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Abstract : Decision making styles are the fundamentals of a certain choice that is made 

under a certain context that leads to an emphasis on some factors rather than others while 

evaluating choices. Therefore, this study aims to explore how decision making styles influence 

the post-purchase evaluation of a cultural destination. The empirical study is supported through 

data from a sample of 400 individuals visiting Lisbon in December 2008. Results of exploratory 

factor analysis reveal that vacation decision making is based on brand, quality and confusion by 

over choice styles whereas satisfaction determinants include cultural knowledge, novelty physical 

assets and facilities. A correlation analysis within DMS and satisfaction constructs suggests that 

the way tourists decide is likely to influence the way they evaluate the destination. The study 

also discusses the strategic implications. 
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Introduction 

According to the expectation-disconfirmation model (Oliver, 1980), 
satisfaction is a result of consumers' expectations, formed prior to purchasing 
and travelling. Furthermore, satisfaction may have different intensities and 
standards (Yoon & Uysal, 2005) as it derives from the tourist experience 
and the diversity of destinations' attribute assessment (Alegre & Garau, 
2010). Destination variables do not have a homogeneous impact on the 
tourist overall satisfaction (Alegre & Garau, 2010), probably because it 
depends on the attributes' perceived importance accounted by tourists. Also, 
different decision-making styles (DMS) trigger diverse patterns of behaviour 
(Decrop & Snelders, 2005; Hsieh, O'Leary & Morrison, 1992; Moscardo 
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et al., 1996), meaning that the way individuals experience destinations 
emerge from their own decisions. Thus, it can be argued that decision making 
styles (DMS) impacts the way individuals assess their tourist experiences 
and may be a variable that accounts to shape tourist satisfaction. 

The measurement of customer satisfaction has been extensively 
researched in the generic marketing literature during the last four decades 
(e.g. Cadotte et al., 1987; Churchill & Suprenant, 1982; Fornell, 1992; Spreng 
et al., 1996; Oliver, 1980). A review of the literature indicates that there 
has been a significant increase in the number of studies on the measurement 
of customer satisfaction in tourism and the related areas over the past few 
years (Kozak, 2001; Kozak & Rimmington, 2000; Alegre & Garau, 2010; 
Neal et al., 1999; Yoon & Uysal, 2005). The majority of these studies have 
been limited to the inclusion of sample destinations with their focus on mass 
tourism. 

Satisfaction is a complex construct that until now is not clear. 
Furthermore, the decision-making process does not end in the choice. As 
emphasized above, a considerable amount of research has been devised to 
independently analysing decision making styles or satisfaction. Nevertheless, 
little is known about the influence of the decision making style adopted on 
satisfaction, largely because the topic has received little attention. This study 
aims at enhancing the knowledge about the relationship between the way 
individuals decide and their subsequent satisfaction. To achieve this objective, 
the study anchors on the assumption that'the way individuals form their 
decisions account for understanding how they assess their experiences at 
the end of their vacations. 

Literature Review 

The history of decision making dates back to the beginning of human
beings who might need to make a decision among alternatives to have a 
better and continuous life. This is a term that we talk about several times a 
day from a very simple to a very complex stage in our routine life. Thus, all 
may agree with the statement emphasizing how important decision making 
in one's routine social life to have a 'better quality of life by solving its 
complexities in an effective manner. People sometimes have the intention 
to reach a solid conclusion by categorizing the meaning oflife and/or objects
subjects into two extreme groups such as ~'good enough" and "not good 
enough". In particular reference to the evaluation of tourism and leisure 
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literature on decision making, one may see an increasing number of both 
conceptual and empirical studies in the last two decades. The most 
favourable one is the context of decision sets (i.e. consideration set, evoked 
set etc.) applied into tourism and leisure in late 1970s (Woodside & Lysonski 
1989). This line of research was then developed by Crompton and his 
colleagues in early 1990s (Um & Crompton 1990). The other one is more 
specific seeking the influence of external factors on decision making to 
vacation, e.g. marital status, gender. 

