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Preface

Generation Z (Gen Z) is the demographic cohort that has attracted
scholars’ worldwide attention due to the fundamentally different ways
of thinking, doing, and living. Gen Zers represent a primarily digital
generation that has been affected to the highest degree by their volun-
tary engagement with various online applications. There are some unique
characteristics of Gen Zs in addition to driving the fourth industrial revo-
lution and smart technologies, which are: (a) their advanced conscious-
ness of protecting the natural environment and supporting sustainability,
(b) their active engagement with sharing economy applications, (c) their
different consumption patterns as affected by social and ethical concerns,
(d) and their strong will to pursue meaningful careers to serve personal
aspirations and collective/communal goals.

Consequently, scholars engaging in interdisciplinary research have
well acknowledged the importance of exploring Gen Zs’ behavioral
patterns and decision-making separate to other demographic cohorts,
as in various occasions different than usual theorizations emerge from
empirical research. In the field of tourism management and marketing,
some work has been recently published trying to decode how Gen Zers
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vi Preface

choose, plan, experience, and communicate their involvement either
as tourists or professionals of the tourism sector. Nevertheless, there is
still a lack of Gen Z research across the different branches of tourism
sector (e.g., accommodation/hospitality, restaurants, aviation/airliners,
and other means of transportation), attractions/events, and tourism
information services), and with respect to the various managerial disci-
plines (e.g., from digital marketing to human resource management and
entrepreneurship).
Therefore, this is the first book offering a collection of selected topics

aiming to better understanding how Gen Zers shape as tourists and lead
as managers in the global tourism sector of our times. This should be
of interest to managers, scholars, and students interested in acquiring a
more concrete knowledge on Gen Zers’ crucial role in the marketing and
managing of tourism-related services.
The editorial team would like to thank very much all the authors

contributing to this book, and Palgrave Macmillan publishers for their
invaluable support in materializing this publication.
We wish you all find this as a useful companion and reference point

in the new world of digital natives/Gen Zers.

Bristol, UK
Wolverhampton, UK
Orlando, FL, USA
Wolverhampton, UK
December 2020

Nikolaos Stylos
Roya Rahimi

Bendegul Okumus
Sarah Williams



Introduction

Generation Z (Gen Z), also known as Post-Millennials, the iGen-
eration, or the Homeland Generation, is the demographic cohort
following Generation Y also called ‘The Millennial Generation’. Gen
Y has been the subject of much research, the next generation, Gener-
ation Z is still an underexplored issue. This generation has evolved in
an environment increasingly permeated by ICT and can be defined as a
hyper-connected generation (Haddouche & Salomone, 2018). There are
no precise dates for when this cohort starts or ends; demographers and
researchers typically use starting birth years ranging from the mid-1990s
to early 2000s and ending birth years ranging from the late 2000s to early
2010s (Williams & Page, 2011). For this book, we define generation Z as
a group of individuals born during the same temporal period of the time
(mid-1990s to the late 2000) in which they shared unique events created
by their common age situation in history. Generation Z is growing up
in a world intertwined with new technologies, internet, smartphones,
video games, and screens. They live ubiquitously because they are hyper-
connected and their playing field is global. They can start a video game
with their neighbor and pursue it with another player on the other side
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viii Introduction

of the planet (Haddouche & Salomone, 2018). Generation Z consists
of the youth and young adults, i.e., they are our youngest consumers,
students, colleagues, constituents, voters, and neighbors. Being able to
better understand who they are and how they understand the world is
essential for being able to effectively work with, support, and lead them.

Hospitality and tourism is the second largest industry in the world
and is a driver of job growth and economic prosperity, accounting for 1
in 10 jobs worldwide. In 2019, Travel & Tourism directly supported 330
million jobs (WTTC, 2020). The direct, indirect, and induced contri-
bution of travel and tourism is US$ 8.9 trillion to the world GDP (i.e.,
10.3% of world GDP), US$1.7 trillion visitor exports, and US$948
billion in capital investments (WTTC, 2020). As Gen Z individuals
are the future employees and consumers of tourism services, demo-
graphic changes can affect tourism directly or indirectly in various ways.
Direct impacts relate to demand (volume and structure) and the labor
market (number of workers and their qualification) while the indirect
impacts relate to jobs within the tourism industry, and tourism services
(Robinson & Schänzel, 2019). Gen Z tourists are often presented as
mastering computer science and ICT and are described as difficult to
retain. This young generation has prescribing power and expect a great
deal from their travels and for them, tourism is at the same time a
moment of conviviality, of socialization, of implication, and of empow-
erment. They are not only influencing consumption patterns, but also
bring their values to work life, thus changing the attitudes toward the
employee–employer relationship and how work is being done.

Although the literature exploring how Gen Zers perceive, engage, and
link to tourism and hospitality services steadily grows during the last few
years, a book that would set strong foundations on both the manage-
rial and marketing aspects is actually missing from the bibliography. As
Gen Zers may hold various roles in the tourism economy—i.e., as visi-
tors, guests, consumers, employees, and entrepreneurs—trying to encap-
sulate individuals’ aspirations, expectations, preferences, and behaviors
would offer key insights and improve our understanding to the important
contributions they make to this sector.

Consequently, through a collection of twelve chapters that are split
into two sections, this book offers key insights into numerous aspects of
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the management and marketing of the hospitality and tourism industry
with respect to Generation Z.
The management section of the book consists of four chapters. In

Chapter 1, Digital Natives Leading the World: Paragons and Values
of Generation Z, the authors aimed to understand the characteristics
and the details of the ways Gen Z members are acting as social influ-
encers. The study also casts light on the value systems and leadership
styles of generation Z. Recent examples and paragons of Gen Z have
also been discussed to provide insights to the organizations on ways
to manage their workforce. In Chapter 2, Mejia and Pinto provide a
comprehensive view of all five-generation cohorts, i.e., Traditionalists,
Baby boomers, Gen X, Gen Y, and Gen Z, who contribute to the
development of tourism and hospitality through a variety of manage-
rial roles in their respective organizations. After discussing basic char-
acteristics for each cohort, the authors compare these five generations
by delineating their contribution to the work environment, revealing
important managerial aspects for the tourism and hospitality industry.
Finally, a set of strategies are provided, aiming at solutions for successful
knowledge transfer and engagement toward enhanced intergenerational
relationships within organizations and across the tourism and hospi-
tality industry. In Chapter 3, Generation Z’s career path in Tourism
Entrepreneurship is presented, and the authors discuss the role of tourism
entrepreneurs who concentrate more on their quality of life while living
in their desired destination. Similar to other studies which classified
tourism entrepreneurs as growth-oriented, this chapter states that new
generations are changing their mindsets from lifestyle entrepreneurs to
growth-oriented entrepreneurs. It is also stated that Gen Z entrepreneurs
are not locked into a traditional corporate mindset, they have advance
technological knowledge, and they are risk-takers with strong leader-
ship abilities. It examines entrepreneurship paths for Gen Z across four
sections. The first part of the chapter provides some information about
tourism entrepreneurship. The second part discusses the role of a person
as an entrepreneur and as an intrapreneur within the tourism industry
concept. The third part examines the details about Gen Z’s characteris-
tics, lifestyle, and business choices. The final part explains the question
of ‘Will Gen Z prefer to be an entrepreneur or an intrapreneur in the

https://doi.org/10.1007/978-3-030-70695-1_1
https://doi.org/10.1007/978-3-030-70695-1_2
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tourism industry?’. In Chapter 4, Olson and Ro discuss Generation Z
tourists and their perceptions of well-being within the context of hospi-
tality and tourism experiences, focusing on the following areas of well-
being: physical, mental/health, social, technology, and environmental.
Throughout the chapter, examples and implications are provided for
hospitality and tourism practitioners who are navigating the complexities
of an emerging cohort of tourists.
The marketing section of the book consists of eight chapters. Starting

from Chapter 5, Kamenidou, Vassilikopoulou, and Priporas, explore
and critically discuss the tourist behavior of Generation Z cohort. The
authors discuss that as independent travellers, Gen Zers are active during
their trip and get involved in many activities. Their key motivations
to travel include among others socialization, escape from the everyday
routine, and gaining a unique and memorable experience that they could
share with their peers (e.g., in social media). They also mention that
Gen Zers, as family tourists, enjoy being engaged in physical activi-
ties and having fun. Thus, tourism providers could include such activ-
ities when targeting family vacations, whereas unique cultural and sports
events could also be attractive for Gen Zers who travel independently. In
Chapter 6, Gen Z tourists’ involvement with smart devices is discussed
with the focus being on the technology acceptance of this generation,
as they tend to use smart devices and applications in all their activities,
thus forming an important target group for the future of the tourism
sector. The authors refer to the technology Gen Zers use in light of the
current advances in smart devices and applications and related tourism
experiences. The effect of smart devices and applications on the tourism
experience of the Z generation is scrutinized by taking into considera-
tion the use of pre-travel technologies, on-site technologies, and post-
travel technologies in the tourism sector. Moreover, the tourism expe-
riences of the Z generation are examined and their possible effects are
evaluated within the framework of digitalization of the device and appli-
cations such as AR, NFC, Wearable technologies, QR codes, and IoT
(internet of things). In Chapter 7, Barbe and Neuburger critically discuss
influencer marketing and the effects of digital influencers on Genera-
tion Z followers and the implications for the tourism and hospitality
industry. The authors exemplify influencer marketing as an effective way

https://doi.org/10.1007/978-3-030-70695-1_4
https://doi.org/10.1007/978-3-030-70695-1_5
https://doi.org/10.1007/978-3-030-70695-1_6
https://doi.org/10.1007/978-3-030-70695-1_7
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for reaching and persuading Gen Z individuals across the specific sectors
of the hospitality and tourism industry. By reviewing the latest literature
in tourism destinations, hospitality, events & festivals, and transporta-
tion, Barbe and Neuburger provide a state-of-the-art review of academic
publications, analyze case studies, and highlight key points of imple-
menting influencer marketing for Gen Z for these sectors. Finally, recom-
mendations and managerial implications are offered for how to best
leverage the power of digital influencers to the benefit of this growing
market. In Chapter 8, Le and Arcodia, by using an online survey, inves-
tigate Generation Z’s perceptions of safety, security, and risks on cruise
ships. The findings highlight this market is concerned about cruise-
related accidents, terrorism, piracy and crime, and motion sickness, and
to a lesser extent about infection outbreaks and sexually transmissible
infections. The findings suggest significant implications of how cruise
operators can develop policies, customize on-board mitigation strategies,
and develop marketing communications to fulfil this market’s demand.
In Chapter 9, the new foodie generation: Gen Z, Kılıç, Bekar, and
Yozukmaz discuss food-related behaviors and preferences of this genera-
tion. Although the term ‘foodie’ has been recently promoted by popular
culture and then gastronomy literature, as a niche market, foodies have to
be studied from a theory-based perspective in terms of market research.
The authors state that Gen Z foodies are necessary for marketing activ-
ities, because they will change food and beverage industry and thus
tourism industry with their technology addiction. As a result, the foodie
behaviors and characteristics of Generation Z are explained and discussed
in detail and some practical implications are suggested. In Chapter 10,
Lee, Chen, and Chan examine Gen Z tourists’ perceptions on patron-
izing street food in Hong Kong. A questionnaire was distributed and
a total of 161 valid samples were collected from Chinese tourists and
Western tourists. Factor analysis, series of independent sample t-tests,
and chi-square tests were conducted. The study identified five factors:
etic destination image, local emersion, e-WOM, emic food character-
istics, and safety/hygiene. Further investigation revealed no significant
difference between both groups of respondents based on the five factors.

https://doi.org/10.1007/978-3-030-70695-1_8
https://doi.org/10.1007/978-3-030-70695-1_9
https://doi.org/10.1007/978-3-030-70695-1_10
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The chi-square results suggest that Chinese Gen Zs are more knowl-
edgeable and receptive to patronize street food in Hong Kong. Impli-
cations for promoting street food for the future development of Hong
Kong food tourism are discussed. Then, in Chapter 11, Raggiotto and
Scarpi propose a theoretical conceptualization and offer theoretical and
managerial insights into Gen Z individuals’ engagement with action
sports tourism events. A very comprehensive demonstration of the rele-
vant thematic tourism field is provided, a model is proposed, and empir-
ical evidence is offered about Gen Z tourists’ intention to revisit and
repeat attendance of this type of event. The influence of key behav-
ioral constructs on Gen Z’s relevant behavioral aspects are tested, and
managerial insights may advance academics’ and sport tourism managers’
understanding and planning, respectively, of strengthening this type of
tourism area. Finally, in Chapter 12, Penny Walters sets the foundations
and presents the latest on Ethical Consumerism, focusing on Gener-
ation Z consumers. In addition to defining ethical consumerism and
relevant theoretical underpinnings, Walters provides great coverage of
the various types of it. She also summarizes the role of Generation Z
tourists in promoting ethical consumerism in the UK tourism and hospi-
tality industry. Finally, the author offers managerial recommendations to
governments, DMOs, and private tourism organizations on how to best
leverage the power of ethical consumerism in light of the COVID-19
pandemic crisis, given the particular behavioral characteristics, attitudes,
trends, preferences, and aspirations of Generation Z tourists.

Nikolaos Stylos, Ph.D.
Roya Rahimi, Ph.D.

