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general and particularly in the traditional tourism 

industry, brought about by transformations in the 

international environment, tourist preferences, and 

their behavior (Alegre & Cladera, 2006; Hawkes & 

Kwortnik, 2006). The ageing population, an increase 
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Over the last few decades, so-called “international residential tourism” has increased considerably, 

creating a new consumer base in tourist destinations, particularly in southern Europe, whose shop-

ping motivations are unknown. As a rule, existing literature has focused its attention on studying con-

sumer motivations in their places of residence, references to the study of the international residential 

tourist’s (IRT’s) shopping motivations being very limited. It is in this context that this study examines 

the main contributions related to IRT shopping motivations. Taking as a starting point empirical 

research carried out in two top international tourist destinations, the study analyzes and contrasts the 

applicability of general theoretical contributions to this specific IRT segment. The results obtained 

confirm the existence, although not without its variations, of certain stability in the main aspects 

relating to shopping motivation, allowing the foundations to be laid for the incorporation of shopping 

motivation as a variable for the segmentation of IRTs. Both for tourist resort managers and retailers 

in the area, having access to a valid scale for measuring these motivations may be of great help to 

them in being able to categorize IRTs in accordance with their shopping motivations. In this way, 

they will have a broader knowledge of the market and how it is made up and it will facilitate the 

implementation of marketing policies aimed at improving the planning of commercial areas, as well 

as help them to adapt their product range and communication to the segments that are of most interest 

to their companies and destinations.

Key words: Residential tourism; Tourist destinations; International residential tourists (IRTs); 

Shopping motives; Shopping motivation scale

Introduction

The appearance and consolidation of new mar-

ket segments (Laesser & Zehrer, 2012) is leading 

to an acceleration in change processes in society in 
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spending long periods of time in the host commu-

nity, they adapt sufficiently and it is not necessary 

to adopt commercial strategies that differ from 

those aimed at local residents. On the other hand, 

it may be thought that these residential tourists 

continue to maintain their own consumer habits 

and shopping motivations, different from those of 

the host community and therefore it is necessary 

to place emphasis on product ranges specifically 

designed for them.

Principally, it could be supposed that the IRTs, 

due to the fact that they are away from home and 

living side-by-side with the local population, could 

be subject to acculturation processes similar to 

those undergone by permanent emigrants (Berry, 

2005). These processes could affect their shop-

ping behaviors, as can be deduced from research 

such as that carried out by (Cornwell, Wamwara-

Mbugua, & Boller, 2008) in which acculturation 

has an influence on individuals when acting as 

consumers and provides keys towards improving 

the adaptation of the product range to some collec-

tives who may have specific shopping behaviors 

and consumer needs (Peñaloza, 2010). How-

ever, recent research (De Juan-Vigaray, Sarabia- 

Sánchez, & Garau-Vadell, 2013) has shown that 

the vast majority of IRTs have low levels of accul-

turation, although it is not clear what the ideal 

strategy is as far as this consumer segment is con-

cerned. The available literature has not paid them 

sufficient attention, and despite a growing body of 

work on residential tourism there is still a limited 

number of works on IRTs relating to their shopping 

motivations. It is for this reason that this type of 

tourist and their shopping motivations has aroused  

our interest.

So, within this scope, this study focuses on a 

main research question: Is there a reliable evalua-

tion tool that can be adapted to the IRT and, in that 

case, what are the shopping motives of this type of 

consumer? In order to answer this question, the fol-

lowing objectives have been set out: 1) to review 

existing literature related to measuring consumer 

shopping motivations; 2) to discuss and adapt a 

measurement scale in accordance with the specific 

characteristics of the IRTs; and 3) to corroborate 

their applicability in two top tourist destinations 

with a high number of IRTs.

in disposable income in some countries, new con-

sumer lifestyles, new ways of organizing leisure 

and work time, the possibility to invest in property 

abroad, and the appearance of low-cost airlines, 

among other factors, have led many people to buy 

and/or rent homes in other countries to spend long 

stretches of time in areas with a better climate than 

their place of origin (Kaftanoglu & Timothy, 2013), 

favoring so-called residential tourism.

