
 Copenhagen Business School - 2018 

 

The Influential Factors on Destination Choice 

A Study of Value and Travel Motivation Identification and the Influence 

on the Image of Copenhagen 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Master’s Thesis 

 

Mia Bramsted Precht 

International Business Communication – Intercultural Marketing 

12-01-2018 

Fumiko Kano Glückstad 

Number of Characters: 160,144 

Number of Pages: 75 



	 	 	

	

I	

Abstract 
During the past few years, travels have increasingly become more important for people 

worldwide. Today, the tourism sector is one of the most prominent economic activities 

and fastest growing industries in the world. It accounts for 10 percent of the world's 

total economic output. The popularity of traveling to various destinations around the 

world does not seem to decrease. On the contrary, experts predict the number of travels 

to grow even further. By 2030, the total number of foreign tourist arrivals may reach 

1.8 billion. Due to the increased competition between travel destinations, it is even 

more crucial to improve the competitive advantage of the place. Thereby, the purpose 

of the study is to be able to understand which factors influence the place images of 

young adults. Hence, the research aims to investigate which values and travel 

motivations young Danes and Non-Danes believe are essential to them. As well as, it 

is trying to examine how these factors affect the place image formation process in 

regards to the associations they have with Copenhagen.  

 

The quantitative method in the shape of an online survey collected the data to enable 

one to investigate the value and travel motivation elements in the destination choice 

process. Furthermore, the survey also includes an open-ended qualitative question to 

understand the image of Copenhagen in the minds of the respondents. The respondents 

are 113 young adults between 20-35 years-old with 26 different national backgrounds. 

They were divided into females vs. males and Danes vs. Non-Danes to see if 

differences or similarities exist.  

 

The findings show that gender does not influence the identification of the values which 

is also the case in regards to their image of Copenhagen. However, the difference 

between the Non-Danish and Danish respondents was more significant. The Non-

Danish respondents appear to be more adventurous, like to take chances and do new 

things than the Danish respondents. The Danish respondents believe it is more 

important to be loyal, honest, forgiving, and helpful. On the other hand, gender 

appears to influence travel motivations. The male respondents seem to want to 
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experience culture. However, the female respondents travel to have fun and to get 

away. The variation in travel motivations also exists between the Non-Danes and 

Danes. Here, the Non-Danes are more motivated to experience culture, whereas, the 

reason the Danes travel are to be able to relax. The primary values and travel 

motivations seem to correlate with the Value-Motivation groups which the respondents 

identify with. Additionally, the Non-Danish respondents appear to have a more 

positive image of Copenhagen than the Danish respondents. It is due to the Non-

Danish respondents only have negative associations in regards to it being expensive 

and cold. On the other hand, the Danish respondents also view Copenhagen as a noisy, 

busy, and an expensive city with snobbish people. The findings also showed that 

young adults use the Internet, friends and family, social media, and travel guidebooks 

to get information about destinations. 

 

According to the results of this study, value and travel motivation identification seem 

to vary as an effect of cultural backgrounds. As well as, gender seems to influence 

travel motivations. The young adults prefer to use information sources such as the 

Internet, friends and family, social media, and travel guidebooks when they want to 

increase their knowledge about a destination. Furthermore, values and travel 

motivations seem to influence the image of travel destinations, which in this case is the 

image of Copenhagen. Thus, the personal characteristics of the destination shape 

travelers’ associations of a place. In this way, the values and travel motivations seem 

to enable one to understand what young adults believe are essential for them when 

they are choosing a travel destination. Thus, it is possible for place marketers to use 

the information to develop more targeted strategies. As a result, they may be more 

successful in attracting an increased number of visitors and improve satisfaction. As 

well as, it enables them to target tourists who value the aspects which the destination 

can offer them.
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1. Introduction 
The tourism sector is one of the most important economic activities and fastest 

growing industries in the world (Turner & Freiermuth, 2017). According to the World 

Trade Organization, WTO, (2016), the tourism industry is now the third largest export 

regarding global earnings. Furthermore, the tourism sector accounts for 10 percent of 

the world's total economic output (WTO, 2016). In 2015, international tourists 

generated USD 1.5 trillion in export earnings and international tourist arrivals grew by 

4.6 percent. The United Nations World Tourism Organization, UNWTO, forecasts 

foreign tourist arrivals to reach 1.8 billion by 2030 (World Tourism Organization, 

2017a; 2017b). 

Kotler, Haider, & Rein (2008) were among the first to highlight the importance 

of places to run and market themselves as businesses. They developed a concept called 

strategic place marketing. Place marketing refers to the effort of influencing target 

audiences to behave positively to products or services within a specific place. 

However, attempts to educate target audiences or change their attitude about a 

destination are not marketing (American Marketing Association, 2017). Though, today 

countries, regions, and cities are increasingly using place branding as a tool to 

communicate their distinctiveness to travelers, residents, and companies. Place 

branding is the process of communicating the image of a specific place to a target 

group (Anholt, 2010). Place marketers promote a place brand due to the increased 

competition between potential travel destinations (Turok, 2009). Several studies have 

highlighted the reason place marketers use place branding. Marketers use place 

branding to communicate the positive aspects of the destination, i.e., a positive image. 

Thus, they are trying to position the destination at the top of the target group's minds 

(Kavaratzis & Ashworth, 2007; Braun, 2012; Zenker & Beckmann, 2013).  

As with companies which use branding to add value to products, services, or 

organizations, place marketers can use place branding to affect people's quality 

perception of a place. Thus, it enables them to attract more tourists, residents, firms, 

and investments (Boisen, Terlouw, & Gorp, 2011). According to Zenker and Braun 

(2010), a place brand is a network of associations in the consumers' mind based on the 



	  Page 4 of 122 
	

visual, verbal, and behavioral expression of a place. It is embodied through the aims, 

communication, values, and the general culture of the place's stakeholders and the 

overall place design (p. 3). Hence, it is essential to understand, how the target groups 

perceive the communicated expressions. 

 

1.1. Literature Review 

The importance of tourism to the economy makes tourism industries and companies 

increasingly more interested in understanding what influences tourists to choose a 

specific travel destination. In this way, the tourism industries and companies can make 

strategic decisions which will be more successful in attracting more tourists to the 

destination (Josiassen, Assaf, Woo, & Kock, 2015).  

Tourism research is increasingly focusing on how values are affecting travelers' 

behavior and decisions. Values are guiding principles which determine how 

individuals ought to behave (Parks & Guay, 2009). Furthermore, researchers widely 

accept that values determine what attributes a consumer will focus on in a product 

(Reynolds & Gutman, 1984; Perkins & Reynolds, 1988). Values direct and shape 

consumers' lifestyle. Hence, values are factors which explain consumers' interests, 

outlooks on life, and consumption priorities. In regards to tourism research, it can help 

explain why people choose to travel to a specific destination (Muller, 1991). Several 

studies are highlighting the significance of personal or human values on people's 

behavior. Thus, individual values explain consumer behavior (Thrane, 1997; 

Kamakura & Novak, 1992; Muller, 1991; Kamakura & Mazzon, 1991; Mehmetoglu, 

Hines, Graumann, & Greibrokk, 2010). In this paper, it also applies to tourism 

destination preferences. 

As with values, motivations motivate actions (Rohan, 2000; Seligman, Olson, & 

Zanna, 1996). In other words, motivations are needs which makes an individual act in 

a specific way to reach the desired satisfaction (Beerli & Martín, 2004a). Studies 

suggest that motivations have a direct influence on the affective component of the 

image (Dann, 1996; Baloglu & Brinberg, 1997). As the affective image refers to the 

feelings which people have of a place, it seems as people with different motivations 
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may perceive a travel destination similarly (Beerli & Martín, 2004a). Thus, a 

consensus between the travel motivations and the destinations influences the affective 

image positively (Baloglu & McCleary, 1999; Beerli & Martín, 2004a). “Push” factors 

are intangible factors which pushes a tourist away from home, whereas, “pull” factors 

are physical characteristics which pull tourists towards the destination. Thus, they refer 

to what makes a destination attractive for potential visitors (Andreu, Bigne, & Cooper, 

2000). Several researches emphasize “Push” and “Pull” factors as essential factors in 

shaping tourist motivations (Crompton, 1979; Andreu, Bigne, & Cooper, 2000; Dann, 

1977; Kozak, 2002; Jönsson & Devonish, 2008). Furthermore, travel motivations are 

the reasons people travel, as well as, researchers believe they can explain why tourists 

want to travel to a destination (Crompton, 1979). Several studies have tried to 

investigate what makes individuals want to travel (Botha, Crompton, & Kim, 1999; 

Jang and Wu, 2006; Kim, Lee, & Klenosky, 2003; Park and Yoon, 2009).  

Another central theme in tourist research is to try to understand how tourists 

evaluate and choose among destinations (Josiassen, Assaf, Woo, & Kock, 2015). Thus, 

it is easier to fulfill the needs and wants of the tourists. Several researchers have 

highlighted the importance of place image, which individuals have, to understand 

which travel destinations they prefer to visit (Josiassen, Assaf, Woo, & Kock, 2015; 

Ramkissoon & Uysal, 2011; Beerli & Martín, 2004b; Baloglu & McCleary, 1999; 

Kock, Josiassen & Assaf, 2016). Place image refers to the overall image individuals 

have of a destination which influences decision-making (Josiassen, Assaf, Woo, & 

Kock, 2015). In other words, it is the overall evaluation in the mind of an individual 

which is expressing whether a person likes or dislikes a destination (Frias, Rodriguez 

& Castañeda, 2008). Furthermore, place image refers to the mental representations of a 

destination which exist in the minds of individuals (Del Bosque & San Martín, 2008). 

Thus, the place image which the tourists have of a destination will positively influence 

the choice of travel destination, i.e., a negative image is highly likely to not attract 

tourists (Kock, Josiassen & Assaf, 2016).  
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1.2. Research Question 

Based on the literature review, the focus of this study is on finding out what factors 

influence young adults' choice of travel destination, and how do these factors affect the 

place image of Copenhagen? As well as, it is answering the following sub-questions: 

 

• Which values and travel motivations do young adults mostly identify with? 

• How do young adults perceive Copenhagen? 

• How do young Danes and Non-Danes differentiate? 

 

1.3. Copenhagen as a Destination 

In comparison to the other capitals in Scandinavia, including Finland, Copenhagen 

performs well in attracting tourists to the city. In 2015, visitors to Copenhagen booked 

9.8 million overnight stays (Spangenberg, Hartmann & Højland, 2015). In comparison, 

Helsinki only had 3.45 million overnight stays in 2015 (Visit Helsinki, 2015), as well 

as, Oslo had 4.38 million overnight stays (Innovasjon Norge, 2015). Only Stockholm 

exceeds Copenhagen due to its 12.9 million overnight stays in 2015 (Stockholm, 

2015). Even though Copenhagen's performance in attracting tourists is better than the 

neighboring capitals, except Stockholm, it is not a part of the top 15 European cities 

according to numbers of overnight stays (European Cities Marketing, 2017). On the 

other hand, Stockholm ranks eleventh in the top 15 European cities (European Cities 

Marketing, 2017). Hence, the destination in this study is Copenhagen. It is due to the 

possibility to investigate factors which place marketers can use to attract tourists more 

successfully and promote a positive image of the city.  

 

1.4. Research Purpose 

To address the research question, what factors influence young adults' choice of travel 

destination, and how do these factors affect the place image of Copenhagen, this study 

takes a departure in objectivism and constructivism. By this means, the objective point 

of view investigates the subjective views of values and travel motivations of young 

adults (Gray, 2014). Within the objectivism perspective, the study takes departure in 
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the post-positivistic theoretical perspective which focuses on probabilities rather than 

certainties (Gray, 2014). Furthermore, constructivism investigates the associations of 

the young adults to examine their image of Copenhagen. According to the 

Constructivist epistemology, meanings are constructed not discovered, i.e., subjects 

create meanings in different ways, even about the same phenomenon. Thus, various 

views of an aspect can exist (Gray, 2014, p. 20).  

 

2. Theoretical Focus 
As aforementioned, the theoretical structure of this paper is based on four theoretical 

points of view which all help to explain, which factors influence tourist destination 

choices. These four research studies have been chosen due to their focus on how 

values and travel motivations influence the behavior of consumers, and how this 

affects the decision-making process of tourists. The four studies which direct this 

paper are: 

 

• The Value Theory by Schwartz 

• Tourist Motivations by Kozak 

• Model of the Formation of Destination Image by Beerli & Martín 

• Travel Destination Choice Process by Um & Crompton 

 

2.1 Schwartz’ Value theory 

Schwartz identified ten basic human values which act as guiding principles in people's 

lives. The ten basic human values or personal values, include self-direction, 

stimulation, hedonism, achievement, power, security, conformity, tradition, 

benevolence, and universalism (Schwartz, 2012). Schwartz divided these values into 

two central conflicts which are Self-Enhancement (power, achievement, hedonism) 

versus Self-Transcendence (benevolence, universalism) values and Openness-to-

change (self-direction, stimulation) versus Conservation (tradition, conformity, 

security) values (Elster & Sagiv, 2015). 
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The self-direction value represents people who are independent, curious, creative, and 

adventurous. These people like to explore new things, choose their own goals, and 

highly value freedom (Schwartz, 2012).  

On the other hand, people who consider security as being a significant value 

want to be in familiar environments. They highly value safety, harmony, and stability. 

Furthermore, it is essential for them to reciprocate favors. Thus, these people do not 

like change and are more reluctant to take chances (Schwartz, 2012).  

The stimulation value dimension is also in the open-to-change category. People 

who value this value are looking for a varied life with a lot of excitement. They do not 

like to live a boring life but would instead want to do something daring. In other 

words, people within this dimension receive stimulation through actions which they 

normally do not do (Schwartz, 2012).  

The hedonism value includes people who want to satisfy their own needs. They 

do not want others to dictate what to do. Rather, they do whatever they want to do. 

Additionally, they wish to enjoy life and highly value pleasure (Schwartz, 2012).  

One of the self-enhancement values is the achievement value. This value 

represents people who strive for personal success by demonstrating their competence. 

 

 

Figure 1. Theoretical model of relations among ten motivational types of value 

 

 

Although the theory discriminates ten values, it postulates that, at a more basic level, 

values form a continuum of related motivations. This continuum gives rise to the circular 

structure. To clarify the nature of the continuum, I note the shared motivational emphases 

of adjacent values:  

 

a) power and achievement--social superiority and esteem;  

b) achievement and hedonism--self-centered satisfaction;  

c) hedonism and stimulation--a desire for affectively pleasant arousal;  

d) stimulation and self-direction--intrinsic interest in novelty and mastery;  

e) self-direction and universalism--reliance upon one's own judgment and comfort with 

the diversity of existence;  

f) universalism and benevolence--enhancement of others and transcendence of 

selfish interests;  

g) benevolence and tradition--devotion to one's in-group;  

h) benevolence and conformity--normative behavior that promotes close relationships;  

i) conformity and tradition--subordination of self in favor of socially imposed 

expectations;  

Universalism

Benevolence

Conformity
Tradition

Security

Self-Direction

Stimulation

Hedonism

Achievement

Power

9

Schwartz: An Overview of the Schwartz Theory of Basic Values

Produced by The Berkeley Electronic Press, 2011

Figure a. Model of Basic Human Values. Adapted [reprinted] from An Overview of the Schwartz Theory of 

Basic Human Values by S.H. Schwartz, 2012, Online Readings in Psychology and Culture, 2(1), p. 9. 
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Thus, these people are ambitious and capable. In this way, they want to be successful 

and influential. In other words, these people like to promote themselves (Schwartz, 

2012). 

Another of the universal values is power. The power value represents people 

who highly value social status and prestige. These people seek control or dominance 

over people and resources. In other words, people who think the power value is 

essential for them believe in authority and want to be wealthy (Schwartz, 2012). 

On the opposite side of the value circle is the universalism value. The value 

describes people who understand, appreciate, and protect all people and nature. They 

are tolerant towards others, i.e., they are broadminded. Additionally, they highly value 

equality and world in peace. In other words, people are ought to treat other people and 

the environment with respect (Schwartz, 2012). 

The conformity value exists within the conservation category. By this means, 

people who highly value this do not like to do things which may violate social 

expectations or norms. Thus, these people will avoid actions and inclinations which 

may upset or harm others. By other means, the conformity value describes people who 

do not like to do things which are not in correlation with the overall expectations and 

opinions of the group or society. Hence, these people are polite, obedient, and are 

honoring parents and elders (Schwartz, 2012). 

Also within the conservation category is the tradition value. People who believe 

tradition is essential are humble and accepting their position in life. In this way, they 

respect, accept, and commit to the customs and ideas of the culture they live in. 

External social forces direct the lives of these people rather than internal personal force 

such as the stimulation and self-direction values (Schwartz, 2012). 

Finally, the benevolence value represents people who want to preserve and 

enhance the welfare of those who they are close to. These people need affiliation, i.e., 

they want to belong to a group. Furthermore, they are helpful, honest, forgiving, as 

well as, loyal. Hence, they highly value true friendships which they want to maintain 

(Schwartz, 2012). 
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2.2 Tourist Motivations by Kozak 

In 2002, Kozak conducted a study to identify the motivational factors for traveling to a 

specific destination. He generated a list of motivations by creating an open-ended 

survey which he sent to a group of staff at a British University who had previously 

traveled to a Mediterranean destination. Kozak asked the participants to list the three 

most important reasons why they considered visiting these places (Kozak, 2002). He 

then divided the motivations into four categories consisting of several motivations. 

The first group is 'culture' which includes motivations such as to visit historical and 

cultural sites, to increase knowledge of new places, and to meet local people. The 

second category is about pleasure-seeking, i.e., people are visiting a travel destination 

to mix with fellow tourists, to seek adventure, to have fun, and to get away from home. 

Another category is the relaxation factor which motivates travelers to go to a 

destination because they want to be emotionally and physically refreshed, spend time 

with people they care deeply about, relax, and enjoy good weather. The last category is 

the physical factor. This category list motivations such as to get close to nature, to 

engage in sports, and to be active (Kozak, 2002).  

In this study, additional motivations discovered by Vuuren & Slabbert (2011) 

extends the list of motivations by Kozak. The motivational factors are visiting new 

places, meeting new people, increasing the quality of life, being part of recreational 

activities, security, status, and prestige (Vuuren & Slabbert, 2011).  

 

2.3. Model of the Formation of Destination Image 

As the study focuses on understanding what influences travelers' destination choices, 

and how this affects the image of travel destinations, it is essential to understand the 

components which influence the formation of the destination image. Beerli & Martín 

(2004a) have developed a model explaining the different components which are an 

essential part of forming a destination image.  
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According to this model, which is based on research by Baloglu & McCleary (1999), 

external stimuli and internal stimuli influence destination image. In other words, 

external stimuli, which consists of different information sources, and the internal 

stimuli, i.e., the personal characteristics of an individual, are an essential part in 

forming an image of specific destinations.  

Information sources refer to the diverse nature of information sources which 

individuals can use (Beerli & Martín, 2004a). This dimension includes both primary 

and secondary information sources, i.e., primary information gathered by individuals 

who have visited a place. Furthermore, information sources can also be secondary, i.e., 

individuals acquire information through media such as TV, family, and friends (Beerli 

& Martín, 2004a). Thus, the primary image and secondary image of a specific 

destination may not be the same.  

The other factor which influences the image of a destination is personal factors. 

The personal factor consists of both socio-demographic characteristics, as well as, 

psychological characteristics. By this means, age, gender, and education influence 

destination image, as well as, motivations, values, personality, and lifestyle. Thus, 

individuals build their mental picture of a destination (Beerli & Martín, 2004a).  

Figure b. Model of the Formation of Destination Image. Adapted [reprinted] from Factors Influencing Destination 
Image, by A. Beerli & J. Martín, Annals of Tourism Research, 31(3), p. 660. 
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The personal factors of the individual influence the cognitive image of 

individuals. Thus, it is affecting how the individual perceives places which affect the 

overall place image (Beerli & Martín, 2004a). Furthermore, motivations influence the 

image forming process, as well as, the destination choice (Baloglu & McCleary, 1999). 

In the image formation process, motivations are affecting the affective component of 

the destination image. The affective image is the feelings which specific places evoke 

in the minds of travelers. The affective component, as the cognitive component, also 

affects the overall image of a destination (Beerli & Martín, 2004a). 

 

2.4 Travel Destination Choice Process 

As previously mentioned, destination image and destination affect play a significant 

role in the travel destination choice process. Thus, travelers are listing potential travel 

destinations in which they are evaluating each of them to find the best destination.  

 

 

 

 

 

 

 

 

 

 

 

 

 

According to Um & Crompton (1990), travelers gather potential travel destinations in 

the awareness set. In this stage, travelers are considering all possible travel 

destinations which they are aware of. By this means, the traveler has not made any 

initial decisions, i.e., the traveler has not yet considered any limitations the 

Figure c. Model of Pleasure Travel Destination Choice Process. Adapted [reprinted] from Attitude Determinants in 
Tourism Destination Choice, by S. Um & J. Crompton, Annals of Tourism Research, 17, p. 435. 
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destinations may have. In other words, the traveler gathers all the locations which it 

desires to travel to without considering factors such as money or time (Um & 

Crompton, 1990).  

External stimuli impact the awareness set stage. It includes all social interactions 

and marketing communications, i.e., everything which official and private sources 

communicate about a destination (Howard & Seth, 1969). 

After listing all potential travel destinations, the traveler begins to evaluate them 

based on internal inputs which include socio-psychological factors. These factors 

include motives, values, and attitudes. It also includes personal characteristics which 

are based on socio-demographics, personality, lifestyle, and situational factors (Assael, 

2006). Thereby, the exposition to external stimuli forms a traveler’s beliefs of a 

destination. However, they differ from each traveler due to a traveler's socio-

psychological set. As a result, each traveler will reduce the number of travel 

destinations down to the ones which it considers reasonable and possible to travel to 

(Um & Crompton, 1990). 

Finally, from this stage, the traveler selects the travel destinations which it is 

most likely to travel to after considering the personal constraints which may limit the 

traveler to go to certain places. Hence, the socio-psychological set of the traveler plays 

a significant role in the travel destination choice process. Thus, it is making destination 

images and imagery different which creates variations in travel destination preferences 

between travelers (Um & Crompton, 1990). 

 

2.5. Why Choosing these Theories? 

The theories mentioned above, which guide the research, have been chosen to 

understand what influences tourists’ travel destination decisions. The tourism industry 

is growing, and it is currently accounting for ten percent of the world's total economic 

output. Furthermore, it is the third largest export represented in global earnings (WTO, 

2016). With this theoretical framework, it enables one to collect data which place 

marketers will be able to use to understand how they may become more successful in 

attracting more tourists to the destination. 
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Economic factors drive many place marketers and researchers. However, tourism 

is not only about this. According to Villamira (as cited in Šimková, 2014), tourism is 

also social, psychological, and cultural. Hence, it is essential to investigate the 

behavior of tourists. 

There are many relevant theories when it comes to place branding and to 

understand the behavior of tourists. However, according to Schwartz (1992), the value 

systems which each has developed guide people’s behavior. In other words, specific 

values, which each of them finds most important, govern people’s actions, i.e., values 

are part of the personality of an individual. Thereby, tourists act and create preferences 

based on how they rank values in the value system. Hence, the Value Theory by 

Schwartz has been chosen to guide this study. In this way, it will be possible to 

understand the influence of values on travel destination decisions.  

