evident in this 

country, or at least not evident enough, to attract them to New Zealand. 

New Zealand is a long-haul destination for Russian travellers. Therefore, with the 

majority preferring just “beach holidays”, it may not be possible to attract large 

volumes of tourists from Russia to New Zealand. However, as the results of the 

dissertation and the analysis of the Russian outbound travellers’ reports confirm, there 

is a potential for attracting more Russian travellers to New Zealand. In other words, 

there are people in Russia with above average disposable incomes, who are 

experienced and willing travellers, and who are interested in different cultures, 

traditions, and nature-based tourism.  

Those travellers have indicated that they had already travelled to many other 

countries, including several long-haul destinations. Since travelling is an important part 

of confirming one’s social and economic status in Russia, these people appear set to 

travel more in the future (ATORUS, 2014). For those travellers, New Zealand may be an 

attractive destination. Apart from that, there are travellers in Russia with not very high 

incomes, but who are inclined to save money to travel to their “dream destinations”. 

New Zealand could position itself on this list. 

Due to various constraints, identified in this research, the number of Russian travellers 

to New Zealand is unlikely to be very high in the near future. However, the majority of 

those, who are likely to travel to this country, are high spenders and tend to stay in four 

or five star hotels and luxury apartments. Moreover, as became evident from the 

analysis of the interviews, and from communication with two Russian travel companies’ 

owners, Russian travellers like to spend money on local art and locally produced goods. 

It may indicate that, at least some Russian travellers could be regarded as high-yield 

tourists, which would be beneficial for the New Zealand economy. 

Apart from well-travelled and wealthy potential visitors from Russia, there are also 

Russian people who visit their friends and relatives. Even though their volumes are hard 
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to estimate, there is anecdotal evidence that the number of Russian travellers to New 

Zealand in the VFR category is steadily increasing. This trend is attributed to the 

increasing number of Russian citizens permanently residing in this country (Maydell 

and Mason, 2009). As discussed in Chapter 2.1.4, an increase in migration from one 

country to another commonly leads to an increase in tourism between those countries 

(Dwyer et al., 2010).  

In summary, there is a potential for developing a niche Russian tourism market to New 

Zealand. In view of this, some possible ways of attracting travellers from Russia, based 

on the quantitative and qualitative results of this dissertation, are outlined below. 

5.2 Marketing implications/Recommendations  

The most important implication of the research is that New Zealand, as a travel 

destination, is not very well known in Russia. Many people regard it as just another 

“sun, sea, sand, surf” destination. As New Zealand is situated so far from Russia, 

travellers tend to choose closer and, in their opinion, similar destinations. Therefore, 

the main recommendation to destination managers and marketers is to specifically 

promote New Zealand and its tourism product in Russia. 

The results have indicated that the Internet, in particular Russian travel websites, is 

becoming one of the first and most significant choices for Russian travellers when 

searching for destinations (see Table 4.10). It is, therefore, advisable to increase the 

amount of information on Russian travel web-sites regarding New Zealand.  

Additionally, it seems that just spreading some positive general news on Russian travel 

sites about New Zealand, its consumers’ products and especially dairy products, which 

are very popular in Russia, will enhance the chances of attracting more tourists to this 

country. Since this study has identified that word-of-mouth is one of the principal 

information sources for the Russian market, more people will know about New 

Zealand’s products and may decide to visit this country. 

Despite an increasing number of independent tourists from Russia, the majority of 

people still rely on travel agents, especially when booking long-haul holidays. 

Therefore, it is recommended, if possible, to establish more mutually beneficial 

contacts with Russian travel companies that specialise in travel to Australia and New 
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Zealand. For the present, it seems that there is not much cooperation between New 

Zealand inbound tour operators and Russian outbound travel specialists. 

The majority of Russian travellers do not understand English well enough to read 

information about New Zealand in English. Therefore, in order to promote this country 

to a wider cross-section of travellers, all promotional material should be in Russian. 