This form of tourism also has a lot in common 

with migration (O’Reilly, 2007), it being possible 

to differentiate between two types of residential 

tourism: national residential tourism and inter-

national residential tourism. National residential 

tourism involves citizens of the country in ques-

tion and does not present a relevant migratory 

aspect. International residential tourism, however, 

consists of foreign citizens spending extended 

periods of time in the host country, enjoying the 

pleasant climate and becoming integrated into the 

life offered by the new destination. In contrast, this 

type of tourism does present a temporary migra-

tory aspect. The uniqueness of this current study 

is precisely the combination of special tourists and 

singular emigrants with different travel motiva-

tions that emerge in the industry and that need to 

be studied in depth.

This research focuses on the second type of tour-

ist, international residential tourists (IRTs). This is 

a segment that is experiencing significant growth, 

especially in some destinations, as is the case of 

traditional tourist destinations in southern Europe. 

This is reflected by the high numbers reached in 

cases like Spain, which is second after US in num-

ber of residential tourists worldwide and ahead 

from countries like France, Germany, Italy, or 

Greece (Taltavull & Ramón, 2005).

The development and consolidation of this form 

of tourism implies a strong impact on the area 

where it takes place (Casado-Díaz, 1999), as well 

as on its economy, given that communities spring 

up formed by individuals of different nationalities, 

which are more or less homogenous, who become 

a semipermanent part of the consumer base in each 

tourist destination. The appearance of these new 

consumers in the area usually generates a debate 

on how to design strategies for this particular mar-

ket. On the one hand, it can be considered that by 
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 SHOPPING MOTIVATIONS OF IRTs 3

approach (E. K. Sproles & Sproles, 1990; G. B. 

Sproles & Kendall, 1986); 2) psychographic/life-

style approach (Wells, 1975); and 3) the consumer 

typology approach (Moschis, 1976). The connec-

tion between the three approaches is based on the 

fact that all consumers end up shopping while tak-

ing into account particular basic ways of making 

decisions—decision “motives” or “styles”—including  

rational buying, brand awareness, or taking into con-

sideration, to a greater or lesser extent, the price, to 

name just a few basic variables.

The first approach focuses on the mental orien-

tation of consumers when making their decisions. 

This means that affective as well as cognitive ori-

entations in the consumer decision-making process 

are taken into account. This is based on the premise 

that decision-making styles may be determined by 

identifying general orientations towards shopping 

and shopping behavior (Sarabia-Sánchez & De 

Juan-Vigaray, 2009). The psychographic approach, 

states that the activities, interests, and opinions of 

an individual may be highly effective in measur-

ing their personality and predicting their shopping 

behavior (Wells, 1975). Finally, the third approach 

tries to define the aspects of the consumer motives 

and attitudes towards shopping by classifying them 

into a limited number of types each differing from 

the other (Shim, 1996). This standpoint appears to 

be very explanatory and its results are very useful 

for market researchers as well as for the manag-

ers of the retail companies where consumers do 

their shopping or for the public administration in 

the area in question, as they provide a qualitative 

instrument for classifying heterogeneous consumer 

decision-making motives.

To be precise, a shopper decision-making style 

consists of a mental orientation that determines 

the way in which decisions are made regarding the 

choice of products by the consumer, resulting in a 

relatively long-lasting consumer personality (G. B. 

Sproles & Kendall, 1986). That is, the writers pos-

tulate that consumers adopt a shopping personality, 

which is relatively fixed and predictable, as a series 

of features that remain more or less stable through-

out the course of each individual’s development.