In combination with the tourist motivations developed by Kozak (2002), the ten 

universal values created by Schwartz (1992) make it possible to investigate how 

different value combinations create different preferences of place attributes. As a 

result, it will help illuminate why some people choose specific travel destinations 

rather than others. In other words, this combination deepens the understanding of how 

some destinations rather than others motivate travelers to visit them.  

Additionally, Virdi and Traini (as cited in Šimková, 2014) state that actions of 

tourists are not only based on personal and social aspects but motivations also drive 

action. Thus, motivations play a significant role in making people travel to specific 

destinations. Hence, the study by Kozak (2002) has been chosen to guide this study to 

include the primary travel motivations which drive the behavior and actions of tourists.  

This study aims to find out why people choose specific travel destinations. Thus, 

it is crucial to find out which aspects influence travel decisions. For this reason, a basic 

model of the travel destination choice process (Um & Crompton, 1990) has been 

chosen to guide the study. It is necessary to collect data about the components of the 

travel destination choice process to investigate why some travelers choose to travel to 

specific destinations. Thus, the destination choice process model by Um & Crompton 

(1990) guides the research.  
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According to Um & Crompton (1990), socio-psychological factors play a crucial 

role in the travel destination decision-making process. These socio-psychological 

factors involve values, motives, attitudes, and personal characteristics. Hence, it is 

crucial to investigate which values and motives affect the travel destination choice. It 

is another reason Schwartz' value theory and Kozak's travel motivations are part of the 

theoretical framework. 

There are an immense variety of possible travel destinations. Thereby, travelers 

do not consider certain destinations due to they are unknown or unrealistic because of 

economic or personal constraints (Gartner, 1993). Hence, the image of the destination 

becomes an essential part of the destination selection process (Goodall, 1991). The 

traveler ought to be aware of the destination before it can be a part of the selection 

process. If the traveler has a great image of a specific destination, the traveler 

considers the destination as a potential travel destination. It is then vital in creating a 

strong place image because it is only the destinations with a positive place image in the 

minds of the travelers which will be part of the final decision (Gartner, 1993). Thus, 

the place image is one of the components which drives the decision choice of where to 

go on vacation. Hence, the Model of the Formation of Destination Image (Beerli & 

Martín, 2004) is part of the theoretical framework of this study. In other words, the 

study is conducted to investigate how the participants view Copenhagen. It is trying to 

examine the place image of Copenhagen which the participants have.  

Together with the Schwartz' Value Theory (2012) and Kozak's travel 

motivations (2002), it will be possible to investigate how motivations and values affect 

the travel destination choice and the image of Copenhagen. 

 

3. Methodology and Research Design 
This section describes the research methodology and design. More specifically, this 

section explains the chosen methods, the target group, and how the data is analyzed. 

By this means, there will be a description of why specific methods have been chosen, 

as well as, the decisions behind the choice of a target group. Finally, this section will 

explain how the collected data has been analyzed and potential limitations. 
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3.1. Inductive Reasoning 

The study is conducted through the inductive approach where the data are analyzed to 

see if there are any apparent relationships between the variables. In other words, one 

did not collect the data to falsify or confirm a theory. Instead, the research strives to 

establish patterns, uniformity, relationships, and meanings of the data (Gray, 2014). 

With an inductive approach, it is possible to generalize out from the patterns which 

have emerged after the analysis of the data. However, it is essential not to make any 

hasty inferences or conclusions based on the results of the analysis (Gray, 2014). In 

this case, it is trying to find relationships between which of Schwartz' values the 

respondents mostly identify with, and what motivations they believe are most 

important when choosing a travel destination. Thus, the study is attempting to discover 

a connection between values, travel motivations, and how people perceive 

Copenhagen. In other words, it is trying to research how travelers' values and 

motivations influence the image of a destination. In this case, Copenhagen is the target 

destination. 

 

3.2. Methods 

There are two basic methods for collecting data in research. These methods are 

quantitative and qualitative. These two types of methods are distinctive approaches 

which provide different ways of analyzing the research problems (Kothari, 2008).  

Researchers use the quantitative research to quantify attitudes, behavior, 

motivations, and other defined variables by generating numerical data. Based on the 

quantitative data, it is possible to generalize results and reach a broader sample than 

qualitative methods. Quantitative methods are very structured, and it includes different 

types of surveys, e.g., online surveys, face-to-face interviews, telephone interviews, 

online polls, and systematic observations (Saunders, Lewis, & Thornhill, 2009).  

On the other hand, one uses the qualitative research method to investigate the 

reasons for human behavior. With this type of research method, the aim is to discover 

what underlies the motives and desires of the respondents. Furthermore, it is used to 

investigate how they feel or think about a subject (Kothari, 2008). Qualitative data 
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collection methods include unstructured or semi-structured techniques. The researcher 

collects data through individual interviews, focus groups, and observations (Saunders, 

Lewis, & Thornhill, 2009). 

This study focuses on the quantitative method in the shape of an online survey to 

collect data. One of the reasons a quantitative research method has been used is 

because it is possible to investigate the characteristics of the participants (Kothari, 

2008). In this case, one used it to measure which values the participants mostly 

identify with and which of the listed motivations they think are most important when 

choosing a travel destination. Hence, it quantifies the selected values and motivations 

which makes it possible to group the participants into smaller groups based on similar 

values and motivations. Thus, it is possible to find out the relationship between values 

and what travelers consider important when they visit a destination. In other words, it 

helps understand what motivate people to choose a specific destination based on the 

values they mostly identify with. 

Furthermore, this study aims to reach people from Denmark, but the research 

also tries to reach people who grew up in countries outside of Denmark. In this way, it 

focuses on Danes but also on Non-Danish respondents. In this way, it tries to get a 

picture of how much people know about Copenhagen, even though they might not 

have visited the place before. The reason for it is to make it possible to use the data to 

understand how to attract more tourists to Copenhagen. The quantitative method, in 

the shape of an online survey, allowed one to reach these people and made it possible 

for them to participate in the study. It was not possible to travel to different countries 

to collect data due to limited resources and time. Hence, the best way to collect data 

for this research was to conduct an online survey. In this way, it was possible to reach 

people who do not live in Denmark. Thus, it increased the sample size and the 

geographical distribution of the participants. 

Additionally, most of the people today spend many hours searching for 

information and communicating through the Internet (Fox et al., 2001; Nie, Hillygus, 

& Erbring, 2002). Primarily, the generation referred to as Millennials use a 

considerable portion of their time online (Statista, 2017a). As the target group of the 
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study are young adults between 20-35 years old, also referred to as Millennials, it is 

prominent to reach the participants through the Internet. For this reason, the data for 

this study has been collected through an online survey. 

To distribute the online survey, the most effective channel to reach the chosen 

target group is Facebook. The social media platform was the most efficient way to 

reach the target group due to the importance of social media in the lives of the 

Millennials. Facebook continues to be the leading social media platform among the 20-

35-years-old (Moss, 2015). By this means, Millennials use Facebook to communicate 

with others every day (Greenwood, Perrin, & Duggan, 2016). 

Also, Facebook increases the likelihood of reaching a broad range of respondents 

with different cultural backgrounds. According to Statista (2017b), Facebook had 1.7 

billion monthly active users in 2016. Hence, this social media platform creates a high 

potential for reaching people from a wide range of countries.  

Another reason the distribution channel is Facebook is due to the simplicity of 

sharing information with a considerable amount of people which extends further than 

the closest relationships. Thus, it was possible to reach people between 20-35 years old 

from various countries from different continents. In other words, Facebook removed 

the limitations of physical boundaries which expanded the pool of potential 

participants. Mainly, this was important to conduct this survey due to the chosen target 

group. Also, Facebook was a feasible option to get people from different countries to 

participate in the survey. It was possible to contact the Danish participants through 

other means. However, Facebook made it easier to get in contact with a higher number 

of participants due to the concentration of active users. Additionally, Facebook is one 

of the leading communication platforms in current time (Statista, 2017b). 

The number of time people spends on the Internet as well as the importance of 

social media today are not the only reasons one collected the data through an online 

survey. Through an online survey, the research will receive the answers immediately 

after the participants have completed the survey (Wright, 2006). Thus, it is possible to 

keep track of how many people are participating in the survey.  
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Another reason a quantitative method, in the shape of a survey, has been chosen, 

is due to the possibility to avoid the influence the researcher may have on the 

participants during qualitative studies. If one collected the data through qualitative 

interviews, then it would have been possible to influence the answers of the 

participants by asking leading questions. The researcher can direct the interviewee 

during the interview in the direction which the researcher wants. It eliminates 

researcher influence with a quantitative survey. As a result, it is obtainable to reach 

objective results without the researcher affecting the answers of the participants 

(Saunders, Lewis, & Thornhill, 2009). Though, it is possible to influence the 

participants in a quantitative study. However, it is not in the same direct way as in 

qualitative research. In a quantitative survey, the researcher can affect the respondents 

by selecting specific items which the participants must answer. Thus, the researcher 

can leave out some items, and in this way, it can direct the answers of the participants.  

Hence, the survey includes an open-ended question to allow the participants to 

express their opinion on an individual subject. In this case, the participants expressed 

their view on the image of Copenhagen. With the open-ended question, it is possible to 

understand the participants' view of Copenhagen without the influence of the 

researcher (Foddy, 1993). In this way, it is achievable to avoid bias which close-ended 

questions may create when they suggest responses to the participants (Reja, Manfreda, 

Hlebec, & Vehovar, 2003).  

Even though limitations of open-ended questions do exist, which the limitation 

section will discuss later, the open-ended questions make it possible to include a 

qualitative approach to the quantitative study. Thus, this type of question allows the 

participants to be more creative and open with their answers. It gives the participants 

the freedom to answer what comes to mind without the researcher limits the answers 

with specific options (Reja, Manfreda, Hlebec, & Vehovar, 2003).  

	

3.3. Target Group 

In this study, the target group is men and women between 20-35 years old. This target 

group focuses on Millennials, and it applies to individuals who became adults around 
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the turn of the 21st century (Goldman Sachs, n.d.). The Millennial generation is the 

target group due to it is a large generation which loves to travel. In fact, this generation 

is 23 percent more likely to travel to other countries than the older generations (Clark, 

2017). Furthermore, Millennials are willing to spend more money on trips. Thus, 

experts estimate this generation to spend each year USD 1.4 trillion on traveling by 

2020 (Clark, 2017). Hence, Millennials are essential to the travel industry.  

The target group consists of people with different cultural backgrounds. It 

consists of people with both Danish nationality and other nationalities to get a bigger 

picture of different value combinations. This decision is made to investigate the 

difference or similarities in the importance of the chosen values, travel motivations, 

and the image of Copenhagen between the participants from various places in the 

world. In this way, the focus will not be on cultural differences between nationalities 

but rather the difference between the human values which Schwartz (1994) found out 

all existed across cultures.  

Furthermore, the choice of including participants from a large variety of 

countries makes it possible to get a more substantial number of participants. Whereas, 

if this study only focused on collecting responses from only a few countries, the 

sample size would not have been large enough. For this reason, the participants have 

been grouped into two categories which are Danes and Non-Danes.  

 

3.4. Pilot Study 

A pilot study has been conducted before the real survey to make sure the questions 

were understandable. Furthermore, one conducted it to find out if the open-ended 

questions were helpful to collect sufficient and valid data. The pilot survey was sent 

out through Facebook to a small number of people within the target group. These 

participants were located outside of Denmark. With the pilot study, it was possible to 

measure how well the participants would answer the questions and receive the survey.  

The pilot study showed that the open-ended questions give another dimension to 

the survey. In this way, they make it possible to understand better how the participants 

view Copenhagen. The pilot study could indicate which attributes the participants had 
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of Copenhagen. Thus, the answers to the open-ended questions in the pilot study could 

be made into Likert-scale or multiple choice closed-ended questions in the real study. 

However, this would limit the range of attributes which the actual participants could 

choose from. As a result, the shift to closed-end questions may increase bias and make 

the participants choose attributes which are not important for them.  

Though, the open-ended questions do make it more difficult to analyze the 

answers than closed-ended questions due to the different nature of them. In other 

words, one must analyze the open-ended questions through interpretation. Whereas, 

the closed-ended questions are quantified. Despite this, one believe it to be essential to 

have the qualitative feature of open-ended questions in the survey. Here, it is due to the 

possibility to investigate the real image which the participants have of Copenhagen 

instead of through a list of attributes. Thereby, it will reduce the risk of affecting the 

answers of the participants.  

Initially, the target group only included Non-Danish people living outside of 

Denmark. However, the pilot study brought to attention that there could be an 

interesting combination with Danish participants. Thus, it makes it possible to find out 

if any differences between how Non-Danes and Danes perceive Copenhagen exist. In 

other words, it allows the study to understand how the image of Copenhagen may 

differ in the minds of travelers with different cultural backgrounds. Hence, the pilot 

study has helped to see the potential of combining Non-Danish and Danish 

participants. Thus, the target group has been altered to include Danish participants.  

 

3.5. Data Collection 

As aforementioned, an online survey, distributed on Facebook, collected the data for 

this study. The survey was posted on Facebook and send through a private message to 

people. Furthermore, the researcher encouraged the participants to send it to others. In 

this way, it increased the likelihood of the survey to reach other participants outside 

the researcher's network. Even people outside the target group helped share the survey 

within their network. University activities, language exchange, and a semester abroad 

created the network which consist of the first respondents. In this way, the network 
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consists of a great variety of people with different backgrounds. Afterwards, these 

respondents then shared the survey with their friends and acquaintances. Thus, it 

created a snowball effect which expanded the number of participants. In this way, it 

has been possible to get participants from several continents such as Europe, Asia, 

North America, and South America.  

 

3.5.1. Survey Structure 

The survey contains both closed-ended and an open-ended question. The reason is to 

be able to measure which values the participants mostly identify with, and which 

motivations they think are most important when choosing a travel destination. At the 

same time, the open-ended question makes it possible to understand how the 

participants perceive Copenhagen. It makes it possible to understand their image of 

Copenhagen. This combination of quantitative and qualitative approaches is to reach 

as many people as possible. The combination of a qualitative question with the 

quantitative survey enables the researcher to target both Non-Danish and Danish 

respondents. Through qualitative interviews, the same sample size would not be 

possible, especially when many of the respondents do not live in Copenhagen.  

The quantitative data and qualitative data would not be comparable due to the 

participants may not be the same, if one used interviews instead of the open-ended 

question. For this reason, the survey includes an open-ended question. In this way, it is 

possible to investigate how people perceive Copenhagen, i.e., which associations the 

participants have of Copenhagen. In this way, it is possible to look at the reasons 

behind the respondent's behavior. 

The closed-ended questions asked the participants to select the statements which 

they believe are most fitting. By this means, they had to select the value statements 

which they mostly identify with, the motivations the respondents think are most 

important, and which information sources they get information about travel 

destinations. The close-ended questions consist of multiple choice, where the 

participants can select multiple points.  
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Furthermore, two of the closed-ended questions consist of single choice. In these 

questions, the participants must select the one value they most identify with and the 

one motivation they think are most important. These questions allow one to group the 

participants based on which value and motivation group they selected. 

This type of data collection has been chosen due to its capability to compare the 

participants' responses. The combination of multiple choice and single choice closed-

ended questions allows one to categorize the participants based on similar values and 

motivations. In these clusters, the frequency of the different values and motivations are 

calculated. In other words, it makes it possible to investigate how many of the 

participants within the various clusters identify with the different values, and which of 

the travel motivations are most important to them.  

 

3.5.2. Analysis of the Survey Data 

The survey information has been compiled and put into tables and figures in Microsoft 

Excel to be able to analyze the data. This same software has been used to get statistical 

results of the values and travel motivations which the respondents believe are most 

important. It allows one to create figures which may unveil any relationship between 

values and travel motivations. In other words, one analyzed the data this way to 

investigate what factors influence the destination choice of young adults. The results 

about values and travel motivations have been analyzed objectively without the 

interference of the subjective opinions of the researcher.  

The rest of the data have been analyzed according to the interpretivist 

perspective. Thus, one interpreted the associations which the respondents have of 

Copenhagen to find out, whether the values and travel motivations of the respondents 

affected the associations. Thus, it is possible to achieve deeper levels of knowledge 

(Gray, 2013). By this means, the two different approaches analyzed the data to 

discover any relationship between values, travel motivations, and how the respondents 

perceive Copenhagen.  
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3.6. Limitations 

Even though, the chosen research design, methods, and theoretical framework are 

selected carefully due to their positive aspects and the possible outcome the 

combination will give. It is still important to be aware of the limitations which they 

have.  

While, the quantitative method makes it easier for the researcher to reach 

participants from several countries, it does have its limitations. It is not possible to ask 

follow-up questions or make sure the survey goes in the right direction (Saunders, 

Lewis, & Thornhill, 2009). In other words, the research has less control over the data 

collection than if it used qualitative interviews to collect data. Thus, the survey limits 

the researcher from helping the participants to understand the questions and make sure 

they are answering thoroughly and as much as possible. It is especially essential with 

the open-ended questions due to the participants must be more independent. For this 

reason, the open-ended questions may lead to no or weak answers caused by the lack 

of researcher's participation when collecting data. The open-ended questions require 

more effort from the participants, and they may perceive them as too much work (Reja, 

Manfreda, Hlebec, & Vehovar, 2003). Thus, some participants may not answer this 

type of questions. 

If the data were collected through interviews, the researcher would have had 

more control over the process. It would have been possible to make sure the 

participants answered thoroughly and precise on the questions. However, it increases 

the likelihood of the research influencing the participants which may lead to incorrect 

answers (Saunders, Lewis, & Thornhill, 2009). In other words, qualitative methods, 

such as interviews, make it impossible to stay objective. On the other hand, 

quantitative methods, such as surveys, enables the researcher to stay objective both in 

data collection and analysis. The researcher may influence the responses through a 

qualitative method due to the high involvement of the researcher. Thus, the subjective 

view of the researcher may influence the results of the study (Saunders, Lewis, & 

Thornhill, 2009).  
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Additionally, the quantitative questions are not able to investigate the causality 

of a topic. It investigates what is happening rather than why this may be happening 

(Saunders, Lewis, & Thornhill, 2009). Thus, it is not possible to investigate the 

reasons something is happening. It is only possible through qualitative studies. 

Furthermore, the participants may answer what is easiest when participating in 

the survey. When there is no control from the researcher, the participant may select the 

points which make it possible to finish the survey as fast as possible (Tavakoli, 2013). 

Thus, some participants may not consider the statements profoundly and what to 

answer. However, they may lightly go over the options and select the first option 

which comes to mind. Though, the first thought which comes to mind may be the 

correct answer, if the participant does not take its time to thoroughly consider its final 

answer it may be too rushed (Tavakoli, 2013). Thus, it may lead to incorrect answers, 

in this case, which does not represent which values and travel motivations the 

participant most identifies with and thinks is most important.  

Another limitation of the survey is the language of the survey. The participants 

who are not from Denmark will complete a survey in English. Many of these 

participants will have varying levels of English where many of them are not native 

English speakers. Thus, it may lead to some of the people, who have received the 

survey, are not participating in the survey. One of the reasons why some people will 

not participate in the survey is because they may not be able to understand the 

questions. Other people may believe it will take too long to complete due to the 

difficulties of understanding the survey.  

Furthermore, the language of the survey may create misunderstandings which 

could lead to wrong answers or no answers at all. Mainly, it can be the case with the 

open-ended questions where it is possible not to give any answers.  

Overall, it is only the Danish and native English-speaking participants who 

complete the survey in their native language. It is a result due to the impossibility of 

translating the survey into other languages. The data from these completed surveys 

will have fewer limitations due to the language. 
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4. Analysis 
The following section will display the results which came out of the online survey. It 

will show the potential relationship between the ten universal values which Schwartz 

(2012) discovered and the travel motivation which Kozak (2002) identified. This 

relationship will relate to the gender, origin, and the Value-Motivation group of the 

respondents, as well as, the information sources the respondents get their information 

about a travel destination. Finally, it will be related to the respondents' image of 

Copenhagen to see if the values and travel motivations influence the associations 

which people have of Copenhagen. 

 

4.1. Demographic and Background Information 

110 respondents have completed the survey (Figure 1., p. 84). However, the analysis is 

based on responses from 113 people because of the inclusion of the partially 

completed responses (Figure 1., p. 84). Though, the last three responses have not 

answered the last question which is asking about the respondent's image of 

Copenhagen. It is done to include more respondents in the calculation of the Value-

Motivation groups. Thereby, it includes a broader representation in the investigation of 

the relationship between values and travel motivations. The incompletion does limit 

the analysis because the three respondents did not complete the responses. The 

respondents consist of almost equal distribution of females and males. With 57 percent 

of the respondents are female contra 43 percent of the respondents are male (Figure 3., 

p. 84). The respondents come from 26 different nationalities (Figure 4., p. 85). 

Additional two groups, referred to as Danes and Non-Danes, also divided the 

respondents to investigate whether similarities and differences exist between them. 

 

4.2. Values 

In the following section, the gender and origin of the respondents will analyze the 

respondents' answers about which values they mostly identify with. In this way, it will 

be possible to see if there are any similarities or differences between the respondents.  
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4.2.1. Values based on Gender 

Figures 46 and 47 display the value distribution based on the gender of the 

respondents. It is analyzed based on the percentage each value accounts for in the total 

amount of responses.  

 

 

 

 

 

 

 

 

  

The top five values are the same in regards to both the female and male respondents 

which include the stimulation, benevolence, universalism, self-direction, and security 

value. However, the importance of these values is different between the two gender 

constellations. Where the female respondents see the personality traits of being loyal, 

honest, helpful, and forgiving as the most important things (Figure 47., p. 95). The 

male respondents believe it is the personality traits of being independent and choose 

their own goals which are the most important (Figure 46., p. 95). 

Though, the results describe both the female and male respondents as people 

who think about the environment and other people, as well as, the freedom to shape 

their own life. Furthermore, it is essential for both gender groups to have a feeling of 

being safe, but at the same time, they want to have an exciting life where they can 

satisfy their own needs (Figure 46.; Figure 47., p. 95). The female respondents did not 

choose the power value which indicates that females do not like to strive for power, 

i.e., to strive to be wealthy and prestigious (Figure 47., p. 95). Whereas, 2 percent of 

the male respondents have chosen the power value. Though, it is a small percentage of 

the total number of respondents. Hence, the other values seem to be more important 

for the male respondents as well (Figure 46., p. 95). 

Figure 46 + 47. Value Distribution According to Gender 
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4.2.2. Values Non-Danes vs. Danes 

The value identification of the Non-Danish and Danish respondents is slightly 

different. For example, 21 percent of the Non-Danish respondents have chosen the 

self-direction value as their primary value, i.e., they believe it is important to be 

independent, curious, creative, and free to choose their own goals (Figure 65., p. 100). 

On the other hand, 20 percent of the Danish respondents believe the benevolence value 

is essential for them (Figure 66., p. 100). Hence, the Danish respondents believe it is 

important to be loyal, honest, helpful, forgiving, and to love nature.  

Both the Non-Danish and Danish respondents identify with the universalism 

value. With 16 percent of the respondents in each group which believe it describes 

their personality, this value is the second largest value for both the Non-Danish and 

Danish respondents (Figure 65.; Figure 66., p. 100). However, the Non-Danish 

respondents also consider the stimulation value as an essential part of their personality, 

e.g., this value also accounts for 16 percent of the responses (Figure 65., p. 100). On 

the other hand, the stimulation value only accounts for 8 percent of the Danish 

respondents' responses (Figure 66., p. 100). 