Most studies of choice behaviour have been related to investigating the 
relationship between the attitude towards a particular target and preferences 
for it (Mayo & Jarvis 1981; Um & Crompton 1990). In this sense, three 
components of attitude are considered by McDougall & Munro (1994). 
First, the cognitive component consists ofindividuals' beliefs and knowledge 
about a particular object. For example, a couple may perceive a particular 
destination as being relatively expensive and being appropriate to the needs 
of their younger children. However, a person could have a prior perception 
of this destination even without visiting it. This perception could be formed 
by reading about the destination, watching or talking with friends. Second, 
an individuals' feelings of likes or dislikes for a particular destination 
encompasses the affective component of an attitude. A person might be 
unlikely to have a particular attitude towards a destination which in tum 
affects the overall evaluation or perception of the destination. Third, the 
behavioural component seems to be more objective evaluation or judgment 
about the object and reflects the consequences of experiences derived from 
actual visits to a destination. A strong relationship between attitude and 
behaviour has been confirmed. The former proves to be a good predictor or 
indicator of the latter (Assael, 1987). 

Sproles & Kendall (1986, p. 268) define decision making styles (DMSs) 
as "a mental orientation characterizing a consumer's approach to making 
choices" and develop a taxonomy of DMSs called the Consumer Styles 
Inventory (CSI). The CSI comprises eight styles of decision-making. The 
different DMSs differ from each other by means of a fundamental 
characteristic that represents independent and important mental approaches 
to consumption. The present study adapted the CSI to the cultural tourism 
context and it encompasses five of the eight DMSs, which are: quality 
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consciousness, price consciousness, brand consciousness, confusion by over
choice and brand-loyal orientation. The five DMSs built-in the research are 
in accordance with the literature review on tourism DMSs and decision 
typologies. 

Tourists who are conscious about quality (QC) are more likely to make 
their decisions based on preconceived ideas about certain merits of tourism 
products or destinations. Although the emphasis is on quality, these individuals 
are careful and systematic decision makers who embrace on comparisons 
so they can choose the very best quality product (Sproles & Kendall, 1986) 
or at least an alternative that is good enough, as the rational vacationer 
characterized by Decrop & Snelders (2005). 

Those who are price conscious (PC) give more emphasis on travel 
costs. Price is the most important attribute accounting for the decision. This 
group of tourists looks for the best value for money and so that their decisions 
rely mostly on information search and comparison between diverse product/ 
destination alternatives. This is the case of the constrained decision makers 
that, according to Decrop & Snelders (2005), face contextual inhibitors 
which make them prioritize value for money options. Als~, low cost tourists 
are highly price sensitive (Correia & Pimpao, 2008) and may be considered 
as another example of price consciousness decision makers. 

The brand conscious (BC) tourists equal price and quality attributes 
while making a decision, i.e. this group of consumers associates quality 
with expensiveness and well-known brands. For those tourists who face 
high levels of uncertainty and prefer safer destinations, as the psycho-centric 
type of tourists defined by Plog (1974), travelling to well-known and more 
advertised places is a way of deciding and avoiding risk. This category of 
tourists decide based on destination representations and image perceptions 
created in their mind due to ex_ternal sources such as promotional campaign 
and events. 

Those tourists who face confusion by overchoice (CC) have difficulty 
on making a decision because they embrace in great information search 
and evaluation .. They "experience information overload" (Sproles & Kendall, 
1986, p.274) and thus they feel confused to make a decision. This may be 
the case of both rational and hedonic vacationers as the typology-0fDecrop 
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& Snelders (2005), as both decision makers commit themselves with high 
learning processes deriving from information search and high involvement 
with the travel decision. 

Finally, brand-loyal (BL) tourists use their habits as the main driver of 
their decisions. In other words, they have favourite brands and stores 
(Sproles & Kendall, 1986), and therefore well-established tourist destination· 
preferences. According to . the literature, people who undertake routine 
decisions tend to embrace on more limited decision-making processes and 
are less susceptible to tourism marketing campaigns and promotions 
(Bargeman & van der Poel, 2006). 

Despite the importance of typifying tourists according to the DMSs, it 
is also pertinent to acknowledge how and in which way those decisions 
may influence satisfaction; being this the purpose of this research. As a 
post-consumption judgment of a product or service, satisfaction is one of 
the widely investigated themes in the area of consumer behavior. This area 
also has caught the attention of many tourism researchers over the last few 
decades and attracted a fast growing body of literature. Much research 
has focused on studying the factors that contribute to positive or negative 
satisfaction evaluations by tourists. Traditionally, satisfaction is considered 
to be a cognitive state, influenced by cognitive evaluations such as 
expectations and perceptions of attributes performance (Oliver, 1980; 
Parasuraman et al., 1985; Pizam & Millman, 1993; Ross & Iso-Ahola, 
1991 ). More recently, also the influence of emotions has been recognized 
and a cognitive-affective view has been proposed (Bigne et al., 2005; Bosque 
& Martin, 2008; Lee et al., 2008; Matilla & Wirtz, 2000; Oliver, 1997; 
Rojas & Camarero, 2008). Previous research is more than consensual that 
there are several variables influencing the fonnation of satisfaction as a 
direct outcome of vacation experiences. Nevertheless, the influence of 
DMSs in tourism assessment of their vacation experiences is far from being 
researched. 

