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Abstract: The purpose of this paper is to shed light on the possibilities offered by religious tourism
according to Generation Z’s education in values. Both the theoretical and empirical frameworks of
the research have focused on Hofstede’s Cultural Model, aiming to predict with a certain level of
success the influence of cultural and social values on the consumption of religious tourism by the
young age segment of Generation Z. A cross-cultural analysis was performed using exponential
sampling (Snowball Sampling). All respondents were higher education students. The surveys were
carried out using “Google Forms”. The results obtained allow the design of a communication plan
for the management of Religious Tourism according to the dimensions of Masculinity-Femininity,
Individualism-Collectivism, Distance to Power, Risk Aversion, and Long-term Orientation.
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1. Introduction

According to [1] the word “generation” is defined as a group of people or cohorts
who share a range of birth years and experiences as they move together throughout time,
influencing and being influenced by various critical factors. In relation to generational
studies, there is much research that looks for a set of characteristics and values common to
people born around particular dates. A generation is defined by a range of singularities
and commonalities shared by those born in those years [2].

Specifically, Generation Z is framed between 1994–2010 and is fundamentally influ-
enced by two historical events, the attacks of 11 September 2001 and the economic crisis that
erupted with the fall of Lehman Brothers in 2007; this affected their way of understanding
the world, with the emergence of education in values related to the sense of community,
the collaborative economy, entrepreneurship based on the sum of many (crowdfunding),
and care for the environment. Concepts such as smart cities or the Internet of Things are
also very present, as they are the first digital natives and move like fish in water in the
digital ecosystem [3].

Ref. [4] establish the differentiation of generations or birth cohorts who share the same
and unique understanding due to their shared experience in a similar socio-historical con-
text. Thus, Baby Boomers are born between 1943–1963, Generation X, between 1964–1976,
and Millennials between 1983–2003. Lastly, Xennials, born between 1977–1982, are a micro
generation between Gen X and Millennials and have characteristics of both. Unless they
possess special skills, Baby Boomers and Gen X are not comfortable in their relationship
with technology. Millennials and Xennials were born in the Information Communication
Technology era and are totally familiar with it.

Generation Z has taken over from the Millennials generation; their age does not exceed
23 years old nowadays, and their number in Spain is 7.8 million and more than 2000 million
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worldwide. They are true digital natives, creative, critical, eager to change the world, and
in constant search of authenticity.

The National Society for Prevention of Cruelty to Children (NSPCC) expresses the
following as the most frequent reason for youth consultations problems related to mental
health: “What we are seeing is a generation of young people who are clearly expressing
that they are unhappy with themselves and the situations around them,” said Emily Cherry,
NSPCC board member [5].

The behavior of young people is a recurring subject of numerous studies that examine
the attitudes or interests of this segment of the population in an attempt to predict their
buying habits or how they relate to others [6–10].

According to estimates by the WYSE Travel Confederation and the World Tourism
Organization, travel by this generation in 2017 accounted for 23% of all tourism trips
worldwide [11,12] and was expected to increase in 2019. The reasons for travelling are
very varied: a means of getting out of the virtual world in which the relationships of
this generation often move, as the real and virtual worlds are complementary realities for
them [13]. Tourism gives them experiences that they can only find in the real world. For
them, even more than for others, the world is global and they can come into contact with
people from multiple places [14].

Therefore, Generation Z is one of the age groups most open to travel, and they feel
comfortable in multicultural environments [15,16]. They use social networks and take into
account the opinion of their peers, acquire information about the destination, organize
their own trip, and like to interact with the local population [17]. They are also prescribers
in family relationships, and have a say in 94% of purchasing decisions in their immediate
environment, which includes travel, according to the study [18]. Research on these young
people has also revealed a strong demand for work related travel or internships abroad;
furthermore, they are no strangers to solidarity tourism [19].

This paper sheds light on how to present the religious tourism to higher education
students of Generation Z who have a specific way of conceiving communication with new
media [20], the relationship with the environment, or the way of travelling, matching their
education in values with the socio-cultural aspects present in religious tourism.

Hence, this study raises two basic research questions. On the one hand, from a
theoretical point of view, we will carry out an in-depth literature review covering the topics
of culture, generation Z, and religious tourism. On the other hand, from an empirical point
of view the objective of the research is to know the cultural and social values in the young
people of Generation Z with a certain level of religious commitment; understanding by
commitment that they try to fulfil the exigencies of their religion.

The following sections present a review of the literature on the characteristics and
education in values of Generation Z, as well as on the socio-cultural aspects of religious
tourism. This is followed by the empirical study based on a virtual questionnaire for the
collection of primary data. The following section presents the most significant results of
the study and ends with the conclusions, limitations, and future lines of research.