However, it has also been found that those Russian travellers, who speak/know English, 

are sourcing travel-related information from online chat with foreigners. It is, 

therefore, important that New Zealanders understand and are reminded of the 

benefits of tourism for this country. It is quite possible that New Zealanders might 

contribute more to establishing a favourable image of New Zealand when talking with 

foreigners online. 

The analysis of the importance of destination attributes for the analysed travel market 

leads to some implications as to what factors should be taken into account, if New 

Zealand tourism marketers wish to draw more Russian tourists to this country, or 

encourage them to stay longer and spend more money. The majority of the Russian 

respondents rate natural attractions, beaches, national parks, personal safety and a 

relaxing atmosphere as highly important features in a travel destination, which fall 

short of their current expectations of New Zealand. This finding gives an idea of how to 

“brand” New Zealand to the Russian market, if more Russian visitors are to be attracted 

to this country. 

While demonstrating the influence of subjective norms on travel intentions, the results 

of the dissertation have confirmed the findings of other studies. Therefore, it is 

advisable to consider advertising that “draws on positive associations with relevant 

reference groups” (Sparks and Pan, 2009, p. 493). These reference groups include 

family, friends, travel agents and colleagues at work.  

It is important, however, that “significant others” have an adequate knowledge of New 

Zealand and, influenced by their poor, or inaccurate, knowledge of this country, do not 

discourage potential Russian travellers from visiting New Zealand. The importance of 

disseminating information about New Zealand via different channels, frequently used 

by Russian people, is again emphasized in this context.  
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This research has identified that potential and actual Russian visitors to New Zealand 

use travelling to long-haul and exotic destinations as a means of demonstrating their 

status. Moreover, these travellers have above average incomes. Therefore, it would 

probably be beneficial to advertise New Zealand to the Russian market as an exclusive, 

“once in a lifetime” and expensive destination. This type of an advertisement would 

likely boost the pride of those who can afford travelling to New Zealand and, 

consequently, may lead to actual visits to this country. 

It is, however, important to have a balanced view of the Russian travel market and not 

to lean too much towards ‘the nouveau riche’ nature of Russian travellers. This study 

has found that Russian outbound travellers are very well-educated and sophisticated 

individuals, who are interested in cultural and nature-based/eco-tourism. There is also 

a small segment among Russian outbound travellers that is particularly interested in 

New Zealand. Those people may not necessarily be financially well-to-do. Therefore, it 

is important to find ways to encourage them to travel to this country as well.  

As a final word in this chapter, it may prove to be beneficial for this country if Russian 

travellers are informed that New Zealand is not just another “beach destination”. 

Rather, as confirmed by actual Russian visitors to this country, it offers a unique and 

unforgettable experience of endemic flora and fauna, and of indigenous culture, while 

also catering for those who seek “city breaks”, exclusive resorts or complete solitude. 
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Chapter 6 

Conclusion 

6.1 Overall conclusion and directions for future research 

While a set of convenience samples has been deployed for this exploratory study, the 

multiple approaches have provided both theoretical and grounded perspectives on the 

Russian outbound travel market. The results are not intended to be a volumetric 

assessment. Rather, in keeping with its theoretical foundation, they provide insight into 

the nature of travel destination choice. 

On the one hand, the dissertation has followed a positivist deductive approach. A total 

of 117 completed questionnaires have been collected by trusted third parties from two 

Russian travel companies, one each in Moscow and Ekaterinburg. On the other hand, 

the relevant issues have also been interpreted from a more exploratory/inductive 

approach using qualitative interviews. The researcher has conducted ten interviews 

with Russian visitors in New Zealand. 

As assessed by the theory of planned behaviour (TPB), potential Russian visitors’ 

intention and likelihood to travel to New Zealand within the next 12 months are not 

very high (M = 4.31, SD = 1.01; measured on a seven-point Likert-type scale). Multiple 

regression tests have revealed that, despite very favourable attitudes towards visiting 

New Zealand, subjective normative influences (family, friends, travel agents and 

colleagues) are the only significant predictors of the intention to visit this country. 

