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Abstract  

 

Purpose: The revolution of the Internet and the advent of Web 2.0 have brought new 

opportunities for tourists. As this technological progress does not date far back into the past, 

there are groups of people who have been involved in various stages of its development and 

are categorized according to their ages as Generations X, Y, and Z. The aim of this paper is to 

address the differences and similarities of Generations X, Y, and Z in online information 

acceptance when selecting a tourism product. 

Methodology: A primary survey was conducted on a convenience sample in order to determine 

how different generations perceive online information when making a purchase decision. The 

measurement instrument, designed based on the previous literature, focuses on three main 

elements: habits and attitudes when buying; collecting information during the selection of a 

tourist destination/product, use of social networks; and trust in received information and 

purchase intentions. The set hypotheses are tested using the one-way ANOVA method. 

Results: The research results prove that there are no statistically significant differences 

between members of Generations X, Y, and Z in their attitudes towards using social networks, 
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spreading word of mouth, using online shopping, and posting comments and reviews, while 

there is a statistically significant difference in choosing travel agencies. 

Conclusion:  Due to the growing acceptance of ICT across all generations, the differences 

between generations have gradually blurred. Generations X and Y have more similarities, but 

Generation X has adapted to the Internet almost as much as the other generations.  

 

Keywords: ICT; tourism product; Generation X; Generation Y; Generation Z 

 

1. Introduction 

The development of information and communication technology (ICT) has largely changed all 

aspects of people’s lives, the way they work, learn, shop, socialize, and travel (Jamal & Habib, 

2020).  Since both tourism and technology are characterized by dynamism and continuous 

changes (Beckendorff et al., 2019; Buhalis & Law, 2008), technological innovations have 

transformed the travel industry tremendously (Xiang et al., 2015). These changes have emerged 

as a consequence of the increasing number of options that technology has enabled regarding 

various destinations, tourist services, or routes (Mokhtarian & Tal, 2013). 

The Internet has also changed tourist behaviour; it has affected the way they plan, create, and 

share their travel experiences (Buhalis & Law, 2008). Due to the Internet’s development, 

potential tourists have access to a large quantity of information provided by tourist agencies, 

destinations, service providers, and other users. Tourism is largely driven by information, so 

the Internet has become an unavoidable channel for searching for information or purchasing 

tourist services (Ryu, et al., 2017). Moreover, online information sources have become the 

main source of information for potential tourists when planning their travel (Qi & Leung, 

2018). 

The tourist experience has changed due to new possibilities that have emerged from ICT 

development (Andrade & Mason, 2007). ICT, although primarily intended only to facilitate the 

travel process, has become a part of the tourist experience (Neuhofer et al., 2013) and it greatly 

contributes to tourist satisfaction, since it puts the consumer in the centre of interest (Buhalis 

& Law, 2008). Technological development has resulted in the emergence of a new type of 

tourist who is well-informed, digitally empowered, knowledgeable, and seeking value for 

money (Buhalis & Law 2008). Although the basic motivation of new tourists has not changed, 
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their activities are now supported by technology and various online travel platforms (Andrade 

& Mason 2007). 

Since these technological advances do not date far back into the past, there are groups of people 

who have been involved in the various stages of technological development which has shaped 

their lifestyle and behaviour. Previous research shows that, due to similar behaviour patterns 

within the same group, generation is a significant predictor of travel consumption (Moscardo 

& Benchendorff, 2010; Kim et al. 2015). Thus, three generation groups are the focus of this 

research. Generation X, the oldest generation among those observed, performed its travel 

activities mainly in a traditional way using traditional media, but during their lifetimes, 

Generation X members have had to adapt to new technology to a large extent. Generation Y 

encountered the Internet and new technologies at an earlier stage of life, so it received most of 

its travel information through these channels, and has easily adapted to new ICT trends. 

Members of Generation Z, the youngest of the three, have been living with the Internet all their 

lives. Thus, Generation Z performs most travel-related activities via the Internet, including the 

key phase in travel planning, which is gathering information (Qi & Leung, 2018).  