Bendegul Okumus, Ph.D.
Sarah Williams
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Digital Natives Leading theWorld:

Paragons and Values of Generation Z

Rohan Bhalla, Pinaz Tiwari, and Nimit Chowdhary

Introduction

In the twenty-first century, smart technological advancements, the
progression of the globalisation process, and societal transformations
have led to the evolution of workplaces globally. Organisations are
investing their capital in creating innovative systems based on knowl-
edge management (Riad Shams and Belyaeva 2019). To be effective and
efficient, organisations must understand the characteristics, capabilities,
and working styles of the people employed with them. This realisation
requires an in-depth understanding of the process of massive personnel
replacement, known as ‘demographic metabolism’ (Ryder 1985), to lead
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the upcoming generation in the workplaces. Generation Z (alongside
with the youngest Generation Alpha) is one of the newest additions
in the world which will be entering the workforce by mid-2020 and
2021. Their attitudes, lifestyle, thought process, working styles, and
behaviours are undoubtedly different compared to the previous gener-
ations (Arsenault et al. 2008). These differences are valuable because
they are idiosyncratic and originate from different values and mind-sets
of people (Zemke et al. 2000). Due to these differences, the existing
leadership and corporations would require a shift in the work culture.
Therefore, Murphy et al. (2004) suggest acknowledging the gaps between
different generations and adopting suitable management practices.

Born in the late 1990s and raised in 2000s, Gen Zers are bringing the
most significant generational shift in the world. Generation Z will fill
the gap created after the retirement of 30 million ageing baby boomers,
also termed as youth bubble. The significance of developing the under-
standing of Generation Z was reported by Bloomberg which emphasised
that the population of Generation Z is 32% of the world’s population
and they will outcast the millennials in the coming years (Petsko 2018).
Currently completing their education, Generation Z is going to form a
significant part of the workforce across the world in a few years’ time.
As studied by Deloitte (2017), Generation Z is going to be 20% of
the workforce by the beginning of the year 2020. However, the new
cohort of the workforce will set forth a decent number of challenges to
the existing leaders and managers working in different sectors (Tulgan
2013). Further, it is observed that Gen Z people are more tech-savvy,
efficient with machines, and highly ambitious. Thus, the lack of under-
standing may prevent organisations from capitalising on the strengths of
the youngest generation (Arsenault et al. 2008).
The very base of the differences between Generation Z and the

previous generations exists in the developments made between the 1990s
and 2000s. The twenty-first century predominantly has experienced
advanced technology and data loaded information in every sphere of
business and non-business life. Further, the rise in the speed of the
internet gave access to vital information to Gen Z at the initial stages
of their lives. Bateh (2018) has rightly considered this modern era as
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an ‘Information era’ wherein the people are surrounded by innova-
tive technology and embracing automation, machine learning, virtual
reality, robotics, and artificial intelligence. Owing to the technolog-
ical advancement and convenience of getting the required information
on smartphones, Bako (2018) has characterised Gen Z as technically
proficient, and multi-cultural with the right educational qualifications.
Owing to their higher technical familiarity, Gen Z is also known as I-
Gen, App Generation, Centenaries (Gardner and Davis 2013), and even
digital natives.
The Tourism and Hospitality sector is one of the critical drivers

of economic growth, job opportunities, and economic prosperity as a
whole. According to the World Tourism and Travel Council Report in
2019 (WTTC 2019), travel and tourism accounted for 319 million jobs
across the world with the global GDP of 10.4%. Due to the involvement
of several other sectors like accommodation, entertainment, transporta-
tion, etc. the presence of diverse small- and large-scale companies is
much evident. With unprecedented growth in the tourism and hospi-
tality industry, more jobs would be created, and thus, the demand for
effective leadership emerges. Employee motivation and satisfaction are
of the utmost priority for working with Generation Z, as they are more
likely to switch their jobs (Ozkan and Solmaz 2015).

Moreover, Bencsik et al. (2016) argued that I-Gen is less optimistic
as compared to the previous generations at the workplace. However,
Goh and Lee (2018) reported an exception that Gen Z has a positive
attitude about working in the hospitality and tourism industry due to
travelling prospects. Undoubtedly, the emergence of Generation Z is
the next important thing from a societal transformation point of view.
Even though a lot of studies drawn a comparison of diverse generations
(Baby boomers, X, Y, and Z) and their related working styles (Zemke
et al. 2000; Berkup 2014; Bako 2018), fewer studies have discussed
suitable leadership styles and value system to be adopted while working
with the newest generation. Since different generation requires different
leadership styles (Al-Asfour and Lettau 2014), the authors focus on high-
lighting values and ideals for justifying the suitable leadership style to
be adopted while managing a team of people belonging to the next
generation.
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The Emergence of Generation Z

The study of generations is a multidisciplinary approach, and generations
are decided based on their birth years. To comprehend the emergence
of Generation Z and their characteristics, we need to understand the
term “generation,” the chronological order of the generations and the
features of each generation which makes them distinct from each other.
While describing a generation, Ryder (1985) stated that a generational
cohort is “a group of people who have experienced the same events during
the same period .” A birth cohort includes individuals who age together,
have similar life experiences in the future, which will shape their lives,
and each cohort differentiates from another (Hung et al. 2008).
The generation theory implicitly states that one can generalise the

group differences to the average group level of each generation to create
a better understanding of the personality traits and profile of the indi-
viduals of a specific generation (Twenge et al. 2010). As described by
various researchers, the generational classes differ from each other about
the varied historical events and their consequential impacts. The distri-
bution of ages between two cohorts differ, primarily because of migration
and mortality (Ryder 1985). In the majority of the generational theories
and research, the main distinctive characteristic is years of birth(Strauss
and Howe 1991; Berenda and Mannheim 1953; Arsenault et al. 2008;
Zemke et al. 2000). For instance, there are four significant genera-
tions recognised by Zemke et al. (2000), namely: Veterans (1925–1945),
Baby Boomers (1946–1960), Generation X (1961–1980), Generation Y
(1981–1995), and Generation Z (1996–2010). However, researchers on
generational studies have relied on a birth date along with demographic
traits to describe the characteristics of a specific generation (Cogin 2012).
Parry and Urwin (2011) argue that age effects might not be mutually
exclusive. Pragmatic observations are indeed done based on age groups.

Nevertheless, the authors stated that similar personality traits might
occur concerning the end of one generation (say, generation Y) and the
start of another generation (say, Generation Z). It means that a person
born in 1994 of Generation Y may illustrate similar characteristics of
those born in 1995 in Generation Z, also termed as cross-over effect
(Ryder 1985). The widely accepted age group for Generation Z is people
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who are born from 1995 till 2010 (Berkup 2014; Goh and Lee 2018;
Bako 2018; Randstad 2017) and are children of Generation X.
Interestingly, the essence of different definitions of generations is based

on a specific period in which they are born, raised and usually share
similar characteristics and viewpoints as they carry the memories and
experiences which are affected by events that happened in that period.
However, the debate of the chronological sequence of the years falling
under every generation, setting their lower and upper limits continues
(Berkup 2014). One more line was marked in another classification
which sets apart Generation Y, popularly known as Millennials, from
Generation Z. The cut of the line was drawn after extensive study of the
content in 1998. The line segregated Generation Y and Z by stating that
anyone born between 1981 and 1996 is known as Millennials and the
people born after 1997 and onward should be considered under Gener-
ation Z. The very concept of generations stands on the foundation of
the period. However, there is no conclusion or formula to determine
how long the period of one generation should be fixed (Dimock 2019).
Although, based on the experts’ views and assessment of the historical
events, these generations have been considered and reviewed differently
in both national and international diaspora. However, Berkup (2014)
used the following classification (Table 1.1).
A lot of studies have indicated that Digital Natives are different from

Generation X and Generation Y in various aspects (Shatto and Erwin
2016; Betz 2019; Berkup 2014; Bako 2018; Arsenault et al. 2008;
Zemke et al. 2000; Bencsik et al. 2016). For instance, Bako (2018) found
that Generation Z gives importance to attributes like risk-taking, career-
oriented, self-sacrificing, normative, and secretive ineffective leadership,

Table 1.1 Generations chronological classification

Generation name Chronological generation classification

Traditionalists 1900–1945
Baby Boomers 1946–1964
Generation X 1965–1980
Generation Y 1981–1995
Generation Z 1996–2010
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which are considerably different from the attributes preferred by Gener-
ation X. Similarly, Bencsik et al. (2016) noted that people of Generation
Z rely more on simple techniques of learning, especially which comes
under the realm of their interest areas. In contrast, Generation Y is quick
to develop their skills related to Information Technology. Indeed, gener-
ation Z will be the largest cohort of consumers; thus, market researchers,
industries, and academicians are putting a lot of emphasis on digging
the information related to them. Any information, characteristics, traits,
values, behavior, and trends related to Generation Z are being extracted,
used, and treated as business intelligence (Hamed 2017). The reason
behind keeping Generation Z at the focal point is the immense potential
and opportunities that it carries for the world. Gathering information
about Generation Z will enable the industries to develop marketing
strategies to unveil and harness the opportunity of one of the most
significant sections of the population.

Characteristics of Generation Z

Every generational cohort is heterogeneous (Ryder 1985), and so are
digital natives. They are curious, hardworking, careful, and futuristic.
Gen Z is unique in the sense that they develop relationships with people
over the social media platforms more comfortably as compared to the
predecessor cohort. The obsession of Instagram, YouTube, Snapchat,
Tumblr, and many other social media networks amongst Generation Z
makes them believers in virtual reality. Furthermore, Gardner and Davis
(2013) called Generation Z, ‘The App Generation’ mainly because of
their ability and understanding of the latest technology such as smart-
phones, laptops, a variety of applications, and tablets. The rise of mobile
apps and social media is popular amongst the newest generation across
the world. The authors also consider this generation as “digital natives“ as
Gen Z is born in the information era where technology is present in every
sphere of their lives along with the free flow of information. They may
not think of a world without technology, especially their smartphones.

Digital natives view educational qualifications merely as a task, which
is a pre-requisite to get a good job and reasonable remuneration. Levine
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and Dean (2012) reveal that nowadays, youth is career-focused, and
their behaviour is more rational and pragmatic. As the newest genera-
tion tends to become more pragmatic, they are likely to move towards
being individualistic and less community-minded. Features like individu-
alism, seclusion, and non-participation are shared amongst the members
of Generation Z (Gardner and Davis 2013; Twenge et al. 2010). From
the workplace point of view, the research conducted by Deloitte (2017)
revealed that Gen Z appreciates honesty and integrity. Thus, based on
previous literature, the following characteristics of Gen Z are identified:

1. Diverse: One of the primary characteristics that make digital natives
different from other generations is their openness to diversity
(Dimock 2019; Al-Asfour and Lettau 2014; Shatto and Erwin 2016).
Diversity in terms of culture, nationalities, opinions, and working
patterns and Bateh (2018) defines this characteristic as Pluralistic. The
study conducted by Pew Research, as mentioned in Dimock (2019),
reported that the majority of bi-racial and multi-racial children are
found in Generation Z. They are the fastest-growing in the United
States of America as well as other countries. The report also found
that exposure to various cultures and people make them open-minded
and accepting as compared to Generation Y. This attribute of Gener-
ation Z can be utilised constructively by organisations to create a pool
of individuals and promote creativity at the workplace.

2. Exposed to Media: Another essential characteristic of digital natives
is exposure to media. The generation has been brought up with facil-
ities like the internet, Wi-Fi, and high broadband cellular services
(Dimock 2019; Shatto and Erwin 2016). This generation has grown
up in a technical environment which makes them exposed to media
at a larger scale in comparison with previous generations. Previous
research on continuous exposure to media has shown that the atten-
tion span of Generation Z is also low when compared to Generation
Y, for instance, the people in this generational cohort spend an average
of 09 hours a day on their mobile phones (Pew Research Centre,
2014). According to the Kaiser Family Foundation, the youth of
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Generation Z uses the internet more than any other previous genera-
tion, and they play a crucial role in generating content on social media
platforms.

3. Self-driven learners: Digital natives are considered the most educated
workforce generation (Bako 2018) along with advanced technical
knowledge. Shatto and Erwin (2016) found that Generation Z is self-
directed learners who thrive on technology at a higher level. Similarly,
Betz (2019) also noticed that digital natives preferred the informal
style of training at the workplace and want to take charge of their
future (Bateh 2018). It is common to find people in Generation Z
who have learned various skills through the internet (probably from
YouTube).

4. Lack of Consequential Thinking: Researchers have found that,
though collaborative and hardworking (Bateh 2018), digital natives
lack the aspects of critical thinking and the ability to validate infor-
mation. Bencsik et al. (2016) also noted that this generation lacks
consequential thinking process which means that they might cross-
verify the source of information due to the availability of the internet
but are unable to think substantially.

5. Accustomed to Immediate feedback: The new generation has always
been connected socially in the virtual world. Born into the world
of ‘likes’, Generation Z is keen to get approval and feedback from
people in their circle. Be it asking about which trip to take during the
Christmas holidays or more straightforward questions like choosing
between long hair and short hair, Generation Z appreciates opin-
ions and takes actions accordingly. Therefore, organisations have to
adapt to provide immediate feedback while choosing to work with
this generation. For instance, rejecting an interviewee without giving
proper feedback is a common practice amongst human resource
managers which might not be sufficient for this generation.

6. Entrepreneurial Spirit: Digital natives are creative because of expo-
sure to media. With this creativity, various studies have found that
people from this generation have an entrepreneurial spirit and mind-
set (Bencsik et al. 2016; Bako 2018). Digital natives are curious to
learn skills related to business development, analytics, and commu-
nication skills (Montana and Petit 2011). Organisations should
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comprehend their entrepreneurial spirit and develop them through
training so that they contribute towards the company along with the
personal growth of their skills.

7. Virtual Teamwork and Superficial Relationships: Due to expo-
sure to media, digital natives feel comfortable in creating virtual
experiences and relationships (Bencsik et al. 2016). While the last
generation was using technology and social media in particular for
work, Generation Z stepped ahead and fell in love with virtual reality.
The usage of smartphones was rapidly increased after the year 2000.
For Generation Z, the creation, usage, and up-gradation of smart-
phones came as blessings whereby they can write and edit documents,
create and post pictures and video within few seconds and thus, these
social media networks became a place of comfort and pleasure for
them (Williams 2015).