Furthermore, the achievement value is more important for the Non-Danish 

respondents than the Danish respondents, with 9 percent of the responses (Figure 65., 

p. 100) against 6 percent for the Danish respondents (Figure 66., p. 100). Additionally, 

the hedonism value is more important for the Danish respondents, e.g., this value 

accounts for 10 percent of the responses (Figure 66., p. 100). For the Non-Danish 

respondents, the hedonism value only accounts for 6 percent of the responses (Figure 

65., p. 100). Thus, a more significant percentage of the Non-Danish respondents 

believe it is important to be successful and ambitious than the Danish respondents. 

Where on the contrary, a more significant percentage of the Danish respondents 

believe it is essential to enjoy life and do things to satisfy one's own needs.  

However, both the Danish and the Non-Danish respondents believe the power 

and tradition values are not very important for them. Only 2 percent of the Non-Danish 

respondents vs. 3 percent of the Danish respondents prefer the tradition value (Figure 

65.; Figure 66., p. 100).  
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Furthermore, only 1 percent of the Non-Danish and Danish respondents identify 

with the power value (Figure 65.; Figure 66., p. 100). 

 

4.2.3. Sub-conclusion 

When it comes to value identification based on gender, the similarities are profound. 

The top five values are the same with both the female and male respondents, i.e., in 

both genders the stimulation, benevolence, universalism, self-direction, and security 

values are important.  

However, the analysis has pointed out a larger difference, when it comes to the 

value distribution between the Danish and Non-Danish respondents. The Non-Danish 

respondents mostly identify themselves as being independent, curious, and creative. 

Furthermore, it is essential for them to be free to choose their own goals. Also, it is 

more important for the Non-Danish respondents to be successful, ambitious, and to 

have an exciting life. Similarly, the results show the Non-Danish respondents are more 

adventurous, like to take chances, and do new things than the Danish respondents. On 

the other hand, the analysis of the Danish responses shows the Danish respondents 

believe it is important to be loyal, honest, forgiving, and helpful. Additionally, they 

love nature. As well as, it is more important for the Danish respondents to enjoy life 

and satisfy their own needs. 

 

4.3. Travel Motivations 

Due to the travel motivations, which people have, influence which travel destinations 

they will visit, it is essential to see if there are any differences or similarities caused by 

gender and the origin of the respondents. 

 

4.3.1. Travel Motivations based on Gender 

When it comes to which travel motivations the female and male respondents believe 

are most important, when they are deciding to travel to a specific destination, 

differences occur. The travel motivations which have the highest percentage of the 

remaining travel motivations are different for the female and male respondents. For 
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example, 11 percent of the female respondents believe it is essential to have fun and to 

get away from everyday pressure, surroundings, and routines, when they are traveling 

(Figure 49., p. 96). Whereas, the male respondents believe it is essential for them to 

meet local people and to see new places when they visit a travel destination (Figure 

50., p. 96). 

Furthermore, the second most significant travel motivation is different between 

the female and male respondents. With 10 percent and 8 percent of the total percentage 

of the responses, the importance of seeing new places and visiting historical and 

cultural sites and attractions are the second most important travel motivation for the 

female and male respondents, respectively (Figure 49; Figure 50., p. 96). 

When it comes to the next principal travel motivation, the female and male 

respondents are somehow similar. Both genders believe it is important to relax when 

they are traveling (Figure 49; Figure 50., p. 96). However, the travel motivations to get 

away from home and to have fun also account for the same percentage of the responses 

for the male respondents, i.e., 7 percent (Figure 50., p. 96). As aforementioned, these 

two travel motivations were the essential travel motivations of the female respondents.  

The most significant difference between the female and male respondents is 

when it comes to the travel motivations to spend time with people one cares deeply 

about, to be emotionally and physically refreshed, to meet new people, to seek 

adventure, to get close to nature, and to be active. Even though, both the female and 

male respondents chose all these travel motivations, they are not part of the top five 

travel motivations of both genders. In the female respondents’ top five, the travel 

motivations to be emotionally and physically refreshed, to get close to nature, to be 

active, to meet new people, and to seek adventure do not exist (Figure 49., p. 96). 

Whereas, the travel motivation to spend time with people one cares deeply about is not 

part of the top five travel motivations of the male respondents (Figure 50., p. 96).  

However, it is not essential for either the female or male respondents to mix with 

fellow tourists. By this means, none of the female and male respondents have chosen 

this travel motivation (Figure 49; Figure 50., p. 96). Hence, they do not travel to a 

specific destination to necessarily do the same as the rest of the tourists. Also, none of 
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the female respondents want to show status or prestige, to engage in sports, as well as, 

to be a part of recreational activities, when they choose to travel to a specific 

destination (Figure 49., p. 96). 

According to a study by Jönsson & Devonish (2008), the results showed no 

significant difference between which travel motivations the respondents believed were 

essential for them based on their gender. Thus, the results do not comply with the 

results of the study of this paper. However, other research showed differences in the 

travel motivation identification between male and female respondents (Jensen, 2015; 

Dimova, 2015). Hence, gender may be a factor of influence, when it comes to travel 

motivations. 

  

4.3.2. Travel Motivations Non-Danes vs. Danes 

The reasons Non-Danes and Danes want to travel to specific destinations are different. 

The Non-Danish respondents indicated the importance of the travel motivations to 

meet locals, to see new places, to visit historical and cultural sites, to increase their 

knowledge of new places, to have fun, and to seek adventure (Figure 69., p. 101). 

These travel motivations account for 53 percent of the responses between the Non-

Danish respondents (Figure 69., p. 101). Hence, culture and the ability to do something 

out of the ordinary appear to be very important for the Non-Danish respondents, when 

they choose a travel destination. The Danish respondents, on the other hand, believe it 

is essential for them to get away from home, to have fun, to relax, to see new places, to 

spend time with people they deeply care about, and to enjoy good weather (Figure 70 

p. 101). These travel motivations account for 56 percent of the responses between the 

Danish respondents (Figure 70., p. 101). Even though, both the Non-Danish and the 

Danish respondents travel to have fun and to see new places, the Danish respondents 

appear to travel due to the possibility to get away from all the stress at home. In 

contrast, the Non-Danish respondents appear to travel to experience something new, to 

learn about new cultures, and to meet the local people. They want to experience things 

which they cannot do at home.  
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Both the Non-Danish and the Danish respondents do not believe status and 

prestige are essential when they choose a destination to travel to (Figure 69; Figure 

70., p. 101). In other words, none of the respondents appear to choose a specific 

destination due to the status and prestige it may give them. Additionally, the Danish 

respondents also do not believe it is essential to mix with other tourists and to engage 

in recreational activities (Figure 70., p. 101). 

 

4.3.3. Sub-conclusion 

Regarding the travel motivation distribution of the female and male respondents, there 

are differences. The male respondents want to travel to meet local people, to see new 

places, and to visit historical and cultural sites. The female respondents mostly want to 

travel to a specific destination to have fun, to get away from everyday pressure, 

surroundings, and routines, and to see new places. Furthermore, the female 

respondents believe it is more important to travel to spend time with people one cares 

deeply about than the male respondents. Finally, it is not important for the female 

respondents to show status or prestige, to engage in sports, as well as, to be a part of 

recreational activities. 

In the case of the Non-Danish and Danish respondents, differences also exist. 

The Non-Danish respondents believe it is important to meet locals, to see new places, 

to visit historical and cultural sites, to increase their knowledge of new places, to have 

fun, and to seek adventure. On the other hand, the Danish respondents believe it is 

essential for them to get away from home, to have fun, to relax, to see new places, to 

spend time with people they deeply care about, and to enjoy good weather when they 

travel. However, there are also similarities between the Non-Danish and the Danish 

respondents. Both do not believe it is essential to show status and prestige when they 

are visiting a specific destination. Furthermore, the Danish respondents do not believe 

it is essential to mix with other tourists and to engage in recreational activities. 

	

	

	



	  Page 33 of 122 
	

4.4. Value-Motivation Groups 

As previously mentioned in the theoretical framework paragraph, the travel 

motivations and Schwartz' values are each divided into four categories. Categories 

named culture, pleasure-seeking, relaxation, and physical divide the travel motivations 

into four categories (Kozak, 2002). Four categories distribute the ten values into the 

self-enhancement, self-transcendence, openness-to-change, and conservations value 

categories (Schwartz, 2012). 

The survey asked the respondents to indicate which of the four categories of the 

two variables which they most identified with. In this way, it was possible to create 

clusters. The results show the respondents identify with 13 clusters out of 16 possible 

clusters, referred to as Value-Motivation groups. Table 1 specifies the Value-

Motivation groups.  

 

 

 

 

 

 

None of the respondents identified themselves with the Value-Motivation groups 

Conservation-Physical and Pleasure-seeking, as well as, the Self-enhancement-

Physical cluster (Table 33, p. 119).  

On the other hand, most of the respondents identified themselves with the Self-

transcendence-Culture Value-Motivation group. More accurately, 22 percent of the 

respondents chose this constellation (Figure 6., p. 86). The second most identified 

Value-Motivation group is Self-transcendence-Relaxation with 19 percent of the 

respondents which is followed by the Openness-to-change-Culture and Pleasure-

seeking Value-Motivation groups. The last two groups each constitute 12 percent of 

the respondents (Figure 6., p. 86). The rest of the Value-Motivation groups are in the 

flowing order: Self-transcendence-Pleasure-seeking, 9 percent, Openness-to-change-

Relaxation, 7 percent, Conservation-Relaxation, 6 percent, Conservation-Culture, 3 

Table 1. Value-Motivation Groups 

Self-transcendence

• Culture
• Pleasure - seeking
• Relaxation
• Physical

Opennes to change

• Culture
• Pleasure - seeking
• Relaxation
• Physical

Conservation

• Culture
• Relaxation

Self-enhancement

• Culture
• Pleasure - seeking
• Relaxation



	  Page 34 of 122 
	

percent, Openness-to-change-Physical, 3 percent, Self-enhancement-Pleasure-seeking, 

2 percent, Self-enhancement-Relaxation, 2 percent, Self-transcendence-Physical, 2 

percent, and Self-enhancement-Culture, 1 percent (Figure 6., p. 86). 

According to these results, most of the respondents either believe they are 

independent and like to have an exciting life where they like to do new things, or they 

believe they are loyal, honest, helpful, and everyone should be treated equally and with 

respect (Schwartz, 1992). Furthermore, several of the respondents express the 

motivation to travel due to the desire either to see new places, to learn about other 

cultures, and to meet local people, or to relax, to enjoy good weather, and to spend 

time with people they care about. Some of the respondents in this calculation want to 

travel because they want to have an adventure, do things out of the ordinary, have fun, 

meet new people, and they want to get away from everyday life. 

 

4.4.1. Value-Motivation Groups based on Gender 

Figure 48 shows the distribution of gender in the 13 Value-Motivation groups based on 

how many percent each gender account for in each of the groups.  

 

 

 

 

 

 

 

 

 

When it comes to the distribution of gender in the 13 Value-Motivation groups, there 

are differences between the various clusters. On the one hand, some of the Value-

Motivation groups are females and males very evenly distributed, e.g., the Self-

transcendence-Culture cluster, and Self-enhancement-Pleasure-seeking group (Figure 

48, p. 95). The evenly distributed Value-Motivation groups, however, are a bit further 

Figure 48. Gender Distribution in Value-Motivation Groups 

100% 50% 0%  50%  100% 

Conservation - Culture
Conservation - Relaxation

Openness to Change - Culture
Openness to Change - Physical

Openness to Change - Pleasure-Seeking
Openness to Change - Relaxation

Self-enhancement - Culture
Self-enhancement - Pleasure-seeking

Self-enhancement - Relaxation
Self-transcendence - Culture

Self-transcendence - Physical
Self-transcendence - Pleasure-seeking

Self-transcendence - Relaxation

Female Male



	  Page 35 of 122 
	

away from each other than the groups above, are Openness-to-change-Culture, 

Openness-to-change-Pleasure-seeking, and Conservation-Relaxation (Figure 48, p. 

95).  

Value-Motivation groups, where men and women are not evenly distributed, are, 

e.g., Conservation-Culture, Openness-to-change-Relaxation, Self-transcendence-

Relaxation, and Self-transcendence-Pleasure-seeking (Figure 48, p. 95). Other Value-

Motivation groups, where only one of the genders are included, e.g., only males have 

identified themselves with the Openness-to-change-Physical and Self-enhancement-

Relaxation cluster (Figure 48, p. 95). Additionally, no males are identifying 

themselves with the Self-enhancement-Culture (Figure 48, p. 95).  

The reason only male respondents constitute the Openness-to-change-Physical 

Value-Motivation group might be because men seem to be more motivated to travel by 

physical activities (Freysinger, 1995; Mattila, Apostologpoulos, Sonmes, Yu, & 

Sasidharan, 2001; Meng & Uysal, 2008). Furthermore, research also shows that men 

tend to believe it is more important to accomplish something than women when they 

are deciding on a destination. In other words, results show the tendency of men to 

identify more with Self-enhancement than women (Jang, Lee, Park, & Stokowski, 

2000). Thus, it may be the reason why only male respondents have chosen the Self-

enhancement-Relaxation Value-Motivation group. However, only one female 

respondent is identifying with the Self-enhancement-Culture. Hence, it does not 

comply with the results of other research. Though, it may be due to the limited number 

of respondents in this study. 

Other researchers have also discovered a minimal difference in the value 

identification between male and female respondents (Strych, Schwartz, & van der 

Kloot, 2002; Prince-Gibson & Schwartz, 1998). Hence, there seem to be no values 

which the male or female respondents prefer. Thus, there may be no significant 

relationship between gender and which values they mostly identify with.  

 

4.4.2. Value-Motivation Groups Non-Danes vs. Danes 

If the focus is on the origin of the respondents, the data show some differences 
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between the Danish respondents and the Non-Danish respondents. According to the 

results of the survey, the primary Value-Motivation group which the Danish 

respondents identify with is Self-transcendence-Relaxation (Figure 67., p. 101). 

Whereas the Non-Danish respondents mostly identify themselves with the Self-

transcendence-Culture cluster (Figure 68., p. 101). The results then show both the 

Danish and Non-Danish respondents believe everyone should be treated equally and 

with respect. As well as, they see themselves as being loyal, honest, and helpful 

(Figure 67; Figure 68, p. 101). However, the Danish respondents are indicating their 

motivations to travel to a specific destination as being the possibility to relax, enjoy 

good weather, and spend time with people they care about (Figure 67., p. 101). 

Whereas, the Non-Danish respondents are stating their reasons to travel to a specific 

destination are to see new places, learn about different cultures, and meet local people 

(Figure 68., p. 101). According to the Danish respondents, the second largest Value-

Motivation group is the Self-transcendence-Culture cluster which the Non-Danish 

respondents favored the most (Figure 67., p. 101). On the other hand, the Openness-to-

change-Culture Value-Motivation group is the second largest cluster of the Non-

Danish respondents (Figure 68., p. 101). It is followed by Openness-to-change-

Pleasure-seeking, Self-transcendence-Pleasure-seeking, Self-transcendence-

Relaxation, Openness-to-change-Physical, Self-transcendence-Physical, Conservation-

Relaxation, Self-enhancement-Pleasure-seeking, Self-enhancement-Culture, and 

Conservation-Culture (Figure 68., p. 101). The Danish respondents have ranked the 

remaining Value-Motivation groups as following: Openness-to-change-Relaxation, 

Openness-to-change-Pleasure-seeking, Conservation-Relaxation, Openness-to-change-

Culture, Self-transcendence-Pleasure-seeking, Conservation-Culture, Self-

enhancement-Relaxation, Self-enhancement-Pleasure-seeking, and Openness-to-

change-Physical (Figure 67., p. 101). 

The top five Value-Motivation groups, which constitute 78 percent of the Danish 

and 82 percent of the Non-Danish respondents, draw a similar picture of both Danes 

and Non-Danes. It draws a picture of them as being independent people who want to 

try new things and have an exciting life. Furthermore, they are loyal, honest, helpful, 
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and they believe everyone should be treated equally and with respect (Figure 67.; 

Figure 68, p. 101). Though when it comes to some of the Danish respondents, the 

feeling of being secure and having familiarity close to them are also necessary (Figure 

67., p. 101). When it comes to the travel motivation which they believe are essential 

for them, there is also a similarity between the Danish and Non-Danish respondents. In 

this case, the order of the travel motivation categories is different. Both for the Non-

Danish and the Danish respondents the travel motivation categories are relaxation, 

culture, and pleasure-seeking (Figure 67.; Figure 68, p. 101). However, for the Non-

Danish respondents, it is important to see new places, learn about cultures, and meet 

local people, as well as, the need to have an adventure and relax (Figure 68., p. 101). 

The Danish respondents, on the other hand, believe it is important to travel to a 

destination where one can relax, the likelihood of beautiful weather, and the possibility 

to spend time with their friends and family. The need to go on an adventure, and to 

discover new cultures and people follow the above mentioned travel motivations 

(Figure 67., p. 101). 

 

4.4.3. Value Distribution 

The Value-Motivation groups only show the main value and travel motivation which 

the respondents believe best describe how they are as a person. To better understand 

which values they believe describe them best, it is necessary to look at how the value 

distribution is within the 13 Value-Motivation groups.  

In the case of the Self-transcendence-Culture Value-Motivation group, the value 

which the respondents mostly identify with is benevolence, i.e., 24 percent have 

chosen this value (Figure 15., p. 87). The self-direction and universalism value follow 

the benevolence value, which respectively make up 20 percent and 17 percent of the 

responses (Figure 15., p. 87). Thereby, the respondents within this Value-Motivation 

group are considerate, heart-warm, and honest. For them nature is important, and they 

believe everyone should protect it. Furthermore, the respondents have also chosen the 

self-direction value which describes them as being independent and curious (Schwartz, 

1994). It is only one value which the respondents have not selected within this Value-
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Motivation group. None of the respondents have selected the power value which 

makes it seem like the respondents within this cluster do not want to strive for wealth 

and prestige. Furthermore, it is not essential for them to own expensive things but it is 

more meaningful for them to treat people and the nature with dignity and respect 

(Figure 15., p. 87). 

Equally, the values benevolence, universalism, and self-direction are listed as the 

top three values in the Self-transcendence-Relaxation Value-Motivation group. 

Though, the universalism value is the second most important value with 19 percent of 

the responses (Figure 11., p. 87). On the other hand, the self-direction value is, 

together with the conformity value, chosen by 15 percent of the respondents (Figure 

11., p. 87). Thus, this Value-Motivation group both contains people who believe it is 

important to have the freedom to choose their own goals and how to live their life, as 

well as, people who do not want to do anything which may upset others (Schwartz, 

1994). However, the respondents who identify with this Value-Motivation group do 

not believe the achievement and power value fits with their personality (Figure 11., p. 

87). Thereby, it is not important for them to be successful, influential, or prestigious. 

The goal of their life is not to own expensive things but rather to be a good person who 

is being kind to the people around them and treats them equally. 

On the other hand, self-direction and stimulation are the primary values within 

the Openness-to-change-Culture Value-Motivation group. 25 percent of the 

respondents identify with the self-direction value with 22 percent of the respondents 

are identifying with the stimulation value (Figure 12., p. 87). These two values are 

followed by the security and universalism value which both are making up 16 percent 

of the total responses (Figure 12., p. 87). Hence, the respondents are identifying 

themselves as being independent people who value freedom and self-choice. 

Furthermore, it is important for them to have an exciting life where they can go on 

adventures and experience new things. The respondents within this group do not 

believe the values of hedonism, power, and conformity are the main identifications of 

their personalities (Figure 12., p. 87). By this means, the respondents do not believe it 

is important to have power or comply with the norms and values of other people. On 
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the other hand, they want to have the opportunity to choose their way of life.  

When it comes to the Openness-to-change-Pleasure-seeking Value-Motivation 

group, it is also values such as self-direction and stimulation which are essential for the 

respondents within this group. The stimulation value makes up 27 percent of the total 

responses, where the self-direction value makes up 15 percent (Figure 16., p. 87). As 

the Openness-to-change-Culture Value-Motivation group, the respondents within this 

group also believe it is important to be independent and go on adventures. However, 

the respondents have also chosen the benevolence and security value as important 

values for them, i.e., these two values each make up 13 percent of the total number of 

responses (Figure 16., p. 87). Hence, the respondents also have an urge to feel safe, as 

well as, to be an honest, kind, and helpful person. Though, the respondents within this 

Value-Motivation group do not think it is important to have power, follow others 

norms and values, or to believe in traditions. None of the respondents within this 

Value-Motivation group have chosen these three values (Figure 16., p. 87). Thereby, 

the respondents do not consider these values to be significant to them. 

Values such as universalism, self-direction, benevolence, stimulation, and 

security are essential for the respondents in the Self-transcendence-Pleasure-seeking 

Value-Motivation group. For example, 19 percent of the respondents have chosen the 

universalism value as one of their primary values (Figure 19., p. 88). Furthermore, the 

self-direction value makes up 18 percent of the responses, whereas, the benevolence, 

stimulation, and security values each make up 15 percent of the total number of 

responses (Figure 19., p. 88). Hence, the respondents of the Self-transcendence-

Pleasure-seeking Value-Motivation group feel it is important to be independent. 

Furthermore, it is essential for them to treat people and nature with respect. These 

respondents want to experience new things, but at the same time, they want to feel 

safe. On the other hand, the respondents within this Value-Motivation group have not 

chosen the values of power and conformity, i.e., these respondents do not believe it is 

important to be powerful and to follow the norms and opinions of other people (Figure 

19., p. 88).  
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Within the Openness-to-change-Relaxation Value-Motivation group, values such 

as hedonism, stimulation, self-direction, universalism, and benevolence are essential 

for the respondents who are a part of this cluster. With 27 percent of the respondents, 

hedonism is the value which most of the respondents identify with (Figure 17., p. 88). 

While, stimulation, self-direction, universalism, and benevolence each make up 13 

percent of the responses (Figure 17., p. 88). Thus, the respondents appear to believe it 

is best to travel to go on adventures and experience new things. Furthermore, the 

values are creating a picture of people who believe in protecting the nature and treating 

other people well. Furthermore, as none of the respondents show any identification 

with the power and tradition value, it appears to be of no significance in the 

personalities of these respondents (Figure 17., p. 88). 

As with the Value-Motivation groups above, the respondents within the 

Conservation-Relaxation Value-Motivation group also highlight the importance of the 

benevolence, universalism, and self-direction values. For example, 22 percent of the 

respondents within this group has chosen the benevolence value, and 17 percent of 

them has chosen the universalism value (Figure 10., p. 86). On the other hand, the self-

direction value, together with the hedonism, achievement, security, and conformity 

values, makes up 11 percent of the total number of responses (Figure 10., p. 86). With 

these results, it shows a desire to be good people who respect others, as well as, nature. 

The respondents within this Value-Motivation group believe it is important to treat 

everyone equally and with respect, while it is also essential for some of the 

respondents to have a sense of security and ambition (Figure 10., p. 86).  