Many researchers have addressed the issue of different consumer behaviour across generation 

groups, especially between Generation X and Generation Y (Dhanpal et al., 2015; Kim et al., 

2015; Li et al., 2013; Rreisewitz & Fowler, 2019). However, considering recent significant 

technological developments, it is argued that previous research cannot fully reflect the new 

technological environment for travel planning, thus creating a need for new research in that 

field (Kim et al., 2015). Considering that the consumer decision-making process involves 

complex internal, external, situational and marketing-mix factors influencing the consumer 

behaviour (Dixit et al., 2019), the main purpose of this paper is to examine the differences 

between Generations X, Y, and Z regarding online information acceptance when selecting a 

tourist product. The study upgrades the existing knowledge on similarities and differences in 

online travel behaviour among the three generations. Since the generation approach has been 

recognized as a basis for travel market segmentation (Kim et al., 2015), it provides some useful 

practical implications for tourism marketers so they can better understand the traveller’s 

behaviour regarding information sources, social media, word of mouth, and online purchase. 
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2. Literature review and hypotheses development 

2.1. Generational cohorts 

Consumer behaviour on the Internet is largely influenced by demographic characteristics 

(Buhalis & Law, 2008). Therefore, generation is considered as a good indicator of a traveller’s 

behaviour (Benchendorff, 2010), making thus the generation approach a prominent topic of 

research. According to McCrindle (2014: 1-2), a generation refers to a “cohort of people born 

within a similar span of time (15 years at the upper end) who share a comparable age and life 

stage and who were shaped by a particular span of time (events, trends, and developments)”. 

There is no consensus concerning exact years for each generation; however, according to some 

common classifications, Generation X refers to people born between 1965 and 1980, 

Generation Y to those born between 1981 and 1995, while Generation Z implies individuals 

born from 1996 to 2010 (Kim et al. 2015). Since there is an interval of approximately 15 years 

between each generation, it comes as no surprise that behaviour between each group varies, 

especially when it comes to technology adoption. Most of the generations adopted Internet 

usage at a rate of more than 70% in 2010, while among younger people the rate was even higher 

(Kim et al, 2015).  

According to Naumovska (2017), Generation X grew up in more difficult economic conditions 

than the other two generations. As a result, their path to success has been more demanding, and 

today they are mostly self-employed professionals who prefer freedom over loyalty to 

companies. Like in private life, as consumers, they are also sceptical and quite hesitant when 

buying (Naumovska, 2017). They show a lack of loyalty to brands and companies compared 

to their predecessors and tend to change brands depending on the offer (McCrindle, 2014; 

Reisenwitz & Iyer 2009). The emergence of the Internet has marked the development of this 

generation. Although they encountered ICT innovation later, Generation X is technologically 

savvy and successfully adopts technology for its needs (Reisenwitz & Iyer, 2009). Members of 

Generation X generally prefer to use e-mail as a form of communication, which is a 

consequence of being born at the beginning of the development of technology, but they have 

less knowledge about it compared to the next generations (Berkup, 2014).  Since they are highly 

educated (Naumovska 2017), it is therefore not surprising that they have successfully adapted 

to new technological innovations. 

During their earliest life stage, Generation Y members, also known as millennials, were 

influenced by the development of technology, digital advertising, and the Internet, whose 
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presence changed the way they behaved compared with Generation X. Since they encountered 

technology in childhood, they are more relaxed when it comes to its use (Auby, 2008). One of 

the main features of this generation is multi-tasking, which mostly refers to the use of multiple 

media at once (Berkup, 2014). The number of media that emerged is actually a consequence of 

such behaviour of Generation Y (Geraci & Nagy, 2004). As consumers, they have clear 

standards when buying brands, and they require a direct, personal connection with brands that 

appeal to their emotions, principles, and attitudes (Naumovska, 2017). They watch less 

television and are more prone to social media, smartphones, and laptops, which makes them 

less susceptible to traditional media influences (Naumovska, 2017; Peterson, 2004). Therefore, 

visual content, such as images, graphics, animation, and video, is becoming more important. 