Emergence of Influencers

With the upsurge of technology and social media platforms, a new
concept, namely ‘Influencers’, has recently emerged in the twenty-first
century. As the term suggests, influencers are people or individuals that
can influence the purchasing decisions of others. Generally, identified
by the number of followers they have, influencers are known for their
talent, knowledge, or position. Long before the word influencer was
introduced, young entrepreneurs and individuals played a social role by
creating trends. Ever since the new generation, i.e. Generation Z, has
come up with creative content, growth in the use of this term is evident
on social media platforms and the internet. Due to greater exposure to
social media, internet, and mobiles, digital natives are hyper-creative and
comfortable in gathering and cross-referencing various sources of infor-
mation. Young people, and especially the members of Generation Z,
have a tremendous potent influence on people of all incomes, genders,
and ages. With an increase in global connectivity and growth in the
number of influencers, consumption of services is likely to follow a
pattern, and socio-economic differences would reduce further. The term
‘travel influencers’ has come into use recently, although there has been
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no academic definition of the concept. A few similar terms like fashion
influencer, health influencer, social influencers have also been used on
the majority of social platforms offline and online. According to various
internet sources, a travel influencer is an individual or group of indi-
viduals responsible for generating content and promoting destinations,
services, and niche travel products by posting it on websites through
their leverage on social media platforms. A travel influencer is not neces-
sarily a person with a high number of followers or a celebrity figure,
but a person who can relate with a broader public and audience through
his/her creative and quality content. Digital natives have played a key role
in contributing to useful and compelling content to draw the attention
of people around the globe.

In the present era of constant change and innovation, influencers
play an essential role in not only influencing a larger audience but
also assuming social responsibility by representing what people like
and dislike. Being an influencer is indeed a challenging task because it
requires an individual or a team to post fresh content frequently. There-
fore, travel influencers help in assisting a travel organisation or a hotel in
increasing its brand profile by posting videos and photographs of their
products and services. Their content is generally related to travelling,
showcasing the culture and unique character of the destination travelled,
monuments, nature, people, food, property or local houses in which they
stay, etc. Usually partnering with travel agencies, destination manage-
ment organisations, hotels, and travel agencies, travel influencers use
blogs and social media to express their physical experience at the desti-
nation travelled. Business organisations can also collaborate with travel
influencers to promote their products amongst the broader public at a
reasonable cost. The primary purpose of these influencers is to influence
and inspire the people to take up trips to those destinations and indulge
in experiential travelling by participating in tourism-related activities. As
per a report on travel influencers (Life as a Butterfly 2018), it is found
that women are more likely to be influencers than men. However, male
travel influencers earn six times more than female influencers. The report
also revealed that people carry out this activity as a part-time hobby
primarily because they enjoy doing it.
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Therefore, it is suggested that organisations must recognise the
growing trends of travel influencers and provide an opportunity for
digital natives to work from different locations. A similar concept of
digital nomadism could prove helpful for companies in retaining the
employees of Generation Z for the long term.

Generation Z Leaders

As studied by Arsenault et al. (2008), different generational cohorts
have their unique preferences for leaders and their leadership styles. For
instance, Millennials preferred leaders who are ‘change-agents’ and have
the ability to challenge the system and status quo. Conversely, Gener-
ation X or Baby boomers have a higher preference for leaders who are
compassionate, honest, and care for society. A study conducted by Jim
Link of Randstad of North America proposed that Generation Z is better
than its predecessors, possesses entrepreneurial attributes, and is less
likely to be motivated by the financial aspects of a profession (Schawbel
2014). The technological environment in which they are brought up
makes them innovative, more educated, creative, and optimistic that
everything is possible. This upbringing gradually develops their ability
to cope up in different situations (Corbisiero and Ruspini 2018). In the
context of tourism, Generation Z tourists are often budget conscious
and without setting a specific destination in their mind (Robinson and
Schänzel 2019). Digital natives are likely to bring transformation in the
tourism industry. With the individualistic characteristic, the era of mass
tourism would end, and young tourists would consider independent trips
in the coming years (Stănciulescu et al. 2011). In the Indian context, a
few leaders amongst Generation Z have started making an impact.

Akshay Makar Managing Director, Climatenza is a Generation Z
innovator and climate entrepreneur. He was also involved in creating
sustainable livelihoods through handicrafts during his teenage years.
He worked with an India-based e-commerce platform, Handcart.com,
wherein several local artisans and rural people sell their handicrafts.
Through this, the person, along with the company, can outreach a
community and help them sustain a livelihood by selling the authentic
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crafts to a broader public. While working with the platform, local arti-
sans can eradicate the issue of poverty and gender inequality, which were
significant problems faced by the communities at large.

Nilay Kulkarni—Co-founder and Chief Technical Officer at
Ashioto Analytics is an 18-year old teenager who is a self-taught
programmer. He is presently the Chief Technical Officer of one of the
firms involved in monitoring crowd flow and analysis of the risk involved
therein at any event. He has utilised his skills and knowledge to find
solutions to preclude human stampedes in some of the world’s largest
gatherings such as the Kumbha Festival in India. Kumbha is one of the
largest gatherings of pilgrims (i.e. attended by millions of people from all
over the world) and is a symbol of Indian culture from an historical point
of view. Many people that travel as religious tourists in the respective
festivals lost their lives in stampede. At an early age, this leader realised
his social responsibility, which is a missing element from the large multi-
national corporations in the tourism and hospitality industry. He used
his technical expertise and invented an electrical mat, which counts the
footfalls of people that step on the mat during a specific period to ensure
control over the gatherings if reached over a tipping point. The electric
mat transmits the footfalls data to local authorities, which allows them
to intervene when required. This is a glaring example highlighting the
ideals of Generation Z.

Moziah Mo Bridges, Founder of Mo’s Bows, is a regular teenager
who took a passionate interest in bows and ties at a young age and is
now leading his own company by the name Mo’s Bows. The company
offers an extensive collection of colorful, trendy handmade ties and men’s
accessories. Mo’s Bows has opened up retail stores across the world, and
includes partnerships with Neiman Marcus and Bloomingdale. Moah,
who is currently 18 years old and started making his bow ties with his
Granny, is now serving as the President and Creative Director of an
internationally recognised bow tie brand.

Bella Tipping, Founder of KidzcationZ, is a 17-year-old. Bella
started her company KidzcationZ when she was just 13 years old. Kidzca-
tionZ is a travel review website, which is primarily focused on kids. The
website allows kids to give a rating to hotels, restaurants, and attractions
at a destination based on their experience and how well these tourism
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components served and supported their requirements. The tagline of the
website reads “Travel advice from kids… to everyone”. While giving an
interview, Bella mentioned her desire to work in non-profit organisations
in future. She further emphasised that she would want to contribute
towards social change by making the society inclusive for everyone.

In contemporary times, Generation Z is playing a leading role and
standing up together against any discrimination in society, or moral
injustice such as the Black lives matter movement in the year 2020
(Ahlquist 2020), and even climate change concerns raised by Greta
Thunderberg in the year 2019. Therefore, it is suggested that a different
working environment will have to be designed for this young generation
to help them bring their creativity and multi-tasking abilities into the
workplace.

Challenges Faced by Organisations

When organisations employ people from different generations, differ-
ences in age groups, behavior, thinking process, attitude towards work
and workplace, flexibility, cultures, technical knowledge are frequently
observed. These differences lead to conflicts amongst employees and
subsequently pose a challenge for the organisation in the long run
(Bencsik et al. 2016). As rightly said by Ryder (1985), though birth
cohorts pose a risk to stability, they do offer an opportunity for societal
transformation. Thus, these challenges provide opportunities for leaders
to take initiatives and demonstrate leadership skills to ensure stability
and negotiation amongst employees in conflict situations. Successful
leadership demands appropriate management practices for dealing with
different individuals or generational cohorts.

Conversely, the organisations which are ‘generationally ignorant’
attempt to homogenise working procedure which fails in organisational
development and effective leadership for the long term. Another crit-
ical challenge in organisations is the lack of flexibility in leadership styles
adopted by them. It is suggested that organisations should, therefore,
evolve their working styles for hiring the new generation, which will join
the workforce in the coming years. Companies should consider creating
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and maintaining an environment of confidence, thriving collaboration
and knowledge sharing aspects as crucial for its success and the develop-
ment of its employees. Moreover, incentive plans, rewards, social events,
official trips, employee development sessions, and encouraging leisure
activities at the workplace could be some measures towards satisfaction
and retention of the future workforce.

Creating a Value System and Leadership Style

Even though Gen Zs are self-learners, they are equally good at ideal-
ising and making role models. These role models are an inspiration
with whom they feel connected even if the bond is created through
virtual platforms. In consideration of this personality trait, corporate
leaders may enhance the required skills so that the ‘bond’ is created easily
with the youngest employees in the organisation. This calls for a transi-
tion in the traditional leadership styles at the workplaces. Conversely,
adopting a carrot and stick approach or the old school leadership style,
popularly known as reinforcement leadership, would not be effective to
lead employees emerging from Gen Z. It is suggested that a transfor-
mational leadership style could be effective for managing and leading
the digital native workforce as the style is closely associated with the
characteristics of leaders that Gen Z would admire.
Transformational leaders focus on both individual’s growth and organ-

isational development. They appreciate the self-development of the
team and also promote the achievement factor inside the organisation.
The critical feature of transformational leaders is to increase awareness
amongst individuals working as a team regarding the most vital issues
of the organisation. These types of leaders believe in creating bonds
and keep the team together as a bundle. They lead them as a team
and, at the same time, boost the morale and confidence of the team
members. The ultimate role of transformational leaders is to take care
of the achievements, growth, and development of the teammates, which
ultimately reflects in the organisational development. To understand the
ideal connection between Generation Z and Transformational leadership
and the reasons which make transformational leadership best suitable for
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Generation Z, we need to focus on the four ‘I’s’ of the present in the
transformational leadership style. These four ‘I’s’ are inspirational moti-
vation, idealised influence/charisma, individualised consideration, and
intellectual consideration (Bass and Avolio 1990). Earlier research in the
field of leadership has proved that transformational leadership is better
in terms of effectiveness in comparison to transactional or other forms of
leadership.

Amongst the four factors, the first “I”, inspirational motivation, is
the need of our time. Generation Z leaders at the initial stages of their
career embody the quality of inspiring others and at the same time, this
is something they seek from their leaders as well. Inspiring talks, and
morale-boosting sessions from the existing chain of command influence
the digital natives as they believe in role models and trust in inspiring
people around them. Leaders with influencing power, imbibe values, and
channel their vision which triggers the energy in the employees leading
them to accomplish high levels of performance and development.
The second ‘I’, idealised influence, also known as Charisma, is

regarded as the strongest ‘I’ of transformational leadership. Generation
Z is blessed with the quality of confidence. The go-getter attitude of
Generation Z suits them for the requirement of becoming a transfor-
mational leader. Similarly, existing corporate leadership, demonstrating
the visionary leadership, straightforward mission statement earns a lot
of respect and trust by this young generation. The existing leader-
ship command which can gain recognition and respect from the young
brigade will have a welcoming approach suiting the requirements of
Generation Z. These kinds of organisations can be seen demonstrating
the optimal utilisation of resources and sustained growth and develop-
ment because of the high-level performance that they achieve by creating
bonds and binding force amongst the teammates. Charisma is the pull
factor of such teams, and this may act as a magnet to Generation Z as
they believe in idealising people and prefer to be a good follower given
the leadership is rational.

Individualised consideration is the third ‘I’ of the transformational
leadership. Leaders with the potential to value every single individual
working for the organisation are the most recognised and appreciated
ones. These people usually keep a check on every individual’s needs
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and desires and, at the same time, they do listen to their problems
and routine issues. This feature of being heard and understood by your
seniors and leadership develops a factor of belongingness amongst the
youth (Generation Z). The ability to attend to every individual working
for the organisation enables them to have trust and faith in the organisa-
tion. This further increases their loyalty to the organisation and then they
act as followers and devote themselves, rendering the best of their services
for the organisation’s growth and development. In the long term, these
followers turn out to be self-governed people and enforce themselves to
achieve the targets or accomplish the goals on their own.