Decision Making Styles and Satisfaction 

As a post-consumption judgment of a product or service, satisfaction is 
one of the widely investigated themes in the area of consumer behavior. 
This area also has caught the attention of many tourism researchers over 
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the last few decades and attracted a fast growing body of literature. Much 
research has focused on studying the factors that contribute to positive or 
negative satisfaction evaluations by tourists. Traditionally, satisfaction is 
considered to be a cognitive state, influenced by cognitive evaluations such 
as expectations and perceptions of attributes performance (Oliver, 1980; 
Parasuraman et al., 1985; Pizam & Millman, 1993; Ross & Iso-Ahola, 1991 ). 
More recently, also the influence of emotions has been recognized and a 
cognitive-affective view has been proposed (Bigne et al., 2005; Bosque & 
Martin, 2008; Lee et al., 2008; Matilla & Wirtz, 2000; Oliver, 1997; Rojas 
& Camarero, 2008). These propositions suggest that not only cognitions but 
also emotions can play an important role in the formation of satisfaction as 
a direct outcome of vacation experiences. 

Since decisions direct one's behaviour (e.g. expectations, experiences, 
intentions), their investigation is worthwhile. The decision-making and 
satisfaction must be correlated since decision making leads to the formation 
of expectations and tourist expectations influence tourist satisfaction. In 
fact, according to the cycle of consumer behaviour model, the tourist 
experience begins long before the trip (Pearce & Lee, 2005). The phase of 
decision requests a high involvement from the individual because it involves 
deciding on many aspects, in an uncertainty context that brings about risk 
and anxiety. Most of the time, tourists are not familiar with the place they 
are travelling to, the hotel they are staying at, the activities they are enrolling 
in, and the transport they are being driven on, but they still need to make a 
decision out of all the available alternatives. Furthermore, as proposed to 
the evidence in the literature (Sirakaya & Woodside, 2005), buying vacations 
is not the same as buying a product. 

One series of current research suggests that developing a model that 
fits all decision-makers and every decision situation in a vacation evaluation 
may not be realistic as a vacation (leisure travel, tour or trip) involves a lot 
of decisions and sub-decis~ons (Decrop & Snelders, 2004, 2005; Sirakaya 
& Woodside, 2005). One useful approach is the segmentation of travel 
markets by taking into account their trip purposes (such as taking a pleasure 
vacation versus visiting family and friends, or leisure travel versus business 
travel). According to this line of argument, decision makers in different 
segments might have dissimilar approaches to solving their decision problems. 
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For example, a potential traveller who is interested in visiting friends and 
relatives might lean towards applying a different decision-making strategy 
(i.e., low-involvement, less-risky conditions) than a person who is taking a 
pleasure vacation trip to an unfamiliar destination (i.e., high-involvement, 
high perceived risk). This example points to the notion that decision strategies 
may be varied across those vacationers with different interests and reasons 
which needs further investigation of the vacation decision making behaviour. 

Tourism is a living experience, and this makes all the difference because, 
as Pine & Gilmore (1999, p. 3) advocate, "experiences are as distinct from 
services, as services are from goods". An experience implies emotions and 
feelings, which are not of great importance in goods and has attracted little 
attention from researchers of consumer behaviour literature so far, but it is 
a critical factor in the tourism field. In fact, the emotional component is 
transversal to the travel experience as it is present before, during and after 
each and every trip. Prior to travelling, people put great efforts into collecting 
information about the tourist destination and day dream for weeks, months, 
even years, with their holidays and travel experiences. Tourists plan in 
advance of their travels and fantasise about their experiences just before 
leaving home and during travelling because tourists interact with the 
destination, in a mutual influence process, which demands great involvement 
of the participant. After travelling, the post-purchase/experience phase is 
long lasting, as tourists recall their travel experiences for ages, remembering 
their holidays with friends and family, telling stories and adventures to others, 
(re)seeing photographs, and writing travelogues (Pearce & Lee, 2005). 
The overall experience in a destination is the basis for tourist satisfaction 
and the image of that destination. 