2. Literature Review
2.1. Hofstede´s Culture

Geert Hofstede, born in Haarlem (The Netherlands) in 1928, a Dutch psychologist
of great influence worldwide, has carried out numerous studies in different fields, es-
pecially in social psychology, intercultural psychology, anthropology, and international
management. Specializing in cultural relations between different nations [21], he has made
a breakthrough in cross-cultural research [22]. However, [23] point out that there is no lack
of work questioning the choice of the most appropriate dimensions to conceptualize and
operationalize culture [24–31].

Hofstede defines culture as “the programming of the human mind by which one
group of people distinguishes itself from another. Culture is learned from its environment
and is always a shared collective phenomenon” [32].
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Since culture is learned and not inherited, Hofstede (1998) [33] proposes that mental
programming should be differentiated from human nature and the personality of the
individual as the former is inherited and the latter is based on traits that are partly inher-
ited with the individual’s unique set of genes and partly learned, as shown in Figure 1
(personality in level 1, culture in level 2, and human nature in level 3).
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Hofstede also suggests that the elements that constitute what we call culture are
grouped in several layers. Each layer depends on or is the result of the layer of the lower
level as seen in Figure 2.
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In the outer layer are symbols, which are images, gestures, words, or objects that have
a special meaning that is only distinguished by those who share the culture. In the next
layer are heroes, who are people, living or dead, real or imagined, who possess qualities
highly valued in a culture and serve as role models. In the layer closest to the nucleus,
rituals appear, collective tasks that are technically unnecessary for the achievement of
the desired goal, but that within a culture are considered socially primordial, therefore,
they are carried out by themselves. The nucleus is formed by the values that refer to the
tendencies of individuals to prefer certain states of things to others. They are the essential
and constitutive element of culture; enduring beliefs, shared by a group of individuals.

The comparative study of cultures (cross-cultural) is not something new, however, it is
from the 1980s when the interest of researchers in this field grew. Thus, in the 1980s and in
the 1990s, two rigorous models were developed, that of Hofstede and that of Schwartz. Both
models can be used in international management studies, since they are the starting point
to understand the different strata of culture [31], with Hofstede’s model being considered
the cornerstone around which the vast majority of multicultural research work carried out
revolves [22]. Soares, Farhangmerh and Shoham (2007) [23], show a comparative synthesis
of the Hofstede dimensions approach with other approaches to deconstruct the concept of
culture, in which they demonstrate a high level of convergence with other paradigms, thus
supporting the theory of Hofstede’s frame membership, and later the use of its dimensions
being justified.
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According to [27] “cultural dimensions are those characteristic aspects of a culture that
can be measured in relation to others”, carrying out a study with some 117,000 IBM workers
in 66 countries between 1967 and 1973; From this work, he was analyzing the cultural
differences between these countries, finally managing to identify four of their six current
dimensions: distance to power, individualism/collectivism, masculinity/femininity, and
aversion to uncertainty. This first investigation gave rise to the work Culture’s Conse-
quences [21].

In a later work, Hofstede (1991) [27] introduces a fifth dimension, resulting from the
extension of his study on cultural dimensions to the Asian scene. It was called “long-
term/short-term orientation” or “Confucian dynamism.”

Finally, it is in his book Cultures and Organizations: Software of the Mind, where he already
covers its six cultural dimensions (the sixth being the so-called “indulgence/containment”),
where he presents the result of an investigation in which he increased the number of
countries to almost double than in the first study [34]. As a consequence, Hofstede’s
cultural model is interpreted as an expression of education in values globally considered.

According to Hofstede (2011) [35] the distance to power expresses the degree to which
less powerful members accept and expect power to be unequally distributed. This distance
exists in some way in all human societies, but in some the inequalities are greater than in
others, which affects various areas (wealth, prestige, power, etc.), which creates hierarchies
between social classes, as well as differences in the family itself.

This dimension, which is also called hierarchical distance, revolves around how
societies respond to inequality. There can be two opposing situations in this dimension as
it appears in Table 1.

Table 1. Key difference between societies with low and high distance to power.

Little Distance to Power Great Distance to Power

Inequity is minimized Inequity is accepted
There is a hierarchy for convenience There is a hierarchy for necessity

Superiors are accessible Superiors are inaccessible
Everyone has the same rights Those in power have privileges

Changes happen through natural evolution Changes happen through revolutions
Subordinates wait to be consulted Subordinates wait to be told what to do

Children are treated as equals Children learn obedience
Student-centered education Teacher-centered education

Source: Own elaboration based on [27].

The individualism versus collectivism dimension refers to the social structure of
cultures. According to Hofstede (2011) [35] it measures “the degree to which people
in a society are integrated into groups”, that is, the fact that there is a structured social
framework and, within this, to what extent individuals deal with. There may be two
opposing situations in this dimension, as seen in Table 2.

Table 2. Key differences between collectivist and individualistic societies.

Collectivism Individualism

Focus on “us” Focus on “me”
Relationships are more important than tasks Emphasis on personal choices

Comply with obligations imposed by the group Fulfill your own obligations
Violation of the rules leads to feelings of shame Violation of the rules leads to feelings of guilt
Maintain harmony, avoid direct confrontation Express your thoughts directly

Communication is generally High context Communication is generally Low context
Source: Own elaboration based on [27].