However, the variable “subjective norms” explains only 11.2 percent of the variance in 

the variable “intention” (see Figures 4.4 and 4.6). 

Similarly, the variable “attitude” is not a statistically significant predictor of the variable 

“likelihood” to travel to New Zealand. On the contrary, both variables “perceived 

behavioural control” and “subjective normative influences” do predict the likelihood of 

Russian people travelling to New Zealand. Still, they explain only 15.6 percent of the 

variation in the variable “likelihood” (see Figures 4.5 and 4.7). 

The TPB’s contribution to the understanding of intentions and likelihood of Russian 

people visiting New Zealand has been found considerably below the theory’s usual 
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input and its average predictive power (about 40 percent) in social sciences (Armitage 

& Conner, 1998, 2001). Therefore, future research should assess other constructs, than 

those suggested by the TPB, and in addition to the destination attributes and 

information sources examined in the dissertation. Different theoretical and grounded 

approaches to the issues should also be sought. Similarly, more extensive qualitative 

and quantitative analyses of the Russian travel market are likely to be beneficial. 

Perhaps one of the most important findings from this exploratory study is that, while 

travelling overseas, Russian outbound travellers actively seek beautiful scenery, 

beaches, national parks, personal security, friendliness of locals and a relaxing 

atmosphere at a destination. These destination attributes seem to be typical of New 

Zealand. However, this study has found that the perception of the presence in New 

Zealand of the above destination features falls short of the respondents’ expectations. 

Despite the survey respondents’ highly favourable attitudes to New Zealand in general, 

the majority have indicated that this country would not be their ideal travel 

destination. This finding is mainly attributed to the lack of awareness and knowledge of 

New Zealand and its tourism product. In fact, contrary to the survey participants in 

Russia, travellers, interviewed in this country, have been in agreement that New 

Zealand, as a holiday destination, has exceeded their expectations. 

This research has also identified that the perceived presence of the highly valued 

destination attributes in a country, that Russian travellers intend to visit, does influence 

the likelihood (however, not the intention) of whether those travellers visit the 

country. In the context of the dissertation, the set of highly valued destination 

attributes (beautiful scenery, beaches, national parks, personal security, friendliness of 

locals and a relaxing atmosphere) explains 48.2 percent of the variance in the variable 

“likelihood” (see Figure 4.7 in chapter 4.6). In other words, the likelihood of Russian 

travellers visiting New Zealand largely depends on the perceived presence of those 

destination features in this country. 

The analysis of the information sources, used by survey participants and interviewees, 

has been instructive and adds to the understanding of the possible influence of those 

sources, in addition to the constructs of TPB model and the destination attributes, on 

the intention and likelihood of Russian travellers to visit New Zealand. This research has 
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established that Russian outbound travellers use a variety of information sources in 

finding out about a travel destination. However, what has specifically emerged is that, 

in forming an image of a destination that attracts potential Russian visitors, such 

information sources as the Internet (both Russian and international sites) and word-of-

mouth, as well as social networking websites (e.g., Vkontakte.ru) and travel agents, 

play the most important role. 

New Zealand is a long-haul destination for Russian travellers. Therefore, in the short 

term, it remains challenging to attract large numbers of tourists from Russia to New 

Zealand. However, this study has identified a potential for developing a niche Russian 

travel market to New Zealand. There are certain segments among travellers in Russia 

who have above average disposable incomes, who are experienced in long-haul travel 

and who are willing to explore more countries. These travellers are also interested in 

different cultures, traditions, and nature-based tourism. 

Additionally, there are travellers in Russia with average incomes who have expressed 

an inclination to save money to travel to such “dream destinations” as New Zealand. 

There are also an increasing number of Russian people who visit their friends and 

relatives permanently living in New Zealand. For all these travellers, New Zealand is 

likely to be an attractive destination.  

Importantly, one of the interviews’ themes has pointed to the possibility that some 

Russian outbound tourists may be considered high-yield tourists, as opposed to just 

high-spending tourists. Therefore, attracting Russian travellers to New Zealand may 

prove to be beneficial to this country. A follow-up regarding this finding is highly 

recommended. 