Therefore, this research attempts to explain how decision-making styles 
influence satisfaction. Satisfaction has been widely recognized and explained 
as a consequence of quality (Baker & Crompton, 2000; Bigne et al., 2001; 
Bosque & Martin, 2008; Cadotte et al., 1987; Oliver, 1997), being that 
quality is a positive antecedent for satisfaction. Those tourists who put an 
emphasis on quality may be expected to highlight this attribute as a major 
one having a positive direct effect on their satisfaction evaluation. 

Money is also one of the major determinants for tourists when deciding 
their travel options before the actual tourism experience (Morley, 1992; 
Nicolau & Mas, 2005; Papatheodorou, 2001; Woodside et al., 2006) or the 
length of stay during the vacation (Alegre & Pou, 2006; Gokovali et al, 
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2007; Martinez-Garcia & Raya 2008). Additionally, according to the equity 
theory (Oliver & Swan, 1989), satisfaction may be triggered by the 
relationship between expenses and benefits and rewards attained. The role 
of travel costs on satisfaction is though a limited topic of research. The 
study of Hui et al. (2007) undertaken in Singapore concludes that price has 
no significant effect over tourist satisfaction, and even if the authors argue 
that this is probably due to the fact that tourists set a budget prior to travelling 
and by the end of the trip they do not question it. This topic needs further 
empirical investigation as tourists contain a heterogeneous characteristic. 

Due to an extensive capacity of information sources, consumers are 
now able to receive similar type of information from different sources. 
Such a development may sometimes be an advantage both for the consumers 
and suppliers as well as a disadvantage for some other times. fu saying so, 
information overload may lead to confusion in the tourists' mind, being a 
source for embracing in extensive choice processes (Bargeman & van der 
Poel, 2006). If information may lead to misunderstanding and uncertainty in 
the pre-purchase phase, it can also be present at the post-purchase moment 
of developing satisfaction judgments, at least for those tourists whose 
decisions rely heavily on external information. 

Destination loyalty anchors on positive experiences that enhance the 
repeat purchase of destinations (Bello & Etzel, 1985; Fakeye & Crompton, 
1991; Gitelson & Crompton, 1983; Opperman, 1998, 2000). However, tourists 
may have a varying level of loyalty. The novelty-seeking aspect associated 
with many tourists may prevent them to repurchase destinations while for 
others, who favour to be safe and sound at well-known areas, revisiting 
destinations is a typical option (Plog, 1974). As a consequence, understanding 
how those tourists who decide based on their loyalty towards tourism products 
and places is a way to underpin satisfaction and further behavioural intentions. 

According to the expectation-disconfirmation model (Oliver, 1980), 
satisfaction is a result of consumers' expectations, formed prior to purchasing 
and travelling. Furthermore, satisfaction may have different intensities and 
standards (Yoon & Uysal, 2005) as it derives from the tourist experience 
and the diversity of destinations' attribute assessment (Alegre & Garau, 
2010). Destination variables do not have a homogeneous impact on the 
tourist overall satisfaction (Alegre & Garau, 2010), probably because it 
depends on the attributes perceived importance accounted for by tourists. 
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Also, different decision-making styles trigger diverse patterns of behaviour 
(Decrop & Snelders, 2005; Hsieh, O'Leary, & Morrison, 1992; Moscardo, 
Pearce, Lang, & O'Leary, 1996), meaning that the way individuals 
experience destinations emerge from their own decisions. Thus, it can be 
argued that DMS impacts the way individuals assess their tourist experiences 
and may be a variable that accounts to shape tourist satisfaction. 

The survey instrument comprises three groups of questions according 
to the purpose of this research. The first subject set concerns socio
demographic variables, travel experience and purpose of the visit. The 
second encompasses 26 items of Sproles & Kendall (1986) scale adapted 
for tourism decisions. The scale proposed is in accordance with the literature 
review on tourism decision typologies (Decrop & Snelders, 2005; Plog, 
197 4 ). The third group is related to satisfaction factors. Measurement of 
the latter set was assessed by three main questions: the first attempts to 
measure the desire congruency and was assessed as: "During this holiday 
I was able to .... ". This category includes a total of 21 statements and is 
structured with a 5-point scale ranging from "1- totally disagree" to "5-
totally agree". These statements were commonly used in the literature in 
the form of push motivation scales (Dann, 1977; Crompton, 1979; Mo, 
Howard, & Ravitz, 1993; Ryan & Trauer, 2005). Second, expectancy 
congruency was assessed with questioning tourists about "How do you 
evaluate each of the following attributes accordingly to your early 
expectations?" and measured through a 5-point Likert-scale ranging from 
"1 - much worse than I expected" to "5 - much better than I expected". 