In individualistic societies, members tend to make decisions independently and
care about themselves and about the achievement of the proposed objectives. However,
in collectivist societies, the participants are more tolerant; they think more about the
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objectives of the group as this guarantees the best for the individual, with the group taking
responsibility for its members.

The masculinity versus femininity dimension refers to the distribution of values
between genders; therefore, it refers to the fact that gender differences between men and
women are present in the education in values received by the society. The fact that a society
resembles more masculine or feminine characteristics affects different environments, such
as family, work, education, politics, religion, and social and personal behavior.

This dimension is closely linked to individualism/collectivism and two opposing
situations can occur as we can see in Table 3.

Table 3. Key differences between male and female societies.

Female Society Male Society

Minimal differentiation of emotional and social roles
between genders

Maximum differentiation of emotional and social roles
between genders

Focused on quality of life Focused on ambition
Balance between family and work Work prevails over family

Work to live Live to work
Slow little things are pretty Big and fast things are pretty

Conflicts are resolved through compromise and negotiation Conflicts are resolved allowing the strongest to win

Source: Own elaboration based on [27].

The aversion to uncertainty dimension measures how a society faces changes, new
situations, and uncertainty in general; “to what extent a culture programs its members to
feel uncomfortable or comfortable in unstructured situations” [35].

Societies adapt differently to the ambiguities of the future depending on the culture to
which they belong. There are two opposing situations as we can see in Table 4.

Table 4. Key differences between societies with weak and high aversion to uncertainty.

Weak Aversion to Uncertainty Strong Aversion to Uncertainty

Low stress levels in terms of uncertainty High stress in terms of uncertainty
Uncertainty is part of daily life Things are accepted as they come Uncertainty in life is a continuous threat and must be fought

Self-control, low anxiety Emotionality, anxiety, neuroticism
Differences of opinion are acceptable There is a need for consensus

It’s okay to take a chance There is a need to avoid failure
Little need for rules and laws Great need for rules and laws

Teachers can say ‘I don’t know’ Teachers are supposed to have all the answers

Source: Own elaboration based on [27].

The long-term versus short-term orientation dimension, also called Confucian dy-
namism, measures the values of society towards traditions, immediacy, work and, to a
large extent, savings and investment. Two opposing situations may exist in this dimension
as shown in Table 5.

Table 5. Key differences between long-term and short-term oriented partnerships.

Long Term Orientation Short Term Orientation

Perseverance and effort produce results slowly Effort must produce immediate results
It is important to save and take care of resources There is social pressure to spend more

Willingness to postpone one’s wishes for a good cause Immediate earnings are more important than relationships
The most important events in life happened in the past or will take

place now The most important events in life will occur in the future

Source: Own elaboration based on [27].

The indulgence versus containment dimension measures the quality of life and the
emotional effect, that is, joy. According to Hofstede (2011) [35], an indulgent society is one
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that “allows the relatively free satisfaction of basic and natural human impulses related
to enjoying life and having fun.” There are two opposing situations that are observed in
Table 6.

Table 6. Key differences between forbearance and containment-oriented societies.

Orientation towards Indulgence Orientation towards Containment and Restraint

Free behavior Suppressed and regulated behaviors
Material rewards are not important Expected material reward for work done

Focused on the present moment You easily feel wronged
Material objects are used for their utility, not to give status Material objects are important to status (car, house, company)

People are more positive and optimistic People are more pessimistic and cynical
More outgoing and friendly Most reserved

Source: Own elaboration based on [27].

2.2. Application of the Hofstede Cultural Model to Tourism

As we have seen, although Hofstede originally used his model of cultural dimensions
in a context of work and human resource management, it has subsequently been increas-
ingly used in a greater number of disciplines, including business [36] and marketing [23].
Within tourism management, it has been applied to the purchase decision process in its
three stages: before, during, and after the trip [37]. Tourism marketing strategies have been
applied to the product as a perceived value and to communication through the use of the
e-marketplace, considering the perceived risk of accepting a website [38] and its specific
design [39]

Cultures with a high score in distance to power have higher expectations regarding
the quality of the services they are going to receive, especially in the treatment or courtesy.
This makes their satisfaction less during and after trips relative to those coming from
cultures with a low score [37]. In individualistic cultures, individualism is more a matter
of self-image, which has to do with satisfaction during and after the trip being greater
in individualistic cultures. On the other hand, collectivist cultures tend to travel more in
groups [37].

In addition, these collectivist groups present higher innovation ratios, greater Internet
penetration, and a greater predisposition towards differentiation and exclusivity. The more
efficient the website (speed of delivery, service development, fulfillment of the contracted
services, etc.), the greater the user satisfaction. Along the same lines, this type of culture
perceives that the uncertainty or risk that internet use entails is less than its potential
benefit [38]. At the opposite extreme, collectivist cultures tend to build trust in previous
experiences and group opinions [38].