Further, they take their responsibility for self-development and
personal growth without losing the bond with the organisation.
However, all this will only be possible if there is a presence of transfor-
mational leadership inside the organisation. Otherwise, the old school
leadership may result in a high labour turnover. Careful integration
and prospects of growth and development have emerged as one of the
significant concerns of Generation Z, and this, if catered for, will bring
improved results to the organisation.
The fourth ‘I’ of transformational leadership is intellectually stim-

ulating. Generation Z is experimental and believes in the power of
creativity. If the existing leadership can display the ability to see old
and traditional methods and bring in new approaches blended with
creative solutions, then these methods become more acceptable for the
new generation. Traditional practices when presented with a twist before
Generation Z have a better chance of acceptance as well as better perfor-
mance from the team, particularly from the new generation. Further,
this ‘I’ of leadership propagates and imbibes the spirit of solving the
problems individually. This leadership quality will empower the new
young force to come up with new and creative ways of tackling problems
and providing unique and improved solutions to them. An intellectually
stimulating leader develops his/her followers in more similar ways; in
fact, this may prove better in the case of Generation Z.
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Conclusion

Generation Z, being creative, virtually connected, strong-headed, ambi-
tious, emotionally stable, inspiration seekers, is one of the most distinct
generations, which occupies 20% of the workforce worldwide. The
focus of existing leadership and existing leadership commands in every
organisation should focus on the strategic utilisation of employees
from different generations’ skills, technical understanding, and passion
towards work. This deployment will enable the organisations to be
flexible with individuals belonging to different generations without
compromising their vision and ethos. As said by Ryder (1985), every
generational cohort is heterogeneous for different variables, and organi-
sations need to understand the requirements and characteristics of their
employees belonging to Generation Z. This understanding will ensure
better productivity and overall growth of personnel and organisations
in the tourism and hospitality industry. If an organisation effectively
utilises generational strengths, it can reduce the turnover ratio and
increase profits and sales (Kohnen 2002). It is suggested that regular
leadership development sessions should be conducted in organisations
with particular emphasis on leadership education, generational differ-
ences, promotion of flexibility, avoiding presumptions and perceptions
for people from different social backgrounds, and work towards an
environment wherein managers and leaders promote conversations with
employees. Transformational leadership is the need of our time, as it suits
Generation Z and every other generation living in the present business
scenario. The four “I”s of the transformational leadership will act as a
torch in an ambiguous environment whereby, every business industry
including the tourism and hospitality industry is standing at the cross-
roads of managing Generation Z, especially Generation Z along with
other generations present in the workforce. As mentioned by Montana
and Petit (2011) in their study ‘getting along with one another’ at
the workplace has been considered a crucial hybrid motivating factor
for Generation Y and is likely to apply to Gen Z as well. It is also
recommended that leadership development programmes should empha-
sise leadership education, avoiding judging others’ perceptions, having
generational conversations, offering choice, and promoting flexibility.
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The authors suggest that more empirical research is required on the
topics of digital nomadism and Generation Z, perspectives of Gener-
ation Z on the tourism and hospitality industry, tourism education
and Generation Z, and their idea of a suitable organisation. This
study suggests that a transformative leadership style is suitable to meet
the contemporary trends and characteristics of Generation Z. Further,
human resource management must comprehend the requirements of
the digital natives and shape their skills in the right direction. It is
also advised that organisations in the tourism and hospitality industry
need to improve their remuneration structure, training, and development
sessions and working environment to retain the youth for the long term.
For instance, a training period for six to eight months might not be appli-
cable in the current scenario, wherein the youth is well-versed with
technical and informative aspects of a job. Therefore, a more engaging
approach is much-needed for the companies.
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2
Generation Z andManagingMultiple
Generational Cohorts Simultaneously

in Tourism andHospitality

Cynthia Mejia and João Pinto

Introduction

According to the World Travel & Tourism Council’s 2018 global
economic and employment impact of travel and tourism, this leading
sector contributed 10.4% of the global GDP and 319 million jobs
worldwide, which was 10% of the total employment (WTTC 2019).
At the time of this writing, one in ten jobs in the world were related
to tourism, and given the widely accepted common knowledge about
turnover in the sector, the massive Baby Boomer exodus, followed by
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a smaller and aging Gen X cohort, creates what has been dubbed “the
perfect storm”, leaving the tourism and hospitality industries with a
talent crisis (Solnet et al. 2016). Prior research on generational differences
in the hospitality and tourism industry has revealed a diversity of work
values and occupational behaviors; however, common threads remain.
Comfort and security, professional growth and working environment,
and uniqueness intrinsic to work in the sector, emerged in previous years
as collective needs across generations (Chen and Choi 2008). As new
generations enter into the workforce, and as economic stressors fluc-
tuate throughout time, the hospitality and tourism industry ebbs and
flows with various generational demographics, requiring continuous re-
examination of the dynamics between cohorts. In an effort to better
understand the dynamics across a multi-generational workforce, it is
important to first recognize the distinctions and contributions of each
generation independently.

Generational cohort theory asserts that traits vary across generations
due to significant historical events and social changes in a society, conse-
quently affecting the values, attitudes, beliefs, and inclinations of its
generational cohort members. It is posited that persons born during
a particular time period are therefore influenced by identical historical
events during periods of human development, central to their lives and
producing effects consistent among these individuals over time. One
alternative to this widely accepted theory is that an individual’s values,
attitudes, and beliefs are a direct consequence of age and maturity, rather
than attributed to the lived experiences of an entire generation (Jones
et al. 2018).
The categorization of generational cohorts evolved from a Western

perspective under an assumption that the majority of individuals within
the same cohort experience and understand life and important events
in a similar way. Given the global nature of the tourism and hospi-
tality sector, and if we are to widely acknowledge generational cohort
theory, it has become increasingly important to understand not only
the unique characteristics of each generational cohort, but also similari-
ties and differences of each cohort across cultures. It should be of note
that the same generation will have different experiences depending on
geographical region, and consequently, exhibit different characteristics
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than their Western counterparts (Jones et al. 2018). The following is a
presentation of each of the five cohorts existing in the current global
workforce, including strategies for intergenerational management.

Traditionalists and Baby Boomers

The members of the generational cohort who grew out of the Great
Depression and World War II are identified as Traditionalists, or those
born approximately between 1927 and 1946. Influenced by economic
adversity, Traditionalists exhibit values of dedication and sacrifice, a
strong work ethic, and prioritize responsibility over self-gratification.
They value loyalty and dependability, both from themselves and within
the organizations they are members. Traditionalists demonstrate a pref-
erence for working independently, rather than in teams, and value
obedience over individualism among their colleagues. They prefer a
clearly defined management structure in the workplace, and have exhib-
ited high commitment to work, yet are able to delineate work from their
personal life. In general, Traditionalists prefer a formal and respectful
communication style as it pertains to professional correspondence and
interactions (Jones et al. 2018).
Following Traditionalists, are the Baby Boomer generation, or those

born between 1946 and 1964. They were raised in prosperous economic
times and have a more optimistic perspective on work and life, compared
with their predecessors. Baby Boomers envision their work life and
careers as an extension of their self-interests or as a means to finance
a more abundant lifestyle, motivated extrinsically through monetary
rewards (Jones et al. 2018; Costin 2019). In search of a secure retirement,
large numbers of Baby Boomers entered into the workforce (Fry 2019;
Neal 2019). Baby Boomers place high value on forming relationships,
recognizing the importance of networking. They seek to be validated for
their knowledge and efforts, and enjoy personal attention. They value
creativity and spontaneity, and exhibit strong tendencies for personal
growth, gratification, involvement, and self-actualization (Jones et al.
2018; Christfort and Monahan 2019). In the latter stages of their profes-
sional life, they prefer flexible and less demanding work arrangements,
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and tend to work part-time or work from home in exchange for high
hourly wages or salaries (Costin 2019; Folz 2019). Both Baby Boomers
and Traditionalists in the hospitality and tourism job context are less
concerned with individualistic values than the younger generational
workforce (Ann and Blum 2020; Papavasileiou et al. 2017).

Baby Boomers have high expectations of themselves and others, and
seek to make the world a better place. They have a need to make a long-
lasting and valuable contribution to their workplace and communities
(Glass 2007) and are intrinsically motivated to bring projects to fruition
(Costin 2019). Unlike Traditionalists, Baby Boomers prefer working in
teams, valuing collegial workplace relationships with supervisors and
colleagues and prefer more informal types of communication. They enjoy
connecting with coworkers on a personal level (Jones et al. 2018).

Baby Boomers characterize themselves as being open-minded to
change and new technologies, as long as they can understand the value it
brings (Glass 2007). Due to the many years in the workplace, they can
possess a tremendous amount of organizational knowledge and intellec-
tual capital, with years of experience in the workplace that can benefit
the next generational cohorts (Costin 2019); however, when working
under a younger person, for example a millennial (who likes detail-
oriented communication), Baby Boomers may feel insulted by specific
instructions (Glass 2007). Regardless, Baby Boomers are known for their
contributions toward improving the work ethic of Generation Xers and
Millennials, even if their help is not sought after (Costin 2019).

Generation X

Generation X, or those born approximately between 1965 and 1981, is
often described as materialistic, competitive, and individualistic (Francis
and Hoefel 2018). Divorce rates increased during the childhood of Gen
Xers, and subsequently this cohort learned self-reliance at an early age,
dubbed the “latch key” generation who let themselves into their own
homes after school, prepared their own dinners, and managed their own
homework. The Gen X cohort is highly independent, yet more skeptical
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and less loyal than the Baby Boomer generation (Costin 2019; Christfort
and Monahan 2019).

Generation X values a work-life balance, and seeks out organiza-
tions that promote skills development and self-improvement (Jones et al.
2018; Neal 2019). They believe that work can be done anytime and
anywhere, as they are outcome focused. Gen X does not adhere to the
notion of a lifelong job, but rather this generational cohort will leave
a job for more meaningful and challenging work, or a higher salary
with more benefits (Jones et al. 2018). They are very protective of their
personal and family time. For example, during work hours, Gen X will
provide 100% of their time and concentration, but the moment they
conclude their work, they consider themselves to be “off the clock”,
thus shifting to 100% attention to personal time (Neal 2019). Research
in the hospitality and tourism context has dispelled the notion that
Gen X is motivated more so by financial gains than Baby Boomers, yet
Gen X is less attached psychologically to a hospitality organization than
Millennials (Eyoun et al. 2020).
Gen X can be perceived as apathetic and cynical (Costin 2019),

yet they are as confident as the Millennial generation with the ever-
changing digital technological landscape. They prefer informal work
environments and have been characterized as distrusting of authority
(Jones et al. 2018). This generational cohort excels in traditional lead-
ership skills, similar to those of Baby Boomers. Gen X is very capable
at problem-solving, tending toward practical solutions, with a good
command of technical competence, appreciation for diversity, comfort
with change management, and an ability to harness multi-tasking (Neal
2019). Despite these capabilities, they are often overlooked for promo-
tions more often than other generations, perhaps due to a large number
of Baby Boomers remaining longer in the workforce. It is notable that
the Gen X promotion rate is 20–30% slower than that of the Millen-
nials (Neal 2019), potentially resulting in impatience and consequently
affecting their people skills (Jones et al. 2018).
Given the identical position or level of job responsibility, Gen X

leaders manage an average of seven direct reports, compared with five
direct reports of their Millennial counterparts. Gen X managers are loyal
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to their employers, and play a critical role in organizational knowl-
edge and intellectual capital retention within companies (Neal 2019).
As managers, Gen X exhibits risk-taking behaviors with a focus on
results. Promoting independence in the workplace, Gen X managers are
“hands-off ”, with low amounts of face-to-face communications. Gen
X managers tend to be critically honest, justifying this approach as
caring about an issue. They are direct in communications, often taking
opposing stances to test and advance ideas when they want the team to
achieve success (Costin 2019; Jones et al. 2018).

Millennials (Generation Y)

Millennials or Generation Y are those born between 1981 and 1996,
and have been labelled the “me generation” due to a generalized percep-
tion that they are idealistic, overzealous, confrontational, and less willing
to accept different points of view when compared with other genera-
tional cohorts (Christfort and Monahan 2019; Francis and Hoefel 2018).
Despite this negative perception, they are also recognized as respectful
and open to new ideas, seeking work opportunities, which afford life-
long learning in their professional careers (Ozkan and Solmaz 2015).
Within the central tendencies of this cohort, Millennials are commonly
portrayed as valuing passion over performance and fulfillment over hard
work (Christfort and Monahan 2019).

According to Christfort and Monahan (2019), Millennials are consid-
ered methodical, risk-averse, and practical, yet when compared with
previous generational cohorts, Millennials are less focused on people,
networking, and spontaneity. They are considered to possess in general,
higher levels of stress than Generation X and Baby Boomers. Conversely,
Millennials who take risks often report lower levels of stress, and perform
more effectively under conditions with moderate to high stress levels.
These cohort characteristics can be attributed to increased global conflict,
economic recessions, and terrorism which became more prevalent in the
media and other communications channels in Millennials’ younger years
(Christfort and Monahan 2019).
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Valuing the contributions of diverse individuals, Millennials propel a
sense of optimism, civic duty, confidence, entrepreneurship, and achieve-
ment. Similar to Gen X, Millennials distrust centralized authority (Jones
et al. 2018). Millennials place much value on work-life balance and
career development, prioritizing family and leisure time. This genera-
tional cohort holds in high regard the intrinsic aspects of work and
career, for example, mentoring, succession planning, and development
opportunities (Jones et al. 2018). Millennials enjoy competition and
promote healthy rivalry within their work environments (Ozkan and
Solmaz 2015). They show a preference for working independently, inclu-
sive of technology use (Schawbel 2014). In corporate environments,
Millennials are more partial to flexible work schedules with opportu-
nities to achieve progressively higher levels of individual responsibility
(Christfort and Monahan 2019).

Due to the events experienced as children (e.g., September 11),
Millennials tend to be more socially minded (Glass 2007), yet
demanding in nature. This cohort has a need for constant performance
feedback in the workplace, and seeks out new challenges and addi-
tional responsibilities. Millennials value connectivity, communication,
and collaboration, with high expectations for being heard, and opin-
ions valued (Solnet and Kralj 2011). They are a confident generational
cohort, and in general, are not afraid to try new things, often deemed
“early adapters” (Glass 2007). They have great attention to detail and
a strong ability to follow a structural, methodical approach (Christfort
and Monahan 2019). Conversely, Millennials are often associated with
parental dependency for career success, thus the term “helicopter parent”
was coined due to this phenomenon. Millennials are commonly criti-
cized for an overreliance on digital communication channels, stunting
their ability to form personal relationships with others in the work
environment (Glass 2007).
Millennials learn best in an ongoing consultation style, seeking real-

time feedback for self-correction. They are less likely than other genera-
tional cohorts to seek out and employ anti-stress strategies, which could
be an opportunity for older generational cohorts to coach Millennials
these strategies, resulting in more productive team members (Christ-
fort and Monahan 2019). Millennials are more likely to aspire to be
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top performers or experts, but not necessarily leaders within their orga-
nizations, allowing for greater mobility and flexibility throughout their
careers; however, they are known to advocate for a good social environ-
ment in the workplace than previous generations (Ozkan and Solmaz
2015). Millennials are attracted to companies where there is collaborative
decision-making, rapid career progression, and where their contributions
are validated. They hold in high regard corporate philanthropy and social
awareness, extending to the need for meaning in the workplace (Glass
2007). In the hospitality and tourism context, well-planned organiza-
tional career management has been shown to be a positive predictor of
career expectation and career satisfaction among Millennials (Kong et al.
2020).