A total of 11 attributes were used accordingly with a pull motivation 
approach (Kozak, 2002; Nicolau & Mas, 2005) and consider the 
classification proposed by Mo, Howard & Ravitz (1993). The cultural 
destination attributes were based on previous studies (Andersen, Prentice 
& Guerin, 1997; Janiskee, 1996; Huh & Uysal, 2004; Sofield & Li, 1998) 
and adapted forthe Portuguese capital specificities as a cultural destination. 
To assess attributes performance a 5-point Likert scale was used, ranging 
from "1- strongly disagree" to "5- strongly agree". Overall satisfaction was 
measured by a 5-point Likert scale ranging from "1- totally dissatisfied" to 
"5- very satisfied", by asking "How do you rate your overall satisfaction 
with the destination?" 

The study is based on a survey carried out at the Airport of Lisbon, the 
capital of Portugal and one of the most visited cities within Europe, mainly 
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due to its cultural attractions . . The data used was obtained from a survey 
administered in December 2008, to a stratified random sample of Lisbon 
tourists. To assure a level of precision of 5% in a confidence interval of 
95%, it was decided to collect data from 400 tourists, with the central aim 
of determining the influence that DMSs has over the post purchase evaluation 
of Lisbon's tourism experiences. While waiting for check-in in the departure 
lounge, respondents were requested to complete the questionnaire form 
which was presented in English. A total of 324 tourists were interviewed, 
which represents a response rate of 81.0%. This figure corresponds to a 
sampling error of 2.7%, with a confidence interval of 95.0% that is an 
acceptable standard (Dillman, 1978). Remaining questionnaires were not 
considered for the present research as they were discarded because of 
uncompleted fields and incorrect completion. The software SPSS 14.0 was 
implemented to ensure data validity. 

Moreover, several steps were taken to ensure the generalizability, validity 
and reliability of the data. First, the questionnaire applied concur with the 
five precedent identified and detailed DMSs of Sproles and Kendall (1986) 
and the emotional and cognitive satisfaction usually used in the literature to 
assess post-purchase evaluations. In doing so, the authors guarantee that 
prior research ii1 the field of consumer behaviour and tourism was considered 
and face validity established. Second, the research opted for a random 
sample, with an acceptable sample of respondents (Dillman, 1978) as 
previously mentioned and survey was pre-tested with a sub-sample of 50 
respondents. Finally, the reliability of the data was examined, analyzing it 
extensively with alternative methods and reaching the same conclusion. 
The extensive examination of the survey validity, reliability, and generalization 
leads to the inference that there is nothing in the evaluation to suggest that 
it is either invalid or unreliable. The distribution of the sample is reported in 
Table 1. 

Table 2 suggests the homogeneity of the sample, presenting its trip 
characteristics. Tourists visit Lisbon for a week period, and having a holiday 
is the major motive for visiting the capital. Trips are planned within a month 
prior to departure. This short time planning may be explained due to the 
fact that the majority (61.3%) of tourists is repeaters, having been here 
over the last two years (56.8%). 
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Table 1 - Sample Characterization 

Gender 

Male 

Female 

Age 

Education Level 

Secondary 

Undergraduate 

Postgraduate 

Doctor 

Other 

Social Status 

Single 

Married/Living Tog et her 

Divorced/Widowed 

Emp lo \'ment 

Employed 

Unemployed 

Retired 

Avera0e Salar y 

Less than 2000€ 

2001 to 3500€ 

3501 to 5000€ 

5001 to 8000€ 

More than 8000€ 

Nationali11• 

UK 

USA 

French 

Nordic oountries 

' 
22 

Full Time 

Part Time 

57JY/o 

43.0% 

42.6(Mean) 

20. 1% 

18.4% 

42.5% 

14.6% 

4.4% 

30.5% 

62.00/o 

7.5% 

66.6% 

16.9% 

11.1% 

5.4% 

18. 00/o 

29.8% 

23.9% 

16.1% 

12.2% 

33.4% 

15.2% 

35.3% 

16. 1% 
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Table 2 - Trip Characterization 