It has been observed that male cultures tend to be more demanding, complain more
often, and show less satisfaction regarding the price and quality of the services offered. They
also have less loyalty with the service provider [37]. On the other hand, in female cultures
there is greater satisfaction with the service and greater loyalty with the provider [40].

Tourists who score high in the dimension related to aversion to uncertainty have a
lower risk threshold and will show behaviors to avoid it to a greater extent than tourists
who score low on aversion. Before the trip, risk reduction behaviors include: intensive
travel planning, use of travel agencies and tour operators, prepayment of package tours,
early booking of accommodation, etc., while during the trip they try to have shorter stays,
visiting fewer places on the itinerary, strictly following the planned route, traveling with
more money, traveling in a group, etc. [37].

Regarding hotel services, cultures with a high aversion to risk have higher expectations
regarding attributes related to food and beverages [40]. In this same sense, this type of
culture perceives a greater risk when accepting a website, which makes the perceived
usefulness and ease less [38]. At the other extreme, in cultures that score low in risk
aversion, users will be more oriented to systems that do not need to deal with another
person [39].
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The long-term versus short-term orientation dimension has great potential for applica-
tion in tourism research, especially in studies of tourist behavior after the trip. Satisfaction
after the trip is conditioned by the tourist’s interaction with the tourist service providers.
Long-term oriented cultures can show satisfaction after the trip, even if they did not have
it during the trip, to protect the relationship with the tourism service provider [37]. In
this same sense, with respect to hotel services, this type of culture places great impor-
tance on the reliability and knowledge of the service provider, on whom it places higher
expectations [40].

Long-term oriented cultures will expect to adopt greater benefits in the future from
the use of the Internet and are more likely to adopt this innovation [41]. In the same way,
in this type of culture, with respect to the perceived risk on the acceptance of a website, the
use they make of it will be greater the more useful it is, since they do not mind investing
time in knowing the use of the system [38].

At the opposite pole, short-term-oriented cultures base their attitude towards websites
mainly on ease of use [39].

Regarding the long-term versus short-term orientation dimension, no studies related
to tourism have been found, possibly because it was the last to be incorporated into the
Hofstede Model.

2.3. Characteristics and Sociocultural Values of Generation Z

Generation Z incorporates everyone born between approximately 1994 and 2010
(there is no exact consensus on the date the cohort began) in a globalized world, where
the Internet is the window to the world and smartphones are the most frequent means of
communication. They are authentic digital natives [42,43] and they have all the information
they need at a mouse or finger click. They use fast messaging, massively social networks,
and interactive ICT platforms that allow them to interact and change their purchasing
decision process [44]. These characteristics have made this generation one of the most
observed and analyzed of all time [45].

Generation Z is the most ethnically diverse and technologically sophisticated gener-
ation with an informal, individual, and direct way of communicating with social media
being a vital part of their lives. They are a generation of “do it yourself” [46]. They are
more enterprising and tolerant, and more optimistic about their future work since they
do not mind working outside their place of origin [47]. It must be taken into account that
they have acquired an attention deficit disorder with a high dependence on technology
and a low capacity for concentration; it is an individualistic, self-directed, demanding,
acquisitive, and materialistic generation [46]. Mihelich (2013) [48] explains that they are
young people concerned about social problems such as the environment or inequalities
with a high sense of responsibility towards natural resources.

According to Slavin (2015) [49], Generation Z demands to be heard. Technology
has been part of their world since they were born, but they lack analytical capacity to
solve problems, and it is difficult for them to study the pros and cons of a situation and
make a decision [50]. They are used to everything being on the Internet; this group
understands that everything can or should be consumed through a network. This shows us
young people marked by very clear differentiation features: immediacy and short-termism,
innovation and creativity, irreverence and contrast, restlessness and change, and above all
sharing; they like to share goods, knowledge, services, and opinions, and they support a
collaborative economy. Many businesses of this type have unprecedented success thanks
to the support of this generation [3]. This is the result of an education in values received
by a segment of young generation who in a few years will become the ones to make the
decisions in a globalized world.

2.4. Religious Tourism Values

Values can traditionally be defined as “an organized set of preferential norms that are
used to make selections of objects and actions, resolve conflicts, invoke social sanctions,
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and address the needs or claims of social and psychological defenses of the choice made
or proposed” [51]. Tsang (2011) [52] explains in his work how values affect the attitudes
and behaviors of employees at work and in the provision of services. The five factors he
determined are attitude toward work, attitude toward people, moral discipline, status and
relationships, and moderation. All of them are the result of education in values received
by youth.

Values can also be considered as the cognitive representation of an individual for
biological needs, social interaction requirements, and social institutional demands [53]. We
deduce from the above, and regardless of the various definitions, that values can be used
effectively to explain human behaviors, because people feel comfortable with consistency
in behaviors derived from attachment to them.