Finally, since no previous studies have assessed the Russian outbound travel market 

with reference to New Zealand, this research is considered a pilot/exploratory study of 

the relevant issues. Future research should attempt to obtain travellers’ views from 

other travel companies in Moscow and Ekaterinburg, as well as from other major cities 

in Russia. Undoubtedly, considerable additional research is required before a final 

conclusion regarding the Russian outbound travel market with reference to New 

Zealand can be confidently drawn. 
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6.2 Limitations of the research 

Due to various constraints, this study is not without limitations. First, the study has 

used a convenience sample of 117 Russian outbound travellers derived from just two 

Russian cities, Moscow and Ekaterinburg. Therefore, even though there are many 

outbound travellers in these cities, it is quite possible that Russian people in other cities 

may have quite different beliefs about all the analysed issues. Similarly, the majority of 

actual Russian travellers, interviewed in New Zealand, are from Moscow, Ekaterinburg 

and Novosibirsk. As such, it is recognised that the sample in this dissertation is not 

representative of all Russian outbound travellers. 

Second, the number of survey participants in this study (N=117) is relatively low 

compared with other studies of outbound travellers (see, for example, Al Ziadat, 2014; 

Hsu, 2013; Lam and Hsu, 2004, 2006; Sparks, 2007; Sparks and Pan, 2009). Likewise, 

only ten people have been interviewed in this country. Moreover, the majority of the 

interview participants, who made the long journey to get to New Zealand, were in this 

country for only a short period. In view of this, it was considered to be ethically 

inappropriate to conduct lengthy in-depth interviews, like those conducted in some of 

the other studies of outbound travellers. As such, the 10-15 minutes’ interviews, while 

eliciting valuable information from the participants, could not delve deeply into all the 

issues, in which the researcher was interested. 

Finally, the TPB, utilised in this research, has provided only a minor explanation of the 

intentions and likelihood of Russian visitors to travel to New Zealand. This theory is 

regularly used by researchers in a variety of contexts. However, it should still be 

recognised that other social sciences’ approaches to studying outbound tourism 

markets and travellers’ behaviour in reference to the choice of a destination would 

have benefitted this research. 

6.3 Benefits of the research 

Despite the limitations, outlined above, interviews of actual, and surveys of potential, 

Russian visitors to New Zealand have provided valuable early insights into how the 

decisions of Russian travellers to visit New Zealand are being made and what kinds of 

beliefs, attitudes, subjective norms and constraints towards travelling to New Zealand 

may be typical of Russian outbound travellers.  
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Unlike other studies that drew upon the TPB, this research, apart from assessing 

Russian travellers’ intentions to visit this country, has also examined potential 

travellers’ likelihood of visiting New Zealand in the near future. Additionally, the 

influence of information sources and destination attributes on Russian travellers’ 

intentions and the likelihood to travel to this country has been assessed. 

Given the identified Russian outbound tourist market’s potential, this research may not 

only be timely, but could also be beneficial for ‘Tourism New Zealand’ and other 

organizations involved in marketing this country and attracting tourists from emerging 

markets. Following the logic of the TPB, the dissertation has argued that by 

understanding people’s beliefs, attitudes, subjective norms and constraints towards 

travel, it is possible to change the target behaviour (e.g., in the context of the 

dissertation, travelling to New Zealand).  

The study has suggested that this target behaviour may be achieved by influencing 

people’s beliefs and attitudes through, for example, various information sources or by 

advertising that draws on positive associations with reference groups. According to 

Ajzen (2008), a change in beliefs will lead to a change in attitudes or norms. In turn, this 

will lead to a change in intentions, and, ultimately, in the target travel behaviour. 
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Appendix A 

Research Information Sheet 

A.1 Research information sheet for the survey participants (in Russian) 

Исследовательский информационный лист 

(для потенциальных русских туристов в Новую Зеландию) 

Вам предлагается принять участие в проекте под названием «Ситуационный анализ и 

оценка потенциала развития российского туристического рынка в Новой Зеландии". Этот 

проект направлен на понимание намерений российских туристов относительно 

путешествия в Новую Зеландию. Исследование также оценивает потенциал развития 

российского туристического рынка в Новой Зеландии. 