They are more engaged in travel planning (Xiang et al., 2015) and more active on social 

networks such as Facebook, Instagram, or Twitter, since these networks enable them to 

communicate quickly. When deciding to buy, they do not like to feel that they are the target of 

mass promotional campaigns, so they rely more on word of mouth (Peterson, 2004). 

Generation Z is the youngest of the three observed generation groups. This generation grew up 

during the global crisis and recession, and the socio-economic uncertainty that they caused 

(Robinson & Schancel, 2019). Generation Z members are characterized by self-control, 

awareness, speed, and dependence on technology that has been fully integrated into their lives 

(Naumovska, 2017). They are very open-minded but, as consumers, the least loyal to brands 

of all the generations observed (McCrindle, 2014). Since they are fully immersed in online and 

mobile activities, they are highly exposed to digital and social media and mass promotional 

messages. Thus, they cannot discern the true intent of marketing activities (Naumovska, 2017). 

They have been taught to engage in multiple activities at once, tend to be impatient, and have 

a short attention span (Naumovska & Novkovska, 2018). Therefore, they would rather listen 

and watch the content than just read the text (Santana & Gil, 2017). Since they do not know 

the world without the Internet, Generation Z does not interpret technology as an innovation, 

but as something normal in everyday life. Given such an environment, their social interaction 

and communication also take place mostly on the Internet, especially on social networks 

(Levickalite, 2010). Therefore, Generation Z plans travel mainly via the Internet (Qi & Leung, 

2018). They value the opinions of reviewers on other sites, which they consider more 

trustworthy. However, Generation Z is still very young, so their characters and behaviour 

patterns are still being formed, and will be influenced by various events in years to come. 

Hence, continuous research on this generation’s behaviour is needed. Since the generations 
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described above were involved in different stages of technology development, it is assumed 

that their propensity to use them when planning a trip will also differ. 

 2.2. Online information acceptance 

The search for information is an important element in the purchasing decision-making process, 

and with the help of the Internet, it has received a new form of implementation (Buhalis & 

Law, 2008). The access to information has been greatly improved by the emergence of online 

tools such as booking systems and online travel agencies, search engines, destination 

management systems, social networks, price comparison sites, as well as individual supplier 

and intermediary sites. Furthermore, these services are available via a smartphone, providing a 

wide range of opportunities that are inexpensive and easy to use regardless of the location of 

the user (Andre & Mason, 2007; Wang et al., 2014). As observed, online information sources 

are becoming more prevalent at the expense of traditional ones. The advancement of 

technology has strongly influenced the three stages of consumer decision making process in 

tourism and hospitality (Dixit et al., 2019), where the social media has become one of the most 

important tool in the review process (Leung et al, 2013; Guerreiro et al., 2019). Even if same 

stages of the purchase decision process can be skipped (Panwar et al., 2019) in tourism and 

hospitality this is not the case (Dixit et al., 2019; Ballantyne et al., 2018). 

As a consequence of growing technology acceptance, potential tourists have become 

independent and they organize their trips according to their preferences without the mediation 

of a travel agency (Buhalis & Law, 2008). However, the differences between generations 

should be observed. Research shows that younger generations tend to use conventional 

information sources less than older generations (Kim et al., 2015; Li et al., 2013). However, 

many members of generation Z are still in the educational system, so they often travel as part 

of their education using a travel agency. Nuraeni et al. (2015) have investigated the attributes 

of a tourism destination for youth from 18 to 29 years, however a better generation distinction 

is needed. Considering the finding of Li et al. (2013) that tourists of different generations vary 

in online information source preferences, the first hypothesis is defined: 

 

H1: There are statistically significant differences between Generations X, Y, and Z in the use 

of a travel agency when choosing a touristproduct. 