After carrying out the corresponding reliability  

and validity analyses, G. B. Sproles and Kendall 

(1986) identified and proposed the existence of eight 

Theoretical Framework

Conceptualizing the Residential Tourist

The term “residential tourist” is a contradiction 

in itself because, if we refer to the main characteris-

tic of residency, it should not be considered tourism 

(Torres Bernier, 2003). Although it is difficult to 

conceptualize the term residential tourism, it is gen-

erally accepted that it is that which involves people, 

normally families, who move to traditional tourist 

destinations, becoming linked to them through their 

property, where they stay for a period of less than 

2 months at a time. In any event, the duration of said 

stay is usually longer than that of traditional tour-

ists. The stay must take place in accommodation 

other than a hotel, generally bought, rented, bor-

rowed, or timeshare property (Prado, 2004). More 

specifically, the bought property, according to the 

World Tourism Organization (UNWTO), refers to 

private property used as a second or recreational 

home or “owned dwelling,” a second residence, in 

accordance with Eurostat’s classification. It must 

be pointed out that the second home in the case 

of Spain (both for the surveys carried out relating 

to demand—Frontur and Familitur—and in the 

population and housing census) includes, as well 

as owned property, property that is rented for 

more than 6 months or dwellings belonging to fam-

ily and friends.

In 1998 the European Commission defined “pri-

vate tourism accommodation” as:

The remaining types of tourist accommodation 

that do not conform to the definition of “establish-

ment.” Each accommodation unit (room, dwell-

ing) is independent and is occupied by tourists, 

usually by week or weekend, fortnight or month, 

or by its owners as a second or holiday home.

International residential tourism, as has already 

been pointed out, involves citizens of other nation-

alities who spend long stretches of time in the host 

country in any of the ways mentioned above.

Consumer Shopping Motivations

By and large, literature related to the study of con-

sumer decision-making styles puts forwards three 

main points of view: 1) consumer characteristics 
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relatively stable with the passing of time and, 

therefore, are relevant for market segmentation, as 

has been confirmed by numerous investigations in 

recent decades (Shim, 1996; Siu et al., 2001; G. B. 

Sproles & Kendall, 1986). However, in the revised 

literature, works have not been detected that study 

the shopping behavior of IRTs in a different loca-

tion than, generally, they are used to, nor have they 

studied the shopping motivations in the host desti-

nation in depth. It might be thought that by having 

different origins, customs, cultures, and/or subcul-

tures to those in the host country, it is interesting 

to know these variables to be able to satisfy needs 

more effectively and gain further knowledge of this 

tourist niche.

Measuring Shopping Styles

Aware of the importance of identifying shopping 

styles for developing marketing strategies, differ-

ent evaluation tools have been developed over the 

last few decades. The most classic and widely used 

evaluation tool is the so-called “Consumer Styles 

Inventory” (CSI) (E. K. Sproles & Sproles, 1990). 

The CSI is based on the supposition that consumer 

decision making can be explained taking as a start-

ing point eight decision-making factors that influ-

ence their behavior.

Although the CSI has been the preferred instru-

ment of a multitude of academics in their research 

on shopping styles in different contexts, its gener-

alization has not been left unquestioned. In spite of 

the eight-factor structure confirmed by the original 

study, several investigations have revealed indica-

tors that question the fact that this model is able to 

represent an ideal solution, as some of the factors 

are not very reliable. Based on this evidence, dif-

ferent authors have proposed specific adaptations 

for certain countries (Shim, 1996). And authors like 

Noble et al. (2006) even propose an alternative eval-

uation tool that provides a theoretical foundation on 

the factors that lead to consumer loyalty to local 

stores, particularly taking into account the influence 

of shopping motives and consumer types.

The work of Noble et al. (2006) in particular sug-

gests nine factors or shopping motivations. The first 

factor proposed was called information attainment 

and is conceived to be the motive for searching for 

external information related to product or service 

shopping styles: 1) perfectionist or high-quality 

conscious consumer; 2) brand conscious consumer; 

3) novelty and fashion conscious consumer; 4) rec-

reational and hedonistic shopping conscious con-

sumer; 5) price conscious consumer; 6) impulsive 

buyer; 7) consumer confused by overchoice; and 

8) habitual, brand-loyal consumer.