Ваше участие очень важно для успеха данного проекта, который включает в себя анкету, 

необходимую заполнить. Это займет примерно 15 - 20 минут. Результаты проекта могут 

быть опубликованы или включены в доклады конференций. Вы можете быть уверены в 

полной конфиденциальности и анонимности обработки данных: личность участников и 

любые личные данные не будут обнародованы. Результаты будут представлены в 

сводном виде, и ни один человек не будет выделен по отдельности и не будет узнаваем. 

Важно отметить, что участие в этом анкетировании абсолютно добровольное, и Вы 

можете отказаться от участия в проекте, в том числе, отказаться от любой информации, 

которую Вы предоставили, связавшись с исследователем. Тем не менее следует 

понимать, что если отказ не получен в течение одного месяца после предоставления 

информации, данные могут быть использованы в диссертации исследователя. 

Сергей Южанин, аспирант Tourism management, занимается данным проектом. С ним 

можно связаться по электронной почте: sergey.yuzhanin@lincolnuni.ac.nz или по телефону: 

+64 210 468 684. Исследователь будет рад обсудить любые вопросы, касающиеся участия 

в проекте. Исследование ведётся под руководством профессора/доктора социальных 

наук Дэвида Симмонса. Вы можете связаться с ним, если у Вас есть какие-либо вопросы 

или сомнения относительно данного проекта. Вы можете воспользоваться адресом 

электронной почты: david.simmons@lincoln.ac.nz или телефоном: (64) 3 325 28 11. 

Проект был рассмотрен и одобрен Комитетом по защите прав человека Новой Зеландии.  
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A.2 Research information sheet for survey participants (translation) 

Research Information Sheet 

(For potential Russian visitors to New Zealand) 

You are invited to participate as a subject in a project entitled “A situational analysis and 

assessment of the development potential of the Russian tourist market to New Zealand”. This 

project, first, aims to develop an understanding of the Russian tourists’ decision-making 

processes. Second, it attempts to analyse the Russian outbound tourists’ values in terms of 

destination attributes and information sources, as well as Russian tourists’ key influences and 

constraints regarding travelling to New Zealand. Finally, the research assesses the development 

potential of the Russian tourist market with reference to New Zealand. 

Your participation is essential to the success of this project and will involve filling out the 

attached questionnaire. This questionnaire will take you approximately 15-20 minutes to 

complete. While it would be greatly appreciated and allow collecting complete data, you need 

not answer every question. The results of the project may be published, or included in a 

conference presentation. However, you may be assured of the complete confidentiality and 

anonymity of data gathering and processing in this investigation: the identity of participants is 

not collected and any personal details will not be made public without consent. Data will be 

presented in an aggregate form, and no person will be individually identifiable. 

Importantly, participation in this survey is entirely voluntary, and you may withdraw your 

participation, including removal of any information you have provided throughout the 

questionnaire, by contacting the researcher. However, it is understood that if a withdrawal 

request is not received within one month after obtaining of the information, the data may be 

used in the way described above. 

Sergey Yuzhanin, a tourism management post-graduate student, is carrying out the project. The 

researcher can be contacted via e-mail: sergey.yuzhanin@lincolnuni.ac.nz or by phone: +64 210 

468 684. He will be pleased to discuss any concerns you have about participation in this project. 

The research is supervised by Professor of Tourism David Simmons. You are welcome to contact 

him if you have any questions or doubts regarding the current project. The supervisor can be 

contacted via e-mail: david.simmons@lincoln.ac.nz or by phone: (64) 3 325 28 11 or mobile: 

+64 27 224 6663. 