 

One of the most outstanding phenomena in the 21st century that has greatly influenced the 

travel industry is social networks. Mariami et al. (2019) state that social networks are influential 
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at all stages of travel, including collecting information before a trip. They facilitate information 

gathering, connection, and travel decision-making (Stepchenkova et al., 2007). Research shows 

that tourists operating online are enthusiastic when coming into contact with others who share 

the same or similar interests, attitudes, and lifestyles with them (Wang et al., 2002, as cited in 

Buhalis & Law, 2008). Social networks are becoming more influential in tourism because 

consumers tend to trust other users more than service providers, and they do not want to be 

directly targeted by marketing messages (Naumovska, 2017). Given the previous research that 

suggests that younger generations engage more in social media than older ones (Kim et al., 

2015; Naumovska, 2017), the following hypothesis is proposed: 

 

H2: There are statistically significant differences between Generations X, Y, and Z in the use 

of social networks when choosing a tourist product. 

 

Word of mouth (WOM) has always been an important source of information, and with the 

development of the Internet, conventional WOM has been taken to a new level. Since 

nowadays recommendations mostly appear in a virtual form, electronic word of mouth 

(eWOM) has emerged and is increasingly influencing the decision-making process (Reisenwith 

& Fowler, 2019). Users rely on eWOM to minimise risk and resolve ambiguities before 

deciding on a purchase; however, the problem that arises is the credibility of the reviews (Chen 

& Law, 2016). Since the whole process takes place on the Internet and includes anonymous 

sources whose reviews are mostly not additionally verified prior to publishing, it is challenging 

to identify those that are credible and true. Nonetheless, a recommendation is a strong factor in 

tourism product selection because it is based on subjective first-hand information provided by 

other users of tourism products (Chen and Law, 2016). However, considering the different 

characteristics of generation groups, such as Generation X’s scepticism (McCrindle, 2014), 

Generation Y’s reliance on WOM (Peterson, 2004), and Generation Z’s difficult judgement of 

information credibility (Naumovksa, 2017), it is assumed that the use of word of mouth 

between generations will differ. Thus, the following hypothesis is proposed: 

H3: There are statistically significant differences between Generations X, Y, and Z in the use 

of word of mouth when choosing a tourist product. 

 

Given that people today live life at a hectic pace, online shopping, as a faster way to buy 

products or services, is used on a large scale. There is an increasing engagement in online 
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purchase activities for all generation groups (Beldona et al., 2009). However, some differences 

occur due to the age group of individual generations. For instance, Generation Z has a reduced 

online shopping potential because some members still do not possess the credit or debit card 

required for a purchase.  On the other hand, some research shows that the highest percentage 

of online shopping is done by Generation Y (Dhanapal et al., 2015). Following previous 

research confirming that factors affecting online travel purchase differ between generations 

(Sharma et al., 2020), the following hypothesis is proposed: 

H4: There are statistically significant differences between Generations X, Y, and Z in attitudes 

towards online shopping when choosing a tourist product. 

ICT has facilitated the feedback process for tourists, enabling them to express their 

dissatisfaction with a particular service or product. In the past, less than 5% of users who were 

dissatisfied chose to complain (Albrecht & Zemke, 1985, as cited in Buhalis & Law, 2008). 

Today, that number is growing because users of online services are encouraged to provide 

feedback thanks to ICT and various platforms and tools on the Internet. Due the fact that online 

services in tourism will be offering dynamic communication in electronic business 

(Halkiopoulos et al., 2020), new insights on the generation acceptance is needed. According to 

previous research that shows a different level of online engagement (Kim et al., 2015; 

McCrindle, 2014) and different criteria of tourist service evaluation (Li et al., 2013) across 

generations, the following is hypothesised: 

 

H5: There are statistically significant differences between Generations X, Y, and Z in attitudes 

towards posting comments and reviews on forums after choosing a tourist product. 