Compared to attitudes, values emphasize more abstract ideals, so they are more stable
and occupy a more central position within a person’s cognitive system [54]. Therefore,
values determine people’s motivations, preferences, and lifestyles [55] and are deeper
sources of behavior than attitudes [56]. A study carried out by Jurado-Caraballo and
Rodríguez-Fernández, (2021) [57] shows how the Management by Values approach is
applicable to religious communities to control the productivity of their work. Modrzejewski,
(2021) [57] points to Europe as a depositary and promoter of universal values of Christianity,
according to the thinking of John Paul II and [58] to analyze the influence of the type of
school on the perception of religious values.

In the context of tourism, many researchers have studied how values influence the
behavior of tourists in leisure and travel [59,60]. In this sense, the values are also widely
used for the segmentation of the tourism market. The list of values approach was adopted
to divide the international tourism market into three segments: fun and enjoyment oriented,
safety conscious, arts and culture conscious, and environmentally conscious [61].

Similarly, Madrigal and Kahle, (1994) [62] found that tourists can be grouped into
different segments based on their value systems. Their values primarily comprise internally-
oriented values (personal fulfillment, fun and enjoyment, excitement, accomplishment,
warm relationships with others, and self-respect) and outward-oriented values (a sense
of belonging, being respected, and security). Focusing on inner recollection, Watkins
and Gnoth, (2011) [60] found that personal inner harmony and spirituality are important
elements of the analysis.

While the aforementioned list of values focuses on individuals, Dalen (1989) [63]
tries to segment tourism markets into levels by identifying four types in the Norwegian
population: traditional idealists, modern idealists, traditional materialists, and modern
materialists. Different social cultures can generate a variety of values, which are good
predictors of tourism behavior [60]. Likewise, the cultural environment where people live
will shape their values towards life and the world [64].

Cultural tourism is broadly defined as a concept of the movement of persons outside
their usual environment who are motivated to visit cultural tourism attractions, with the
aim of satisfying their cultural needs through gathering information and experiences. It
entails to a diversity of cultural attractions, both tangible and intangible, with museums
often being predominantly visited [65]. Similarly, Heiser (2021) [66] explores the variety
of motives for a contemporary pilgrimage, whereby religion is only rarely mentioned
explicitly. While pilgrimage was originally a purely religious practice, the connection
between pilgrimage and religion is less clear nowadays.

We consider culture a fundamental factor in tourism management decisions. This
allows a better segmentation of the market, since the consumption of cultural activities
and services has the ability to transmit and communicate a certain cultural meaning. In
this line, Paganopoulos (2021) [67] shows how the traditional value of hospitality is being
reinvented and reappropriated according to the personalized needs of the market of faith.
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2.5. Generation Z and Tourism

Generation Z is a relatively new entrant to the tourism market, which makes this
research relevant and timely. The paucity of academic literature on a generation that
is contemporaneously in its highly influential life span and is entering adulthood in an
increasingly changing world is an additional argument for conducting this research. A
holistic theoretical model is proposed to understand the travel experience of this generation.

As digital natives, they prefer to do their searches on the Internet because of its speed,
cost, and independence [68]. They have a clear objective and the diversity of brands within
their reach is important, until they are saturated [69]. Their interest in technology, the
need for security, wanting to get out of their reality, and the need for usability are the
characteristics that according to Wood (2013) [16] differentiate Generation Z as customers.

This generation seeks independence, pursuing happiness through travel [70]. Tech-
nology makes it possible for trips to be booked autonomously, quickly, anywhere, taking
advantage of last-minute offers [71]. They use word of mouth to find attractive destina-
tions [19] which makes these deals much more effective now [72].

All this must be taken into account in order to understand purchasing behavior in
relation to tourism. Tourism consumption decisions are influenced by cohort effects [73].
Generation Z shows high expectations in their travels [14] and their way of doing tourism
is not conventional; they look for other accommodation options, their relationship with
the environment and with the local population is more intense [74], and travel is a way of
breaking with the daily routine [75].

At the same time, cultural content plays a less important role for them compared to
previous generations [76]. The growth of this tourism segment is a challenge for tourism
professionals and requires a rethinking of tourism models [14]. From the point of view of
tourism management, smart shopping is an aspect to take into account, and Generation Z
are large users of online applications and online purchases [77].

3. Empirical Study
3.1. Objectives

The objective of the research is to know the cultural and social values in the young
people of Generation Z with a certain level of religious commitment; understanding by
that commitment that they try to fulfill the exigencies of their religion. Among the main
challenges in achieving this objective, we have faced difficulty of selecting people with the
Generation Z profile who adhere to a religion, that is, who practice a religion as a way of
life. A second challenge has been the realization of the field work itself; for this we have
used the sampling called Snowball Sampling. A third challenge has been to carry out an
exponential sampling with this methodology.