Millennials expect the same level of digital and technological connec-
tivity in the workplace as they experience in their personal lives, attracted
to organizations with the most forward-thinking use of technology (Rossi
2019). They prefer clear and concise forms of communication, mostly in
the digital format, favoring text messaging and emails over face-to-face
or telephone conversations (Green 2019).

Generation Z

Generation Z, or Gen Z, the most recent demographic cohort begin-
ning in the mid 1990s, are true digital natives as the only cohort
constantly exposed to the Internet, social media, and mobile systems
since birth (Francis and Hoefel 2018; Ozkan and Solmaz 2015). They
are the most diverse and inclusive generational cohort to date, with high
expectations in the workplace to mirror their lived experiences. Gen Z
is pragmatic, challenging traditional social structures due to inherent
curiosities (Ozkan and Solmaz 2015; Francis and Hoefel 2018; Stahl
2018; Trabold 2019; Development 2018). They appear to be more
interested in social activities and ethical matters than prior generations
(Francis and Hoefel 2018; Ozkan and Solmaz 2015), showing a pref-
erence for companies who fight against poverty, support green policies,
and advocate for human rights (Costa 2019).
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Gen Z is more concerned with job security than Millennials because
they were raised with the 2008 recession and took note of the difficul-
ties of previous generations. Although they exhibit this proclivity toward
job security, if they are unhappy in their work environment, they have no
loyalty and will quit (Ozkan and Solmaz 2015; Francis and Hoefel 2018;
Stahl 2018, 2019a; Development 2018). They are motivated by job
benefits, which can enhance their lives, such as health insurance, compet-
itive salaries, and bosses they respect, for example (Trabold 2019). They
seek a strong work-life balance, which mandates that employers offer
flexible hours, paid vacation time, and paid sick time (Kronos 2019).
Gen Z values lifelong learning, training, and development, with a specific
focus on negotiation, networking, public speaking, and conflict resolu-
tion (Ceniza-Levine 2019; Development 2018; Kronos 2019). They are
attracted to collaborative and team-based environments, with positive
collegial relationships extending beyond work and social media (Francis
and Hoefel 2018; Ozkan and Solmaz 2015; Stahl 2018, 2019b). The
hospitality industry is attractive to Gen Z as a career choice because it
is seen as a “people’s industry” with opportunities for lifelong travel and
learning (Goh and Lee 2018).

Gen Z exhibits competitive and independent behaviors, yet they
also value team membership, therefore it is important that managers
and supervisors strike the right social-solitary balance in the workplace
(Arruda 2018). As Gen Z prefers working with technology, they also
crave a personalized corporate environment and want others to listen to,
value, and respect their ideas (Schawbel 2014). Due to the preponder-
ance of mass shootings, rising suicide rates, climate change, separation
and deportation of immigrant families, and reports of sexual harassment
in the media, Gen Z is one of the most stressed generations in recent
history, compared with their predecessors (Development 2018).

Gen Z is able to organize and process multiple sources of informa-
tion, interweaving online and offline data (Francis and Hoefel 2018).
Compared with Millennials, Gen Z will work harder and remain longer
at work if their compensation is commensurate with their responsi-
bilities. While they are technologically savvy, Gen Z is also growth-
minded, and values relationships toward achieving their career goals
(Stahl 2019a). In general, they are committed to be on time for work,
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engage as a team, meeting project deadlines and working with customers
(Kronos 2019). To leverage these generational characteristics, companies
will need to encourage an environment where technology is used, but
not as a replacement for human connection (McInnis-Day et al. 2019).
Compared with previous generations, Gen Z might need more training
and education with building critical thinking, and older generations can
contribute to these efforts, helping to expose Gen Z to other ideas and
perspectives not found in social media (McInnis-Day et al. 2019).

Gen Z exhibits optimism about their future in general, but also is
anxious about their capabilities to be successful in the workplace. They
perceive their lack of motivation and low self-esteem to be barriers
to their success in the workforce and feel their education did not
prepare them well enough for interpersonal skills such as negotiations,
networking, public speaking, the reality of long working hours, and
conflict resolution (Kronos 2019). As Gen Z tends to possess a low atten-
tion span compared with older generations, they prefer short meetings
(Stahl 2019a; Green 2019; He 2019). A large contingent of Gen Z envi-
sions that they should receive a promotion within their first year of work
in a new job, yet they also experience a lack of confidence, demonstrated
in feeling not good enough, or making mistakes on the job (Develop-
ment 2018; Ceniza-Levine 2019). They are motivated to accept a job
opportunity which could lead to multiple roles within one organiza-
tion, yet are reserved in asking for help to achieve career development
(Development 2018; Stahl 2019a).

Gen Z is a relatively independent generational cohort, and like Gen X
before them, does not like authority (Ozkan and Solmaz 2015). While
they are not as concerned with climbing a corporate ladder toward
success, they are interested in being a part of a team that improves the
organization’s mission and goals. They seek to be involved with projects
from beginning to end, enjoying collaboration and opportunities to be
creative (Stahl 2019a). If given a supportive and communicative manager
as a mentor, members of the Gen Z cohort will work harder and stay
longer on the job (Ceniza-Levine 2019; Development 2018; Kronos
2019). Yet, they can readily disengage from work where they are not
directly connected to the outcomes (Development 2018). They have a
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need to be an essential part of the organization, otherwise, they may feel
excluded, and ultimately leave (Trabold 2019).
Like the Millennial generation, Gen Z expects the same technological

access and experience on the job as they do in their personal lives and do
not tolerate outdated workplace technologies (Kronos 2019). Extending
this preference, they want access to information on their mobile devices,
particularly training and learning modules delivered in video format
(McInnis-Day et al. 2019; Baron 2019; Francis and Hoefel 2018). They
prefer real-time synchronous communication, whether in video or in
person, and when working remotely, they prefer video calls or voice-
to-text rather than phone calls (McInnis-Day et al. 2019; Stahl 2019a;
Ceniza-Levine 2019; Green 2019; Kronos 2019). Members of the Gen Z
workforce want to participate in regular meetings so they feel heard and
also are attracted to a personable work culture with human connection
as part of a larger team. Conversely, they are conflict averse, and prefer to
conduct difficult or uncomfortable conversations via texting rather than
in person (Stahl 2019a).

Gen Z seeks constant validation and works best with regularly sched-
uled performance reviews. As digital natives with access to search engines,
they grew up in an information-seeking environment, accustomed to
asking questions and receiving answers immediately, thus this penchant
for knowledge acquisition has led to a need for frequent and constant
feedback and communication (Development 2018; Stahl 2019a; Green
2019; Ceniza-Levine 2019). In addition, Gen Z workers expect feed-
back that is measurable, trackable, and specific (Stahl 2019b). In their
quest for authentic communication, members of this cohort are often
skeptical of information, and want to contribute to the knowledge base,
seeking opportunities to share knowledge in the work environment
(Green 2019).
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Intergenerational Misconceptions andMutual
Understanding

Intergenerational misconceptions exist based on cross-generational
assumptions and stereotypes. In the highly competitive work envi-
ronment, with potentially five generations working side by side or
throughout the organization’s hierarchy, negative stereotypes only serve
to polarize the members between generations. Intergenerational stereo-
types are harmful to a tourism and hospitality business and the
consumers they serve, as these negative stereotypes adversely impact
organizational performance, workers’ commitment, and job satisfaction
(Weeks 2017; Zopiatis et al. 2012). As an example, Millennials account
for 15% of the global labor force and 35% of the U.S. workforce, and
are estimated to comprise 75% of the global workforce by 2025 (Cata-
lyst 2019; Fry 2018), thus attracting much of the negative criticisms
and stereotyping in the current workforce climate. They are perceived
to be less loyal than members of previous generational cohorts, which
can be attributed to the adverse economic conditions they endured while
growing up (Buckley et al. 2015). Millennials are anecdotally described
as lacking loyalty, regardless that the true rate of job turnover is not
significantly different from that of previous generations. This observation
can be explained by a misinterpretation of aging, where high turnover is
common among the young workforce, compared with older workers. In
addition, Millennials in general are marrying and forming households
much later than those members of prior generational cohorts (Buckley
et al. 2015).
Generation Z has recently begun to enter the workforce, a generation

larger than Gen X and 60% of the size of the Baby Boomers. Consulting
firms have suggested that Gen Z requires different and more involved
marketing efforts, attracting their attention through positive daily work
experiences, but keeping in mind that they have not yet quite optimized
their capabilities for social interactions. The inclusion of Gen Z in the
workforce substantially widens the generational gaps, giving organiza-
tions unique challenges, both within a business and at the customer
interface (Morris 2018).
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Generational diversity can be subject to the formation of out-groups,
especially as it pertains to communication and coordination in the work-
place, inviting conflict. Age discrimination in the work environment has
been shown to reduce the commitment of all workers in a business, thus
impinging upon an organization’s financial performance (Boehm and
Kunze 2015). Given that the similarity-attraction paradigm explains the
behaviors of like-minded or similar individuals, members from the same
generation gravitate to one another, thus enhancing in-group commu-
nication and coordination. Intensified generational diversity introduces
wide variances in the perception of career norms and traditional job
roles (Boehm and Kunze 2015). Highly educated younger workers might
suffer, for example, when promoted ahead of older workers without
similar education status, initiating perceptions of age discrimination
(Boehm and Kunze 2015).

In these instances, communication is critical for ensuring transparency
and intergenerational understanding in the workplace (Ceruto 2019;
Glass 2007). Strategies such as active listening, mindful analyses, and
forming transparent processes allow for a window of appreciation for
the other generational members’ perspectives on an issue, toward conflict
resolution (Mehta 2019). Additional strategies for creating a more inclu-
sive intergenerational work environment include revisiting corporate
human resource policies, budgeting for internal age diversity training
programs, creating collaborative decision-making platforms, and forming
procedures for fair conflict management policy (Glass 2007).

Strategies for Intergenerational Management

Age diversity in the workplace is of tremendous benefit to all stake-
holders, yet from a managerial perspective, potentially challenging to
operationalize. Anecdotal evidence in this area suggests that commu-
nication style, adapting to change, and technical skills are the three
greatest differences among generations in the workplace (Lipman 2017).
The following overarching strategies aim to ameliorate these challenges,
while providing potential solutions for successful knowledge transfer and
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engagement toward improved intergenerational relationships in tourism
and hospitality organizations (see Table 2.1).

Reverse Mentoring and GroupMentoring

The traditional notion of mentorship emanates from a top-down
approach; however, in a learning economy, all members of an organiza-
tion or society have the knowledge to share (Hirsch 2019). Historically,
mentoring has been viewed as an effective practice among organizations,
resulting in mostly positive experiences for the mentor and mentee. In
recent years, due to the retirement of Baby Boomers and the associ-
ated decrease in intellectual capital, organizations have adopted “reverse
mentoring” as a way to engage older and younger workers, while trans-
ferring important knowledge and updating skills (Half 2015). Reverse
mentoring is described as the pairing of a junior employee from a
younger generational cohort, who shares his or her knowledge and
expertise with a senior colleague, who acts as the mentee (Marcinkus
Murphy 2012). For example, older workers who have been identified
as being highly competent in managing relationships can be paired
with employees from the younger generations, who tend to be more
adept with the latest technological trends. Reverse mentoring as an
initiative has proven to be useful in cultivating working relationships
between Baby Boomers and Millennials, for example, while engaging and
retaining younger workers (Hirsch 2019).

As with the intention of traditional mentoring, reverse mentoring can
boost morale, while reducing the knowledge gap between employees
within different generational cohorts of an organization. Managers
in reverse mentoring relationships also stand to benefit from these
exchanges through building relationships with their employees. In turn,
younger workers in a reverse mentoring relationship can identify orga-
nizational and external challenges and opportunities from an emergent
point of view, thus opening new avenues to explore and develop. Reverse
mentoring relationships have the ability to transfer a sense of purpose to
new generations of workers, in addition to giving them access to influen-
tial members of the organization. Well-established older workers afford
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many opportunities for younger workers in sharing historical perspec-
tives and decision-making, along with operational, financial, and human
capital leadership strategies (Half 2015).

In a similar vein, reciprocal mentoring can be activated, where anyone
can participate regardless of age, position, or gender, as the partners
take turns in the mentor role, sharing expertise and fresh perspectives
on procedures, for example. Group mentoring is another style of trans-
ferring knowledge, where three-four executives might mentor three-four
younger workers using a social media platform. This method has been
found to reduce training costs, while boosting engagement (Meister
and Willyerd 2010). Finally, anonymous mentoring has shown some
promise in the workplace, as the anonymity protects the identities of
both the mentor and the mentee, permitting the benefits of free-flowing
information transfer without the burden of a job title, or lack of one
(Meister and Willyerd 2010). Non-traditional forms of mentoring have
the ability to transform organizations, particularly with regard to the
hierarchical structures, moving a company culture to a collaborative and
more inclusive workplace where all members’ views are heard, valued,
and considered for implementation (Hirsch 2019).