Siu, Wang, Chang, and Hui (2001) review stud-

ies that focus on two objectives: 1) confirming the 

existence of styles of thought applied to the cogni-

tions of consumer purchases and 2) checking that 

segmenting consumers into a significant number 

of groups according to their responses to shopping 

styles is viable as well as useful.

Research into shopping motivations (Park, Yu, & 

Zhou, 2010) has delved into different motives, such 

as the motives of shopping close to home. Along 

these lines, it has been detected that these are instiga-

tors of consumer loyalty in local businesses (Noble, 

Griffith, & Adjei, 2006). At the same time, differ-

ent studies suggest that price-sensitive consumers 

are more likely to shop at different stores to benefit 

from the lowest prices (Popkowski–Leszczyc & 

Timmermans, 1997). Within this scope, a study by 

Yavas (2003) identifies the price as a premise for 

the choice of establishment among a whole range 

of shopping motives.

As far as Wang, Chen, Chan, and Zheng (2000) 

are concerned, shoppers with strong hedonistic 

motives are not satisfied with the functional aspects 

of shopping and probably look for a more stimulat-

ing experience. Shopping for fun is associated with 

entertainment and this is achieved by visiting several 

shops and, if possible, with other consumers (Babin, 

Darden, & Griffin, 1994). It is precisely hedonis-

tic motives that are related with this type of reasons 

that are a delight for the senses and that take into 

account the entertainment factor when shopping, 

the atmosphere in the store, or the social interaction, 

as pointed out by Cardoso and Pinto (2010).

The research that used large-scale distribution as 

a context has identified the presence of behaviors 

that look for variety; therefore, when the options 

are within the consumer’s reach, consumers regu-

larly visit more than one supermarket or hypermar-

ket for their shopping (Kahn & McAlister, 1997).

Shopping motivations, due to their influence 

on shopping and consumption patterns, which in 

turn determine the consumer’s behavior, remain 
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 SHOPPING MOTIVATIONS OF IRTs 5

Wong and Wan (2013), and Yüksel (2007), but in 

all of these works the subjects of the study are tra-

ditional tourists.

Having reached this point in which we have 

reviewed the nature of residential tourists, espe-

cially that of IRTs, and consumer buying behavior, 

we are aware that existing literature up until now 

has not paid enough attention to studying the shop-

ping motivations of an increasingly important seg-

ment, such as the one formed by IRTs.

Methods

The Development of a Specific 

Evaluation Tool for IRTs

Taking into account the difficulties detected in 

various studies when using the CSI in certain con-

sumer structures and that the objective of this work 

is to study IRT shopping motivations, we came up 

with the idea of proposing an instrument that cov-

ers the reliable aspects of the instruments that have 

already been used and that is easy to manage and 

can be adapted to IRTs. In this way, upon proposing 

an evaluation tool, a decision was made to make the 

most of the high level of theoretical background in 

the Noble et al. (2006) scale and to adapt it to some 

of the specific characteristics of IRTs.