Trip Characteristics 

Length of stay average 

Days before booking the trip 

Main purpose of the trip 

Ij;pe of visitor 

Holidays 

First-time visitor 

Repeat visitor 

When have you been in Porlugal 

Results 

This year 

Last year 

Other year 

7.2 days (Mean) 

37.3 days (Mean) 

41.8% 

38.7% 

61.3% 

22.4% 

34.4% 

43.2% 

The research underlines that DMSs and satisfaction are multidimensional 
constructs inter-related. Furthermore, significant differences in satisfaction 
could be explained by the decision-making style adopted. On this assumption, 
the data analysis develops in three steps. First, an exploratory factor analysis 
(EF A) is applied to reveal the underlying dimensions in both constructs. 
Second, the dimensions found on EFA were subjected to a reliability test 
(Cronbach, 1951) to evaluate the internal consistency of the scale items. 
Third, a Kendall correlation analysis test was performed to understand the 
role of different DMSs of satisfaction traits and on overall satisfaction. The 
EF A measures the latent variables, DMSs and satisfaction. The development 
of the measurement scales was performed in order to reduce the 
dimensionality of the data and to identify the main factors relating to DMSs 
and satisfaction. The study proceeds with reliability tests to check for the 
validity of the latent constructs found. Further correlation analysis was 
performed to test the hypothesis. 

From the application of EF A to the variables utilized to define DMSs 
with the principal components and the ~arimax rotation methods, four factors 
have arisen, which together accounted for 69 .5% of the total variance (KMO 
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= 0.81; Bartlett test: p = 0.00). Also, the internal consistency of these factors 
was measured by the corresponding Cronbach's alpha coefficients, which 

are good (i.e., they are at least equal or superior to 0.80 in all cases). The 
DMs with a reliability score lower than 0.60 were eliminated for further 
analysis, that was the brand loyal style in the scale of Sproles & Kendall 
(1986). This factor in the previous study of Sproles & Kendall (1986) already 
showed a low reliability coefficient. The remaining constructs associated 
with DMSs were grouped into four factors labelled as follows: quality, brand, 
price, and confusion by over choice. The decision items most strongly 
associated with each factor appear in the loadings listed in Table 3. 

Table 3 - Principal components of DMS factors (after varimax 
rotation), means and ranks 

Standard 
Reliability 

Decision-making Styles Loadings Mean 
Deviation 

Variance (Cronbach 
Al ha) 

Quality Consciousness (QC) 22.09 0.85 

QI - It is important to me buy a good quality 
0.80 3.60 I.OJ 

destination 
Q2- When I choose I try to get the best or the 

0.81 3.59 0.87 per:li:ct destination 
Q3 - I usually buy the very best overall quality 

0.88 3.31 0.91 
destination 
Q4- I make special effort to choose the best 

0.81 3.25 0.88 
g ualitVdestination 

Brand-consciousness (BC) 20.03 0.84 

BI - Well known tourism brands are the best 
0.72 2.54 0.96 

for me 
B2 -More expensive destinations are usually 

0.80 2.46 1.06 
my choice 
B3 - Higher is the price of a destination the 

0.81 2.54 1.08 
betlllr i$ the quality 
B4 - I prefer buying the best destination 

0.79 2.61 0.93 
selling brands 
B5 -Most advertised destination brands are a 

0.65 2.68 0.93 
ver • 'Ood choice 

Price consciousness (PC) 15.70 0.71 

Pl - I usually buy holidays at sales prices 0.86 2.71 1.02 

P2 - U>wer price holidays are usually my 
0.87 2.64 1.12 

choices 

Confusion by over choice (CC) 11.69 0.82 

CI - There are so many brands from that I 
0.80 2.80 1.09 

often feel confused 
C2 - More I learn about destination, harder it 

0.83 2.85 1.06 
seems to choose tl1e best 
C3 -All the information I get on different 

0.82 2.56 1.08 
destination confuses me 

KMO =0.81 Bartlett's Test ofSphericity= 1874.73 p = 0.00 df=91 
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Table 3 also presents the mean importance level of decision making 

styles. Quality decision is highly related with the certainty of having bought 

the very best destination. For those groups of tourists who emphasiz.e brand 

in the destination choice, price and publicity are mostly accounted for their 

DMSs, which is the corollary of Heider balance theory (1958) which states 

that consumers try to establish a degree of balance between affective and 

cognitive components. For price consciousness tourists, the lower costs are 

the main drivers to make a decision on visiting Lis hon; and for the confused 

by over choice is the uncertainty that comes from the difficulty of evaluating 

all the alternatives available that triggers their decision. As Miller (1956) 

mentions, generally speaking, consumers demonstrate a limited memory and 

perform a learning process which means that consumers tend to sustain their 

decision through a simplification process. Therefore, individuals change the 

attitudes to adjust the state of harmony. The brand perception can change if 
something interferes positively or negativelywith the cognitive and/ or affective 

component of individuals. For instance, a brand destination primarilyperceived 

as negative can shift to positive if individuals cognitively or affectivelyassociate 

brand with something positive. 