Knowledge Transfer and Chunking

Chunking information is a process for transferring knowledge in a short,
simple, and memorable way, designed so that individuals can readily
store more information (Frost 2017). In situations when rapid knowl-
edge transfer is expected (i.e., in a new job), or among cognitively
diverse generations, chunking enables individuals to absorb smaller bits
of complex information. The use of chunking for transferring knowl-
edge across generations in the workforce appeals to Millennials and Gen
Z, who prefer short bursts of learning. Learning chunks are designed to
limit cognitive load and can be organized to build upon other chunks of
information, allowing an individual to recall previous learnings through
repetition and connection (Frost 2017). Implementing a chunking
system for knowledge transfer may require allocated resources for estab-
lished processes in a formalized environment, or can also be implemented
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more affordably through the use of technology (i.e., 60–90 second
videos produced on mobile devices) (Cancialosi 2017). The Millennials
in Motion leadership mentoring program at The Breakers Palm Beach
in Florida, USA utilizes chunking strategies, or “burst learning” to meet
the training and development needs of their employees “where they are”,
enabling learning any time and any place (for more information about
theMillennials in Motion leadership mentoring program at The Breakers
Palm Beach Florida, USA, see p. 12 in https://issuu.com/thebreakersp
almbeach/docs/sir_report_2016) (Warech 2017).

Gamification

Similar to a chunking strategy for knowledge transfer, gamification uses
games for training and education, which is appealing to all gener-
ations. Gamification boosts employee engagement and encourages a
teamwork culture, building in social elements which instill a sense
of community (Negruşa et al. 2015). Gamification in the workplace
entices employee’s natural curiosity over a variety of topics, built on
their own intrinsic motivation to learn and succeed as they compete
with their colleagues, building competency, and receiving recognition
for these efforts (Negruşa et al. 2015). There are many technologies,
which support gamification including personal mobile devices and other
mobile technologies, Web 2.0, and augmented reality devices. By 2030,
nearly half of the world’s population will be online and connected via
mobile technology, thus moving toward gamification as a learning and
training channel will be central to retaining employees, particularly in
the tourism and hospitality industries which are subject to high turnover
rates (Negruşa et al. 2015).
Costa Cruise Line in partnership with Hydra-New Media organized a

gamification strategy to teach travel agents, retailers, and sales staff about
cruise ship packages, destinations, and special offers. In this company,
previous attempts at e-Learning were not successful in training the staff
due to the lack of interaction, feedback, and competition. Instead, three
cruise ship-themed games were created, each targeting different levels of

https://issuu.com/thebreakerspalmbeach/docs/sir_report_2016
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learning. The organizations who participated in the gamification initia-
tives reported significant increases in time spent by the employees on the
platform, who visited the learning modules several times each, and most
answered the questions correctly (Negruşa et al. 2015).

Another example of successful gamification can be seen in Marriott
International’s recruitment and hiring process, launching the online
game, “My Marriott Hotel” in June 2011. This game was developed
for social media platforms in multiple languages to recruit Millennials
outside the U.S. Analyses of the traffic on the game observed users from
120 different countries simultaneously engaged in the game successfully
executing tasks. One-third of those gamers clicked the “try it for real”
button which redirected them to Marriott’s career website to begin the
application process (Negruşa et al. 2015).

Job Sharing

Job sharing is a full-time job split between two individuals, and a good
solution for workers who seek to achieve better work-life balance, reduce
working hours, and remain in a position, which meets their level of qual-
ifications (Uhereczky 2019). Technological advancements such as virtual
conferencing, corporate communications channels, texting applications,
etc. have allowed for increased working capabilities both synchronously
and asynchronously. Due to the talent shortage in the tourism and hospi-
tality industries, job sharing might offer the scheduling flexibility craved
by both the younger generations and the older generations seeking to
phase out of the workplace toward retirement (Uhereczky 2019). Job
sharing might also be attractive to members of the Gen Z cohort, as it
allows for time away from work for training and educational pursuits,
perhaps even advanced degrees.
The main benefit of job sharing is flexibility, and organizations

who wish to retain qualified employees, particularly those who have
worked for a number of years and possess the intellectual capital of
a business, benefit from the arrangement. Passing on tacit corporate
knowledge to younger generations can be seamless, as long as there is
effective and consistent communication between those who are sharing
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the job. Regular meetings should be scheduled, along with consistent
daily communications over message boards between the job sharers in
order to clarify gray areas and responsibilities (Driver 2017).

Shared Collaborative Workspaces

Another strategy for combining intergenerational workers and their capa-
bilities is to create collaborative workspaces in the physical or virtual
business design. Collaborative workspaces are related to the trends as
a result of the sharing economy in two important dimensions: shared
physical assets and shared social interactions (Bouncken and Reuschl
2016). Collaborative workspaces have been shown to boost creativity and
employee innovation, offering permanent or temporary use affording
both flexibility and autonomy. These social spaces encourage inter-
personal interactions among coworkers who benefit from the social,
educational, cultural, and business-related objectives of an organization
(Bouncken and Reuschl 2016).
Employees in collaborative workspaces build on their own autonomy,

choosing when to interact with others, provide and receive feedback,
and establish relationships. These unstructured interactions allow for
experimentation of thought and creativity, and combined with directed
organizational tasks, workers with a variety of levels of expertise have the
opportunity to shape a more diverse culture. Unstructured interactions
within a collaborative culture allow for diverse opinions, capabilities,
and concepts of life, which is known to improve job satisfaction,
trust, and social integration (Bouncken and Reuschl 2016; Leclercq-
Vandelannoitte and Isaac 2016).
The sense of community arising out of a collaborative workspace

diminishes a sense of isolation (Leclercq-Vandelannoitte and Isaac 2016).
Increasingly, hotels are adopting communal working spaces through
modern design, connecting traveling professionals, entrepreneurs, and
local residents for networking and inspiration. Among many others,
Accor Hotels and Jin Jiang have heavily invested in building collaborative
workspaces both inside and outside their hotel facilities (Wich 2019).
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Following this trend for consumers, tourism and hospitality compa-
nies can adopt this paradigm for its own workers. Companies have
observed that creating opportunities for increased interactions across
employees from different departments, and even with other stakeholders
(e.g. suppliers, customers) can lead to increased productivity, efficiency,
and creativity (Leclercq-Vandelannoitte and Isaac 2016). Collaborative
workspace design may be a means for retaining older generations of
workers, while recruiting younger generations, thus leveraging existing
knowledge capital while allowing for the co-creation of new ideas and
business strategies. Given the high growth rate of the collaborative
workspace design in the hotel sector for consumers, tourism and hospi-
tality companies should translate this model inward, with a focus on
attracting younger generations of workers.

Conclusion

According to a recent study, the Gen Z workforce possesses a more
favorable view of the tourism and hospitality sector than did past genera-
tional cohorts. Not motivated strictly by salary, Gen Z workers envision
the industry as exciting and fulfilling (Goh and Lee 2018). Also moti-
vated by career growth opportunities, jobs in tourism and hospitality are
appealing to Gen Z workers, as this sector affords many opportunities
for climbing up the ladder due to high levels of turnover. Due to this
potentially rapid rate of ascension, Gen Z workers have an opportunity
in the current workforce representative of five-generational cohorts, to
interact and work within the diversity of generations. The strategies for
management and succession planning offered in this chapter shed light
on new perspectives for intergenerational management as it pertains to
the thriving and growing tourism and hospitality global sector.
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Negruşa, A., Toader, V., Sofică, A., Tutunea, M., & Rus, R. (2015). Exploring
Gamification Techniques and Applications for Sustainable Tourism. Sustain-
ability, 7 (8), 11160–11189.

Ozkan, M., & Solmaz, B. (2015). The Changing Face of the Employees–
Generation Z and Their Perceptions of Work (A Study Applied to University
Students). Procedia Economics and Finance, 26 , 476–483.

Papavasileiou, E., Lyons, S., Shaw, G., & Georgiou, A. (2017). Work Values in
Tourism: Past, Present and Future. Annals of Tourism Research, 64 , 150–162.

Rossi, R. (2019, July 3). Understanding Millennials’ and Technology’s Role
In The Workforce, Part One. Forbes [Online]. Retrieved September 30,
2019, from https://www.forbes.com/sites/forbesbusinessdevelopmentco
uncil/2019/07/03/understanding-millennials-and-technologys-role-in-the-
workforce-part-one/#59fc2d0b2034.

Schawbel, D. (2014, September 2). Millennials and Gen Z Global Workplace
Expectations Study. Millennial Branding [Online]. Retrieved on September
13, 2019, from http://millennialbranding.com/2014/geny-genz-global-wor
kplace-expectations-study/.

Solnet, D., Baum, T., Robinson, R. N., & Lockstone-Binney, L. (2016). What
About the Workers? Roles and Skills for Employees in Hotels of the Future.
Journal of Vacation Marketing , 22 (3), 212–226.

Solnet, D., & Kralj, A. (2011). Generational Differences in Work Attitudes:
Evidence from the Hospitality Industry. FIU Hospitality Review, 29 (2), 37–
54.

Stahl, A. (2019a, August 21). How To Manage Generation Z Employees. Forbes
[Online]. Retrieved from https://www.forbes.com/sites/ashleystahl/2019/09/
26/how-to-manage-generation-z-employees/#18e7ae69681e.

Stahl, A. (2019b, September 10). How Generation-Z Will Revolu-
tionize the Workplace. Forbes [Online]. Retrieved September 27, 2019,
from https://www.forbes.com/sites/ashleystahl/2019/09/10/how-generation-
z-will-revolutionize-the-workplace/#68112a104f53.

Stahl, A. (2018, September 26). Gen Z: What to Expect from the New
Workforce. Forbes [Online]. Retrieved from https://www.forbes.com/sites/
ashleystahl/2018/09/26/gen-z-what-to-expect-from-the-new-work-force/#
67f6489663e0.

Trabold, E. (2019, January 9). How Tech Companies Can Attract
And Motivate Gen Z. Forbes [Online]. Retrieved September 30,
2019, from https://www.forbes.com/sites/forbestechcouncil/2019/01/09/
how-tech-companies-can-attract-and-motivate-gen-z/#367b69ac1150.

https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2019/07/03/understanding-millennials-and-technologys-role-in-the-workforce-part-one/#59fc2d0b2034
http://millennialbranding.com/2014/geny-genz-global-workplace-expectations-study/
https://www.forbes.com/sites/ashleystahl/2019/09/26/how-to-manage-generation-z-employees/#18e7ae69681e
https://www.forbes.com/sites/ashleystahl/2019/09/10/how-generation-z-will-revolutionize-the-workplace/#68112a104f53
https://www.forbes.com/sites/ashleystahl/2018/09/26/gen-z-what-to-expect-from-the-new-work-force/#67f6489663e0
https://www.forbes.com/sites/forbestechcouncil/2019/01/09/how-tech-companies-can-attract-and-motivate-gen-z/#367b69ac1150


2 Generation Z and Managing Multiple Generational Cohorts … 51

Uhereczky, A. (2019). Are You Missing Out on the Latest Workplace Revolu-
tion?: The Untapped Potential of Job Sharing. Forbes [Online]. Retrieved
November 30, 2019 from https://www.forbes.com/sites/agnesuhereczky/
2019/07/02/are-you-missing-out-on-the-latest-workplace-revolution-the-
untapped-potential-of-job-sharing/#558ca52e3403.

Warech, M. A. (2017). How the Hospitality Industry Is Rethinking Develop-
ment for Its Next Generation of Leaders. Hotel Business Review [Online].
Retrieved November 30, 2019, from Cornell University, SHA School site:
https://scholarship.sha.cornell.edu/cihlerfom/4.

Weeks, K. P. (2017, July 31). Every Generation Wants Meaningful Work -
But Thinks Other Age Groups Are in It for the Money. Harvard Business
Review [Online]. Retrieved October 4, 2019, from https://hbr.org/2017/
07/every-generation-wants-meaningful-work-but-thinks-other-age-groups-
are-in-it-for-the-money.

Wich, S. (2019). Coworking Spaces in Hotels – A Match Made in Heaven?
Hospitalitynet [Online]. Retrieved November 30, 2019 from https://www.
hospitalitynet.org/opinion/4092975.html.

WTTC. (2019). World Travel & Tourism Council: Travel & Tourism
Economic Impact 2019: World. WTTC [Online]. Retrieved November 30,
2019 from https://www.wttc.org/economic-impact/country-analysis/region-
data/.

Zopiatis, A., Krambia-Kapardis, M., & Varnavas, A. (2012). Y-ers, X-ers
and Boomers: Investigating the Multigenerational (mis) Perceptions in the
Hospitality Workplace. Tourism and Hospitality Research, 12 (2), 101–121.

https://www.forbes.com/sites/agnesuhereczky/2019/07/02/are-you-missing-out-on-the-latest-workplace-revolution-the-untapped-potential-of-job-sharing/#558ca52e3403
https://scholarship.sha.cornell.edu/cihlerfom/4
https://hbr.org/2017/07/every-generation-wants-meaningful-work-but-thinks-other-age-groups-are-in-it-for-the-money
https://www.hospitalitynet.org/opinion/4092975.html
https://www.wttc.org/economic-impact/country-analysis/region-data/


3
Generation Z and Tourism

Entrepreneurship: Generation Z’s Career
Path in the Tourism Industry

Senem Yazici and Reyhan Arslan Ayazlar

Introduction

Tourism is the fastest growing industry that creates jobs and affects the
global economy tremendously. According to WTO statistics, the tourism
industry grew by 4% in 2019 (World Tourism Organization 2019). It
is important to indicate that the current population of the world is
7.6 billion (World Population Prospects Report 2019) while interna-
tional tourist arrivals worldwide reached 1.5 billion in 2019 (UNWTO
2020). Therefore, tourism has shown strong growth and is helping in
the economic development of countries. The most common definition
of tourism is ‘the activities of persons travelling to and staying in places
outside their usual environment for not more than one consecutive year
for leisure, business and other purposes not related to the exercise of an
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activity remunerated from within the place visited’ (TSA: RMF 2008;
Page 2007: 12). The tourism industry is a huge business ecosystem
that includes accommodation (hotels, motels, resorts, camping, hostels,
bungalows), food and beverages (hotel restaurants, local restaurants,
catering), transportation (railway, road, water, air), associated sectors (gift
shops, craft shops, local shops), recreation and entertainment, travel
services and tour operation businesses (Quattrociocchi et al. 2017).
UNWTO (2008: 2) expressed the ecosystem of tourism as ‘the activities
that typically produce tourism characteristics products’. The develop-
ment of mass tourism has changed small villages into massive tourist
destinations (Ransley 2012). Mass tourism has increased the demand
for new products and activities for tourist consumption, although the
demand for tourism activities has expanded to increase entrepreneurial
activities.