 

Another recent phenomenon that has emerged from social media is influencers. Recent research 

shows that influencers have an impact on information searching in selecting a tourism product 

(Pop et al., 2021). Since social media influencers have emerged only recently, it is assumed 

that they have a stronger impact on the younger generation. Since Generation Z lacks the ability 

to distinguish between false and credible online information and is largely driven by trends 

(Naumovksa, 2017), that makes it pliable for influencer marketing. On the other hand, 

Generation X is more sceptical (McCrindle, 2014), therefore finding it harder to trust influencer 

reviews. Based on the above, the following hypothesis is defined: 
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H6: There are statistically significant differences between Generations X, Y, and Z in attitudes 

toward accepting influencer online reviews when choosing a tourist product. 

 

3. Methodology 

To fulfil the research goals, empirical research was conducted using a self-administered 

questionnaire. For data collection, a structured questionnaire was designed, combining 

multiple-choice questions and a 5-point Likert scale (1- strongly disagree, 5 - strongly agree) 

to measure the attitudes of the respondents. The questionnaire is based on the current literature, 

and all items were adopted from previous research (Tavares et al., 2018; Anđelić & Grmuša, 

2017;; Dhanpal et al., 2015; Munar & Jacobsen, 2013; Harris & Goode, 2010; Lis, 2013; 

Csobanka, 2016). The questionnaire consists of three main groups of questions. The first group 

refers to shopping habits and attitudes, the second group of questions examines the ways of 

being informed when choosing a tourist destination or product, use of social networks, and 

other tools. Finally, the third group examines trust in information, which determines the 

purchase intention. 

The survey was conducted from April to May 2019 using convenience sampling in Croatia. 

To determine the sample size, G*Power 3.1.9.7, a statistical power calculation programme 

based on Cohen’s sampling formula, was used. As a result of calculating with a fixed effects, 

omnibus, one-way ANOVA, a significance level of 0.05, a medium effect size (d=.40), and a 

statistical power of 0.95 for 3 groups, the minimum total sample size was 102. The 

questionnaires were distributed via Facebook and e-mail for Croatian respondents which are 

members of these three generations, and a total of 119 questionnaires were collected. Since the 

target population was limited to Generations X, Y, and Z, i.e., people born between 1965 and 

2010. However,  5 respondents were members of the Baby Boomer generation and 4 

respondents were aged under 18 years old, therefore 9 respondents were excluded from further 

analysis.  leaving thus 110 correctly completed surveys included in research results. Therefore, 

the generation Z were embracing respondents born until 2003. Descriptive statistics were used 

to analyse the obtained data. To test the hypotheses, the statistical method One-way ANOVA 

in the SPSS software was applied. 
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4. Data analysis  

4.1. Sample characteristics 

The demographic data collected included gender, age, educational level, employment status, 

and monthly income (Table 1). 

Table 1: Demographic structure of the sample 

Features Frequency Percentage  

Gender Female 102 86.57 

Male 17 14.28 

Age Generation X 

(1965 – 1980) 

37 31.1 

Generation Y 

(1981 – 1995) 

41 34.45 

Generation Z 

(1996 – 2003) 

32 26.89 

 

 

 

Educational 

level 

Elementary school 0 0 

High school 45 37.81 

Undergraduate study/ 

College education 

37 31.1 

Graduate study/ Higher 

education 

30 25.21 

Scientific master's degree/ 

MBA/ PhD 

7 5.88 

 

 

Employment 

status 

Employed full time 61 51.26 

Employed part time 6 5.04 

Student 32 26.89 

Unemployed 17 14.28 

Retired 1 0.84 

Other 2 1.68 

 

 

 

Monthly 

income 

Up to 222 EUR 28 23.52 

223 – 467 EUR 28 23.52 

468 – 800 EUR 33 27.73 

801 – 1333 EUR 19 15.96 

1334 – 2000 EUR 8 6.72 

2001 – 2666 EUR 1 0.84 

More than 2667 EUR 2 1.68 

 

The sample has predominantly female respondents (86%), while the number of respondents 

within each generation is almost even. The average age of respondents in Generation X is 46.97 

years; in Generation Y, 25.75 years; and Generation Z, 19.41 years. Educational levels, 

employment statuses, and monthly incomes match the age structure of respondents, with almost 

80% of respondents earning less than EUR 800. 