The project has been reviewed and approved by Lincoln University Human Ethics Committee.  
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A.3 Research information sheet for the interview participants (in 
Russian) 

 

Исследовательский информационный лист 

(для русских туристов, находящихся в Новой Зеландии) 

Вам предлагается принять участие в проекте под названием «Ситуационный анализ и 

оценка потенциала развития российского туристического рынка в Новой Зеландии". Этот 

проект направлен на понимание представлений, отношений и намерений российских 

туристов относительно путешествия в Новую Зеландию. Исследование также оценивает 

потенциал развития российского туристического рынка в Новой Зеландии. 

Ваше участие очень важно для успеха данного проекта, и включает в себя интервью. Это 

займет примерно 15 - 20 минут. Ваши ответы позволят собрать полные данные. 

Результаты проекта могут быть опубликованы или включены в доклады конференций, но 

Вы можете быть уверены в полной конфиденциальности и анонимности сбора и 

обработки данных: личность участников и любые личные данные не будут обнародованы. 

Результаты будут представлены в сводном виде, и ни один человек не будет выделен по 

отдельности и не будет узнаваем. 

Важно отметить, что участие в интервью абсолютно добровольное, и Вы можете 

отказаться от участия в проекте, в том числе, отказаться от любой информации, которую 

Вы предоставили, связавшись с исследователем. Тем не менее следует понимать, что 

если отказ не получен в течение одного месяца после предоставления информации, 

данные могут быть использованы в диссертации исследователя. 

Сергей Южанин, аспирант Tourism management, занимается данным проектом. С ним 

можно связаться по электронной почте: sergey.yuzhanin@lincolnuni.ac.nz или по телефону: 

+64 210 468 684. Исследователь будет рад обсудить любые вопросы, касающиеся участия 

в проекте. Исследование ведётся под руководством профессора/доктора социальных 

наук Дэвида Симмонса. Вы можете связаться с ним, если у Вас есть какие-либо вопросы 

или сомнения относительно данного проекта. Вы можете воспользоваться адресом 

электронной почты: david.simmons@lincoln.ac.nz или телефоном: (64) 3 325 28 11. 

Проект был рассмотрен и одобрен Комитетом по защите прав человека Новой Зеландии. 
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A.4 Research information sheet for the interview participants 
(translation) 

Research Information Sheet 

(For actual Russian visitors in New Zealand) 

You are invited to participate as a subject in a project entitled “A situational analysis and 

assessment of the development potential of the Russian tourist market to New Zealand”. This 

project, first, aims to develop an understanding of the Russian tourists’ decision-making 

processes. Second, it attempts to analyse the Russian outbound tourists’ values in terms of 

destination attributes and information sources, as well as Russian tourists’ key influences and 

constraints regarding travelling to New Zealand. Finally, the research assesses the development 

potential of the Russian tourist market with reference to New Zealand. 

Your participation is essential to the success of this project and will involve an 

interview/answering questions regarding your holiday in New Zealand. This will take 

approximately 15-20 minutes of your time. Please keep in mind that you need not answer 

every question. The results of the project may be published, or included in a conference 

presentation. However, you may be assured of the complete confidentiality and anonymity of 

data gathering and processing in this investigation: the identity of participants is not collected 

and any personal details will not be made public without participants’ consent. Data will be 

presented in an aggregate form, and no person will be individually identifiable. 

Importantly, participation in this interview is entirely voluntary, and you may withdraw your 

participation, including removal of any information you have provided throughout the 

interview, by contacting the researcher. However, it is understood that if a withdrawal request 

is not received within one month after an interview, the data may be used in the way described 

above. 

Sergey Yuzhanin, a tourism management post-graduate student, is carrying out the project. The 

researcher can be contacted via e-mail: sergey.yuzhanin@lincolnuni.ac.nz or by phone: +64 210 

468 684. He will be pleased to discuss any concerns you have about participation in this project. 

The research is supervised by Professor of Tourism David Simmons. You are welcome to contact 

him if you have any questions or doubts regarding the current project. The supervisor can be 

contacted via e-mail: david.simmons@lincoln.ac.nz or by phone: (64) 3 325 28 11 or mobile: 

+64 27 224 6663. 