The respondents within the Conservation-Culture Value-Motivation group have 

chosen values such as hedonism, security, conformity, and universalism as the values 

which best describe them. Each of these values makes up 17 percent of the responses, 

and it draws a picture of the respondents as wanting to enjoy life but still want to do it 

without taking too many chances (Figure 14., p. 87). Furthermore, the respondents 

within this Value-Motivation group believe everyone should take care of nature and 

people by treating them with respect. However, they do not believe in power, i.e., they 

do not strive to be wealthy.  
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In regards to the Openness-to-change-Physical Value-Motivation group, it is 

values such as universalism, benevolence, and self-direction which dominate this 

group. For instance, both universalism and benevolence make up 29 percent of the 

responses, and the self-direction value makes up 28 percent (Figure 8., p. 86). Hence, 

the respondents appear to have a strong desire to protect the environment and to be 

kind to other people. Furthermore, the respondents seem to value independence, 

freedom, creativity, and curiosity. Whereas, the respondents do not seem to believe 

power, conformity, tradition, and security are essential. It is due to the respondents 

have not selected these values together with the stimulation and hedonism values 

(Figure 8., p. 86).   

On the other hand, the respondents within the Self-enhancement-Pleasure-

seeking Value-Motivation group believe achievement, security, power, and hedonism 

best describe them. By this means, the respondents believe it is important to be 

successful, ambitious, wealthy, and influential. Furthermore, they want to enjoy life, as 

well as, they do not like to take too many chances. It is evident in the percentage of 

each value, e.g., the achievement and security values make up 25 percent of the 

responses, as well as, 13 percent of the respondents have chosen the power and 

hedonism values (Figure 7., p. 86). On the contrary, the respondents within this Value-

Motivation group have not chosen the universalism, benevolence, tradition, and 

conformity values (Figure 7., p. 86). Thus, equality, the protection of the nature, 

traditions, and conformity to society's norms and values do not appear to be essential 

for the respondents. 

In the Self-enhancement-Relaxation Value-Motivation group, it is the security, 

achievement, power, and hedonism value which are most important. Each of these four 

values makes up 25 percent of the responses (Figure 9., p. 86). Thus, the respondents 

believe it is essential to achieve great things in life, e.g., wealth and success. At the 

same time, safety and enjoying life are important to them. However, the rest of the 

values appear to be of no significance for the respondents within this Value-

Motivation group (Figure 9., p. 86). Hence, success and wealth are more important 

than protecting the environment, as well as, believing in equality. Furthermore, the 
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excitement of being independent or adventurous appear to not drive the respondents. 

When it comes to the Self-transcendence-Physical Value-Motivation group, it is 

values such as self-direction, security, benevolence, and universalism which make up 

the main percentage, i.e., 76 percent (Figure 18., p. 88). Thus, it creates a picture of the 

respondents being curious, and creative, while they believe it is important to treat 

everyone equally and respectfully. They are all this way while they highly value 

safety. Though the respondents do not believe power, hedonism, tradition, and 

conformity values are essential in their life (Figure 18., p. 88). 

Finally, the last Value-Motivation group stands out from the rest of the groups 

regarding value identification. First of all, only one respondent has chosen the Self-

enhancement-Culture Value-Motivation group (Figure 6., p. 86). Secondly, the 

respondent has only chosen one value which it believes to most identify its personality 

(Figure 13., p. 87). Thus, the respondent has only chosen the achievement value, i.e., 

the respondent believes success, ambition, and competence are most important in life 

(Figure 13., p. 87). 

 

4.4.4. Travel Motivation Distribution 

The distribution of the travel motivations in the Value-Motivation groups has been 

analyzed to clarify the travel motivations of the respondents better. Thus, it will help 

one to understand what makes the respondents visit a specific destination.  

In the Self-transcendence-Culture Value-Motivation group, the most important 

travel motivations are to visit historical and cultural sites, to learn about new places, to 

meet local people, to see new places, and to have fun (Figure 28., p. 91).  In the Self-

transcendence-Relaxation Value-Motivation group, the top four travel motivations are 

to relax, to get away from home, to have fun, to spend time with people they care 

deeply about, to see new places, and to enjoy good weather (Figure 21., p. 89).   

On the other hand, the respondents in the Openness-to-change-Culture Value-

Motivation group believe it is essential for them to meet local people and to visit 

historical and cultural sites (Figure 29., p. 91). Furthermore, it is essential for them to 

increase the knowledge of new places, to see new places, to seek adventure, and to do 
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something out of the ordinary (Figure 29., p. 91). A Value-Motivation group which has 

similar travel motivation preferences as the Openness-to-change-Culture Value-

Motivation group is the Openness-to-change-Pleasure-seeking group. In this group, the 

respondents want to have fun, to see new places, to meet local people, and to seek 

adventure, when they travel (Figure 27., p. 91).  

When it comes to the Self-transcendence-Pleasure-seeking Value-Motivation 

group, the travel motivations which the respondents believe are most important 

includes to get away from everyday pressure, surroundings, and routines, to see new 

places, to have fun, to relax, as well as, to be active (Figure 20., p. 88). To get away 

from home is also a central travel motivation in the Openness-to-change-Relaxation 

Value-Motivation group. Together with travel motivations such as to relax, to have 

fun, and to see new places, they constitute the top most prominent travel motivations 

in this Value-Motivation group (Figure 30., p. 92).  

Furthermore, the respondents in the Conservation-Relaxation Value-Motivation 

group want to visit a specific travel destination to get away from home (Figure 23., p. 

89). More of the top motivations to travel in this Value-Motivation group include to be 

able to relax, to enjoy good weather, and the possibility to see new places (Figure 23., 

p. 89). 

On the other hand, the respondents of the Conservation-Culture Value-

Motivation group express the motivation to travel to a specific destination by the 

possibility to meet local people and to see new places. As well as, it is important to 

have fun, to visit historical and cultural sites, to learn more about the culture, to get 

away from home, to meet new people, and to relax (Figure 26., p. 90). The respondents 

of the Openness-to-change-Physical Value-Motivation group have pointed out what 

they look for when they want to travel somewhere in the world. These respondents 

want to increase their knowledge about new places, to go on adventures and do 

something out of the ordinary, to have fun, to be emotionally and physically refreshed, 

and to get close to nature (Figure 24., p. 90). 

The travel motivations which have been selected the most times in the Self-

enhancement-Pleasure-seeking Value-Motivation group are to meet local people, and 
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to get away from home, i.e., to get away from everyday pressure, surroundings, and 

routines (Figure 31., p. 92). The respondents who are a part of the Self-enhancement-

Relaxation Value-Motivation group believe it is essential for them to get away from 

home and to see new places when they travel (Figure 32., p. 92). Whereas, the 

respondents of the Self-transcendence-Physical Value-Motivation group believe it is 

essential for them, when they travel, to visit historical and cultural sites, to learn more 

about the country, and to meet local people. It is also essential for them to see new 

places, to do something out of the ordinary, to get away from home, to be emotionally 

and physically refreshed, to relax, to get close to nature, and to be active (Figure 25., p. 

90). Lastly, it is most important to visit historical and cultural sites, to increase the 

knowledge of new places, to meet local people, to see new places, to get away from 

home, and to relax for the respondents in the Self-enhancement-Culture group (Figure 

22., p. 89).   

 

4.4.5. Sub-conclusion 

Based on the analysis, differences exist in the gender distribution within the 13 Value-

Motivation groups. It is the case with seven of the Value-Motivation groups. Here, the 

female and male respondents are not evenly distributed. However, in some of the 

Value-Motivation groups, the female and male respondents are evenly distributed. It is 

the case of the rest of the Value-Motivation groups.  

Additionally, there are differences between the Non-Danish and Danish 

respondents in regards to the Value-Motivation groups. Most of the Danish 

respondents identify with the Self-transcendence-Relaxation group. On the other hand, 

the Non-Danish respondents identify mainly with the Self-transcendence-Culture 

Value-Motivation group. The second largest Value-Motivation group for the Danish 

respondents is Self-transcendence-Culture, which is the Openness-to-change-Culture 

Value-Motivation group for the Non-Danish respondents. 

Furthermore, the results show that the central values, chosen by the respondents, 

match with the value component of the Value-Motivation groups. It is also the case 

with the motivation component of the Value-Motivation groups. Here, the primary 
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travel motivations also cohere with which group they identify with. However, in the 

Physical Value-Motivation groups the main motivation which relates to the motivation 

component of the groups only account for a small percentage of the total amount of 

responses. Thus, other motivations which do not relate to the motivation component 

accompany the abovementioned motivations. These motivations include to increase 

their knowledge about new places, to go on adventures and do something out of the 

ordinary, to have fun, and to be emotionally and physically refreshed. 

 

4.5. Information Sources 

As previously mentioned in the theory section, external information sources and the 

internal personal characteristics of the people itself form the place image of a specific 

destination (Beerli & Martín, 2004a). Hence, the survey asked the respondents to 

indicate which information sources they use to gain information about a travel 

destination. In this way, it makes it possible to see if there are any similarities or 

differences based on the origin of the respondents. Furthermore, it will be possible to 

use it to see where destinations should promote themselves. 

 

4.5.1. Information Sources Non-Danes vs. Danes 

When it comes to which information sources the respondents use based on whether 

they are Danish, the data shows a small difference. Both the Non-Danish and the 

Danish respondents have indicated their preference for using the Internet when they 

want to travel somewhere. In other words, 30 percent of the Non-Danish respondents 

have chosen the Internet as a main information source (Figure 71., p. 102). 

Furthermore, 33 percent of the Danish respondents state they use the Internet to gain 

information about a travel destination (Figure 72., p. 102). The information source 

friends and family follows the Internet as the second largest information source by 

accounting 25 percent of the responses in each group (Figure 71; Figure 72., p. 102). 

Furthermore, the information sources such as Social Media and travel guidebooks are, 

respectively, the third and fourth largest information source (Figure 71; Figure 72., p. 

102). 
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Where the difference between the Non-Danish and the Danish respondents occur 

is in the last information sources. For example, travel agency information source 

accounts for 9 percent of the Danish responses (Figure 72., p. 102). Whereas, the travel 

agency only accounts for 3 percent of the Non-Danish responses (Figure 71., p. 102). 

Furthermore, the TV as an information source accounts for 6 percent of the Danish 

responses (Figure 72., p. 102), whereas, it only accounts for 4 percent of the Non-

Danish responses (Figure 71., p. 102). Finally, newspapers and magazines only 

account for 4 percent of the Danish responses (Figure 72., p. 102) and 5 percent of the 

Non-Danish responses (Figure 71., p. 102). 

 

4.6. Image of Copenhagen 

The survey asked the respondents to indicate the associations they have of 

Copenhagen to find out how they view Copenhagen, i.e., the image they have of the 

city. The image which people have of specific places, in this case, Copenhagen, is 

fundamental due to its important role in the decision-making process (Baloglu & 

McClearly, 1999; Anholt, 2008; Braun, 2008). Hence, a positive place image might 

make more people choose a destination rather than another destination (Avraham, 

2004). The study investigated whether there are similarities or differences between the 

respondents’ associations of Copenhagen based on their gender, origin, and the Value-

Motivation group they identify with.  

 

4.6.1. Associations of Copenhagen based on Gender 

The male respondents associate Copenhagen as being an expensive, cozy, and 

beautiful city with a lot of culture and possibilities (Table 10, p. 111). The male 

respondents mentioned these associations the most times. The second most mentioned 

associations include cold, friendly, good infrastructure, Big City, diverse, exciting, 

history, lively, safe, and small (Table 10, p. 111). Finally, the third most mentioned 

associations are beer, calm, capital, clean, fun, hipsters, home, local, peaceful, snobs, 

and liberal (Table 10, p. 111).  
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Thus, the male respondents seem to view Copenhagen as a city where it is 

expensive to live but are still full of culture and possibilities. Furthermore, it is easy to 

get around, beautiful, cozy, safe, and exciting. As well as, it is a Big City which is 

smaller than other Big Cities in Europe and the rest of the world. The male 

respondents view Copenhagen as a city where one can relax and have fun. In other 

words, it is a city with a lot of noise, but it is also a city where one can find peace.  

The female respondents also view Copenhagen as a cultural city which is 

expensive, cozy, and beautiful (Table 11, p. 112). However, the associations historical, 

Big City, diverse, Bike City, lively, big, cold, modern, relaxing, and busy accompanied 

the abovementioned associations (Table 11, p. 112). Words such as possibilities, 

shopping, different, exciting, friendly, good infrastructure, multicultural, nice people, 

and organized also follow the other associations (Table 11, p. 112). Furthermore, the 

female respondents also view Copenhagen as being a calm, cool, green, old, safe, 

small, and noisy city. However, the female respondents also associate Copenhagen 

with it having a rich culture and good food.  

According to the female respondents, Copenhagen is a city where everything is 

expensive, but it is still a beautiful city with green areas where one can relax. 

However, it is also a busy and noisy place. Furthermore, the people in Copenhagen are 

nice, friendly, and it is a multicultural city. 

There are similarities between the images which the male and female respondent 

have of Copenhagen. For example, both the female and male respondents see 

Copenhagen as an expensive, beautiful, cozy, friendly, diverse, safe, calm, and lively 

place where there is a good infrastructure and a nice culture (Table 10, p. 111; Table 

11, p. 112).  

However, there are still differences between the two groups. The male 

respondents have also mentioned associations such as beer, clean, fun, liberal, local, 

peaceful, and open (Table 10, p. 111). Whereas, the associations which first come to 

mind of the female respondents are, e.g., Bike City, busy, modern, noisy, relaxing, 

shopping, multicultural, nice people, good food, old, and organized (Table 11, p. 112). 

Thus, the female respondents appear to view Copenhagen as a busy city with much 



	  Page 48 of 122 
	

noise (Table 11, p. 112) which the male respondents have not mentioned at all (Table 

10, p. 111). Furthermore, the female respondents also appear to focus on the people 

who live in Copenhagen when they associate Copenhagen with multiculturalism and 

describe the people as being nice (Table 11, p. 112).  

Another difference between the female and male respondents appear, when the 

male respondents associate Copenhagen with beer (Table 10, p. 111). On the other 

hand, none of the female respondents associate Copenhagen with beer. However, they 

associate Copenhagen with shopping (Table 11, p. 112).  

 

4.6.2. Associations of Copenhagen Non-Danes vs. Danes 

The results show the most mentioned associations by the Danish respondents are cozy, 

diverse, Big City, lively, expensive, possibilities, big, cultural, and historical (Table 

13, p. 113). Words such as beautiful, Bike City, busy, exciting, good infrastructure, 

home, modern, old, open, shopping, small, and snobs follow these abovementioned 

associations (Table 13, p. 113). Finally, the least mentioned associations, though they 

still have been mentioned more than once, are multicultural, the Little Mermaid, 

Amalienborg, different, good food, hipsters, innovative, local, noise, relaxed, Strøget, 

and the Royal Family (Table 13, p. 113).  

Thus, positive words describe the image which the Danish respondents have of 

Copenhagen. They describe the city as being open to others, and it is easy to get 

around due to a developed infrastructure. Furthermore, the most attractive means of 

transport are bikes, the city is innovative, modern, different but it still has a cultural 

and historical side. It is a Big City which some of the Danish respondents believe is 

big, though others believe it is small for a Big City. However, associations such as 

noisy, busy, and expensive still appear in the most mentioned associations of the 

Danish respondents. Hence, the image of Copenhagen is not all positive. Though, the 

associations of the Danish respondents are still overall positive which give the 

impression of a city which they believe is nice to stay in.  

The Non-Danish respondents associate Copenhagen with beauty, high prices, 

coldness, safety, and with friendly and nice people (Table 12, p. 112). Furthermore, the 
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Non-Danish respondents see Copenhagen as a cultural and historical city, where it is 

calm, organized, relaxing, a Bike City, and cozy (Table 12, p. 112). Finally, the third 

most mentioned associations of the Non-Danish respondents are clean, cool, different, 

environmentally-friendly, equality, exciting, fun, good public transport, interesting, 

liberal, modern, open, and has a rich culture (Table 12, p. 112).  

Thus, the Non-Danish respondents seem to see Copenhagen as a beautiful city 

which is safe. Furthermore, the people who live there are friendly and nice. As with the 

Danish respondents, the Non-Danish respondents associate Copenhagen with bikes, 

history, and culture. However, the Non-Danish respondents also associate Copenhagen 

with calmness and equality. Furthermore, some of the Non-Danish respondents see 

Copenhagen as being clean. Though, the Danish respondents only mentioned the 

association ‘clean’ once (Table 12, p. 112). Additionally, the Non-Danish respondents 

associate Copenhagen with cold weather (Table 12, p. 112). The Danish respondents 

did not mention it many times (Table 13, p. 113). Thus, it appears to more significant 

for the Non-Danish respondents.  

In the most mentioned associations, the Non-Danish respondents have not 

mentioned any locations in Copenhagen (Table 12, p. 112). However, the Danish 

respondents mentioned Amalienborg, Strøget, and the Little Mermaid several times 

(Table 13, p. 113). Hence, the different attractions in Copenhagen are not the first 

things the Non-Danish respondents associate Copenhagen with.  

Though, the image of Copenhagen in the mind of the Non-Danish respondents 

seems to be very positive. It appears to be more positive than the Danish-respondents 

because the Non-Danish respondents only associate Copenhagen negatively with it 

being expensive and cold. Though, it is only the case if it is considered a negative 

factor. Whereas, the Danish respondents seem to have an image of Copenhagen where 

there are snobs. Furthermore, the Danish respondents have also mentioned that 

Copenhagen is a busy and noisy city. 
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4.6.3. Value-Motivation Groups and Associations of Copenhagen 

According to research done by Baloglu & McCleary (1999) and Beerli & Martín 

(2004a), the personal characteristics of an individual partly influence the place image 

of specific destinations. Thus, it is important to research the relationship between the 

Value-Motivation groups, and the connected values, travel motivations, and 

associations of Copenhagen.  

The results suggest there is a connection between which Value-Motivation 

groups the respondents are a part of and which values and travel motivations they 

believe best fit them. In which, it influences the associations which the respondents 

have of Copenhagen. For example, the respondents in the Self-transcendence-Culture 

Value-Motivation group associate Copenhagen with cultural sites, Christiania, music, 

museums, the Royal Family, and the Royal Theatre (Table 26, p. 117). It appears to 

relate to the travel motivation where the respondents travel to visit historical and 

cultural sites (Figure 28, p. 91). Furthermore, the respondents also view Copenhagen 

as a city with nice, loyal, and friendly people (Table 26, p. 117) which seem to relate 

to their desire to meet local people (Figure 28, p. 91). Additionally, the respondents 

within this Value-Motivation group believe it is essential to protect nature (Figure 15, 

p. 87). According to the respondents of this group, Copenhagen is a ‘green’ city, i.e., a 

city which thinks about the environment (Table 26, p. 117). Furthermore, the 

respondents have pointed out the green spaces which Copenhagen has (Table 26, p. 

117) 

When it comes to the Openness-to-change-Culture Value-Motivation group, the 

respondents have also stated that they want to travel to a specific destination to visit 

historical and cultural sites (Figure 29, p. 92). When they were asked which 

associations they had of Copenhagen, associations such as Canal Tour excursions, 

cultural, history, the Royal Family, Amalienborg, Christiania, and Viking came to 

mind (Table 23, p. 116). Hence, these results suggest a relationship between the travel 

motivations and the associations which first came to mind. Additionally, the 

respondents in this Value-Motivation group associate Copenhagen with welcoming 

and nice people, as well with hipsters (Table 23, p. 116). When the respondents want 
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to travel to a specific destination to meet the locals (Figure 29, p. 92), it suggests there 

is a connection between the travel motivation and the place image.  

With the Openness-to-change-Pleasure-seeking Value-Motivation group, there 

also seem to be a relationship between the values the respondents identify with, the 

travel motivations which are important for them, and their image of Copenhagen. The 

respondents in this Value-Motivation group state it is essential for them to feel safe 

(Figure 27, p. 91). One of the associations describes Copenhagen as a safe city (Table 

25, p. 117) which highlights a potential connection to the travel motivation. 

Furthermore, the respondents in this Value-Motivation group also travel to meet the 

locals. In this case, there seems also to be an interrelation with the associations which 

the respondents have of Copenhagen. The respondents view Copenhagen as a place 

where the residents are nice and friendly (Table 25, p. 117). However, some of the 

respondents within this group also associate Copenhagen with a closed culture and 

cold people (Table 25, p. 117). When these respondents travel to a specific destination 

to meet the locals, and they do not feel they succeed, it may have negative influence on 

their image of Copenhagen (Beerli & Martín, 2004a).  

In the Value-Motivation group Self-transcendence-Pleasure-seeking, the 

respondents express their motivation to visit a specific destination to be able to relax 

(Figure 20, p. 89). The respondents associate Copenhagen with coziness which enables 

them to relax (Table 27, p. 118). The travel motivations they believe is important for 

them seem to affect the associations which first pop up in their mind. Furthermore, 

some of the respondents describe Copenhagen as a big and busy city which may be a 

contradiction to their travel motivations (Table 27, p. 118). Hence, it appears in their 

mind (Baloglu & McCleary, 1999). It is not only these travel motivations which 

suggest a relationship between the values, travel motivations, and the associations the 

respondents have of Copenhagen. The respondents in this Value-Motivation group 

believe it is important to treat nature with respect (Figure 19, p. 88). Thereby, they 

have the image of Copenhagen as being eco-friendly (Table 27, p. 118).  

Among other things, the respondents in the Openness-to-change-Relaxation 

Value-Motivation group associate Copenhagen with chaos, noise, stress, and high 
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tempo (Table 28, p. 118). It also suggests that the travel motivation which indicates the 

respondents want to relax influence the image which the respondents have of 

Copenhagen (Figure 24, p. 90). Furthermore, the respondents perceive Copenhagen as 

a different city (Table 28, p. 118) which seems to correlate with their desire to see new 

places (Figure 24, p. 90).  

When it comes to the Conservation-Culture Value-Motivation group, the 

connection can be seen in how the associations such as different, local, rich culture, 

and the Little Mermaid (Table 18, p. 116) seem to relate to the travel motivations to 

see new places and to visit historical and cultural attractions (Figure 26, p. 91). In 

addition, the respondents in this Value-Motivation group associate Copenhagen with a 

lot of people and noise (Table 18, p. 116). These respondents want to travel to relax 

which may be why they associate Copenhagen with these things.  

In the Openness-to-change-Physical Value-Motivation group, the results do not 

enable one to see any relationship between values, travel motivations, and place image 

of the respondents. The respondents want to be close to nature (Figure 24, p. 90) which 

could indicate why the respondents associate Copenhagen with bricks and colorful 

houses (Table 24, p. 117). However, it is difficult to determine. 

In the Self-enhancement-Pleasure-seeking Value-Motivation group, the results 

again seem to suggest a relationship between the values and the associations of the 

respondents. The respondents of this group believe it is important for them to enjoy 

their life (Figure 7, p. 86). The relationship between this value and the image of 

Copenhagen appears through the words such as fun and good food (Table 21, p. 116). 

Thus, it is possible for the respondents in this Value-Motivation group to enjoy their 

life in Copenhagen.  

As with the Openness-to-change-Physical Value-Motivation group, the Self-

enhancement-Relaxation does not suggest any connection between the values, travel 

motivations, and the image of Copenhagen which the respondents have. It might be 

due to the limited number of respondents which are a part of these Value-Motivation 

groups. Only three respondents constitute the Openness-to-change-Physical group 

(Table 33, p. 119), whereas, the Self-enhancement-Relaxation Value-Motivation group 
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includes two respondents (Table 33, p. 119). It is also the case with the Self-

enhancement-Culture Value-Motivation group which may also be due to the limited 

number of respondents who identify with this Value-Motivation group. In this case, it 

is only one respondent who is a part of this group (Table 33, p. 119).  