With regard to frequency of travel, each generation travels moderately. Respondents belonging 

to Generation X declared that they travel mostly ‘moderately’ (47.4 %), while Generation Y 
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respondents travel mostly ‘frequently’ and ‘moderately’ (altogether 72.5%).  Generation Z 

travels mostly ‘rarely’ (37.5%), which is expected considering their age span. Generation X 

respondents most frequently travel with family (50%); Generation Z respondents, with friends 

(62.5%); while those in Generation Y travel almost equally with friends (42.5%) and in pairs 

(37.5%). Considering the way that respondents plan their travel, it is clear that the Internet has 

contributed to the independent organization of travel. More than two third of respondents 

belonging to Generations X (68.4%) and Y (72.5%) plan their travels independently. The 

56.3% of Generation Z respondents tend to organize travel independently. 

As Table 2 shows, Facebook is the most represented social network among all generations. 

Results show that 100% of Generation X and Generation Y respondents have a Facebook 

account, and almost the same percentage of respondents are active Facebook users, while 

nearly 90% of Generation Z respondents have an account and 81.5% are active users. Among 

Generation X, Instagram is the social network second in line by number of registered accounts 

and active users, while forums are at the bottom of the list. Generation Y respondents share 

similar attitudes with Generation X, with forums and blogs being the least likely social media 

they would use. Generation Z respondents do not use blogs at all and their use of forums is 

minimal. 

Table 2: Differences between generations, by number of account owners and active users of social 

networks 

Network Generation X Generation Y Generation Z 

 Owns an  

account 

Active 

user 

Owns an 

account 

Active 

user 

Owns an 

account 

Active user 

Facebook 100% 94.74% 100% 97.50% 87.50% 81.25% 

Twitter 36.84% 28.95% 10.00% 2.50% 9.38% 3.13% 

Instagram 63.16% 38.84% 67.50% 55.00% 87.50% 93.75% 

YouTube 44.74% 26.32% 52.50% 40.00% 28.13% 34.38% 

TripAdvisor 21.05% 5.26% 22.50% 15.00% 6.25% 3.13% 

Booking.com 52.63% 42.11% 37.50% 22.50% 25.00% 9.38% 

Blogs 10.00% 5.26% 10.00% 7.50% 0% 0% 

Forums 5.26% 0% 12.50% 15.00% 3.13% 0% 

Other 18.42% 5.26% 32.50% 22.50% 28.13% 25.00% 

 

With regard to the general questions about social networks, Generations X and Y again share 

similar statistics. Most respondents (60.5%) belonging to Generation X reported having up to 

500 friends, less than half reported having more than 500, and three Generation X respondents 

(7.9%) reported having more than 2001 friends. Almost one third of Generation Y respondents 

(22.5%) has between 501 and 1500 friends, while the majority (72.5%) share this statistic with 
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Generation X and have up to 500 friends. Generation Z respondents tend to have larger numbers 

of friends, with a little over one third (40.6%) having between 500 and 1000 friends on social 

networks, and the rest of the majority (37.5%) having between 1001 and 2001 friends.  

4.2. Hypotheses testing  

The first hypothesis H1: There are statistically significant differences between Generations X, 

Y, and Z in the use of a travel agency when choosing a tourist product is accepted (df = 2; F = 

5.132) at a probability level of 5%. Interestingly, when asked about the frequency of using 

information sources when choosing a tourist product, the average response score for 

respondents belonging to Generation X was 2.58±1.13, Generation Y 2.08±1.02, and 

Generation Z 2.91±1.20. Although it was expected that this hypothesis would be confirmed, it 

was not expected that Generation Z, given today's frequent use of the Internet, would use a 

travel agency to a greater extent than Generation X. 