3.2. Methodology

The analysis was carried out using a questionnaire to obtain the primary data. The
survey was carried out with “Google Forms”, a “Google Drive” tool created to carry out
surveys and forms from which statistics can be performed. The surveys were answered
online, since it is the easiest and fastest way to reach the young people of Generation Z, as
they are in constant interaction with the digital world [78]. It is important to highlight, in
this decision, the confinement situation in which we have found ourselves due to COVID-19
has undoubtedly influenced the method and results [4].

To perform this questionnaire, the Geert Hofstede Dimensions Model was used, since
it is the most widely used and globally recognized [79]. Specifically, the one provided free
of charge for academic purposes on his website [80] was used, consisting of 28 questions,
called “Values Survey Module, version 2013”.

In addition, four questions have been added in order to focus the research on religious
tourism and with higher education students of religious belief from Generation Z (see
Appendix A). All this has resulted in a total of 32 questions of various kinds: open,
dichotomous, Likert scale, etc., in addition to our own to know the profile of the respondent.
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A pilot study was carried out to verify its correct operation and understanding. Next,
we proceeded to carry out the field work definitively using the non-probabilistic method
called Snowball Sampling. This data collection mechanism consists of initially launching
the survey to a small number of people requesting that after answering it they send it to
others providing the same indications. In summary, the process was: (a) we defined the
contact participation strategy; (b) we identified the profile of the group to be studied, in this
case Generation Z; (c) we chose the size of the conventional sample; (d) we requested the
first contacts; (e) we ensured that the contacts were not close to the initial respondents. We
followed an Exponential Sampling, so that each individual invited more than two contacts.
All respondents were higher education students.

When the total number of higher education students of Generation Z reached the
number of 50, we stopped accepting surveys in order not to exceed the optimal sample
size indicated in “Values Survey Module, version 2013” [81]. In this way, 63 surveys
were received. After passing the results to an Excel file and filtering them, we eliminated
those where the birth of the respondents was 1995 or earlier and those surveyed without
possessing or practicing any religion. The results were then tabulated and calculated
according to Hofstede’s Five Dimensions (Distance to Power, Masculinity/Femininity,
Aversion to Uncertainty, Long-Term/Short-Term Orientation, Indulgence/Containment).

Regarding gender and age, the sample is reflected in Figure 3.

Educ. Sci. 2021, 11, x FOR PEER REVIEW 11 of 21 
 

When the total number of higher education students of Generation Z reached the 

number of 50, we stopped accepting surveys in order not to exceed the optimal sample 

size indicated in “Values Survey Module, version 2013” [81]. In this way, 63 surveys were 

received. After passing the results to an Excel file and filtering them, we eliminated those 

where the birth of the respondents was 1995 or earlier and those surveyed without pos-

sessing or practicing any religion. The results were then tabulated and calculated accord-

ing to Hofstede’s Five Dimensions (Distance to Power, Masculinity/Femininity, Aversion 

to Uncertainty, Long-Term/Short-Term Orientation, Indulgence/Containment). 

Regarding gender and age, the sample is reflected in Figure 3. 

 

Figure 3. Distribution by gender. Source: Own elaboration. 

As can be seen in Figure 4, despite the fact that Generation Z comprises various ages, 

69% are between 20 and 22 years old. In addition, there is a predominance of women, 

representing 84% compared to 16% representing men. 

 

Figure 4. Sample ages and ages by gender. Source: Own elaboration. 

Figure 3. Distribution by gender. Source: Own elaboration.

As can be seen in Figure 4, despite the fact that Generation Z comprises various ages,
69% are between 20 and 22 years old. In addition, there is a predominance of women,
representing 84% compared to 16% representing men.
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On the other hand, in the questions referring to the vision of themself in relation to
some religion, they stated that they belong to some religion and that they believe in God.
We can see the results in Figure 5.
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Following the affirmations of belief in God, we observed how individuals live their
religion differently, which is manifested in the degree to which they perceive their com-
mitment to it. Although there are different opinions among those surveyed, the majority
have determined their level of religiosity as normal-high, as shown in Figure 6. This char-
acteristic has been related to tourism through segmentation based on their motivations to
undertake the trip.
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4. Results

The results obtained for the cultural dimensions are reflected in Figure 8.
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As can be seen, there are dimensions that score negatively, a fact that Hofstede himself
refers to in some of his publications [26,27,82]. Although these values can be passed on a
scale from 0 to 100 as reflected in the “Values Survey Module, version 2013”, it has been
preferred to leave the scores with their sign and not transform them to values between 0
and 100, although technically it is possible that this will better reflect reality [83].

Of the four dimensions with negative values, three of them (Masculinity, Aversion
to Uncertainty, and Indulgence) have scores close to 0, indicating that young people of
Generation Z present a high Femininity, Aversion to Uncertainty, and Indulgence. However,
the Distance to Power has even lower values. In the two dimensions with positive values,
they do not reach the mean value, therefore, the results are of interest because their precision
does not allow for wanderings or doubts.