The project has been reviewed and approved by Lincoln University Human Ethics Committee.  
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Appendix B 
Consent form 

B.1 Consent form (in Russian) 

Соглашение на участие в проекте 

Ситуационный анализ и оценка потенциала развития российского 

туристического рынка в Новой Зеландии 

Подписывая данное соглашение, я подтверждаю, что я был(-а) 

проинформирован(-а), и понял(-а), суть (описание) данного проекта. Исходя из 

этого, я согласен(-а) принять участие в проекте. 

Я даю согласие на публикацию результатов данного проекта и на включение 

результатов в презентации. Я также подтверждаю свое согласие о том, что вся 

информация, которую я предоставил(-а), может быть использована в дальнейших 

разработках и проектах, учитывая тот факт, что личные данные не будут 

указываться. 

Я понимаю, что не обязан(-а) принимать участие в проекте и могу отказаться от 

любой информации, которую я предоставил(-а) в течение одного месяца. 

Примечание: Напоминаем еще раз, что Ваше участие в проекте является 

абсолютно анонимным. Это значит, что Вы можете не указывать свое настоящее 

имя, если Вы не хотите. Пожалуйста, выберите любое имя, которое Вы будете 

использовать для участия в данном проекте. 

Имя: 

Подпись:                                                                                                 Дата: 

Я даю согласие на использование записывающего устройства во время интервью. 

Имя: 

Подпись:                                                                                                Дата: 
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B.2 Consent form (translation) 

Consent Form 

A Situational Analysis and Assessment of the Development Potential of the Russian 

Tourist Market to New Zealand 

By signing this consent form I acknowledge that I have been informed of, and understand, the 

description of the above-named project. On this basis, I agree to participate as a subject in the 

project. 

I consent to publication of the results of the project, to inclusion of the results in a conference 

presentation, as well as to any future use of the data, with the understanding that anonymity 

will be preserved. 

I also understand that I may withdraw from the project, including withdrawal of any 

information I have provided, within one month from completion of the questionnaire or 

interview.  

Note: Once again, the researcher reiterates that your participation is totally anonymous. 

Therefore, you do not have to provide him with your real name if you do not wish to. Please 

choose any name by which you would like to be known in this project. 

 

Name: ______________________________________________________  

 

Signed: _________________________________________ Date: ___________________ 

 

If interviewed, I consent to the interview being recorded. 

Name: _________________________________________________________ 

Signed: _________________________________________ Date: ___________________ 

 

Signed:__________________________________________ Date:___________________ 
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Appendix C 
Questionnaire 

C.1 Questionnaire (in Russian) 
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C.2 Questionnaire (in English) 
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Appendix D 
Interview Schedule (translation) 

All interviews were conducted in Russian. Below is the translation of the interview 

schedule. 

A situational analysis and assessment of the development potential of the Russian 

tourist market to New Zealand 

Several broad themes are explored during the interviews. These themes, together with 

the additional prompts, are presented below. 

At the beginning of the interview, respondents are asked some general, but important 

for the research, “ice breaking” questions, such as how many days they have already 

spent in New Zealand, what they have seen and liked (or disliked), and the highlights of 

their trip and so on. These general questions then lead to the central parts of the 

interview. 

1. Formation of an attitude towards visiting New Zealand 

Please describe your thoughts about your visit to New Zealand before the beginning of 

this trip. 

Why did you think so? 

Before coming to New Zealand, what three words would you have used to describe 

New Zealand? 

In what three words would you describe New Zealand now? 

If these three words did not change, then I will ask, “How can you explain that you had 

such an accurate image of New Zealand before even visiting it?” 

If these three words changed, then I will ask, “Why did you think New Zealand was…?” 

“Why did you change your opinion now?” 

Can you please explain what you mean by….? 

2. Subjective normative influence and beliefs about subjective norms 

Did anybody advise you to visit New Zealand? 

If “yes”, then I will ask, “Why were their opinions important / unimportant to you?” 
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All things considered, who/what was the most important source of influence? Why do 

you say so?  

If “no”, then I will ask, “Have any of your friends, family, or people who are important 

to you, travelled to New Zealand or other long-haul destinations recently?” 