Along these lines, the proposed basis for mea-

surement includes the 27 original items included 

in the Noble et al. (2006) scale, having made the 

following adaptations. In the case of the fourth 

factor, assortment seeking, another point has been 

added denominated shops must have a high vari-

ety of products to choose from. In this way, mea-

surability is improved in relation with the original 

scale, which only contained two points. Likewise, 

to complete the shopping motivations we decided 

to include another factor that we call the time and 

effort that the IRTs are willing to dedicate to shop-

ping in the stores. The fact that these consumers 

spend long stretches of time in the host country, but 

are not permanent residents, could influence their 

shopping behavior and could also be a variable that 

changes their behavior as consumers. In order to 

measure this last factor, a decision was made to 

operationalize it using the scale put forward by 

Baker, Parasuraman, Grewal, and Voss (2002), which 

contains four points related with the time that the 

attributes. This first factor is measured using a 

method adapted by Dickerson and Gentry (1983) (α = 

0.84). The second factor was called price compari-

son and is conceived to be the motive that all con-

sumers have to compare the prices of products and 

services offered by different types of retailers and it 

is measured using the scale proposed by Eastlick and 

Feinberg (1999) (α = 0.84). The third factor, unique-

ness seeking, is conceived to be the desire to search 

for novelties and new products and is measured with 

a modified scale taken from Eastlick and Feinberg 

(1999) (α = 0.75). The fourth factor, assortment 

seeking, is conceived to be the motive for having 

access to a wide range of products and is measured 

using a modified scale (the reliability of the original 

one has proven to be too low, like in some of the fac-

tors of E. K. Sproles & Sproles, 1990) from Eastlick 

and Feinberg (1999) (r = 0.57, p < 0.01). The fifth 

factor based on convenience seeking is conceived to 

be the motive for which consumers make an effort 

to save time when shopping and is measured using 

a modified version of the scale proposed by Eastlick 

and Feinberg (1999) (α = 0.81). The sixth factor, 

social interaction or interrelation, is conceived to 

be a motivation related to the action of an individual 

and the response to that action, by one or more indi-

viduals during the shopping experience. This factor 

is measured using a three-item scale (Noble et al., 

2006) (α = 0.71). The seventh factor corresponds 

to the action of browsing by consumers and is con-

ceived to be the motive behind looking at products 

for fun or entertainment, and is measured using a 

scale similar to that of Dawson, Bloch, and Ridgway 

(1990) (α = 0.74). The factor relating to loyalty to 

local retailers is conceived to be the desire to buy 

products from local retailers and is measured using 

a three-item scale adapted by Blakney and Sekely 

(1994) (α = 0.85) (see Table 1).

International Residential Tourists and 

Their Shopping Motivations

The pairing of “tourism and shopping” has been 

commonly analyzed in different works, such as 

those of Getz (1993) on tourist shopping villages 

(TSVs), recently updated by Murphy, Benckendorff, 

Moscardo, and Pearce (2011), or others like Kinley, 

Josiam, and Kim (2003), Oh, Cheng, Lehto, and 

O’Leary (2004), Saayman and Saayman (2012), 
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6 DE JUAN-VIGARAY AND GARAU-VADELL

given under each of the items. On said scales, the 

value 1 corresponded to I completely disagree with 

the statement and the value 7 corresponded to I 

completely agree with the statement.

Finally, the evaluation tool that was devised spe-

cially to measure the shopping motivations of IRTs 

and is made up of 32 items can be seen in Table 1.

consumer invests and the importance given to the 

time they take to do their shopping. This last vari-

able appears as the last factor in Table 1.

Operatively, the measurement of all of the items 

that form the evaluation tool is carried out using 

7-item Likert scales, on which the IRTs responded 

expressing their level of agreement with the statements 

Table 1

IRT Shopping Motives

Factors/Items Description of the Item

1. Information level
a

a1 I often seek out information regarding which brand to buy

a2 I spend a lot of time looking for information about products and brands before I make 

a purchase

a3 I like to have a great deal of information before I buy anything

a4 I usually seek out product information before making a purchase

2. Price comparison
a

b1 I often compare product prices across retailers to get the lowest price

b2 I usually find myself price comparison shopping

b3 I often find myself looking for the exact same product at different outlets to find the 

lowest price

3. Uniqueness
a

c1 I enjoy searching for novel items to purchase

c2 When I shop I enjoy finding new and different styles

c3 I usually find myself looking for unique products to purchase

4. Variety
a

d1 I like to have access to many brands when I shop

d2 I like to have access to a wide selection of products when I shop

d3 Any shop must have a large variety of products to choose from

5. Convenience
a

e1 When I shop, I want to find what I’m looking for in the least amount of time

e2 I want to expend little effort when I shop

e3 I want to shop in the least amount of time

6. Social interaction
a

f1 I enjoy watching other people when I go shopping

f2 I enjoy interacting with others when I am shopping

f3 I miss the experience of interacting with people when shopping through an in-home method