Tsakumis, Curatola and Porcano (2007) [84] investigated the influence of national
culture on levels of tax compliance in 50 countries. Using the cultural framework of
Hofstede (1980) [21] as the basis for their hypotheses, they found that the profile of a
noncompliant country is characterized by high uncertainty avoidance, low individualism,
low masculinity, and high power distance. This is the first study to employ Hofstede’s
cultural framework as explanatory of international tax compliance diversity and serves as
a starting point for the development of an international tax compliance framework.

Based on the results obtained, we can establish the following characteristics of the
higher education students in the analyzed sample.

In our case, the very low figure obtained (−18) by the individuals surveyed regarding
distance to power means that they do not accept an unequal distribution of power and
see the hierarchy as something established for convenience, associated with the different
functions it performs each person, taking into account that this hierarchy can change. In
addition, a low score implies that they consider that superiors should be accessible and
that subordinates always expect to be consulted.

In family relationships, they see parents at least as equals and do not believe that
they should ask their permission for important decisions [34], unlike Magee and Smith
(2013) [85] who proposed in their study the asymmetry in the social distance. Han, Lalwani
and Duhachek (2017) [86] examined the relation between power distance belief and the
tendency to accept and expect inequalities in society, suggesting that the effect of power
distance depends on the power held by the donor.
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The Individualism/Collectivism dimension has been analyzed by authors such as [87]
when dealing with the influence of individualism on moral approaches. Zhao and Untea
(2017) [88] discuss individualism from the perspectives of Eastern and Western philosophy,
approaching a renewed conception of the self and the life of the individual in social rela-
tionships that would be closer to a modern understanding of individualism. The analysis
of individualism in the USA includes social factors such as growing economic inequality,
the complex division between socioeconomic elites and the rest of the population, and
changes in the nature of the religious field. The latter include increased religious individu-
alism, an individual-oriented prosperity theology, and a sectarian turn among American
evangelicals [89].

Unlike the previous one, this dimension shows positive values [24], these being the
highest of all. According to the results, these young people are individualists. Following
Hofstede and Minkov (2010) [34], in a pure individualism it would be expected that the ties
between individuals are weak and that they only depend on themselves, so they tend to
take care only of themselves and the immediate family. From childhood they learn to think
in terms of “I”. In addition, in this group the right to privacy is invoked, and expressing
what one thinks is a sign of honesty.

The Masculinity/Feminity dimension has been studied by Spence (1984) [90], who
proposed an alternative theory of self-concepts of masculinity and femininity linked to the
concept of gender identity, as opposed to the more familiar concept of sex-role identity. For
Hoffman (2001) [91] masculinity and femininity are both psychological and sociocultural
constructs that test developers have attempted to assess for many years.

In our research, the results obtained show a high femininity distance; specifically the
value obtained was 21 for this group of young people surveyed. As indicated by Hofstede
and Minkov (2010) [34], in this case there is a minimal differentiation of emotional and
social roles in the genders. There is a balance between work and family because you
work to live, looking for a quality of life that allows you to enjoy the small and beautiful
things that life gives you. Generation Z is focused on quality of life; they seek a balance
between family life and their external commitments, they think that they work to live,
and resolve their conflicts through commitment and negotiation without differentiating by
gender. This has recently been corroborated by the study of Garha (2020) [92] applied to
Indian communities where male and female roles are approximated given the social and
demographic transformation experienced by this population.

Epstein (1999) [93] proposes a definition of uncertainty or aversion to ambiguity. This
concept has been reformulated by Andersen et al. (2009) [94], who estimate the extent of
uncertainty aversion in a manner that is parsimonious and consistent with theory. They
demonstrate that one can jointly estimate attitudes towards uncertainty, attitudes towards
risk, and subjective probabilities in a rigorous manner.

The score obtained in this component indicates, according to Hofstede and Minkov
(2010) [34], that these young people accept events as they come because uncertainty is part
of daily life, which leads them to have self-control, low anxiety, and low levels of stress.
They consider that it is okay to take a risk so there is no problem in changing jobs and that
differences of opinion are acceptable.

Therefore, the zero aversion to uncertainty of the young people of Generation Z cannot
be interpreted only by the generational group to which they belong, but the religious
component adds special characteristics, specifically faith, trust in divine providence, the
profound meaning of life that illuminates all events, and the conception of eternal life,
which more than justify the score obtained in this dimension.

Long-versus short-term orientation was Hofstede’s fifth dimension of national cul-
tures [27]. Analyses by Minkov (2007) [95] of World Values Survey data, collected from
representative samples of national populations, allowed the calculation of a new version of
this dimension, this time across 93 countries. National scores on the dimension correlate
with certain family values, school results, business values, environmental values and,
under favorable historical conditions, economic growth. The new scores by Hofstede and
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Minkov (2010) [34] allow new predictions for economic developments in different parts of
the world.