Humanity is in a new era, called the digital era (Kesici and Tunç
2018). The aspect of this era that is having most impact on technology
development and its effects on human life. Technological devices have
become widely used, both at home and at work (Hoque 2018). This
era will also have new employees, from Generation Z. That means that
different generations will be involved in business life. Organizations have
a more multigenerational structure than ever before. Directors have to
manage employees from different generations, adapt their workplaces to
this diversity, and attract new talents to the organization—in other words
have a good talent management. According to a CNBC article, the oldest
‘Gen Zers’ have graduated from college and are about to enter the work-
force. They have entered the business world after the baby boomers’
retirement, but Gen Z is still developing and maturing (Agarwal and
Vaghela 2018). Managers of organizations and human resource managers
should consider the differences among the generations. They should
separately evaluate the generational differences (Barclays 2013). Are
managers ready to understand Gen Z’s needs and expectations? Do they
know enough about how their features might be useful for their busi-
nesses? Are they ready to manage this generation? Thus, it is important
to understand Generation Z’s characteristics, needs, expectations and
preferences in business life.
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This chapter aims to discuss and highlight Generation Z’s (or Gen
Z for short) career choices in tourism entrepreneurship. The three main
concepts of this chapter are tourism entrepreneurs, intrapreneurs and
Gen Z, which are examined by using an extensive literature review. The
first part of the chapter highlights the definition of tourism entrepreneur-
ship, types of tourism entrepreneurs and the role of intrapreneurs in
tourism enterprises. The second part of the chapter will focus on the
characteristics of Gen Z, Gen Z’s lifestyle, business choices and the future
of Gen Z’s tourism entrepreneurial career choices. The final part of this
chapter will discuss Gen Z’s career choices in the tourism industry.

Tourism and Entrepreneurship

Entrepreneurship has been studied extensively, from as early as the 1950s
(Lant and Mezias 1990). Many entrepreneurial theories have been devel-
oped and examined empirically by researchers (Nielsen et al. 2017).
Two scholars who developed ‘classical’ theories of entrepreneurship were
Schumpeter (1934) and Kirzner (1973) (Shockley and Frank 2011; Isık
et al. 2019). Schumpeter (1934) made it clear that entrepreneurship
requires innovation, while Krizner (1973) pointed out that alertness
is the key to entrepreneurship (Shockley and Frank 2011). Ahmad
and Seymour (2008: 9) explained the concepts of entrepreneurship as
‘Entrepreneurs are those persons (business owners) who seek to generate
value, through the creation or expansion of economic activity, by identi-
fying and exploiting new products, processes or markets. Entrepreneurial
activity is enterprising human action in pursuit of the generation of
value, through the creation or expansion of economic activity, by identi-
fying and exploiting new products, processes or markets. Entrepreneur-
ship is a phenomenon associated with entrepreneurial activity”. Hessels
and Naudé (2019: 399) supported that “entrepreneurship is needed for
economic development and that medium-sized enterprises (SMEs) are
vehicles for such entrepreneurship’.
There are many ways to start a business under the tourism umbrella.

The tourism ecosystem includes many tourism enterprises like travel
agencies, tour operators, hotels, restaurants and cruises (Farrell and
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Twining-Ward 2004). The entrepreneur who can notice opportunities
has the key to real success. The tourism industry is full of entrepreneurial
opportunities for small and medium-sized enterprises (SMEs). Therefore,
the industry is dominated by SMEs (Khoshkhoo and Nadalipour 2016).
Tourism SMEs play an important role in a country’s economic and
cultural development (Chang 2011). Tourism entrepreneurship’s rapid
developments can create jobs, income and profits, therefore, Koh and
Hatten (2002: 30) defined a tourism entrepreneur as ‘a creator of a
touristic enterprise; there are two commonly practised routes to tourism
entrepreneurship: starting from scratch, and acquiring a franchise. The
starting from scratch route involves opportunity identification, oppor-
tunity assessment and opportunity pursuit. The franchise route is the
acquisition of someone else’s success formula’.
Tourism entrepreneurship has become more important not only

because it creates economic benefits but because it also gives a compet-
itive advantage among tourism destinations (Ireland and Webb 2007).
Competition has been an important issue of international tourism
(Gursoy et al. 2015). All tourism entrepreneurs must adapt to the highly
competitive and international business environment. Cecilia et al. (2011:
246) stressed that tourists’ needs, and demands have changed over the
years and require more attention to detail from tourism entrepreneurs,
which they explained as:

The new tourists are more experienced, more educated, more ‘green’,
more flexible, more independent, more quality-conscious and ‘harder to
please’ than ever before. Furthermore, they are well-read and know what
they want and where they want to go. The different approach of the
new tourists creates a demand for new products. The small, medium and
micro-entrepreneurs within the tourism industry are dependent on major
tourism developments. It is an essential role of these small entrepreneurs
to be increased to deal with the changing demands of the new tourists.

Tourism entrepreneurs must react quickly that tourist needs are changing
quickly. Otherwise, it will be too late to catch the demand in time.
Tourism is so sensible that is affected in many ways. It is not like
other industries, it has unique characteristics that means that tourism
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entrepreneurship differs from others (Solvoll et al. 2015; Tresna and
Nirmalasari 2018). The tourism characteristics are:

• ‘Intangibility: Services are viewed as performances or actions rather
than objects’ (Koh and Hatten 2002: 31).

• ‘Inseparability: The simultaneous production and consumption of a
service. Goods are produced first, then sold and consumed, whereas
most services are sold first and then produced and consumed simulta-
neously’ (Bowen 2002: 5).

• ‘Heterogeneity: The vagaries of human interaction between and
among service contact employees and consumers’ (Bowen 2002: 5).

• ‘Perishability: The service production characteristic of fixed time and
space. Services cannot be saved, stored, resold, or returned’ (Bowen
2002: 5).

• ‘Seasonality: The concentration of tourism flows at a certain time in a
destination country’ (Karamustafa and Ulama 2010: 5).

• ‘Service management skills: Understanding, developing and deploying
service management skills’ (Koh and Hatten 2002: 31).

Tourism entrepreneurship differs from general entrepreneurship
because of its characteristics. General entrepreneurship literature would
be beneficial to learn and apply in a tourism context. However, many
issues have not been fully understood yet. Tourism entrepreneurship has
not been fully covered, describe the growth of tourism entrepreneur.
Recent studies suggested that tourism entrepreneurs are motivated by
living styles and conditions known as lifestyles and that they are not
profit-oriented (Solvoll et al. 2015; Pırnar 2015). Tourism entrepreneurs
require more effective social, public relations, marketing and commu-
nication, business development, and service management skills (Sima
et al. 2015). Consequently, tourism entrepreneurs who have unique skills
like innovative and managerial skills would have a more competitive
advantage than others (Pırnar 2015).
Generally, entrepreneurship literature divides entrepreneurs into many

different types, such as lifestyle and serial (Schwienbacher 2007), internet
entrepreneurs (Serarols-Tarrés et al. 2006), nascent entrepreneurs
(Davidsson 2006) and social entrepreneurs (Saebi et al. 2019). Types of
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tourism entrepreneurs are classified mainly based on the type of journey
or service offered by the entrepreneur (Koh and Hatten 2002). The type
of entrepreneur is also important because this affects the full journey of
entrepreneurship (Rodriguez-Sanchez et al. 2019). There are many argu-
ments about the types of tourism entrepreneurs (Fu et al. 2019), which
will be examined in the next section.

Types of Tourism Entrepreneurs

It is essential to examine more details about types of tourism
entrepreneurs to understand the nature of tourism entrepreneurship.
The typology of tourism has not been studied extensively (Koh and
Hatten 2002; McGehee and Kline 2008; Fu et al. 2019). Koh and
Hatten (2002) suggested the typology of tourism entrepreneurs as being
two categories—product-based or having a behaviour- or motivation-
based typology, which is shown in Table 3.1. McGehee and Kline
(2008) redefined Koh and Hatten’s typologies with an example, which
helped to understand their ideas more clearly. Product-based typology
includes inventive, innovative and imitative tourism entrepreneurs.
Motivation-based includes social, lifestyle, marginal, closet, nascent and
serial tourism entrepreneurs. Product-based typology simply refers to
the tourism product, whether such a product already exists or whether
it could be created. Behavioural-based is related to the entrepreneur’s
desire, characteristics, skills and abilities.

Product-Based Tourism Entrepreneurs

Product-based tourism entrepreneurs are focused on inventing, creating
or applying an existing product into their entrepreneurial venture. It is
quite problematic to do that in tourism because of the definition of
tourism products. Tresna and Nirmalasari (2018: 39) articulated the defi-
nition of tourism products as ‘all kinds of products, both goods and
services, which are tourism commodities’. Tourism entrepreneurs must
be aware of the elements of tourism products that cannot be separated
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Table 3.1 Tourism entrepreneurs’ typologies and definitions

Koh and Haten’s (2002)
McGehee and Kline
(2008)

Product-based typology
Inventive tourism
entrepreneur

Whose offer is entirely
new to the industry, for
example, when Thomas
Cook launched his tour
agency

One who has
commercialized
product is truly new
to the tourism
industry

Example: American
Express travellers’
cheque

Innovative tourism
entrepreneur

Whose offers something
entirely new, for
instance, casino hotels
or the creation of
Disneyland

One who has
commercialized
products is not new
but is an adaptation
of an existing product
or the discovery of a
previously untapped
market

Example: Orbitz.com
Imitative tourism
entrepreneur

Where the enterprise
offer holds little
difference against the
established offer, as in
the case of franchisees,
or differentiated motels,
restaurants, cafes etc.

One who is a product
is not significantly
different from
existing products

Example: A franchise
hotel or restaurant
that is not new to
the marketplace but
may be new to the
community

Behaviour-based typology
Social tourism
entrepreneur

Whose founds
not-for-profit enterprises
such as museums,
galleries and community
initiatives

One who starts a
non-profit tourism
enterprise

Example: A regional
tourism industry
association

(continued)

while organizing the package. Tour packages mainly include transporta-
tion, accommodation, food, transfer, entertainment and other services
(Lis-Gutiérrez et al. 2018). Therefore, there are many ways of being an
entrepreneur in tourism.
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Table 3.1 (continued)

Koh and Haten’s (2002)
McGehee and Kline
(2008)

Lifestyle tourism
entrepreneur

Whose as the name
suggests launches
enterprises support their
desired lifestyle, hobby
or interests with little
intention of growing
the venture

One who starts an
enterprise to support
a desired lifestyle;
generally, these types
of tourism
entrepreneurs have
no desire to ‘grow’
the business beyond a
certain size

Example: BandB owner
and avid kayaker who
specializes in guided
kayak adventures

Marginal tourism
entrepreneur

Whose operate businesses
in the informal economy
and are tolerated but
unregulated or
unregistered by
government. These
might include street
traders, hawkers and
unlicensed tour guides

One who starts and
operates a tourism
enterprise within the
informal and
peripheral sector of
the tourism industry

Example: Unlicensed
roadside farmer’s
market

Closet tourism
entrepreneur

Whose moonlights and
operate enterprises
alongside a full-time job

One who operates a
tourism enterprise
while maintaining a
full-time job as an
employee elsewhere

Example: A high school
teacher who offers
guide services during
the summer

Nascent tourism
entrepreneur

Whose venture is in the
creation or early stages
of being established as a
touristic enterprise

One who is in the
process of developing
a tourism enterprise

Example: An individual
developing a business
plan or in the process
of attracting capital
investment

(continued)
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Table 3.1 (continued)

Koh and Haten’s (2002)
McGehee and Kline
(2008)

Serial tourism
entrepreneur

To include those who
have founded more
than one touristic
organization including
those whose initial
enterprise(s) may have
failed

One who has founded
a succession of
tourism enterprises,
either due to failure
of the previous
enterprise or
evolution of one
enterprise into
another form

Example: Tourism
enterprise A becomes
a corporation,
whereupon the serial
entrepreneur sells the
business and starts
tourism enterprise B
Note

Source Adapted from Koh and Hatten (2002), McGehee and Kline (2008), and
Phelan (2014)

One could become an entrepreneur by creating an unusual package
tours, opening different type of accommodations or offering interesting
transportations. The inventive tourism entrepreneur invents tourism
products or services from scratch. Unfortunately, there are not many
inventive tourism entrepreneurs in the world. Good examples of inven-
tive tourism entrepreneurs are Hilton, Marriot, lastminute.com and
trivago.com (Ateljevic and Li 2017). On the other hand, innovative
entrepreneurs create a new way of doing things or services. A good
example would be all-inclusive hotels, themed amusement parks and
hotels (Goldsby and Mathews 2018). The differences between inno-
vation and inventive tourism entrepreneurs are risk levels, business
idea processes and market competition (Koh and Hatten 2002). The
last classification of the product-based typology is imitative tourism
entrepreneurs. Imitative tourism entrepreneurs prefer to do similar
services to others or franchise a famous brand. This type of entrepreneur
does not want to take high risks and is more careful about the needs of
the community.
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Behaviour-Based Tourism Entrepreneurs