On the other hand, the responses within the Self-transcendence-Physical Value-

Motivation group seem to suggest a slight connection between one of the travel 

motivations and the associations they have with Copenhagen. For example, the 

respondents in this group want partly to travel to a specific destination to meet the 

locals (Figure 25, p. 90). In relation, the respondents view Copenhagen as a city where 

the residents are helpful and nice (Table 29, p. 118).  

A relationship between the values, travel motivations, and the associations which 

the respondents have can also be seen in the Conservation-Relaxation Value-

Motivation group. For example, it is important for the respondents to feel safe (Figure 

10, p. 86), and they, in part, travel to be able to relax (Figure 23, p. 89). In relation, the 

respondents in this Value-Motivation group describe Copenhagen as a calm, clean, 

manageable, nice, peaceful, and a safe place (Table 19, p. 116). Thus, the values and 

travel motivations of the related respondents seem to influence the associations the 

respondents have of Copenhagen.  

Finally, responses from the respondents of the Self-transcendence-Relaxation 

Value-Motivation also suggest a relationship between the respondents’ values and 

travel motivations with their image of Copenhagen. The respondents believe it is 

important to protect the nature and the environment (Figure 11, p. 87). In relation, 

associations such as sustainability, bikes, and bike-friendly city emerge in the mind of 

the respondents (Table 30, p. 118). Also, the respondents view Copenhagen as a 

peaceful and cozy city (Table 30, p. 118) which may relate to the travel motivation ‘to 

relax’.  

Even though there seems to be a relationship between the respondents’ values, 

travel motivations, and associations of Copenhagen, it is not all the associations which 

seem to have any links to the values and travel motivations. Furthermore, some of the 

associations within the various Value-Motivation groups only apply to some of the 
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respondents. However, a relationship between the respondents’ values, travel 

motivations, and their image of Copenhagen do appear to exist. Though, the size of the 

study, i.e., the number of respondents who completed the survey, may limit the 

possibility to come to clear conclusions.  

 

4.6.4. Sub-conclusion 

Through the analysis, the female and male respondents appear to have a similar image 

of Copenhagen, though differences still exist between them. Both the female and male 

respondents see Copenhagen as an expensive, beautiful, cozy, friendly, diverse, safe, 

calm, and lively place where there are a good infrastructure and a nice culture. 

Though, the male respondents have also mentioned associations such as beer, clean, 

fun, liberal, local, peaceful, and open. Whereas, the female respondents’ associations 

also include, e.g., Bike City, busy, modern, relaxing, shopping, multicultural, nice 

people, good food, old, and organized.  

The image of Copenhagen in the mind of the Non-Danish respondents seems to 

be very positive. It appears to be more positive than the Danish-respondents because 

the Non-Danish respondents only associate Copenhagen negatively with it being 

expensive and cold. Whereas the Danish respondents seem to have an image of 

Copenhagen where there are snobs, and it is an expensive, busy, and noisy city. 

Also, the analysis shows a relationship between the Value-Motivation groups 

and which values and travel motivations the respondents believe are most important. 

Thus, it affects which associations the respondents have of Copenhagen, i.e., a 

relationship between values, travel motivations, and the respondents’ image of 

Copenhagen seems to exist. However, it is not all the associations which seem to have 

any links to the Value-Motivation groups. Furthermore, some of the associations 

within the various Value-Motivation groups only apply to some of the respondents. 

However, a relationship between the respondents’ values, travel motivations, and their 

image of Copenhagen do appear to exist in most of the Value-Motivation groups. 
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5. Discussion 
In this section, the findings from the analysis will be discussed to further find out any 

relationships between the values, travel motivations, and the respondents’ image of 

Copenhagen. Hence, it enables one to investigate which factors which influence the 

associations individuals have of a potential travel destination. Thus, it makes it 

possible to find out whether values and travel motivations have an impact on the place 

image of travelers. 

 

5.1. Non-Danes vs. Danes 

According to the findings of the analysis, differences occur between the Non-Danish 

and Danish respondents. It is the case with the Value-Motivation groups, values, travel 

motivations, and the respondents’ associations of Copenhagen.  

To summarize the results, the Non-Danish respondents have in large degree 

identified with the Self-transcendence Value-Motivation groups (Figure 68, p. 101). 

The Value-Motivation groups regarding Openness-to-change follow the Self-

transcendence groups (Figure 68, p. 101). Thus, it describes the Non-Danish 

respondents as people who believe it is important to treat everyone equally and with 

respect. As well as, it is describing them as independent people who like to do new 

things and have an exciting life (Schwartz, 1992). It seems to correlate with the values 

which the Non-Danish respondents have mostly identified with. In this case, these 

respondents identify the most with the self-direction and stimulation values (Figure 65, 

p. 100) which belong to the Openness-to-change value category (Schwartz, 1992). 

Furthermore, the Non-Danish respondents also identify mainly with the universalism 

value (Figure 65, p. 100). This value is connected to the Self-transcendence value 

category (Schwartz, 1992). Thus, it is further emphasizing the importance, for the 

Non-Danish respondents, to be independent, curious, creative, and free to choose their 

own goals (Schwartz, 2012). As well as, it is important to them to live an exciting life, 

take chances, experience new things, and treat other people and the nature with 

respect. According to the World Values Survey Association (2015), the results, from a 

somewhat close representation of the nationalities as this study, show a similar value 
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identification with the universalism and self-direction values (Table 4; Table 5, p. 

109). However, the data from the World Values Survey Association (2015) indicate a 

low identification with the stimulation value (Table 3, p. 108). Thus, it does not 

comply with the findings of this study. One reason could be the difference in the year 

of data collection. Though, many researchers argue that individuals have a constant set 

of values (Fontaine, Poortinga, Delbeke, & Schwartz, 2008; Rokeach, 1973; Schwartz, 

1992; Eagly & Chaiken, 1993). However, recent studies suggest that changes in 

individuals’ value set occur over time (Robinson, 2013; Gouveia, Vione, Milfont, & 

Fischer, 2015; Bardi, Buchanan, Goodwin, Slabu, & Robinson 2014; Milfont, Milojev, 

& Sibley, 2016). Thus, it could be because the age of the respondents is different.  

According to research by Gibson, Greenwood, & Murphy, Jr. (2009), values may 

relate generationally, i.e., Millennials have certain values. They found out that 

Millennials valued, among others, freedom, an exciting life, equality, 

broadmindedness, and courageousness. These findings correlate with the findings of 

this study, where the Non-Danish respondents valued values such as self-direction, 

universalism, and stimulation (Figure 65, p. 100). In the case of the Danish 

respondents, the values of hedonism, benevolence, and universalism (Figure 66, p. 

100) agree with the findings of Gibson, Greenwood, & Murphy, Jr. (2009). It coheres 

with the values such as wanting to have an exciting life, equality, being honest, loyal, 

helpful, and forgiving (Gibson, Greenwood, & Murphy, Jr., 2009). Hence, values may 

depend on age. Though, the data from the World Value Survey Association (2015) 

were not comprised of the all the nationalities in this study. Thus, it may affect the 

differences in the results of the World Value Survey and the results of this study.  

Additionally, due to the main values of the Non-Danish and Danish respondents 

are different, the generational aspect does not seem to be a factor in which values 

people have. Another reason for the values of the respondents may be due to cultural 

differences. Many researchers believe culture influence the behavioral actions of 

individuals (Schwartz, 1999). Cultural research argues that value identification differs 

between individuals with different cultural backgrounds due to the shared values 

within groups (Legoherel, Dauce, Hsu, & Ranchhold, 2009; Pizam, Pine, & Mok, 
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1997; Hofstede, 2010). Individuals learn these cultural value systems from an early 

age which means the values are an essential part of the personality of individuals 

(Otaki, Durrett, Richards, Nyquist, & Pennebaker 1986; Jarrett, 2017). Thus, the 

distinctiveness of the values between the Non-Danish and Danish respondents seems 

to be a result of the respondents coming from diverse cultures. As a result of the main 

value identification of the Danish respondents, they are described as being considerate 

people who believe it is important to treat others equally and with respect (Figure 66., 

p. 100). These findings correlate to other research which found out that Danes valued 

universalism values higher than Americans (Nelson & Shavitt, 2002). Both the 

benevolence and universalism values relate to the Danish social and economic system, 

as well as, the Law of Jante which emphasize social justice and equality (Nelson & 

Shavitt, 2002). It is consistent with the egalitarian nature of the Scandinavian societies 

(Triandis & Gelfand, 1998). 

However, it is difficult to suggest the cultural backgrounds of the respondents 

influence their value systems due to the composition of different cultures in the Non-

Danish respondent's group. The Non-Danish respondents are comprised of 25 different 

nationalities, where one person only represents some of the nationalities (Figure 4., p. 

85). Thereby, it is impossible to tell if culture has an impact on the results. If the 

nationalities in the Non-Danish respondent's group were comprised of nationalities, 

which relate regionally, the differences might be based on economic development 

(Inglehart & Baker, 2000). 

Furthermore, the Non-Danish respondents identified with the Value-Motivation 

groups which consist of the Culture, Pleasure-seeking, and Physical motivation 

category (Figure 68., p. 101). The travel motivations which the Non-Danish 

respondents indicated were most important when they visit a destination further 

emphasize the relationship. Regarding the Culture and Pleasure-seeking motivation 

category, the Non-Danish respondents believe it is important for them to choose a 

destination where they can meet locals, see new places, visit historical and cultural 

sites, have fun, and go on adventures (Figure 69., p. 101). Millennials have a higher 

desire to travel internationally than any other generation to experience and learn about 
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distinctive cultures. They want to experience new things by going on adventures 

abroad (Barton, Haywood, Jhunjhunwala, & Bhatia, 2013; Honeyball, 2017). It 

correlates with the findings in this study. As mentioned before, the Non-Danish 

respondents most identify with the Culture Value-Motivation groups, as well as, with 

travel motivations such as to meet locals, to see new places, to increase knowledge of 

new places, and to visit cultural and historical sites (Figure 69., p. 101). Then Non-

Danish respondents appear to want to visit a specific destination to learn more about 

the culture of the destination. In other words, they do not travel to experience familiar 

things, but it is a way to obtain new experiences and knowledge.  

Even though the Danish respondents also identified with the Culture Value-

Motivation groups, the main travel motivations mainly relate to the Pleasure-seeking 

and Relaxation motivation categories (Figure 67., p. 100). Thus, the travel motivations 

such as to have fun, to get away from home, to relax, to spend time with people you 

care deeply about, and to enjoy good weather (Figure 70., p. 101) do not cohere with 

the findings of the study by Barton, Haywood, Jhunjhunwala, & Bhatia (2013) and 

Honeyball (2017). On the other hand, some studies suggest that the relaxation travel 

motivations relate more to Generation X than millennials (Goldberg, 2016; Beverland, 

2001). Generation X relates to people who are born between the mid-1960’s and early 

1980’s (Brabazon, 2005). However, other studies suggest a different picture. Some 

results suggest that millennials believe relaxation is more important than Generation X 

when they travel (Benckendorff, Moscardo, & Pendergast, 2010). Thereby, other 

factors may influence travel motivations due to they do not seem to be a generational 

effect. 

The findings of this study suggest a connection between the values of the 

respondents and the travel motivations they believe are essential for them. As 

aforementioned, the central values of the Non-Danish respondents describe them as 

being independent and curious (Figure 65., p. 100). Furthermore, they have an urge to 

live an exciting life, take chances, be adventurous, and experience new things. The 

Non-Danish respondents want to visit a specific destination to meet locals, to see new 

places, to visit historical and cultural sites, to have fun, and to go on adventures 
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(Figure 69., p. 101). Thus, the findings indicate a relationship between the values of 

the Non-Danish respondents, and how they want to visit a specific destination. In other 

words, the findings suggest that the reason the Non-Danish respondents want to meet 

locals, to see new places, to visit historical and cultural sites, to have fun, and to go on 

adventures are due to the respondents’ primary values. According to Li & Cai (2012), 

the value system of an individual affects the type of travel motivations it has. These 

findings have also been the case in other research (Ateljevic, 1997; Gnoth, 1997; 

Plangmarn, Mujtaba, & Pirani, 2012; Kim & Lee, 2000). The research found that 

motivations are established through the values of people. It is further emphasizing the 

role of values in the creation of travel motivations.  

The relationship between values and travel motivations can also be seen in the 

results of the Danish respondents, though it is not as profound as with the Non-Danish 

respondents. The values of the Danish respondents seem to describe them as being 

more down to earth than the Non-Danish respondents (Figure 66., p. 100). Thus, it 

indicates a sense of relaxation and kindness which correlates with the travel 

motivations, e.g., to spend time with people they care deeply about, to enjoy good 

weather, and to relax (Figure 70., p. 101). Furthermore, the hedonism value seems to 

have a more significant relationship with the primary travel motivations. By this 

means, the Danish respondents believe the hedonism value is one of the values which 

best describe their personality (Figure 66., p. 100). Hence, the respondents want to 

enjoy their life and satisfy their own needs. Thus, they appear to want to experience 

exciting things which correlate to their main travel motivations such as to have fun and 

to see new places (Figure 70., p. 101). Thereby, it further gives the impression that 

values play a crucial role in the formation of the travel motivations of travelers. 

However, the connection between the values and travel motivations of the Danish-

respondents is not very clear. Thus, further research should be conducted to be able to 

establish a clearer picture of values’ role in the formation of travel motivations. 

However, based on other studies and the findings of this one, the relationship between 

values and travel motivations seems to exist. 
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As values seem to influence the travel motivations of travelers, culture appears 

to be a factor in travel motivation formation. As aforementioned, the main travel 

motivations of the Non-Danish and Danish respondents are different. Thereby, the 

different cultural backgrounds of the respondents may play a role in the difference in 

travel motivations. Even though Plangmarn, Mujtaba, & Pirani (2012) did not find any 

significant relationship between nationality and travel motivations; there was a 

significant relationship between nationality and cultural values. Furthermore, the 

cultural values seem to relate to travel motivations. Thus, it suggests that culture 

influence travel motivations of travelers. Other researchers found a difference in travel 

motivations between different cultures (Jönsson & Devonish, 2008; Kim & Lee, 2000; 

Awaritefe, 2004). Thus, the variance in the main travel motivations of the Non-Danish 

and Danish respondents appears to be due to the cultural differences of the 

respondents. However, as with the values of the respondents, further research should 

be conducted to get significant results of culture’s influence on travel motivations. It is 

due to the composition of the Non-Danish respondent's group which does not consist 

of specific nationalities.  

According to researchers such as Baloglu and McCleary (1999), personal factors 

such as values and motivations influence the image which individuals have of 

destinations, i.e., they influence the place image of destinations. Other researchers 

emphasize it further (Dann, 1996; Esper & Rateike, 2010; Huang & Hsu, 2009; 

Moutinho, 1987; Gartner, 1993; Baloglu and Brinberg, 1997; Walmsley & Young, 

1998; Um & Crompton, 1990). In other words, travelers form an image of a place 

based on their personal characteristics which include psychological factors such as 

values and motivations (San Martín & Rodriguez, 2008; Beerli & Martín, 2004a; Chon 

1990). Thus, the values and travel motivations of the travelers seems to create the 

associations they have of a destination. The relationship between the values, travel 

motivations and the associations of a place appear to also be apparent between the 

Non-Danish and Danish respondents. In the case of the Non-Danish respondents, the 

associations friendly, nice people, and open (Table 12, p. 112) seem to correlate to the 

travel motivation to meet locals (Figure 68, p. 101). Furthermore, the associations 
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cultural, history, rich culture, and Bike city (Table 12, p. 112) seem to relate to the 

travel motivations to visit historical and cultural sites, to see new places, and to 

increase knowledge of new places (Figure 68, p. 101). Additionally, the Non-Danish 

respondents view Copenhagen as a cool, exciting, fun, and an interesting place (Table 

12, p. 112) which seem to relate to the travel motivations to have fun and to go on 

adventures.  

With the Danish respondents, the influence of travel motivations on their image 

of Copenhagen also appears to exist. The Danish respondents want to travel 

somewhere to have fun (Figure 67, p. 101) which appears to relate to the view of 

Copenhagen as an exciting place where there are possibilities and places to shop 

(Table 13, p. 113). Furthermore, the associations cozy and relaxed (Table 13, p. 113) 

appear to correlate with the travel motivation to relax (Figure 67, p. 101). Further, the 

association's noise, lively, Big City, and snobs (Table 13, p. 113) seem to relate to the 

‘to relax’ travel motivation due to their negative effect on relaxation (Figure 67, p. 

101). Also, the Danish respondents see Copenhagen as a historical and cultural city. 

Furthermore, they associate Copenhagen with bikes, Amalienborg, Strøget, the Little 

Mermaid, and the Royal Family (Table 13, p. 113) which may relate to the cultural 

travel motivation of wanting to see new places (Figure 67, p. 101). The connection 

between the travel motivations and the image of Copenhagen in the minds of the 

Danish respondents further suggests a relationship between the psychological factors 

and the perceived place image.  

As aforementioned, research suggests that values also influence the place image 

(Esper & Rateike, 2010; Huang & Hsu, 2009; San Martín & Rodriguez, 2008). The 

results of the Non-Danish respondents indicate a relationship between the value 

identification and the associations the respondents have of Copenhagen. For example, 

the Non-Danish respondents identify with the universalism value (Figure 65., p. 100). 

In this case, they associate Copenhagen with equality and view it as a clean and eco-

friendly city (Table 12, p. 112). Thus, the universalism value appears to have 

influenced, how the respondents perceive Copenhagen. It is due to the people, who 

identify with this value, believe it is important to take care of nature and to treat people 
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equally and respectfully (Schwartz, 2012). Furthermore, the connection between 

values and associations also exist with the stimulation value which describes people as 

wanting to live an exciting life, be adventurous, and experience new things (Schwartz, 

2012). Here, the relationship between the two variables can be seen due to the Non-

Danish respondents associate Copenhagen with being different, interesting, exciting, 

and fun (Table 12, p. 112). Additionally, there also seems to be a relationship between 

the self-direction value (Figure 65, p. 100) and the association liberal (Table 12, p. 

112). The connection between them can be seen due to people who identify with the 

self-direction value believe it is important to be independent, curious, creative, and 

free to live the life they want (Schwartz, 2012). However, this is the only association 

which seems to relate to the self-direction values. Hence, it is difficult to suggest any 

apparent connection between this value and the image of Copenhagen.  

Nonetheless, the relationship between values and associations also seems to exist 

in the Danish respondent's group. Here, the universalism value seems to relate to 

associations such as diverse and multicultural (Table 13, p. 113) due to the importance 

of treating people well (Schwartz, 2012). Furthermore, the hedonism value (Figure 66, 

p. 100) seems to be an influential factor in the associations such as possibilities, lively, 

shopping, and good food (Table 13, p. 113). This is caused by the people, who identify 

with this value, believe it is important to enjoy life and satisfy their own needs 

(Schwartz, 2012). Finally, the Danish respondents associate Copenhagen with being 

open (Table 13, p. 113) which seems to relate to the benevolence value due to the 

importance of being kind to others (Schwartz, 2012). However, it is only one 

association which seems to relate to the benevolence value. Thus, a strong connection 

between this value and the image of Copenhagen cannot be established.  

Although the influence of values and travel motivations in the formation of place 

image in the minds of travelers has been proved by several researchers, it is not 

possible to conclude anything based on the results of the study. It is because it is only a 

few of the associations which show any connections with the primary travel 

motivations and values. 
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For that reason, other factors may play a crucial role in the place image 

formation. For instance, several researchers have researched the possibility of 

influence from prior destination visits. Some researchers found it to be an influential 

factor in the formation of travelers’ associations of a destination (Dann, 1996; MacKay 

& Fesenmaier 1997; Milman & Pizam 1995; Pearce 1982; Selby & Morgan 1996; 

Vogt & Andereck 2003; Baloglu & McCleary 1999). Though, some researchers also 

found no significant influence of prior visitations in the image formation process 

(Chen & Kerstetter 1999; Hunt 1975). However, it seems to be a more significant 

number of researchers which have discovered a positive relationship between 

associations of a destination and whether they have visited it before. Hence, it seems to 

be a significant factor in the image formation process. The associations of the Non-

Danish and Danish respondents, either different or similar, may be due to them having 

visited Copenhagen or not. For example, both the Non-Danish and Danish respondents 

associate Copenhagen with coziness, relaxation, and openness (Table 12, p. 112; Table 

13, p. 113) which may be due to them visiting Copenhagen before. However, the study 

did not investigate due to the limited number of respondents who have not visited 

Copenhagen before.  

Beerli & Martín (2004) and Um & Crompton (1990) also emphasize the role of 

prior visits in the image formation process. However, they further state the importance 

of other external stimuli such as information sources. In the case of the Non-Danish 

and Danish respondents, the choice of information sources does not differ significantly 

(Figure 71; Figure 72., p. 102). The main information sources of either respondent 

group are the Internet, friends and family, social media, and travel guide books (Figure 

71; Figure 72., p. 102). Thus, the respondents, whether of being Danish or not, 

primarily use the same information sources to search for information about a travel 

destination. Hence, the information sources may influence the associations of the 

respondents. For example, if one search for Copenhagen on the Internet, information 

about attractions include both cultural, historical, and modern sites (Visit Copenhagen, 

n.d.a). It may be an influential factor on the image which the respondents have of 

Copenhagen, e.g., they share the associations historical, cultural, and modern (Table 
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12, p. 112; Table 13, p. 113). Also, it is possible to find articles which describe 

Copenhagen as a cozy city (Blechman, 2017). There are even articles pronouncing 

Copenhagen as the coziest city in the world (The Week, 2017). Thus, it may have had 

an impact on the image of the respondents as they see Copenhagen as a cozy city 

(Table 12, p. 112; Table 13, p. 113). Furthermore, photos published on the official 

social media sites, such as Twitter and Instagram, includes captures of modern 

architecture, old buildings, bikes, and natural areas (Visit Copenhagen, 2016a-e; 

2017a-l; n.d.b, p. 105-108). Thus, it may also have had an influential impact on the 

associations of the respondents. 

Overall, several factors seem to be influencing the way the respondents view 

Copenhagen, i.e., their image of Copenhagen. The respondents appear to have certain 

associations with Copenhagen due to multiple factors. In other words, it does not seem 

to be only one factor which influences the image of places in the minds of travelers. 

The factors which seem to be important elements of the image formation process are 

external factors such as prior visitations and information sources. However, the 

influential factors seem to also include internal aspects such as values and motivations 

of the respondents. Hence, the respondents gain information about certain destinations 

from the Internet, friends, and family, social media, travel guidebooks, and initial 

experiences from visiting the destinations. The respondents evaluate the information 

based on the personality of the respondents, i.e., the personal characteristics. In other 

words, the individuals’ values and travel motivations, as well as, the knowledge they 

have of the destinations form the associations of the respondents (Beerli & Martín, 

2004a; Um & Crompton, 1990).  

 

5.2. Managerial Implications 

The study has several significant managerial implications. As it is difficult to discover 

a destination’s weaknesses and strengths in the mind of individuals (Del Bosque & San 

Martín, 2008), the study of people’s place images can be a useful tool in discovering, 

how people perceive a place. In this way, it enables place marketers and managers to 

detect the strengths and weaknesses of a destination. The place image can be used in 
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this way due to its ability to show the feelings and opinions of the visitors. In other 

words, place images can show the negative or positive aspects of a destination. 