 

The second hypothesis H2: There are statistically significant differences between Generations 

X, Y, and Z in the use of social networks when choosing a tourist product, is rejected (df = 2, 

F = 1.105; p <0.335). The data show that the average score of Generation X respondents is 

3.55±1.20, while the members of Generation Y and Generation Z have similar average scores, 

3.90±1.15 and 3.91±1.17, respectively. Rejecting this hypothesis suggests that all generations 

use social networks equally when choosing a product.  

The third hypothesis H3: There are statistically significant differences between Generations X, 

Y, and Z in the use of word of mouth when choosing a tourist product is rejected (df = 2; F = 

0.311; p <0.741). Word of mouth and its frequency of use show that the average score in 

Generation X is 4.05±1.01; in Generation Y, 4.02±1.00; and in Generation Z, 3.87±1.04. The 

absence of statistically significant differences confirms that this is one of the most important 

aspects for the respondents, and subjective assessments of other users are valued to the same 

extent across all generations, helping them in making a purchase decision. The perception is 

the same, across all generations. That this kind of content can be found on almost every website 

today is an indication of the importance of reviews and recommendations from the supplier 

perspective. The manner in which suppliers resolve issues with tourists on their websites will 

influence other potential tourists. 
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Hypothesis H4 stating There are statistically significant differences between Generations X, Y, 

and Z in attitudes towards online shopping when choosing a tourist product was tested and the 

results are presented in Table 3. 

Table 3: Attitudes towards online shopping  

ONLINE SHOPPING  F p< 

Save time 0.228 0.796 

Save time 1.117 0.331 

Wider offering   0.161 0.852 

Detailed Product Description 0.917 0.403 

Simple search 0.749 0.475 

Continuous purchase 2.620 0.077 

Comparison with competing products  0.357 0.701 

 

As seen in Table 3, there are no statistically significant differences at a 5% confidence level 

between the three generations with regard to all statements pertaining to attitudes towards 

online shopping. The aspect of continuous purchasing is very close to confirming the 

hypothesis, given the obtained scores: Generation X has a score of 3.26±0.97; Generation Y, 

2.82±0.98, and Generation Z, 3.25±0.98. When choosing a tourist product, the perception of 

continuous purchasing differs across the three generations. 

Hypothesis H5: There are statistically significant differences between Generations X, Y, and Z 

in attitudes towards posting comments and reviews on forums after choosing a tourist product, 

is accepted for the social network Instagram (df = 2; F = 4.030; p <0.021). Members of 

Generation X rated the posting of comments and reviews on Instagram with an average score 

of 2.39±1.4, Generation Y with 2.05±1.39, and Generation Z with 3.00±1.45. The differences 

that could occur pertain to Instagram usage by each of the generations, with 93.75% of 

Generation Z respondents being Instagram users. 

The sixth hypothesis H6: There are statistically significant differences between Generations 

X, Y, and Z in attitudes towards accepting influencer online reviews when choosing a tourist 

product, is accepted (df = 2; F = 3.595; p <0.031). The statement that examines this relationship 

received these scores: Generation X 2.39±1.18, Generation Y 2.17±1.18, and Generation Z 

2.90±1.19. 
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5. Discussion and conclusion 

This study was conducted in response to recent calls for more research regarding generational 

differences when choosing a tourism product in an online environment (Kim et al., 2015; 

Resenwitz & Fowler, 2019). Results suggest that differences between generations have 

gradually blurred when it comes to online information adoption, which is explained by previous 

research that confirmed the growing ICT acceptance across all generations (Beldona et al., 

2009; Xiang et al., 2015).  