Did they share their experiences with you? Were those experiences positive or 

negative?  

Suppose you were asking your co-workers, friends, relatives and other people, whose 

opinion is important to you, for advice regarding a holiday in New Zealand.  

What, do you think, they would advise you? 

What, do you think, they would expect of you with reference to travelling to New 

Zealand? Why do you think so? 

Would you comply with what they say or expect you to do? Why “yes” or why “no”? 

Why do you say so? 

3. Perceived behavioural control and beliefs about potential constraints and control 

Within the last 12 months, did you feel you could really visit New Zealand if you wanted 

to? 

Why do you think so? 

What were the main barriers or constraints you had to overcome to come to New 

Zealand? 

How did you manage to overcome those barriers and constraints? 

What, in general, do you think, are the main constraints for Russian people to visit New 

Zealand? Why do you think so? 

4. Behavioural intention 

How long ago did you become aware of New Zealand as a travel destination? Would 

you recall how that happened? 

When did you start actively thinking about visiting New Zealand? 

A year ago, how likely, did you think, you would be to take a holiday to New Zealand 

within the next 12 months? 

Why do you say so? 

Please explain what circumstances let you believe so. 
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5. Beliefs about a destination 

When you travel overseas, what features/attributes of a destination are important to 

you? 

In your opinion, what features/attributes of a destination are important to Russian 

long-haul travellers in general? 

Can you please explain why? 

In your opinion, does New Zealand have those attributes/features that are important to 

you or other Russian travellers? 

6. Information sources 

Did you use any information sources to find out about New Zealand? Which ones? 

Why did you use those information sources? 

How important in finding information about New Zealand were those sources of 

information for you? 

What were the three most important sources of information for you? Why? 

In your opinion, what sources of information about a destination do Russian travellers 

use most of all? Why do you think so? 

7. Demographic, yield and travel behaviour/experience questions 

(My explanation to interviewees): I just need this information for statistical purposes 

and for creating a profile of current and potential Russian visitors to New Zealand. 

Again I note that it will not be possible to identify any of the participants in the 

presentation of the final data. 

Part A (Travel behaviour and total travel experience): 

How often do you take a holiday abroad? 

What is the usual length of your international trip? 

Would you recall the number of trips you have made outside of Russia in the last five 

years? 

How many trips have you made outside of Europe in the last five years? 

How many trips have you made to English-speaking countries in the last five years?  

Part B (Demographic questions):  

Do you mind telling me about your employment status and approximate household 

income per month before tax? 
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What is your age?  

What is your family status? 

What is the highest level of education you have achieved? 

What is your occupation? 

Part C (Yield questions): 

How much do you approximately spend on a long-haul holiday, excluding airfares? Do 

you usually have any pre-established limit of your spending for overseas trips? 

On which things do you mostly spend your money while overseas? Why? 

What is your preferred type of accommodation? Why? 

What is your preferred type of a holiday? Why? 

Part D (Concluding questions):  

Would you recommend visiting New Zealand to your friends, relatives and co-workers? 

Why do you say so? 

Would you like to come to New Zealand again? Why? 

What aspects of tourism-related business should be improved in New Zealand? Why? 

What would be your main recommendation to “Tourism New Zealand” organisation?  

Is there anything else you would like to tell me about your experiences as a visitor to 

New Zealand? 

Thank you very much for taking your time and answering my questions. Your effort is 

very much appreciated. Have a good time in New Zealand! 

  

136 
 



Appendix E 
Lincoln University HEC Approval 
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Title: A situational analysis and assessment of the development potential of the 
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Applicant:  Sergey Yuzhanin 
 

The Lincoln University Human Ethics Committee has reviewed the above-noted 
application.  
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 I am satisfied on the Committee’s behalf that the issues of concern have been 
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I am pleased to give final approval to your project. Please note that this approval is 
valid until three years from today’s date at which time you will need to reapply for 
renewal.   
 
May I, on behalf of the Committee, wish you success in your course. 
 
Yours sincerely, 
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