This magnitude has risen to 21 in the collected questionnaires, and following Hofstede
and Minkov (2010) [34], this implies that individuals are oriented towards saving and
caring for resources. They believe that perseverance and effort produce results slowly. In
turn, they are willing to postpone their own wishes for a good cause.

Tsakumis, Curatola and Porcano (2007) [84] used the Indulgence versus Containment
dimension of the Hofstede model, applying it to tax evasion at the level of countries
with results of interest. In our case, this dimension has given a negative result for the
respondents, specifically a value of −3. This means, according to Hofstede and Minkov
(2010) [34], according to this it would be expected that the young people of Generation Z
were oriented towards indulgence, as it happens. In such a culture, behaviors are free, and
they have a higher percentage of happy people. In the workplace, material reward does not
come first, because material objects are not used to achieve status; consequently, individuals
do not feel with easily treated unfairly and people are more positive and optimistic.

This age segment above all values and defends freedom. In this way, we highlight
the importance of the practice of religious freedom among young people worldwide [96].
This generation, outgoing and friendly, focuses on the present moment. In addition, they
have social concerns and give importance to the well-being of others. That is why we
agree with [97] and [98] on the importance of creating the spirit of solidarity among young
people in order to improve the world in which we live.

5. Discussion, Conclusions, Limitations and Future Lines of Research

After the theoretical review performed, we considered Hofstede’s cultural model as
the expression of education in values with a global perspective. The profile established for
the higher education students belonging to Generation Z with religious commitment has
various implications in the management of religious tourism. From the analysis performed,
according to Hofstede’s dimensions, and taking into account the results obtained, we
characterize Generation Z according to very specific behavior patterns.

Namely, before the trip, this age segment will not make excessive planning. The
journey will tend to be done in a group, and during the trip they will not be excessively
demanding, so they will not continually complain about circumstances that arise, although
they will value treatment and courtesy received; this will allow them to fully enjoy their
trip and in the subsequent outing will tend to do so with the same tourism service provider.

The higher education students of this generation are great innovators and are con-
stantly updated in the field of technology, especially in those who do not need direct
contact with another person. For the management of ICTs, they are governed by previous
experiences and opinions of the group, mainly those obtained in social networks. They
perceive that the risk of using these is always less than the potential benefit, which leads
them to make great use of the Internet to reserve or purchase tourist services, but they
condition their decisions on the opinion of others. The attitude towards a website will be
guided more by its ease of use than by its usefulness and by the reviews of other users who
have previously used it.

This directly affects various aspects that should be taken into account when developing
an effective management of religious tourism. Thus, companies must rigorously take care
of the terms and conditions agreed. An online service must be offered that has a positive
impact on the perception of the quality of the service received by customers. It is also
important not to save design efforts on the website aimed at reducing user insecurity
and dissatisfaction.

Companies that offer religious tourism to higher education students of Generation
Z should invest time to improve the usefulness of the website as it is essential for these
users. In this sense, we recommend that they pay maximum attention to online reviews,
establishing a job, for example that of a community manager, especially dedicated to
answering the assessments made by other people who have previously used the services.
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These responses can be in the form of thanks for the congratulations received, convincing
explanations for the complaints made, or apologies in cases where the error is accepted by
the tourist service provider.

Another recommendation for these companies is to implement a cross-cultural analysis
to carry out a market segmentation based on the results obtained with this study. We believe
that it may be of interest for tour operators to specifically reach each market segment if it is
previously defined; the management of religious tourism applied to Generation Z will be
more effective if applied in a segmented manner.

In relation to the situation of religious tourism since the pandemic and Generation Z,
we can say that there have been many virtual initiatives to participate in events, services,
or prayers in the main sanctuaries or holy places. Young people of this generation are very
familiar with this environment, so their participation has been easy.

Among the main limitations of this study were the current difficulty for its applicability
due to the uncertainty generated in the tourism sector derived from the health crisis caused
by COVID-19. We consider that we are at a crucial moment for all types of tourism, and
specifically for religious tourism, where the most prudent recommendation is to wait for
the situation to return to normal.

Therefore, the future lines of research that we are now considering will be a conse-
quence of the new scenario that tourism will present in the post-COVID-19 era. Although
the current situation is not very encouraging, we are convinced that the sector will recover
in a short period of time. We believe that religious tourism has an important role and will
serve as a foothold in the recovery of the sector, and its practice is not limited exclusively
to Generation Z but to society as a whole.
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Appendix A

29

Indicate which of the following categories of religious tourism you have practiced:
Pilgrim: Tourism is carried out solely for religious reasons, being practitioners of a
certain religion.
Pilgrim-tourist: There is a combination of religious and leisure motifs.
Believer: Those who make the journey out of devotion to a particular saint or religious
figure without actually practicing a certain religion.
Visitor: The reason for your trip is not linked to a religious motive.

30 Do you consider yourself part of any religion?

31 Believe in God?

32
Indicate the level of commitment or religiosity that you think you have with the religion
you profess, with 1 being a very low commitment and 5 a high degree of commitment.
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