 

Confirming H1 proves that there is a statistically significant difference between Generations 

X, Y, and Z in the use of a travel agency as a source of information when choosing a tourist 

product. According to average scores, it is evident that travel agencies in all generation groups 

are less common sources of information in comparison with others. Although Generation Z 

tends to use ICT extensively, it should be taken into account that a significant part of that 

generation is still in the education system and does not have the opportunity to travel 

independently, thus they travel and gather information via travel agencies. Furthermore, the 

rejection of H2 shows that there are no statistically significant differences between Generations 

X, Y, and Z in the use of social networks as a source of information when choosing a tourist 

product. Although the average scores for Generation X are slightly lower compared with 

Generations Y and Z, results indicate that Generation X has accepted social networks equally 

to younger cohorts when choosing a tourism product. From the marketers’ perspective, this 

represents an opportunity because it suggests that the same promotional and distribution 

channels can be used to reach all three generation groups. Research shows that there are no 

statistically significant differences between Generations X, Y, and Z in the use of word of 

mouth when choosing a tourist product, thus rejecting H3. Although the average score in 

Generation Z is slightly lower than in the others, the results of all three groups indicate that, 

despite the differences in the preferred form of recommendation, word of mouth is considered  

a highly valued information source. This suggests to tourism suppliers that, regardless of the 

generational group, they should pay attention to word of mouth, either in traditional or 

electronic form. The research further found that there are no statistically significant differences 

between Generations X, Y, and Z in attitudes towards online shopping when choosing a  tourist 

product, so H4 was rejected. Moreover, similar average scores indicate that all observed 

generation groups are aware of the benefits of online shopping. The rejection of H5 indicates 

that there are no statistically significant differences between Generations X, Y, and Z in 
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attitudes toward posting reviews after choosing a tourist product. Among the observed 

platforms, a statistically significant difference is present only for the social network Instagram, 

which was rated higher by Generation Z than by the others. The absence of statistical 

significance in other social networks indicates that they are almost equally present in all 

observed generations. Furthermore, the statistically significant difference between Generations 

X, Y, and Z in attitudes towards accepting the recommendations of influencers when choosing 

a tourist product was confirmed, thus accepting H6. Although the average grades are relatively 

low, Generation Z rated this item with the highest average score. That comes as no surprise 

since this generation is more influenced by information on social media but, on the other hand, 

finds it more difficult to assess information credibility. 

 

This study confirms that there are generally no statistically significant differences between 

members of Generations X, Y, and Z in the use of online information when choosing a tourist 

product. Although the results appear to be inconsistent with some previous research that found 

differences between generations (e.g., Kim et al., 2015; Li et al., 2013), this study observes 

three cohorts that have encountered technology either during their working life or childhood, 

so they have been able to adapt more easily. Also, according to Xiang et al. (2015), generational 

gaps in Internet adoption for travel purposes decrease over time. Similar to some previous 

research (Reisenwitz & Iyer, 2009), it can be concluded that Generation X members, although 

not having had the Internet throughout their entire life, have adapted to it almost as much as 

other generations. According to results, Generations X and Y share more similarities together 

than either of them do with Generation Z. The biggest differences were observed in Generation 

Y in the use of information via mobile devices, while members of all generations use social 

networks, mostly Facebook and Instagram. Generation Z, although searching for information 

on the Internet, most often decides to make a physical purchase. The reason potentially lies in 

the age difference of this generation and its inability to make card payments, which mainly 

occurs on the Internet. When selecting online information, the most commonly used content is 

that generated by users, in which potential tourists have confidence. 

 

This research has certain limitations that need to be considered. The demographic structure of 

the sample is not evenly distributed so future research should pay attention to the gender 

structure and seek to expand the sample. Since research was conducted via social media and e-

mail, potential respondents who do not use the Internet were not included. Therefore, in future 

research multiple channels should be used to distribute the questionnaire. Furthermore, the 



27th CROMAR CONGRESS | LET THE MASKS FALL – NEW CONSUMER IN BUSINESS RESEARCH 

 

378 
 

results relating to Generation Z should be interpreted with caution because some members of 

Generation Z are still minors and do not travel or buy independently, which may affect the 

results for this generation. Hence, Generation Z is particularly interesting for further research 

that should address their perception of online information in more detail. This research provides 

an answer to the question of whether there are statistical differences between Generations X, 

Y, and Z in the acceptance of online information, but not to the question what those differences 

might be. It is therefore recommended for future research to examine between which of the 

cohorts specific discrepancies occur, to enable better segmentation strategies to be tailored. 
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