The satisfaction construct was assessed by intrinsic and extrinsic factors 

that were considered as relevant within the cultural features of Lisbon. To 

find the undedying constructs associated with satisfaction~ the research involved 

an EF A with a Varimax rotation in order to reduce the 32 variables to a 

more manageable number. The factors grouped in four factors which together 

explain 81.5% of the total variance. The factors found were labelled as culture 

knowledge, novelty at the intrinsic level and facilities and physical assets at the 

extrinsic level. The satisfaction variables most strongly associated with each 

factor appear in the loadings listed in Table 4. Reliability coefficients were 

computed for each factor, all with a good reliability coefficient above 0.85, 

ranging from 0.88 to 0.96. Furthermore, with respect to the reliability of the 

scale, the KMO equals to 0.930 and the Bartlett test of sphericityis significant 

(p = .00). 
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Table 4 - Principal Components of Satisfaction (after varimax 
rotation), means and standard 

Sati~action Components Loadings Mean 
Standard 

Variance 
Reliability 

Deviation (CronbachA/phn) 

Cultural Knowledge 25,48 0.955 

Learn Culture 0.786 2, 15 1,377 

Learn Music 0.765 1,94 1,260 

Learn Art 0.796 2,07 1,336 

Learn Urban Design 0.830 2,04 1,334 

Learn about Historical Urban Places 0.731 2,24 1,488 

Learn about Museums 0.712 2,04 1,337 

Novelty 21.62 0.846 

Do whatother have not done 0.802 1,69 1,105 

Talk about the experience 0.659 1,81 1,178 

Experimce Unei<pected 0.724 1,82 1,182 

Facilities 18.16 0.941 

Accessibilities 0.668 1,88 1,196 

Services 0.738 1,90 1,199 

Sarety and Security 0.751 1,99 1,271 

Available Information 0.772 1,95 1,241 

Entertainment 0.730 1,94 1,232 

Nightlife 0.603 1,82 1,243 

Physical Assets 16.28 0.948 

Standard of Living 0.765 2,34 1,447 

Climate 0.832 2,72 1,689 

Hospitality 0.788 2,70 1,661 

KM0=0,926 Bartlett's Test ofSphericity= 4252.678 p = 0.00 df=55 

Once determined the structure of satisfaction factors and its reliability, 

the factor scores were stored to proceed with correlation analysis, presented 

in Table 5. To examine the nature of the relationships among decision making 

styles and satisfaction, the study estimates Kendall correlation tests. The 

results suggest that DMS and evaluation are an intertwined process where 

the way they decide is likely to influence satisfaction whether it is measured 

by a single indicator or by traits. Furthermore, it is also suggested that some 

DMS are correlated with other DMS giving rise to Decrop & Snelders 

(2005) arguing that DMS is also a multidimensional process. Overall 

satisfaction is also a composite indicator where satisfaction traits play a 

role. 

26 



JournalofHospitalityandTourism Vol. JO No. 1, 2012 

As for a comparison between DMS and individual satisfaction items, 
the study confirms statistically meaningful results (Table 5). Here we are 
trying to prove that the way we decide influence the way we evaluate even 
if this form of evaluation is quite directed to the factors that we most value 
on our decision. This means that when we focus our decision on the basis 
of quality, our evaluation will be in the same direction so physical assets 
(.123, p<.05) such as climate, security and the surrounding environment are 
positively evaluated. This leads to a positive evaluation of the destination 
since this is one of the most competitive factors in Lisbon (.177, p<.001). If 
our decision is focused on brand names, cultural knowledge (-.204, p<.001) · 
and novelty ( .140, p<.O 1) are the main drivers of our evaluation even if the 
city does not correspond to our expectations. 