Thereby, it is possible for the place marketers to improve its weaknesses, i.e., the 

aspects of destinations which the visitors perceive negatively. Furthermore, the place 

marketers can establish strategies to maintain the strengths of the travel destination. 

With the place image, the place marketers can better customize the marketing 

strategies towards the target group. Thus, the strategies will be more successful in 

satisfying the visitors, as well, it will help them be more successful in attracting more 

tourists. When place marketers understand the place image in the minds of the 

travelers, it enables them to find out if the place branding strategies of a destination are 

adequate (Del Bosque & San Martín, 2008). In other words, it highlights whether the 

image of travelers coheres with the intended place image of the place marketers. Thus, 

it is possible to adapt and develop strategies which better communicate the intended 

place image of a destination. As Li and Vogelsong (2006) noted, the destination image 

of potential visitors may help the place marketers create competitive advantage by 

setting the destination apart from the competitors. 

Since both the cognitive and affective factors influence the overall image of a 

travel destination (Beerli & Martín, 2004a; Baloglu & McCleary, 1999), the place 

marketers may be able to strengthen the position of the destination in the travelers’ 

minds if it also focuses on the emotions and feelings people have of a place. Hence, 

the results of this study will provide place marketers with information about, how 

Millennials feel about Copenhagen. Thus, it is possible to either change or enhance 

those feelings through marketing communication. In this way, the success in attracting 

people to visit the destination will be more profound because feelings and emotions 

significantly affect consumer decisions (Schwarz, 1990; Schwarz & Clore, 1983; 

Forgas, 1995; Lerner, Han, & Keltner, 2007). Thus, feelings and emotions have a more 

significant impact on consumer decisions (Esper & Rateike, 2010). Thereby, the 

marketers should focus on promoting elements such as emotions, possible experiences 

of the visitors, and the sensation the visitors will get from visiting a specific 

destination.  
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Furthermore, people with varying travel motivations and values will perceive the 

travel destination in different ways (Beerli & Martín, 2004a; Del Bosque & San 

Martín, 2008). For this reason, it is necessary to segment potential visitors based on 

their values and travel motivations. Thus, it is possible for the place marketers to 

develop specific strategies for each tourist segment which will increase the likelihood 

of success. In this way, it is important to focus on the place attributes and the emotions 

which the place can evoke which are relevant to a specific segment. Thus, place 

marketers can have a more specialized place marketing approach. One of the effects of 

more specialized marketing strategies is, it creates a more positive place image in the 

minds of individuals. At the same time, it enables the place marketers to develop 

strategies which will decrease the uncertainties of a destination which travelers may 

have before visiting a place. It may be even more profound with travelers who have a 

higher value distance with the travel destination. In other words, a suitable image of 

the travel destination will be easier to develope, which in return, the potential visitors 

can effortlessly interpret. Thus, it will increase the positivity of the place image in the 

minds of travelers. When place marketers personalize their place branding strategies, it 

will help increase satisfaction, length of stay, and strengthen the loyalty of tourists. 

Thus, it might increase the likelihood of visitors returning to the destination (Del 

Bosque & San Martín, 2008). 

Additionally, the research of travel motivations and values of potential visitors 

will help place marketers to discover the tourist segments which the place attributes 

and sensation of the destination comply with. In other words, it will enable place 

marketers to be able to sort out the most favorable segments whose values and travel 

motivations fit with what a specific destination can offer. Though, it may eliminate 

unnecessary attempts to attract potential visitors which might never want to visit a 

specific type of destination. It may help avoid using resources on individuals where the 

place attributes and the emotional sensation which is not important for certain 

travelers. For example, it would create problems if the place marketers of winter 

locations focused on travelers who want to travel to enjoy beautiful warm weather. 

Thereby, an investigation of the values and travel motivations will help travel 
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destinations to focus on travelers who have a higher chance of visiting the place. 

Furthermore, place marketers will get a deeper understanding of which areas to 

allocate funds and to use its resources. 

If the place marketers want to focus on domestic tourists, the results show the 

importance of promoting Copenhagen as a place where one can relax and spend time 

with people one care about. Furthermore, it is essential to promote it as a place where 

one can get away, as well as, it is a place where one can have fun and enjoy the nature. 

By this means, the place marketers may highlight places such as the many green areas 

where you can take a break, Tivoli where you can have fun, or the possibility of 

renting a boat and sail through the canals. When it comes to the international tourists, 

the place marketers should focus on telling them how to get in contact with the 

residents of Copenhagen, the historical and cultural sites and where to have fun and go 

on adventures. Thus, the place marketers may emphasize the old historical buildings 

such as the colorful houses in Nyhavn or the castles. Furthermore, they may promote 

Copenhagen as a place with unique traits which a walk through the streets can reveal.  

Another managerial implication relates to the media where the place marketers 

can best reach the target group of young adults. As the results suggest, the best way to 

reach Millennials is through the Internet, social media, and travel guidebooks. Thus, 

place marketers should use these information sources to promote the physical 

attributes of a destination and to evoke positive emotions in the receivers. 

Furthermore, family and friends also play a significant part in increasing the 

knowledge about a destination. However, this is a problematic information source for 

the place marketers to influence. In this regard, the place marketers must promote a 

positive place image of a destination which coheres with what the visitors experience 

when they visit. Thus, family and friends may recommend a travel destinations to 

others.  

Nevertheless, the concept of Value-Motivation groups seems to act as an easier 

way to segment the potential visitors. It is due to the value distribution, and travel 

motivations appear to relate to the value and motivation components of these groups. 

Thus, place marketers may use it in marketing strategies to get an overview of the 
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main value and travel motivation of tourists. Instead of investigating the ten different 

values and the 20 travel motivations, place marketers can focus on investigating the 

Value-Motivation groups which give an overall picture of what the respondents 

believe is important, and what motivates them to travel. Thereby, the place marketers 

can use this concept to develop strategies which will help to promote a specific travel 

destination. 

 

5.3. Further Research 

In the following section, it will discuss the limitations discovered through the current 

study. These limitations are used to suggest important elements which propose 

conduction of further research. One of the main limitations of the study is the sample 

size. With only 113 participants, it is not possible to get any conclusive results. It is 

then necessary to conduct further research which gathers information from a larger 

sample size. With a larger sample size, it enables one to get more precise results.  

Furthermore, the current study investigates 26 different nationalities, where 25 of 

them are gathered into a group referred to as Non-Danes. In this way, the study does 

not consider specific nationalities besides Danes. Thus, additional research must be 

conducted where the focus is on specific cultural backgrounds. Thereby, it will be 

possible to understand whether culture plays a significant role in the values and travel 

motivation identification, as well as, in the place image formation process. The study 

could have compared regions with the Danish respondents. Thereby, it may have been 

possible to see if there are any regional differences between the participants. However, 

the representation within the various regions would be too small to get any significant 

results.  

Another limitation of the study is due to the fact it is not including the aspect of 

prior visitation of Copenhagen. Thus, the associations of the respondents are not 

considered to be influenced by previous visits to Copenhagen. As aforementioned, 

several researchers have discovered that prior visits are an influential factor in the 

image formation (MacKay & Fesenmaier 1997; Vogt & Andereck 2003; Baloglu & 

McCleary 1999). Thus, the similarities and differences between the respondents may 
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be due to differences in previous travel behavior. Hence, it is necessary to conduct 

further research which includes this factor in the variables under investigation.  

The data collection approach also limits the research. The data was only 

collected through a quantitative method, i.e., an online survey. Even though the survey 

includes an open-ended qualitative question to discover the respondents’ associations 

of Copenhagen, it is difficult to understand why the respondents view Copenhagen in a 

certain way. In future investigations, a mixed method approach may be a better way to 

collect data, i.e., including both a survey with qualitative interviews or focus groups. 

In this way, it will be possible to get data which better help to explain the reasons why 

the respondents have specific values, travel motivations, and associations of specific 

travel destinations.  

For the place marketers, it is essential to know whether the respondents want to 

visit the travel destination. It is due to the importance to know if travelers have 

positive feelings towards Copenhagen, as well as, the destination satisfies the needs of 

the travelers. However, this factor has not been part of the analysis of the data due to 

the limit number of respondents who have not visited Copenhagen before. Thus, it is 

not considered as a potential factor in the image formation process. On the opposite 

side, the image of the place may influence the willingness to visit a specific 

destination. The willingness to visit specific travel destinations, such as Copenhagen, 

is an important aspect to investigate in future studies.  

In connection to this, it might be useful to investigate which travel destinations 

the respondents primarily want to visit. Travelers seldom choose a travel destination 

by only considering one destination. On the other hand, the final decision of visiting a 

specific destination is based on a selection of multiple travel destination choices (Um 

& Crompton, 1990). The lack of comparison to competitive destinations, especially the 

dream travel destination of the respondents, may have failed to gather important 

information which place marketers could use to build a competitive advantage.  

Additionally, whether the respondents have children may also influence which 

values and travel motivations they have. Further, it may then have an impact on, how 

they perceive a travel destination, i.e., the image of a travel destination. The current 



	  Page 70 of 122 
	

study does not include this due to an uneven distribution between the respondents with 

and without children. Thus, further research which includes this potential factor would 

be essential to conduct to find out if children influence travel destination choice. 

 

6. Conclusion 
This thesis has provided insights into what factors influence the travel destination 

choices of Millennials, and how these factors influence the place image of 

Copenhagen. In this way, it has discovered no significant differences between the 

female and male respondents in the value identification. Both genders believe the 

stimulation, benevolence, universalism, self-direction, and security values are 

important. However, the main travel motivations between the two genders differ, e.g., 

the female respondents are mostly motivated to travel to have fun, to get away from 

everyday life, and to see new places. Whereas, the male respondents mainly want to 

travel to meet local people, to see new places, and to visit historical and cultural sites.  

When it comes to the values and travel motivations of the Non-Danish and 

Danish respondents, the findings indicate significant differences between them. On 

one side, the Non-Danish respondents mostly identify with the self-direction, 

universalism, and stimulation values. As well as, they want to travel to meet locals, to 

see new places, to visit historical and cultural sites, to increase their knowledge of new 

places, to have fun, and to seek adventure. On the other hand, the Danish respondents 

mostly identify with the benevolence, universalism, and hedonism values. As well as, 

the Danish respondents travel to specific destinations to get away from home, to have 

fun, to relax, to see new places, to spend time with people they deeply care about, and 

to enjoy good weather.  

The results of the analysis also showed a significant relationship between the 

Value-Motivation groups and which values and travel motivations the respondents 

identify with. Most of the Danish respondents identify with the Self-Transcendence-

Relaxation group. On the other hand, the Non-Danish respondents identify mainly with 

the Self-Transcendence-Culture Value-Motivation group. The second largest Value-

Motivation group for the Danish respondents is Self-Transcendence-Culture. Though, 
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it is the Openness-to-change-Culture Value-Motivation group which is the second 

largest for the Non-Danish respondents. 

The female and male respondents appear to have a similar image of Copenhagen. 

Both the female and male respondents see Copenhagen as an expensive, beautiful, 

cozy, friendly, diverse, safe, calm, and lively place where there are a good 

infrastructure and a nice culture. The image of Copenhagen between the Non-Danish 

and the Danish respondents has a more significant difference than between the female 

and male respondents. The primary associations of the Danish respondents are open, 

good infrastructure, bikes, innovation, modern, different, cultural, historical, noisy, 

busy, and expensive. On the other hand, the Non-Danish respondents associate 

Copenhagen with beauty, safety, cold weather, calmness, equality, and cleanness. 

Furthermore, the Non-Danish respondents also state associations such as history, 

bikes, and culture.  

Through this investigation, values and travel motivations appear to play a 

significant role in the travel destination choice process. Furthermore, they also appear 

to be an influential factor in the formation of destination images in the minds of 

travelers. The results of the Non-Danish and the Danish respondents also show a 

relationship between the values, travel motivations, and the associations of a place. In 

the case of the Non-Danish respondents, the associations friendly, nice people, and 

open seem to correlate to the travel motivation to meet locals. Furthermore, the 

associations cultural, history, rich culture, and Bike city appear to relate to the travel 

motivations to visit historical and cultural sites, to see new places, and to increase 

knowledge of new places. Additionally, the Non-Danish respondents view 

Copenhagen as a cool, exciting, fun, and interesting place which seem to relate to the 

travel motivations to have fun and to go on adventures. Also, the Non-Danish 

respondents identify with the universalism value. In this case, they associate 

Copenhagen with equality and view it as a clean and eco-friendly city. Furthermore, 

the connection between values and associations also exists with the stimulation value 

which describes people as wanting to live an exciting life, be adventurous, and 

experience new things. Here, the relationship between the two variables can be seen 
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due to the Non-Danish respondents associate Copenhagen with being different, 

interesting, exciting, and fun. Additionally, there is also a relationship between the 

self-direction value and the association liberal. The connection between them can be 

seen due to people who identify with the self-direction value believe it is important to 

be independent, curious, creative, and free to live the life they want.  

The relationship between values, travel motivations, and associations also seems 

to exist in the Danish respondent's group. The Danish respondents want to travel 

somewhere to have fun which appears to relate to the view of Copenhagen as an 

exciting place where there are possibilities and places to shop. Furthermore, the 

associations cozy and relaxed correlate with the travel motivation to relax. Further, the 

associations noise, lively, Big City, and snobs relate to the ‘to relax’ travel motivation 

due to their negative effect on relaxation. Also, the Danish respondents see 

Copenhagen as a historical and cultural city. Furthermore, they associate Copenhagen 

with bikes, Amalienborg, Strøget, the Little Mermaid, and the Royal Family which 

seem to relates to the cultural travel motivation ‘to see new places’. Additionally, the 

universalism value seems to relates to the associations such as diverse and 

multicultural due to the importance of treating people well. Furthermore, the hedonism 

value seems to be an influential factor in the associations such as possibilities, lively, 

shopping, and good food. Finally, the Danish respondents associate Copenhagen with 

being open which appears to relate to the benevolence value.  

The study has several significant managerial implications. In this way, it enables 

place marketers and managers to detect the strengths and weaknesses of a destination 

based on the negativity and positivity of travelers’ place images. Furthermore, they can 

use the information about values and travel motivations to segment the market. Thus, it 

will be possible to find the most favorable tourist segments. In other words, the place 

marketers will be able to understand, what is important for the travelers, what makes 

them choose a specific destination, as well as, how they perceive Copenhagen. In this 

way, it enables the place marketers to develop more specified strategies which will 

increase the successfulness of attracting more tourists.  
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However, the current study has some limitations which need to addressed in 

further research. It includes conducting additional research with a larger sample size 

and selection of specific nationalities. 
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8. Appendices 
8.1. Questionnaire 
Questions: 
Closed Questions: 
 
Basic Information about respondent 
Age: 
Nationality: 
Do you have children? 
Have you visited Copenhagen before? 
 
Which one of the following statements do you mostly identify with? (Please only select the ones you 
mostly identify with) 
Self-Direction: You are independent and choose your own goals. You are curious, creative and freedom 
is an important aspect of your life.  
Stimulation: You love to have an exciting life and like to take chances. You are adventurous and like to 
do new things.  
Hedonism: You like to enjoying life and satisfy your own needs.  
Achievement: It is important to you to be successful, ambitious, competent, and influential. Furthermore, 
you are hoping to get recognition for your achievements. 
Power: It is important to you to be wealthy and prestigious. Also, you like to own a lot of expensive 
things.  
Security:  You like to live in a secure and stable environment. You do not like change and you want to 
feel you belong. You avoid doing things that will endanger your security. 
Conformity: You are polite and respect others, especially elders. You avoid actions and opinions which 
might upset or harm others and violate social expectations or norms. 
Tradition: You like traditions in which you respect, commit, and follow the customs and ideas of your 
culture or religion.  
Benevolence: It is important for you to be loyal, honest, and forgiving. You are helpful, and you love the 
nature. 
Universalism: You believe everyone should take care of the nature and people. It is important to you to 
treat everyone equally and with respect.  
 
Which one of the following motivations are important for you when choosing a travel destination? 
(Please select as many as you want) 
Culture 
To visit historical, cultural sites and attractions 
To increase knowledge of new places (learn more about the country) 
To meet local people 
To see new places 
 
Pleasure-seeking/Fantasy 
To mix with fellow tourists 
To seek adventure and do something out of the ordinary 
To have fun 
To get away from home (everyday pressure, surroundings, and routines) 
To meet new people 
To increase your quality of life 
 
Relaxation 
To be emotionally and physically refreshed 
To spend time with people you care about deeply 
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To relax 
To enjoy good weather  
 
Physical 
To get close to nature 
To engage in sports 
To be active 
To be part of recreational activities (activities just for fun) 
 
Other 
Security 
Status and prestige 
 
Which one of these four categories do you mostly identify with? (Please only choose one) 
Openness to change: You are independent and like to have an exciting life where you like to do new 
things. 
Self-transcendence: You believe that everyone should be treated equally and with respect. You are 
loyal, honest, and helpful. 
Self-enhancement: You strive for success, and you are ambitious. It is important for you to be wealthy 
and prestigious, and you like to own expensive things.  
Conservation: You like security, and you do not like change. You like familiarity, and you avoid actions 
and opinions which might upset or harm others.  
 
Which one of these four categories do you think is most important when you are choosing a travel 
destination? (please only choose one) 
Culture: You want to see new place, learn about other cultures, and meet local people. 
Pleasure-seeking/Fantasy: You want to have an adventure, do things out of the ordinary, have fun, meet 
new people, and you want to get away from everyday life. 
Relaxation: You want to relax, enjoy good weather, and spend time with people you care about. 
Physical: You want to be close to nature, be active, and do recreational activities (activities just for fun) 
 
Which of these information sources do you use to get information about a travel destination? 
(Please select as many as possible) 
Friends and Family 
TV and Radio 
Travel Agencies 
Internet 
Social Media (Facebook, Instagram, Pinterest, Twitter etc.) 
Travel Guidebooks 
Newspapers and Magazines 
 
Open Question 
What is your image of Copenhagen? (Which associations do you have of Copenhagen?) (Please 
write min. 3 associations of Copenhagen) 
 
Are you willing to visit Copenhagen?  
Yes 
No 
 
Thank you for participating in this survey. 
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8.2. Demographics 

8.2.1. Respondents 

Figure 1. Distribution of Respondents 

 

 

 

 

 

8.2.2. Age 

Figure 2. Distribution of Age 

 

 

 

 

 

 

 

 

 

8.2.3. Gender 

Figure 3. Distribution of Gender 
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8.2.4. Nationality 

Figure 4. Distribution of Nationality 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

8.2.5. No Children vs. with Children 

Figure 5. Distribution of Respondents with or without Children 
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8.3. Value-Motivation Groups 

Figure 6. Distribution of Value-Motivation Groups 

 

 

 

 

 

 

 

 

 

 

 

 

8.3.1. Value Distribution 

Figure 7. Distribution of Values                       Figure 8. Distribution of Values.  

 

 

 

 

 

 

 

Figure 9. Distribution of Values                       Figure 10. Distribution of Values                        
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Figure 11. Distribution of Values                       Figure 12. Distribution of Values                        

 

 

 

 

 

 

 

 

 

Figure 13. Distribution of Values                       Figure 14. Distribution of Values                        

 

 

 

 

 

 

 

 

 

Figure 15. Distribution of Values                       Figure 16. Distribution of Values                        
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Figure 17. Distribution of Values                       Figure 18. Distribution of Values                        
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8.3.2. Travel Motivation Distribution 

Figure 20. Distribution of Travel Motivations 
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Figure 21. Distribution of Travel Motivations 
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Figure 23. Distribution of Travel Motivations 
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Figure 24. Distribution of Travel Motivations 

 
Figure 25. Distribution of Travel Motivations 

 
Figure 26. Distribution of Travel Motivations 
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Figure 27. Distribution of Travel Motivations 

 
Figure 28. Distribution of Travel Motivations 

 
Figure 29. Distribution of Travel Motivations 
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Figure 30. Distribution of Travel Motivations 

 
Figure 31. Distribution of Travel Motivations 

 
Figure 32. Distribution of Travel Motivations 
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8.3.3. Information Sources 
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Figure 37. Distribution of Information 
Sources   
	

Figure 38. Distribution of Information 
Sources   
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8.4. Gender Data 

8.4.1. Values 

Figure 46. Distribution of Gender                     Figure 47. Distribution of Gender                     

 

 

 

 

 

 

 

 

 

 

8.4.2. Value-Motivation Groups 

Figure 48. Distribution of Gender                     
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8.4.3. Travel Motivations 

Figure 49. Distribution of Gender                     

 

 

 

 

 

 

 

 

 

 

Figure 50. Distribution of Gender                     
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8.4.4. Information Sources 

Figure 51. Distribution of Gender                  Figure 52. Distribution of Gender            

 

 

 

 

 

 

 

 

8.4.4. Associations 

 

8.5. Age Data 

8.5.1. Values 

Figure 53. Distribution of Age																												Figure 54. Distribution of Age 
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Figure 55. Distribution of Age                          Figure 56. Distribution of Age 

 

 

 

 

 

 

 

 

 

8.5.2. Value-Motivation Group 

Table 2. Distribution of Age 
Value-Motivation Groups 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 
Conservation - Culture 1    2 1           
Conservation - Relaxation    2 1   1 1      1 1 
Openness to Change - Culture 2  1 1 1 2 1 2 3     1   
Openness to Change - Physical   1   1    1       
Openness to Change - Pleasure-Seeking 2    3 5 1 2    1     
Openness to Change - Relaxation 5 1    1 1          
Self-enhancement - Culture         1        
Self-enhancement - Pleasure-seeking     2            
Self-enhancement - Relaxation   1 1             
Self-transcendence - Culture 3  3 1 2 4 1 2 1 1  4   1 2 
Self-transcendence - Physical   1     1         
Self-transcendence - Pleasure-seeking 1  3   3 1    1     1 
Self-transcendence - Relaxation 4    3 4 1  2 1 1 1 2  2  

 

8.5.3. Travel Motivations 

Figure 57. Distribution of Travel Motivations 
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Figure 58. Distribution of Travel Motivations 

 

 

 

 

 

 

 

 

Figure 59. Distribution of Travel Motivations	 

 

 

 

 

 

 

 

 

Figure 60. Distribution of Travel Motivations	 
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8.5.4. Information Sources 
Figure 61. Distribution of Information Source                 Figure 62. Distribution of Information Source 

 

 

 

 

 

 

 

 
Figure 63. Distribution of Information Source                 Figure 64. Distribution of Information Source                  
 

 

 

 

 

 

 

 

8.6. Non-Danes vs. Danes Data 

8.6.1. Values 

Figure 65. Distribution of Values                        Figure 66. Distribution of Values                      
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8.6.2. Value-Motivation Groups 
Figure 67. Distribution of Value-Motivation Groups               Figure 68. Distribution of Value-Motivation Groups                                    

 

 

 

 

 

 

 

 

 

 

 

8.6.3. Travel Motivations 

Figure 69. Distribution of Travel Motivations    

 

 

 

 

 

 

 

 

 

Figure 70. Distribution of Travel Motivations   
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8.6.4. Information Sources 
Figure 71. Distribution of Information Sources          Figure 72. Distribution of Information Sources 

 

 

 

 

 

 

 

 

8.7. Respondents with or without Children 

8.7.1. Travel Motivations 

Figure 73. Travel Motivations of Respondents with or without Children	 
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8.7.2. Values 

Figure 74. Values of Respondents with or without Children 

 