7. Browsing
a

g1 I often visit shopping malls or markets just for something to do, rather than to buy 

 something specific

g2 I enjoy browsing for things in a store even if I cannot buy them yet

g3 In-store shopping is generally a lot of fun for me

8. Loyalty to local retailers
a

h1 I shop locally to support local merchants and business districts

h2 I owe it to my community to shop at local stores

h3 I am loyal to my local shopping area

9. Loyalty posttest
a

i1 I shop locally to support locally owned and operated merchants

i2 I owe it to my community to shop at locally owned and operated merchants

i3 I am loyal to locally owned and operated merchants

10. Effort–time
b

j1 I shop locally to support locally owned and operated merchants

j2 I really don’t give my purchases much thought or care

j3 I am loyal to locally owned and operated merchants

j4 I spend little time deciding on the products I buy

Source: 
a
Noble et al. (2006); 

b
Baker et al. (2002).
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 SHOPPING MOTIVATIONS OF IRTs 7

not to aim different campaigns at them, considering 

them to be a segment with truly different behavior.

Similarly, the development of IRTs in Spain has 

led to significant concentrations, especially of Ger-

man, British, or Norwegian communities, which in 

certain situations amount to as much as 40% of the 

inhabitants of some towns (Instituto Nacional de 

Estadística [INE], 2013). Finally, Spain seems to be 

a suitable place to test the scale due to the fact that it 

is a multicultural Western country with a Mediterra-

nean lifestyle, open and different from that in other 

European countries where the IRTs come from.

The Spanish destinations chosen to carry out the 

research were Alicante and Majorca. Majorca is one 

of the top tourist destinations in the Mediterranean 

and received more than 9 million foreign tourists in 

2010; Alicante is the second main host region for 

international tourists, with over 5.7 million visitors 

(Instituto de Estudios Turísticos [IET], 2011). Both 

destinations are the areas with the highest percent-

age of foreign inhabitants in Spain, with 21.69% 

(242,000 IRTs) and 24.15% (466,000 IRTs), respec-

tively. Of these IRTs 130,000 and 293,000, respec-

tively, come from the European Union, which is the 

main place of origin for tourists for both destinations 

(INE, 2013). In Majorca, the biggest IRT community 

is German, while in Alicante it is British, although 

both nationalities are common in both destinations.

In order to carry out the fieldwork, the services 

of a market research company were hired in each 

tourist destination and respondents were contacted 

using the “random route” method. Interviews were 

conducted on different days of the week, in the 

respondent’s home or in other places frequently vis-

ited by the IRT, although supermarkets, cafés, and 

bars were avoided so that the responses would not 

be biased in relation with the type of consumption.

Results

The results of the analysis are shown in Table 3 

and indicate the existence of seven main princi-

ples that explain 70.14% of the total variance. The 

underlying dimensions (or factors) were given the 

following denominations: shopping nearby, time 

saving, information available, fun/entertainment, 

good price seeking, and novelty seeking.

The first factor could be called shopping in the 

local vicinity. This is formed by items related to 

Participants

A total of 400 questionnaires were completed 

(200 in each tourist destination), with quotas set 

for country of origin, age, and sex. Table 2 shows 

the sample distribution. Finally, in the surveys that 

were filled out correctly, but a few missing answers 

were detected, a decision was made to replace the 

missing values with the average.

In order to validate the evaluation tool, firstly a 

factorial analysis with Varimax rotation was applied. 