Third, as expected, the price decision has a negative correlation with 
both culture (-.188, p<0.001) and overall satisfaction (-.149, p<.001). Those 
who seem to be sensitive about any change in the level of prices show 
lower levels of overall satisfaction and are likely to be satisfied with cultural 
knowledge, but in a negative direction. In other words, the more sensitive 
the people are about price levels, the less they are satisfied with cultural 
knowledge. Also, they are less satisfied with their overall vacation 
experiences. Finally, decisions made based on confusion focus their 
evaluation on physical assets(. 130, p<.05) and facilities (-.111, p<.05). In 
other words, tourists with their confused feelings seem to be very satisfied 
with physical assets while less satisfaction appears with facilities. 

In what concerns with satisfaction the results show that all the four 
evaluations are closely associated with the overall satisfaction of tourists, 
e.g. cultural knowledge (.416, p<.001), novelty(.274,p<.001), facilities (.381, 
p<.001), and physical assets (.445, p<.001). That suggests that tourists 
who travel for cultural purposes to Lisbon assess the destination based on 
cultural knowledge they are able to achieve, the novelty they found as well 
as physical assets and facilities. This result, aside from showing that tourism 
satisfaction is purposive and intertwined construct, reveals that satisfaction 
relies on cognitive and emotional factors. Decision making styles seem to 
be very specific and the only styles that seem to be correlated are brand 
and quality (.272, p<.001 ). As such, quality is a marketing concept. Tourists 
that would like to outstand for quality decisions should rely on choosing 
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brands. This is the way to alleviate the learning process that tourists must 
engage on making decisions consciously. 

Table 5 - Correlation Analysis between DMSs, Satisfaction and 
Overall Satisfaction (n=323) 

DMS Satiefaction 

oc BC PC cc OS CKS FS PAS NS 

Quality Consciouness (QC) 1 

BrandConscimmess (BC) .212" 

Price Consciousness (PC) .0695 

Confusion by over choice 
.044 

(CC) 

Overall satislltction (OS) .177** 

Cuhural knowledge (CKS) .070 

Facilities (FS) . 073 

Ph ysi ca I as sets (PAS) .123* 

Novelly (NS) .074 

**significant at p< .001. 

*significant at p< .05. 

Conclusion 

1 

,029 

,089 

.057 

-.204** 

.056 

-.056 

-.140* 

I 

,029 1 

-.149** .035 I 

-.188** -.029 ,41 6°
0 

I 

-.044 .111 * ,38 , .. ,221" I 

-.027 .130* ,445" ,110·· ,148°' I 

-.002 .095 ,274" ,134" ,138" 0,068 I 

Giving the significance of decision making styles while making a certain 
part of choices in our daily life, this study was designed to explore how 
decision making styles were likely to influence the tourists' post-purchase 
evaluation of a cultural destination. The empirical study has the evidence to 
suggest that the level of overall satisfaction with vacation decision making 
is based on consumers' evaluations of quality and price. Those who are 
conscious about quality are more likely to be satisfied with macro
atmosphere. Tourists do not seem very satisfied with micro-atmosphere 
whereas satisfied with macro-atmosphere. The micro atmosphere is 
composed by a set of amenities the destination has, being the most important 
available information, safety and security and services. 
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On the other hand, the warm climate and hospitality determine the 
level of satisfaction with macro-atmosphere. As for the relationship between 
confusion for over choice and satisfaction items, tourists with their confused 
feelings seem to be very satisfied with physical assets while less satisfaction 
appears with facilities. These findings are associated with the fact that the 
more people are confused the more they are satisfied with such general 
factors as climate, hospitality and standard ofliving while the less they are 
satisfied with more specific-oriented factors such as services, entertainment, 
nightlife, and so on. The former factors can be attributed to the quality of 
destinations while the latter is more facility-oriented quality indicators. This 
type of DMSs has no evidence to impact the level of overall satisfaction. 

Having the link between theoretical and practical implications, we say 
that comparing DMSs with the individual factors of satisfaction allows us 
to understand the main characteristics of a destination that are perceived 
as a meaning of brand, quality of price. For example, those who are conscious 
about the destination brand lead to a negative evaluation of their cultural 
knowledge about the same destination. Such a result may be considered as 
the way to lead the practitioners to reposition their brand. In addition, the 
relationship between quality consciousness and macro environment could 
be given another example. In this example, quality is positively associated 
with the standard ofliving, climate and hospitality. As a result, the meaning 
of quality in Lisbon is perceived by its climate (suitability of weather 
conditions), hospitality (level of social interaction) and cost of living (level 
of prices or value for money). 
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