 

 

 

 

 

 

 

 

 

8.7.3. Information Sources 

 

 

 

 

 

 

 

 

 

8.8. Prior Visits in Copenhagen 

8.8.1. Travel Motivations 

Figure 77. Travel Motivations of Respondents who have visited Copenhagen or not	 
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8.8.2. Values 

Figure 78. Values of Respondents who have visited Copenhagen or not 

 
8.8.3. Information Sources 

 

 

 

 

 

 

 

 

 

8.9. Willingness to Visit Copenhagen 

8.9.1. Travel Motivations 

Figure 81. Travel Motivations: Respondents who are Willing or not to visit Copenhagen 
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8.9.2. Values 

Figure 82. Values: Respondents who are Willing or not to visit Copenhagen	

 
8.9.3. Information Sources 

 

 

 

 

 

 

 

 

 

8.10. Pictures of Copenhagen (Visit Copenhagen) 

Picture 2016a. Bryggebroen                             Picture 2016b. Amalienborg 
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Picture 2016c. Bikes at 8-tallet                         Picture 2016d. Inderhavnsbroen 

 

 

 

 

 

 

 

 

 

Picture 2016e. Bikes at Vesterbro                Picture 2017a. Kings Garden 

 

 

 

 

 

 

 

 

 

Picture 2017b. Havnegade                               Picture 2017c. Royal Gard 
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Picture 2017d. Nørrebrogade                               Picture 2017e. Gothersgade 
 

 

 

 

 

 

 

 

 

Picture 2017f. Axel Towers                                    Picture 2017g. Ørstedsparken 

 

 

 

 

 

 

 

 

 

Picture 2017h. Nyhavn                                     Picture 2017i. Frederiksberg Have 
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Picture 2017j. Gråbrødretorv                            Picture 2017k. Nordhavnstunnel 
 

 

 

 

 

 

 

 

 

 

8.11. World Value Survey Wave 6 2010-2014 

Table 3. Stimulation Value 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Schwartz: Adventure and taking risks are important to this person; to have an exciting life

TOTAL
Country Code

Argentina Australia Brazil Chile China Colombia Germany Kazakhstan Mexico

Very much like me 6.5 6.7 5.9 5.0 12.2 3.6 15.1 3.8 5.2 10.5

Like me 12.3 15.4 11.8 13.7 12.6 10.8 12.4 10.3 10.5 15.7

Somewhat like me 17.0 23.3 18.2 12.8 20.4 13.1 12.2 12.3 16.7 15.0

A little like me 19.7 22.6 21.7 11.0 14.1 17.9 14.8 17.5 18.9 14.5

Not like me 23.6 16.7 27.6 35.3 18.9 38.5 21.8 28.8 31.6 12.6

Not at all like me 16.3 13.4 12.9 21.9 13.2 11.1 23.2 26.7 17.0 31.4

BH: Missing;HT: Dropped

out survey; RU,DE:

Inappropriate response

1.4 - - - - - - 0.1 - -

No answer 1.2 0.7 1.8 0.1 2.8 4.9 0.2 0.1 - 0.0

Don´t know 2.0 1.2 - 0.3 5.8 0.1 0.2 0.3 - 0.2

(N) (26,490) (1,030) (1,477) (1,486) (1,000) (2,300) (1,512) (2,046) (1,502) (2,000)

Mean 3.95 3.69 3.94 4.24 3.60 4.16 3.86 4.38 4.12 3.97

Standard Deviation 1.50 1.45 1.42 1.52 1.61 1.34 1.77 1.45 1.43 1.77

Base mean (25,295) (1,011) (1,451) (1,481) (914) (2,184) (1,506) (2,034) (1,502) (1,996)

Country Code

Netherlands Romania Russia Spain Sweden Turkey United States

Very much like me 1.5 6.8 5.4 5.3 7.2 11.2 4.7

Like me 5.8 8.5 14.3 15.8 11.8 19.8 11.1

Somewhat like me 12.1 14.9 21.9 23.5 18.9 21.9 20.2

A little like me 19.0 23.3 31.8 22.7 18.7 15.9 23.8

Not like me 38.0 16.3 - 21.1 27.6 17.8 26.9

Not at all like me 18.9 26.3 - 10.2 15.1 11.0 11.5

BH: Missing;HT: Dropped

out survey; RU,DE:

Inappropriate response

- - 14.5 - - - -

No answer 0.4 0.7 2.2 0.7 0.1 - 1.9

Don´t know 4.3 3.3 9.9 0.7 0.6 2.4 -

(N) (1,902) (1,503) (2,500) (1,189) (1,206) (1,605) (2,232)

Mean 4.50 4.17 3.09 3.70 3.94 3.43 3.93

Standard Deviation 1.20 1.54 0.96 1.38 1.48 1.54 1.35

Base mean (1,813) (1,443) (1,833) (1,173) (1,198) (1,566) (2,190)

World Values Survey Wave 6: 2010-2014

Pág 1

Selected samples: Argentina 2013, Australia 2012, Brasil 2014, Colombia 2012, Chile 2011, China 2012, 
Germany 2013, Kazakhstan 2011, Mexico 2012, Netherlands 2012, Romania 2012, Russia 2011, Spain 2011, 
Sweden 2011, Turkey 2011, United States 2011 
 
World Values Survey Association. (2015). World Value Survey Wave 6 2010-2014. Official Aggregate 
v.20150418. (http://worldvaluessurvey.org). Aggregate File Producer: ASEP/JDS, Madrid SPAIN. 
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Table 4. Universalism Value 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Table 5. Self-Direction Value 
 

 

 

 

 

 

 

 

 

 

 

 

 

Schwartz: Looking after the environment is important to this person; to care for nature and
save life resources

TOTAL
Country Code

Argentina Australia Brazil Chile China Colombia Germany Kazakhstan Mexico

Very much like me 20.8 15.5 18.2 25.6 24.2 9.7 53.6 11.0 11.1 39.6

Like me 30.6 30.6 28.6 51.7 21.9 30.0 29.2 24.8 24.3 36.4

Somewhat like me 24.3 27.6 24.2 12.9 24.6 30.9 9.6 29.2 28.9 12.3

A little like me 15.1 16.9 19.1 5.0 13.4 16.2 5.0 21.5 23.3 7.0

Not like me 5.0 6.2 6.6 3.3 5.2 6.1 1.6 10.6 9.6 2.2

Not at all like me 1.7 1.7 1.7 0.9 2.3 2.0 0.9 2.5 2.9 2.2

HT: Dropped out survey;

RU,DE: Inappropriate

response

0.3 - - - - - - * - -

No answer 1.0 0.3 1.5 0.1 3.0 5.0 0.1 0.1 - 0.2

Don´t know 1.3 1.3 - 0.5 5.4 0.2 - 0.3 - 0.1

(N) (26,490) (1,030) (1,477) (1,486) (1,000) (2,300) (1,512) (2,046) (1,502) (2,000)

Mean 2.57 2.72 2.72 2.11 2.57 2.84 1.74 3.03 3.05 2.02

Standard Deviation 1.22 1.20 1.26 1.01 1.31 1.15 1.02 1.25 1.25 1.16

Base mean (25,801) (1,014) (1,454) (1,477) (916) (2,182) (1,510) (2,037) (1,502) (1,995)

Country Code

Netherlands Romania Russia Spain Sweden Turkey United States

Very much like me 8.1 33.6 14.1 20.7 23.0 24.3 14.3

Like me 23.9 23.8 31.5 39.2 34.2 38.9 24.0

Somewhat like me 26.7 28.0 28.3 26.7 24.1 24.4 26.6

A little like me 25.3 7.9 18.4 9.0 11.9 8.5 22.2

Not like me 9.1 2.3 - 2.9 4.1 1.4 7.9

Not at all like me 2.1 1.2 - 0.3 2.1 0.6 3.1

HT: Dropped out survey;

RU,DE: Inappropriate

response

- - 3.1 - - - -

No answer 0.4 0.4 0.9 0.6 0.1 - 1.9

Don´t know 4.3 2.8 3.8 0.6 0.4 1.9 -

(N) (1,902) (1,503) (2,500) (1,189) (1,206) (1,605) (2,232)

Mean 3.10 2.23 2.55 2.35 2.46 2.24 2.95

Standard Deviation 1.20 1.15 0.98 1.02 1.21 1.01 1.29

Base mean (1,813) (1,456) (2,306) (1,174) (1,199) (1,575) (2,190)

World Values Survey Wave 6: 2010-2014
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Schwartz: It is important to this person to think up new ideas and be creative; to do things
one’s own way

TOTAL
Country Code

Argentina Australia Brazil Chile China Colombia Germany Kazakhstan Mexico

Very much like me 16.6 17.9 14.1 18.6 26.9 7.8 33.5 12.7 10.0 19.6
Like me 25.8 32.8 25.2 38.4 22.9 20.6 27.9 28.2 17.9 28.1
Somewhat like me 26.0 28.8 27.9 21.3 22.5 25.1 17.1 28.2 27.1 23.5
A little like me 15.5 12.7 19.3 7.1 10.4 16.2 10.5 16.3 22.0 14.1
Not like me 10.3 4.1 10.1 11.0 6.1 22.4 5.8 10.8 17.6 5.4
Not at all like me 3.4 1.6 1.5 2.5 2.5 3.4 4.9 2.5 5.4 8.9
No answer 1.0 0.3 1.9 0.3 2.8 4.4 0.1 0.3 - 0.2
Don´t know 1.5 1.7 - 0.8 5.9 0.1 0.1 1.0 - 0.2
(N) (23,990) (1,030) (1,477) (1,486) (1,000) (2,300) (1,512) (2,046) (1,502) (2,000)
Mean 2.87 2.56 2.91 2.61 2.49 3.37 2.42 2.92 3.35 2.84
Standard Deviation 1.35 1.15 1.25 1.32 1.34 1.35 1.44 1.28 1.36 1.49
Base mean (23,389) (1,009) (1,448) (1,469) (913) (2,196) (1,508) (2,019) (1,502) (1,993)

Country Code

Netherlands Romania Spain Sweden Turkey United States

Very much like me 5.7 23.1 12.0 24.4 24.4 12.5
Like me 21.4 19.1 23.1 27.0 36.3 22.2
Somewhat like me 21.4 28.4 37.5 29.9 21.0 31.8
A little like me 23.8 16.6 16.2 10.6 10.8 18.5
Not like me 17.1 4.6 7.8 5.5 4.6 10.3
Not at all like me 4.2 3.4 1.5 1.2 0.8 3.2
No answer 0.4 0.9 0.7 0.1 - 1.6
Don´t know 6.0 4.0 1.3 1.3 2.2 -
(N) (1,902) (1,503) (1,189) (1,206) (1,605) (2,232)
Mean 3.40 2.69 2.89 2.48 2.36 3.02
Standard Deviation 1.30 1.33 1.15 1.20 1.15 1.28
Base mean (1,780) (1,430) (1,165) (1,189) (1,570) (2,197)
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Selected samples: Argentina 2013, Australia 2012, Brasil 2014, Colombia 2012, Chile 2011, China 2012, Germany 2013, Kazakhstan 
2011, Mexico 2012, Netherlands 2012, Romania 2012, Russia 2011, Spain 2011, Sweden 2011, Turkey 2011, United States 2011 
 
World Values Survey Association. (2015). World Value Survey Wave 6 2010-2014. Official Aggregate v.20150418. 
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8.12. Associations 

8.12.1. Age 
         Table 6. Associations based on age 

Age: 20 - 23 
1st world Diverse  (x3) Noisy  (x2) 
Academic Éco friendly Open  (x2) 
Active Exciting  (x2) Organized  (x2) 
Amazing city Expensive (x7) Possibilities  (x5) 
Attractive Fresh Presence 
Beautiful  (x6) Friendliness Relaxing 
Beer mekka Full of life Royal Family 
Big  (x4) Good at English Royal Theater 
Big City  (x3) Good information for tourists Seaside 
Bike City  (x3) Good nightlife Shopping  (x3) 
Blond Good public transport  (x3) Small  (x2) 
Busy  (x3) Great English Snobs  (x4) 
Capital of Denmark Green' City Some trouble 
Chaos Growing Spacious 
Christiania Has friends in Denmark Stabile 
Clean Hipster Stressed 
Close Historical  (x2) Student city 
Cold Hyggelig  (x7) Sun is not out for many hours 
Colourful houses I love Danish women Technically developed 
Companionship Innovative  (x2) Tempo 
Confusing Inspiring Tivoli 
Construction Little Mermaid Trademark of Denmark 
Culture  (x4) Lively  (x4) Traffic 
Danish Modern  (x2) Universities 
Different Nice city  Where all the meaningful things happen 
Diligence Nice people  (x4) Wild 

 

Table 7. Associations based on age 
Age: 24 - 27 

Andersen Dance Happiness Model Country Rich Culture (x2) 
Artistic Different (x3) Helpful people Modern (x2) Royal Family 
Beautiful (x7) Diverse (x5) High quality of life Modern and consevative Rundetårn 
Beer Divided High salary Nature Safe (x3) 
Best city of the world Environmental (x2) Hipsters Nice buildings Shopping 
Big (x2) Equality (x2) Historical (x3) Nice landscapes Small (x2) 
Big City (x3) European Home (x3) Nice people (x3) Smørrebrød 
Bikes (x4) Exciting Homogenous Nightlife Strøget (x2) 
Bro-quarters Expensive (x6) Hyggelig (x11) Northern Country Takes care of its citizens 
Busy (x2) Experiences Interesting Nyhavn Toga 
Calm (x2) Fancy Intimacy Open (x3) Traditional 
Canal tour  Fantastic Introspective Opera Very beautiful women. 
Capital Fjord Language barrier Order Vikings 
Christiansborg Free-spirit Liberal mentality. Organized Water 
Clean (x2) Friendly (x4) Little Mermaid (x2) Possibilities (x5) Wealth 
Closed culture  Friends in Copenhagen Lively (x2) Progressive Welcoming 
Cold (x8) Fun (x2) Local (x2) Queen Work Life Balance 
Cool Good food and drinks (x4) Loyal Quiet  
Craziness Good infrastructure (x2) Manageable Relatives in Denmark  
Cultural (x3) Great place to live Minimalistic Relaxed (x3)  
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       Table 9. Associations based on age  
Age: 33 - 35 

Beautiful Modern (x2) 
Big City (x3) Multicultural (x2) 
Calm Old 
Culture (x2) Peaceful 
Diversity People 
Exciting (x2) Pulse 
Expensive (x2) Tolerant 
Good infrastructure Versatile 
Historical (x3) Worth seeing 
Hyggelig (x2) Young 
Lively (x2)  
Lovely  

 
8.12.2. Gender 
Table 10. Associations based on gender 

Male Respondents 
Active Dance Home (x2) Peaceful (x2) 
Amalienborg Different Homogenous Pedestrian friendly  
Andersen Diverse (x3) Hyggelig (x10) Polished 
Artistic Divided I love Danish women Possibilities (x5)  
Attractive Environmentaly friendly Innovative Queen 
Beautiful (x8) Equality. Interesting Quiet and prosper city 
Beautiful weather Exciting (x3) International Relatives in Copenhagen 
Beer (x2) Expensive (x13) Intimacy Relaxing 
Best city of the world Extremely nice people Introspective Respect 
Big City (x3) Fantastic Jolly People Royal Family 
Bikes (friendly) Fashionable Lack of personality Royal Theater 
Blond Friend has lived there Language barrier Safe (x3) 
Bricks Fjord Liberal (x2) Small (x3) 
Bridges Free-spirit Little Mermaid Smelly 
Calm (x2) Fresh Lively (x3) Snobs (x2) 
Capital (x2) Friendly (x4) Local (x2) So much fun 
Chewing Tobacco Friends in Copenhagen Manageable  Spacious (x2) 
Chocolates! Fun (x2) Noma restaurant Square (x2) 
Christiania Good at English Many opportunities  Stabile (x2) 
Christiansborg Good food and drinks Modern Surrounded by water 
Clean (x2) Good information for tourists Modern and conservative Sustainable 
Closed culture  Good infrastructure (x4) Movie Tempo 
Cold (x4) Good nightlife Modern architecture Toga 
Cold people Good symbiosis between urban 

architecture, surrounding 
landscape, and public spaces 

Nice landscapes Tolerant 

Colourful houses Great places to visit Nice people Trademark of Denmark 
Convenient Growing Northern country Traditional 
Craziness Helpful people Old-fashioned Very beautiful women. 
Cultural (x6) History (x3) Open  (x5) Vikings 

Age: 28 - 32 
Beautiful (x4) Culture (x4) Hyggelig (x3) Peaceful 
Beautiful archtitecture Diverse Interesting (x2) Pedestrian friendly  
Beautiful people Exciting International Polished 
Big City Expensive (x4) Jolly People Pulsating 
Bike friendly Fantastic Lack of personality Relaxing (x2) 
Bikes Fashionable Liberal Respect 
Bricks Fresh Lively Safe (x3) 
Bridges Friend has lived there Movie Small  
Calming Friendly (x2) Multicultural Smelly 
Charming Fun Nationality Square 
Chewing Tobacco Good public infrastracture Modern architecture Surrounded by water 
Chocolates! Great places to visit Nice museums Sustainable 
Cold weather Good symbiosis between 

urban architecture, 
surrounding landscape, and 
public spaces 

Nice people Tolerant 

Convenient Green (x2) Open Minded Tourist friendly 
Cool History (x4) Organized Unusual (Christiania) 

Table 8. Associations based on age	
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8.12.3. Non-Danes vs. Danes 
Table 12. Associations of the Non-Danish respondents 

Non-Danes 
1st world Exciting (x2) Homogenous Progressive 
Academic Expensive (x10) Hyggelig (x3) Pulsating 
Amazing city Extremely nice people I love Danish women Quiet 
Andersen Fancy Interesting (x2) Relatives in Denmark 
Artistic Fantastic Introspective Relaxing (x4) 
Beautiful (x13) Fashionable Language barrier Rich culture (x2) 
Beer Fjord Liberal (x2) Safe (x6) 
Best city of the world Fresh Loyal Seaside 
Bike City (x3) Friend has lived there (x2) Model Country Several friends live in Denmark 
Calm (x4) Friendly (x6) Modern (x2) Small  
Capital of Denmark Full of magic and culture Modern and conservative So much fun 
Charming Fun (x2) Movie Sun is not out for many hours 
Chewing Tobacco Good food Nationality Surrounded by water 
Chocolates! Good public infrastructure Nature Sustainable 
Clean (x2)  Nice museums Takes care of its Citizens 
Closed culture  Good public transport (x2) Nice people (x6) Tolerant 
Cold (x9) Good symbiosis between 

urban architecture, 
surrounding landscape, and 
public spaces 

Nice to live Tourist friendly city 

Colorful houses Great English Noma Traditional 
Convenient Great place to live Northern Country Unusual (Christiania) 
Cool (x2) Great places to visit Open (x2) Very beautiful women. 
Cultural (x6) Green Open Minded Vikings 
Different (x2) Helpful people Order Water 
Diverse High quality of life Organized (x4) Wealth 
Environmentally friendly (x2) High salary Peaceful Welcoming 
Equality (x2) Historical (x5) Pedestrian friendly  Work Life Balance 

 

 

Female Respondents 
1st World European Lovely Royal Family 
Academic Eventful Loyal Rundetårn 
Amalienborg Exciting (x3) Many people Safe (x2) 
Amazing city Expensive (x6) Minimalistic Seaside 
Beautiful (x9) Experiences Model Country Shopping (x4) 
Beautiful landscapes Fancy Modern (x5) Small (x2) 
Beautiful people Fantastic Multicultural (x3) Open-sandwich 
Big City (x7) Fresh Nationality Snobs (x2) 
Bike City (x7) Friendly (x3) Nature Stressed 
Bro-quarter Full of magic and culture Nice buildings Strøget (x2) 
Busy (x5) Good food and drinks (x2) Nice museums Student City 
Calm (x2) Good infrastructure (x3) Nice people (x3) Sun is not out for many hours 
Canal tour excursion Good public transport Nice to live Takes care of its citizens 
Chaos Great English Nightlife Technically developed 
Charming Great place to live Noisy (x2) Tivoli 
Clean Green (x2) Nyhavn Togetherness 
Cold (x6) Green areas Old (x2) Tolerant 
Confusing Happiness Open Tourist friendly 
Construction Has friends from there Opera Traffic 
Cool (x2) Historical (x9) Organized (x3) Universities 
Cozy Home (x2) People Unusual 
Crazy Hyggelig (x11) Polite and lovely people Water 
Culture (x7) Innovative Possibilities (x4) Welcoming 
Danish Inspiring Progressive Where all the meaningful 

things occur 
Different (x3) Interesting Pulse Work Life Balance 
Diligence Interesting design Quality  Worth seeing 
Diverse (x8) Kind People Quiet Young 
Environmentally friendly (x4) Little Mermaid (x2) Relaxing (x5)  
Equality Lively (x7) Rich Culture (x2)  

Table 11. Associations based on gender	
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8.12.4. Visited Copenhagen vs. have not Visited Copenhagen 
Table 14. Associations of Respondents who have not visited Copenhagen 

Respondents who have not visited Copenhagen 
Academic Equality (x2) I love danish women Quiet, safe and prosper 
Artistic Exciting Introspective Relatives in Copenhagen 
Beautiful (x3) Expensive (x4) Kind people Relaxed 
Beautiful landscapes Fantastic Liberal mentality Rich Culture 
Beer Fjord Model Country Safe 
Blond Friend has lived there Modern Seaside 
Calm Friendly people (x2) Modern and consevative Secure 
Capital of Denmark Friends in Copenhagen (x2) Nature Sun is not out for many hours 
Chewing Tobacco Full of magic and culture Nice buildings Takes care of its citizens 

Clean Good at English Nice landscapes Traditional 

Closed culture Good eating & drinking Nice people (x2) Very beautiful women. 
Cold (x4) Great English Nice to live Vikings 
Cold people Great place to live Noma restaurant Wealth 
Colourful houses High quality of life Northern Country Welcoming 
Cozy High salary Open Work Life Balance 
Cultural (x2) Historical (x2) Order Young 
Environmentaly friendly (x2) Homogenous Quiet  

 
 

 

 

Danes 
Active Construction works Good infrastructure (x4) Modern (x4) Shopping (x4) 
Amalienborg (x2) Craziness Good nightlife Multicultural (x3) Small (x4) 
Attractive Crazy Green areas Nice city  Smelly 
Beautiful (x5) Cultural (x6) ’Green’ City Nightlife  Snobs (x4) 
Beer mekka Dance Growing Noise (x2) Spacious 
Big (x7) Danish Happiness Nyhavn Square 
Big City (x9) Different (x2) Hipsters (x2) Okay Culture Stressed 
Bike City (x5) Diligence Historical (x6) Old (x4) Strøget (x2) 
Bricks Diverse (x10) Home (x4) Old-fashioned Student City 
Bridges Divided into sections Hyggelig (x19) Open (x4) Technically developed 
Bro-quarters Easy access Innovative (x2) Open Sandwich Tempo 
Busy (x4) Environment Inspiring Opera The Little Mermaid (x3) 
Canal tour  European Interesting Peaceful The Royal Family (x2) 
Capital city Eventful International People Tivoli 
Chaos Exciting (x4) Intimacy Polished Toga 
Christiania Expensive (x9) Lack of personality Possibilities (x8) Togetherness 
Christiansborg Fantastic Lively (x9) Puls Tolerant 
Clean Free-spirit Local (x2) Quality  Trademark of Denmark 
Close Fresh Lots of people Queen Traffic 
Closeness Friendly Lovely Relaxed (x2) Troubles 
Cold Good food (x2) Manageable Royal Theater Universities 
Confusing Good information for 

tourists 
Minimalistic Rundetårn Where all the 

meaningful happens 

Table 13. Associations the Danish respondents	
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Respondents who have visited Copenhagen 
A bit confusing when you are from 
the outside 