Apart from the items included in each of the main 

factors obtained, each of the underlying dimensions 

(or factors) was named.

Procedure

In order to verify the effectiveness of the evalu-

ation tool, the scale was tested in Spain, more spe-

cifically in the tourist destinations with the greatest 

concentrations of IRTs: Alicante and Majorca. Spain 

seemed to be a particularly appropriate choice, 

because it has the second highest number of IRTs 

after the US and, as was pointed out above, in 

Europe it is ahead of France, Germany, Italy, and 

Greece (Taltavull & Ramón, 2005). In 2010 there 

were 1.9 million holiday homes belonging to citi-

zens who were not resident in Spain. Back in 2001 

the total amount of spending by residential tourists 

was 40,000 million Euros (36.7% of the total for-

eign tourist expenditure) (SEGITTUR, 2011). These 

figures make IRTs a relevant segment for companies 

offering their products and services at tourist desti-

nations and bring about the dilemma of whether or 

Table 2

Sample Used in the Study (N = 400)

Variables Sample

Age

25–39 110 (27.5%)

40–59 180 (45.0%)

60+ 110 (27.5%)

Sex

Male 208 (52.0%)

Female 192 (48.0%)

Destination

Majorca 188 (47.1%)

Alicante 212 (53.0%)

Country of origin

UK 239 (59.7%)

Germany 161 (40.3%)
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of the different factors obtained, Cronbach’s alpha 

was calculated for each dimension regarding the 

total sample, and the two subsamples (N = 200) cor-

responding with the two considered destinations. 

As can be observed in Table 3, said coefficient is 

in all factors over 0.8 for the total sample and the 

comparison, meaning that it is possible to confirm 

the internal consistency of the measurement made 

for each of the factors identified. The split sample 

strategy indicates that the comparison between the 

two subsamples showed no significant differences. 

These empirical evidences support the stability of 

the internal consistency of the factors.

Upon revising the scale proposed by Noble et al. 

(2006), which puts forward the nine factors, plus a 

new dimension that the authors proposed related to 

the time and effort required for shopping, and com-

paring it with the results obtained, a reduction in the 

number of dimensions can be observed from the 10 

dimensions put forward initially down to 7. Although 

a priori this reduction could make us suspect a loss 

of validity in the proposed evaluation tool, a detailed 

study of the formation of the new dimensions has 

allowed us to confirm that the results obtained do 

not significantly affect the general logic explained 

by these authors. In fact, the dimensions that have 

“disappeared” have not really disappeared, but have 

fused to always give a broader dimension formed by 

the two previous dimensions.

In accordance with the explanation above, the 

theoretical dimensions 8: Loyalty to local retailers 

and 9: Loyalty posttest, which had been proposed 

independently in the evaluation tool, appear “fused 

together” in the results. That is, they form a sin-

gle dimension denominated shopping in the local 

vicinity, which is highly relevant to the study of the 

IRT segment and therefore cannot be considered to 

be incoherent results. On the contrary, it seems rea-

sonable to assume that all of the items of loyalty/

fidelity are loaded under the same factor (see the 

similarity of items h1, h2, h3, i1, i2, i3 in Table 1).

Finally, in the rest of the factors obtained, there is 

a practical coincidence between the factors proposed 

in the evaluation tool and the results achieved.

Conclusions and Future Research

From the results obtained, the applicability of 

the theoretical foundations for classifying shopping 

shopping in small stores close to the place of resi-

dence and in local businesses. As is shown in Table 

3, the items with high loadings coincide exactly 

with those included in theoretical dimensions 8: 

Loyalty to local retailers and 9: Loyalty posttest of 

the evaluation tool used.

The second factor is called time saving. It is 

made up of items relating to the consumer’s desire 

to find what they are looking for in the shortest time 

possible in a speedy shopping process. As can be 

observed in Table 3, the items with high loadings 

coincide exactly with those included in theoretical 

dimensions 5: Convenience seeking and 10: Effort–

time of the evaluation tool used.

The third factor could be designated information 

attainment. This factor is made up of items relat-

ing to the availability of information on the brand, 

products, etc. The items with high loading in this 

factor coincide exactly with those included in theo-

retical dimension 1: Information level.

The fourth factor could be called shopping for 

fun/entertainment, as it is formed by items related 

to the fun experienced in the shopping process 

and social interaction with other consumers. As can 

be seen in Table 3, the items with high loading 

coincide exactly with those included in theoretical  

dimensions 6: Social interaction/interrelation and 7: 

Browsing included in the proposed evaluation tool.

The fifth factor could be designated assortment 

variety, given that it is made up of items relating to 

the great variety of brands, products, etc. The items 

with high loading in this factor coincide exactly 

with those included in theoretical dimension 4: 

Variety seeking.

The sixth factor could be denominated good 

price seeking, being composed of items related 

to price comparison and the search for the lowest 

prices. The items with high loading in this factor 

coincide exactly with those included in theoretical 

dimension 2: Price comparison.

Finally, the last factor made clear by the factorial 

analysis could be denominated uniqueness seek-

ing, as it is formed by items related to the search 

for innovative products, new, different, and unique 

styles. The items with high loading in this factor 

coincide exactly with those included in dimension 

3: Uniqueness seeking of our evaluation tool.

Once the underlying factors had been revealed and 

with the aim of measuring the internal consistency 
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convenience and assurance may help to improve 

the image of the IRTs in the sphere of shopping in 

their tourist destination, meaning an improvement 

on the original evaluation tool.

Equally, the reduction in the number of factors 

obtained from the 10 theoretical factors put forward 

in the initial instrument down to the 7 obtained in 

the end could lead us to suspect a loss of validity of 

the proposed evaluation tool. However, a detailed 

study of the formation of the new factors has 

allowed us to confirm that the results obtained do 

not significantly affect the general logic included 

in the formation of the theoretical factors. On the 

contrary, the new instrument is more sparing and 

motivations as proposed by Noble et al. (2006) 

to IRTs, along with the best proposals from the 

authors, seems to be confirmed. These results are 

coherent with those obtained in previous research 

where it was identified that IRTs hardly accultur-

ate (De Juan-Vigaray et al., 2013) and, as a con-

sequence, the shopping motivations found can be 

understood to be an extension of those of their 

country of origin, which are then reproduced in 

Spanish tourist destinations.

Likewise, the results obtained upon testing the 

evaluation tool vouch for the validity of the items 

included in the measuring scale. The inclusion of 

the dimension time and effort or the dimension 

Table 3

Shopping motivation factors

Item

Factor 1: 

Local & 

Proximity

Factor 2: 

Time Saving

Factor 3: 

Information

Factor 4: 

Leisure & 

Fun

Factor 5: 

Assortment 

Variety

Factor 6: 

Good Pricing 

Level

Factor 7: 

Novelty

a1 0.8297*

a2 0.8277*

a3 0.8101*

a4 0.8747*

b1 0.7810*

b2 0.7955*

b3 0.6499*

c1 0.8242*

c2 0.7940*

c3 0.6887*

d1 0.8472*

d2 0.8107*

d3 0.8010*

e1 0.6665*

e2 0.6310*

e3 0.6744*

f1 0.7343*

f2 0.7946*

f3 0.6256*

g1 0.7483*

g2 0.7033*

g3 0.6820*

h1 0.8756*

h2 0.7707*

h3 0.7327*

i1 0.8738*

i2 0.7917*

i3 0.7484*

j1 0.7588*

j2 0.6480*

j3 0.6554*

j4 0.6917*

Alpha 0.92 0.83 0.93 0.87 0.85 0.84 0.81

Var. expl. 13.70% 11.68% 11.00% 11.86% 7.49% 7.27% 7.13%
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