Bridges Exciting (x4) Interesting (x2) OK culture So much fun 

A lot of construction Busy (x5) Experiences (x2) Interesting design Old Some trouble like other cities 
A lot of cyclists Calm (x3) Extremely nice people International Old fashioned (x2) Spacious 
A lot of different activities Canal Tour Fancy Intimate Old history Square 
A lot of people Capital Fashionable Jolly People Open (x3) Stable 
Possibilities (x4) Chaos First world Lack of personality Open Minded (x2) Stressed 
A small capital Charming Free-spirit Language barrier Open sandwiches Strøget (x2) 
Active Christiania Fresh (x2) Liberal Organised (x4) Student city 
Adventurous Christiansborg Friendly (x5) Life Peaceful (x2) Surrounded by water 
Always life Clean (x2) Full of life Lively (x6) Pedestrian friendly  Sustainable 
Amalienborg Close Fun (x2) Local (x2) People Technically developed 
Amazing city Cold (x4) Good food Cultural Bike City Tempo 
Attraction Convenient Good informations for turists Loyal Polished The Little Mermaid (x3) 
Attractive Cool (x2) Possibilities Manageable Polite and lovely people The Opera 
Beautiful (x9) Expensive (x13) Good public infrastracture Many possibilities for activity Possibilities The place where all the meaningful 

things happens 
Beatiful landscape Cozy Good public transport Minimalistic Presence The Royal Theater 
Beautiful and old city Craziness Good symbiosis between urban 

architecture and public spaces 
Mixed residents Progressive Tivoli 

Beautiful architecture Cultural (x7) Great culture Modern (x5) Pulse Toga 
 Danish Great places to visit Multicultural (x3) Quality  Togetherness 
Beautiful people Dance Green spaces - parks (x2) Nationality Queen  Tolerant (x2) 
Beautiful weather Developed 

infrastructure 
Environmentally friendly Nice (x2) Relaxed (x5) Trademark of Denmark  

Beer mekka Different (x4) Happiness Nice & modern architecture Respect Traffic 
Best city of the world Diligence Helpful people Nice food and drinks Rich culture Tourist friendly city 
Big (x7) Diverse (x9) Hipsters (x2) Nice museums  Royal family (x3) Universities 
Big city (x8) Divided Historical (x9) Nice nightlife Rundetårn Unusual (Christiania) 
Big City with space for diversity Drinking Culture Home (x3) Nice people (x2) Safe (x4) Versatile 

Bike (x6) Easy access  Homelike Nice possibilities Shopping (x4) Water 
Biking Easy to get around 

(x2) 
Hyggelig (x20) Nice restaurant possibilities Small (x4) Wild 

Bricks Environment Innovative (x2) Noise (x2) Smelly  
Bridge-quarter European Inspiring Nyhavn Snobs (x4)  

Table 15. Associations of Respondents who have visited Copenhagen 
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8.12.5. Willingness to Visit Copenhagen 
Table 16. Associations of the Respondents who are not willing to visit Copenhagen 

Respondents who are not willing to visit Copenhagen 
Big City Beautiful landscape 
Noise Expensive 
Friendly city Polished 
Lack of personality Bridges 
Chaos Square 
Safety place Bricks 

 

Table 17. Associations of the Respondents who are willing to visit Copenhagen 
Respondets who are willing to visit Copenhagen 

Academic Drinking Culture Introspective Quiet 
Active Environment Jolly People Relaxed (x6) 
Adventurous Environmentaly friendly (x4) Language barrier Respect 
Amalienborg Equality (x2) Liberal (x2) Rich culture (x2) 
Amazing city European Life Royal Family (x3) 
Andersen Exciting (x5) Lively (x8) Rundetårn 
Artistic Expensive (x18) Local (x2) Safe (x5) 
Attraction Experiences (x2) Loyal Seaside 
Attractive Fancy Manageable Shopping (x4) 
Beautiful (x16) Fantastic Minimalistic Small (x5) 
Beautiful landscapes Fashionable Model Country Smelly 
Beautiful people First world Modern (x6) Snobs (x4) 
Beautiful weather Fjord Modern and Conservative Troubles 

Beer (x2) Free-spirit Modern architecture Spacious 
Best city of the world Fresh (x2) Movie Stable 
Big city (x7) Friend has lived there Multicultural (x3) Stressed 
Bike city (x9) Friendly (x6) Relatives in the city Strøget (x2) 
Blond Fun (x3) Nationality Student city 
Bridge quarter Good at English (x2) Nature Sun is not out for many hours 
Busy (x5) Good food (x5) Nice Surrounded by water 
Calm (x4) Good informations for tourists Nice buildings Sustainable 
Canal Tour Good infrastracture (x4) Nice city  Takes care of its citizens 
Capital (x2) Good public transport (x2) Nice landscapes Technically developed 
Charming Good symbiosis between urban 

architecture, surrounding 
landscape, and public spaces 

Nice museums  Tempo 

Chewing Tobacco Great place to live Nice nightlife The Little Mermaid (x3) 
Chocolates! Great places to visit Nice people (x7) The Opera 
Christiania Green spaces - parks Nice place to live The place where all the meaningfull 

things happens 
Christiansborg Growing Noise The Royal Theater 
Clean (x3) Happiness Noma restaurant Tivoli 
Close Has friends in Copenhagen Northern Country Toga 
Closed culture  Helpful people Nyhavn Togetherness 
Cold (x10) High quality of life Ok culture Tolerant (x2) 
Cold people High salary Old Tourist friendly  
Colourful houses Hipsters (x2) Old fashioned (x2) Trademark of Denmark  
Construction Historical (x12) Open (x4) Traditional 
Convenient Home (x3) Open Minded (x2) Traffic 
Cool (x2) Homelike Open sandwiches Universities 
Cozy (x2) Homogenous Order Unusual (Christiania) 
Craziness Hyggelig (x20) Organised (x4) Versatile 
Cultural (x13) Has friend in there Peaceful (x2) Very Beautiful women. 
Dance I love danish women  Pedestrian friendly  Vikings 
Danish Innovative (x2) People Water 
Developed infrastructure Inspiring Possibilities (x9) Wealth 

Different (x4) Interesting (x2) Presence Welcoming 
Diligence interesting design Progressive Wild 
Diverse (x11) International Pulse (x2) Work Life Balance 
Divided Intimate Queen Young 
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8.12.6. Value-Motivation Groups 
Table 18. Associations in Conservation-Culture       Table 19. Associations in Conservation-Relaxation 

Conservation - Culture  Conservation - Relaxation 
A lot of people  Beautiful Manageable 
Always life  Beautiful city Nice 
Big city snobs  Beautiful people Peaceful 
Cold  Big Safety 
Different  Bike city Shopping 
Expensive  Calm Small capital 
Hyggelig  Clean Snobs 
Intimate  Exciting Tivoli 
Local  Expensive Tourist friendly city 
Noise  Experiences Manageable 
Possibilities  Hyggelig  
Rich culture  Interesting design  
The Little Mermaid  Lively  

   

Table 20. Associations in Self-enhancement-Culture        

Table 21. Associations in Self-enhancement-Pleasure-seeking 
Self-enhancement - Culture 

Biking 
Green 
Relaxed 

 

Table 22. Associations in Self-enhancement-Relaxation 
Self-enhancement - Relaxation 

Attractive 
Beer mekka 
Developed infrastructure 
Diverse 
Good information for turists 
Hyggelig 
Possibilities 

 
Table 23. Associations in Openness-to-change-Culture 

Openness-to-change - Culture 
A great place to live Hygge Rich Culture 
Amazing city I have friends from there Royal Family/Amalienborg 
Beautiful (x3) I love danish women Secure 
Canal Tour International Small 
Capital of Denmark Kind People Spacious 
Clean Lively Sun is not out for many hours 
Cold (x3) Model Country Surrounded by water 
Cool Nature Takes care of Its Citizens 
Cultural (x2) Nice - Modern architecture They have great English 
Diversity Nice landscapes Unusual (e.g. Christiania) 
Equality Nice people Vikings 
Expensive (x2) Nice to live Wealth 
Fancy Northern Country Welcoming 
First world Open Work life balance 
Fjord Open Minded  
Good public infrastructure Open sandwiches  
Good symbiosis between urban 
architecture, surrounding landscape, and 
public spaces 

Organized  

High quality of life Pedestrian friendly  
High salary Polite and lovely people  
Hipster Progressive  
Historic Quiet  
History (old city) Relaxed  

 

Self-enhancement – Pleasure-seeking 

Relaxed 
A lot of different activities 
Minimalistic 
Good food 
Fun 
Extremely nice people 
Beautiful weather 
Many possibilities for activity 
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Table 24. Associations in                  

Openness-to-change-Physical                    Table 25. Associations in Openness-to-change-Pleasure-Seeking 
Openness-to-change - Physical  Openness-to-change - Pleasure-seeking 

Blond  Amalienborg Divided Local 
Bricks  Beautiful Drinking Culture Modern and conservative 

Bridges  Beautiful landscape Eating and drinking (x2)  Nationality 
Colorful houses  Big city (x3) Environmentally friendly Nice buildings 

Expensive  Capital Equality Nice people 
Good at English  Christiansborg Expensive Open 

Lack of personality  Closed culture  Experience rich Possibilities 
Relative in Copenhagen  Cold people Friendly people (x2) Relaxing (x2) 

Noma restaurant  Cold weather (x2) Good infrastructure Shopping 
Polished  Culture (x4) Home like (x3) Student city 

Friends in Copenhagen  Danish language Hyggelig (x3) Queen 
Square  Different Liberal mentality Quiet, beautiful, safe and 

prosper city Blond  Diverse Little Mermaid 

 
              Table 26. Associations in Self-transcendence-Culture 

Self-transcendence - Culture 
Academic Exciting Modern 
Artistic Expensive (x4) Multicultural (x2) 
Beautiful landscape Fashionable Nice city  
Beautiful (x3) Free-spirit OK culture 
Beautiful architecture Fresh Old fashioned 
Big city (x4) Friendly (x3) Open 
Bikes (x2) Fun (x2) Possibilities  
Bridge-quarter Good public transport Relaxing 
Calm (x3) Green spaces - parks Royal Family 
Charming Green big city Royal Theater 
Chewing Tobacco Happiness Safe (x2) 
Christiania Hipsters Seaside 
Closed Historic (x6) Small 
Cozy Homelike  Smelly 
Craziness Homogeneous Snobs 
Culture (x4) Hyggelig (x3) Technically developed  
Dance Interesting Trademark of Denmark 
Different Introspective Traditional 
Diversity (x4) Lively Troubles 
Environment Loyal Young 
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Table 29. Associations in Self-transcendence-Physical 

Self-transcendence - Physical 

Beautiful 
Best city of the world 

Expensive 
Helpful people 

Language barrier 
Nice people 
Organized 

       
Table 30. Associations in Self-transcendence-Relaxation 

Self-transcendence - Relaxation 

Access to public transport Great sightseeing 
People 

Adventurous History (x3) Possibilities 

Andersen Home Presence 
Beer Hyggelig (x5) Pulsating 
Big city (x3) Innovative Respect 
Bike friendly city (x3) Inspiring Royal family 
Busy (x3) Interesting Rundetårn 
Chocolates! Lively Shopping 
Cold weather Modern (x2) Strøget (x2) 
Cultural (x3) Movie Sustainable 
Diligence Multicultural The Little Mermaid 

Diversity Nice people The Opera 
Easy to get around (x2) Nice restaurants 

The place where all the meaningfull 
things happen 

Exciting (x3) Nyhavn Tolerant 
Expensive (x2)  Old Traffic 
Expensive housing  Organized Versatile 
Friend has lived there Peaceful Water 
Friendly   

Openness-to-change - Relaxation 

Active Nice possibilities  
Beautiful (x2) Noise 
Big city (x3) Old fashioned 
Chaos Open 
Cold Quality  
Different Shopping 
European Small  
Expensive (x2) Snobbish 
Fresh Stable 

Growing Stressed 
Hyggelig (x2) Tempo 
Innovative Togetherness 
Modern (new buildings) Wild 
Nice nightlife  

Self-transcendence – Pleasure-seeking 

Architecture Hygge (x2) 

Attraction Good possibilities 
Beautiful Historical 

Big city (x2) Jolly People 

Bike city Liberal 
Busy (x2) Life 

Clean Lively 
Cold (x2) Modern (x2) 

Confusing Fantastic 
Construction works Friendly 

Convenient Open Minded 
Cool Order 

Cozy Pulse 
Diverse (x2) Safe (x2) 

Eco-friendly Tolerant 
Expensive (x3)  

Table 27. Associations in Self-transcendence-
Pleasure-seeking	

Table 28. Associations in Openness-to-
change-Relaxation	
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8.12.7. Respondents who have children or not 
Table 31. Associations of the respondents who have no children 

 

Table 32. Associations of the respondents who have children 

Respondets who have Children 
Attraction Busy Exciting (x2) Historical (x2) Multicultural Safe 
Beautiful (x2) Calm Expensive Hyggelig (x4) Old Shopping 
Beautiful landscape Cool Experiences Lively (x2) Peaceful (x2) Small  (x2) 
Big City (x5) Easy to get around Fantastic Lovely 

People 
Unusual (e.g. 
Christiania) 

Bike Busy Friendly city Modern Pulse 	

 
8.13. Overview of the Value-Motivation Groups 
Table 33. Value-Motivation Groups with number of Respondents 

Respondents who have no Children 
1st World Close Fresh (x2) Intimate Nyhavn Snobs (x4) 
Academic Closed culture  Friend has lived 

there 
Introspective Okay culture Spacious 

Active Closeness Friendly (x6) Jolly people Old (x2) Squared 
Amalienborg (x2) Cold (x10) Fun (x3) Kind people Old-fashioned Stabile 
Amazing city Cold people Good at English Lack of personality Noma restaurant Stressed 
Andersen Colourful houses Good food (x4) Language barrier Open (x4) Strøget (x2) 
Artistic Confusing Good information 

for tourists 
Liberal (x2) Open Sandwich Student City 

Attractive Construction Good infrastructure 
(x5) 

Little Mermaid (x3) Open-minded 
(x2) 

Sun is not out for 
many hours 

Beautiful (x12) Convenient Good nightlife Lively (x8) Opera Surrounded by water 
Beautiful landscapes Cool Good symbiosis 

between urban 
architecture and 
surrounding 
landscape 

Local (x2) Order Sustainable 

Beautiful people Cozy (x2) Great English Lots of possibilities Organised (x24 Takes care of its 
citizens 

Beautiful weather Craziness Great place to live Lots of restaurants  Pedestrian 
friendly  

Technically 
developed 

Beer (x2) Cultural (x13) Great places to visit Loyal Polished Tempo 
Best city of the 
world 

Dance Green areas - parks Manageable Polite and lovely 
people 

Tivoli 

Big City (x6) Danish Growing Minimalistic Possibilities (x9) Toga 
Bike City (x8) Different (x4) Happiness Model Country Progressive Togetherness 
Blond Diverse (x11) Hard-working Modern (x5) Pulsating Tolerant (x2) 
Bricks Divided Has friends there 

(x2) 
Modern and 
conservative 

Queen Tourist friendly  

Bridge-quarter Easy to get around Helpful people Modern 
architecture 

Quiet Trademark of 
Denmark 

Bridges Environment High quality of life Movie Quiet and prosper  Traditional 
Busy (x4) Environmentaly 

friendly (x4) 
High salary Multicultural (x2) Relatives in 

Copenhagen 
Trafic 

Calm (x3) Equality (x2) Hipster (x2) Nationality Relaxing (x6) Troubles 
Canal Tours European Historical (x9) Nature Respect Universities 
Capital Eventful Home (x4) Nice architecture Rich Culture (x2) Very Beautiful 

women. 
Capital of Denmark. Exciting (x3) Homogenous Nice buildings Royal Family 

(x2) 
Vikings 

Chaos Expensive (x18) Hyggelig (x16) Nice landscapes Royal Theater Water 
Charming Extremely nice people I love Danish 

women 
Nice museums Rundetårn Wealth 

Chewing Tobacco Fancy Innovative (x2) Nice people (x4) Safe (x5) Welcoming 
Chocolates! Fantastic Inspiring Nice to live Seaside Where all the 

meaningful things 
happen 

Christiania Fashionable Interesting (x2) Nightlife Shopping (x3) Wild 
Christiansborg Fjord Interesting design Noise (x2) Small (x3) Work Life Balance 
Clean (x3) Free-spirit International Northern Country Smelly Young 

Self-transcendence

• Culture (25)
• Pleasure - seeking (10)
• Relaxation (21)
• Physical (2)

Opennes to change

• Culture (14)
• Pleasure - seeking (14)
• Relaxation (8)
• Physical (3)

Conservation

• Culture (4)
• Pleasure-Seeking (0)
• Relaxation  (7)
• Physical (0)

Self-enhancement

• Culture (1)
• Pleasure - seeking (2)
• Relaxation (2)
• Physical (0)

Number of respondents in the Value-Motivation Groups is stated in the parentheses (…) 
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Original Associations 
'Grøn' storby Broer Der hvor alt 

betydningsfuldt sker 
Friendly people Hipstere Kultur - musik og museer Meget byggeri Operaen Sikkerhed Toga 

1st world Brokvarterer Det kongelige teater Frisind Historic (x2) Kultur (x2) Mennesker Oplevelser Small Tolerant (x2) 
A clash of ideaologies 
(modern and consevative) 

Calm Different Frisk Historical (x2) Kulturel (x4) Miljø Oplevelsesrigt Smelly Traditional 

A friend has lived there Calming Diverse (x2) Fuld af liv Historie Kvalitet (fx mad og 
drinks) 

Minimalistisk Order Smuk (x3) Trafik 

A great place to live Capital of Denmark Diversitet Full of magic and culture Historie (gammel by) Language barrier Model Country Organized (x4) Smuk by (x2) Travl (x4) 
A movie Charming Dronning Fun (x2) Historisk (x4) Larm (x2) Modern (x2) Overskuelig Smuk og gammel by Travlt 
A quiet, beautiful, safe and 
prosper city. 

Chewing Tobacco Druk og bytur Gammel (x2) History Let at komme rundt Moderne (nye 
bygninger) 

Pedestrian friendly (nice 
public spaces) 

Smukke mennesker Turist venlig by 

Academic Chocolates Dyre boliger Gammel historie Hjem (x3) Let tilgængeligt offentlig 
transport 

Moderne (x2) Perfect to ride bicycle Smørrebrød Tæt 

Afslapning Christiania Dyre ting Gammeldags Hjemmeligt Liberal Moderne med bedre 
butikker og restauranter 
end øvrige byer 

Personlighedsløs Snobber Universiteter 

Afslappende Christiansborg Dyrt (x5) Glæde Homogenous Liberal mentality Muligheder Poleret Snobbet Usædvanlig (bl.a. 
pga. Christiania) 

Afslappet (x2) Clean (x3) Dyrt at leve God information til turister Hovedstaden Lidt forvirrende når man 
kommer ude fra 

Multikulturel (x2) Polite and lovely people Snobs Vand 

Aktiv Closed culture 
(scandinavians) 

Éco friendly God infrastruktur Hygge (x4) Lille Multikulturelt Progressive So much fun Vanvid 

Alsidig Cold (x7) En cykelby God mad Hyggelig (x13) Lille (i forhold til mange 
storbyer i udlandet) 

Mursten Puls Spændende (x5) Venlig 

Altid liv Cold people Environmentaly friendly God offentlig transport Hyggeligt (x2) Lille (sammenlignet fx 
med storbyer som New 
York eller London) 

My brother in law 
studies abroad in 
Copenhagen. 

Pulserende Spændende 
restaurant 
muligheder 

Venlighed 

Amalienborg Cold weather (x2) Equality (x2) Gode beværtninger Hyggesteder Lille havfrue Nationalitet Quiet Stabil Very Beautiful 
women 

Amalienborg/ kongehuset Cold weather city Europærisk Gode fremtidsmuligheder 
(uddannelse, job, osv.) 

I have great friends from 
there 

Lille storby Nature Relaxed Stor (x5) Vikings 

Amazing city Colourful houses Eventyrlig Gode muligheder Indelt Liv Nemt at komme og 
finde rundt i 

Relaxing Storby (x8) Vild 

Anderledes (x2) Convenient Expensive (public 
transport, going out) 

Gode museer Infrastrukturelt 
veludviklet 

Livlig (x4) Nice & modern 
architecture 

Respect Storby med plads til 
forskellighed 

Voksendene 

Andersen Cool Expensive (x8) Godt natteliv Inspirerende Lokal Nice buildings Rich Culture (x2) Storby snobber Wealth 
Arbejdsomhed Cozy (x2) Extremely nice people Good at English Interessant Lokalt Nice landscapes Rolig (x2) Stort Welcoming 
Artistic Cultural Fancy Good eating drinking interessant design Loyal Nice people (x4) Rummelig Stresset Work Life Balance 
Beautiful (x5) Cultural activities Fantastic Good public infrastracture Interesting Mange cyklister Nice to live Rundetårn Strøget (x2) Young 
Beautiful archtitecture Culture Fashionable Good symbiosis between urban 

architecture, surrounding 
landscape, and public spaces 

International Mange forskellige 
aktiviteter 

Nogen ballade som 
også ses i andre 
storbyer 

Safe (x2) Studieby Ølmekka 

Beautiful city Cykel Fin by men mange gode 
folk og muligheder 

Great culture Intim Mange mennesker Northern Country Safety place Sun is not out for 
many hours 

Åben (x2) 

Beautiful city along the water Cykelby Firkantet Great places to visit Introspective Mange muligheder (x2) Nyhavn Sammenhold Surrounded by water Åbenhed 
Beautiful landscape (x2) Cykelvenlig by Fjord Grøn Jeg elsker danske kvinder  Mange valgmuligheder Nytænkende (x2) Seaside Sustainable Åbensindet 
Beautiful weather Cykle Flot arkitektur Grønne områder - parker Jolly People Mangfoldig (x4) Nærvær Secure Takes Care of Its 

Citizens 
 

Beer Cykler (x2) Forskellig Helpful people Kanalrundfart Mangfoldighed (x2) Og så er det vel også et 
varemærke for 
Danmark da det nu 
engang er hovedstaden 

Sej Teknisk udviklet  

Best city of the world Dans Fredelig (x2) High prices Kaos Many opportunities for 
activity 

Ok kultur Several friends I met 
while traveling live in 
Copenhagen 

Tempo  

Big Dansk Fresh High quality of life Kind People Masser af kultur One of the worlds best 
restaurants, Noma, is in 
Copenhagen and I 
dream of eating there 

Seværdig They have great 
English 

 

Blandet befolkning Dejlig Friendly (x3) High salary Kongehuset (x2) Masser af liv (x2) Open Shopping (x4) Tillokkende  
Blond Den lille havfrue (x2) Friendly city Hipster Koster mange penge Masser af muligheder 

(altid åbent) 
Open Minded Sikker Tivoli  

8.14. Untranslated Associations 
Table 34. Overview of the original Associations 