Behaviour- or motivation-based tourism entrepreneurs are linked with
entrepreneurs’ perceptions, characteristics and skills (Koh and Hatten
2002; McGehee and Kline 2008). Koh and Hatten (2002) suggested
six behaviour-based tourism entrepreneurs’ characteristics as ‘social,
closet, nascent, serial, lifestyle, marginal and growth-oriented’. All six
behaviour-based tourism entrepreneurs are having different character-
istics, motivations and reasons to start a new business. Social, closet,
nascent and serial tourism entrepreneurs are recently getting more atten-
tion. Social tourism entrepreneurs are founders of non-profit tourism
organizations. Reindrawati (2018) defined social tourism entrepreneurs
as ‘those who conduct tourism business activities that inspire and
encourage local communities to participate to carry out business activ-
ities travel’. Social tourism entrepreneurs prefer to establish tourism
locations for the benefit of other people. Some gardens, museums, aquar-
iums, art galleries and non-profit tourism organizations (the American
Hotel and Motel Association, the Travel Industry Association of America,
Travel and Tourism Research Association, the International Council of
Hotel, Restaurant, and Institutional Education, and the International
Society of Travel and Tourism Educators) are good examples of social
tourism entrepreneurial ventures (Koh and Hatten 2002; Reindrawati
2018).
The closet tourism entrepreneur, who lives and works in places where

tourism occurs, practises tourism-related activities in addition to their
full-time duties. The closet tourism entrepreneur has an income from a
daily job, while extra earnings come from part-time tourism services that
they offer (Koh and Hatten 2002). The nascent tourism entrepreneurs
are at the beginning of their tourism venture (Karatas-Ozkan and Chell
2010; Douglas 2017). McGehee and Kline (2008) suggested that nascent
tourism entrepreneurs develop a business plan, process financial help,
attract investors and actively seek business opportunities. The serial
tourism entrepreneurs, who already have tourism-related establishments
and continue to find other—related or unrelated—tourism establish-
ments (Koh and Hatten 2002). They have more opportunities than
many other types of entrepreneur. Serial tourism entrepreneurs know
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about running a successful venture. They are well-regarded in terms
of getting financial help because they have already received capital
for previous enterprises (Nahata 2019). Conversely, marginal, lifestyle
entrepreneurs and growth-oriented entrepreneurs have been the subject
of the tourism literature.

Marginal Tourism Entrepreneurs

The most attention from scholars has been on marginal tourism
entrepreneurs (Dahles 1998; Dahles and Bras 1999; Koh and Hatten
2002; Bird and Mitsuhashi 2003; Ndabeni and Rogerson 2005;
Rogerson 2008; King 2009; Berdychevsky 2016; Karunaratne 2017) and
lifestyle tourism entrepreneurs (Ateljevic and Doorne 2000; Koh and
Hatten 2002; Shaw and Williams 2004; Ollenburg and Buckley 2007;
Lashley and Rowson 2010; Dawson et al. 2011; Casado-Díaz et al. 2014;
Bredvold and Skålén 2016; Xu et al. 2017; Cunha et al. 2018). Marginal
tourism entrepreneurs were known as ‘romantic entrepreneurs’ (Dahles
and Bras 1999), these being one of the most interesting types of tourism
entrepreneurs. Berdychevsky (2016) described romantic entrepreneurs by
stating: ‘local men romancing female tourists can be conceptualized as
romantic entrepreneurs since many of them perceive tourist girlfriends
as an economic strategy to make a living and secure their future’. King
(2009: 231) claimed: ‘the concept of ‘romantic entrepreneur’ adequately
describes (young) men putting much effort into the establishment of
romantic relationships with female tourists, intending to be supported
by these women or of acquiring a ticket to follow them to their home
country’.

All studies related to romantic entrepreneurs were conducted in South
Asia or undeveloped territories. This type of tourism entrepreneurship
could be related to low income, unskilled workers, education levels
and economic problems (King 2009). On the other hand, Bird and
Mitsuhashi (2003) and Karunaratne (2017) emphasized that the term
‘romantic entrepreneur’ has a different meaning to entrepreneurship
in the Japanese context. Hirschmeier (1964) was one of the scholars
who defined Japanese entrepreneurs as ‘romantic entrepreneurs’. He
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explained their style as ‘start a new business, often change their industry,
type of business or management styles and establish many businesses
to achieve maximum wealth’ (Hirschmeier 1964, cited in Karunaratne
2017). However, romantic entrepreneurs can also be local boys who
exchange their service (as an unofficial tourist guide) or friendship
for money with tourists in tourism contexts (Dahles 1998; Dahles
and Bras 1999). Afterwards, Dahles and Bras (1999) offered the view
that these types of tourism entrepreneurs can be labelled as ‘marginal
tourism entrepreneurs’. Koh and Hatten (2002) explained that ‘marginal
tourism entrepreneurs are those who operate their enterprises in the
informal and peripheral sector (i.e., the part of an economy where
businesses are unregistered but tolerated by the government) of the
travel/tourism industry, such as street vendors, hawkers and unlicensed
tour guides. They are certainly not employees but are independent
business owners’. Marginal tourism entrepreneurs are also portrayed as
survivalist (Ndabeni and Rogerson 2005; Rogerson 2008).

Lifestyle Tourism Entrepreneurs

The lifestyle tourism entrepreneur is another type of behavioural-based
tourism entrepreneur. Koh and Hatten (2002: 36) described lifestyle
tourism entrepreneurs as ‘those who launch touristic enterprises to
support their desired lifestyles and/or hobbies/interests with no/little
intention of growing their enterprises’. Similarly, Fu et al. (2019: 5)
described lifestyle entrepreneurs as ‘focus more on improving their
quality of life by living in a place that they desire, building social
networks, and being part of a community, rather than maximizing
profits’. For many years, retired people have been the key players of
lifestyle tourism entrepreneurs (Casado-Díaz et al. 2014). They often
harbour a desire to live in a seaside or rural area, with a slow and natural
life (Ollenburg and Buckley 2007). Some people establish a small restau-
rant because of the enjoyment of cooking and meeting new people (Koh
and Hatten 2002).

Lifestyle tourism entrepreneurs start a business because they need to
satisfy different interests with low risks and low skills required. Some
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of the lifestyle entrepreneurs are retired people who have travelled to a
place just for the opportunity to run a tourism business venture. Some
people pursue a destination to have a different lifestyle. If a tourism
entrepreneur knows a specific area like organic food, they may create
innovative services and products within their new desired destination,
mainly in a rural area (Cunha et al. 2018). Masurel and Snellenberg
(2017) emphasized that lifestyle entrepreneurs’ competencies are not
different than other entrepreneurs. However, Sun et al. (2019) found
that lifestyle entrepreneurs’ work and personal lives are not separable.
This may create some problems in the entrepreneur’s life when their
circumstances change.

Lifestyle tourism entrepreneurs have always had a relationship with
the retirement plan (Prince 2017). Many lifestyle entrepreneurs open
‘Bed and Breakfast’ (B&B) guest houses or hotels so they can spend
their retirement in sunny and small villages (Crawford and Naar 2016b).
Crawford and Naar (2016a) found that most of the B&B owners in the
USA are lifestyle entrepreneurs. However, some entrepreneurs become
lifestyle entrepreneurs because they like the living conditions, personal
freedom, more time, financial independence and daily job routine (Peters
et al. 2009; Crawford and Naar 2016a, b; Balachandran and Sakthivelan
2013). Many lifestyle tourism entrepreneurs were not wishing to grow
because it is risky and may result in failure (Shmailan 2016). The
entrepreneur’s motivation will influence the company’s growth strategy.
They may wish to grow or not to grow. Lifestyle entrepreneurs do not
want to change anything to earn more money or to have more customers
(Kosenius et al. 2020). Lifestyle tourism entrepreneurs may prefer to
keep their business as usual.

Growth-Oriented Tourism Entrepreneurs

Another type of tourism entrepreneurs, who are known as growth-
oriented entrepreneurs (Getz and Petersen 2005; Mason and Brown
2014; Volery et al. 2015; Kuschel and Lepeley 2016; Lecuna et al.
2017; Kallmuenzer and Peters 2018; Day and Mody 2017; Ali 2018;
Fu et al. 2019), became more popular because of economic and
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other impacts. Growth-oriented entrepreneurs are widely studied in
general entrepreneurship literature (Bager et al. 2015; Gutterman 2016,
2018; Masurel and Snellenberg 2017; Lecuna et al. 2017). Growth-
oriented entrepreneurs want to create jobs, experience international-
ization, explore new markets, enhance innovation, achieve sustainable
growth and fuel their strong desire to make money (Getz and Petersen
2004, 2005; Macke 2016; Gutterman 2018).

Growth-oriented entrepreneurs always take risks, with their desire
coming from an income-oriented approach (Getz and Petersen 2005).
Growth-oriented entrepreneurs want to grow to create jobs and
economic benefits. In the tourism industry, there are few growth-
oriented tourism entrepreneurs because the tourism industry is domi-
nated by small and medium-sized enterprises (SMEs) (Peters et al. 2019).
Entrepreneurs who own tourism SMEs are mainly lifestyle entrepreneurs
(Hall and Rusher 2013) rather than growth-oriented entrepreneurs (Getz
and Petersen 2005). Getz and Peterson (2005) found that hospitality
entrepreneurs’ characteristics to be autonomy-oriented, money-centred,
with their business being under family ownership and the main motiva-
tion to start-up business being ‘lifestyle’.
The characteristics of successful entrepreneurs (Shmailan 2016;

Lecuna et al. 2017; Hmieleski and Sheppard 2019; Sadeghi et al. 2019)
and the abilities of entrepreneurs (Chou et al. 2016; Darnihamedani and
Hessels 2016) have been examined extensively in general and tourism
literature. Bird (2015: 151) described the successful entrepreneur’s char-
acteristics as ‘flexibility, field independence, cognitive complexity, open-
ness to experience, visionary and vigilance, as well as his or her ability
to form network relationships outside the venture’. Rasca and Deaconu
(2018) discussed that entrepreneurial abilities and attitudes can be
learnable through entrepreneurial education. An entrepreneur can learn
critical thinking, lateral thinking, applying heuristics, and systematic
searching (Rasca and Deaconu 2018).

Elsworth et al. (2008) further added that the successful entrepreneur
can teach others who wish to be an entrepreneur. In this way,
potential entrepreneurs can develop more entrepreneurial abilities and
learn from other successful entrepreneurs (Bird 2019). Elsworth et al.
(2008) found that entrepreneurial thought and behaviour play a crucial
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role in being a successful entrepreneur or intrapreneur. They believe
that the entrepreneur and the intrapreneur both share similar char-
acteristics and behaviour. However, some of the characteristics of
entrepreneurs/intrapreneurs are inherent, while some of them can be
learnt through training and education over time.

Tourism Intrapreneurs

Tourism entrepreneurs do not always open and run their own company.
There is another way to act like entrepreneurs within an organiza-
tion, and that is known as ‘an intrapreneur’. Along with, companies
are no longer looking for ordinary personnel to recruit (Harrison and
Delaney 2014). Firms want to hire employees who can ‘think like an
owner’, demonstrate entrepreneurial attitude and skills, think on their
feet and possess good problem-solving abilities (West 2013; Kaplan
2015). In today‘s business world, large companies encourage internal
entrepreneurship or cooperate entrepreneurship (Mottiar and Boluk
2017). Intrapreneurship and corporate entrepreneurship are terms used
interchangeably and both mean any activities that can create inno-
vative solutions by using an organisation’s resources and increasing
business growth (Parker 2011). Intrapreneurs act differently to normal
employees, pushing boundaries and being more innovative. Therefore,
an intrapreneur can be defined as a person who shows entrepreneurial
behaviour within an existing organization (Pinchot 1985; Antoncic and
Hisrich 2003).

Parker (2011) stressed that the entrepreneur and the intrapreneur may
have similar abilities, approaches, mentality and tactics as regards busi-
ness opportunities. Moriano et al. (2014) argued that intrapreneurs may
achieve rewards, access existing resources, and enjoy freedom in different
types and sizes of organizations. On the other hand, Bosma et al. (2011)
found that certain characteristic traits—risk, creativity, opportunity and
analytical thinking—do not differentiate between entrepreneurs and
intrapreneurs. Intrapreneurs do have some specific characteristics, like
‘networking skills, thinking out of the box, enterprise, being a controller,
champion, risk-taker, innovator, creator, success-oriented, challengeable,
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and a quick learner’ (Mohedano-Suanes and Benítez 2018: 111). This
may indicate that intrapreneurs may lead to change in terms of creativity
and pioneer developments inside the company.
The differences between entrepreneurship and intrapreneurship are

shown in Table 3.2. There are different arguments about who is an
intrapreneur and who is not (Koh and Hatten 2002; Jyotirmay 2007;
Mottiar and Boluk 2017; Antoncic and Antoncic 2018). However, some
people who have entrepreneurial skills will start a company and some of
them work in a company and use their entrepreneurial skills within the
company. If the firm is entrepreneurial and provides working conditions
and support for intrapreneurs, the firm will have many intrapreneurs.
Intrapreneurship cannot be based on the person’s characteristics, skills
and abilities. Intrapreneurship, like entrepreneurship, mainly depends on
the firm’s environment and entrepreneurial eco-systems.

A person’s desires and wants may not be enough on their own
to help them to pursue intrapreneurship. Companies must support
intrapreneurship activity within the organization (Antoncic and Hisrich
2003). Intrapreneurship can only be presented when top manage-
ment shows support and encouragement (Pinchot 1985). Therefore,
management has a key role in executing and enhancing intrapreneur-
ship (Altınay 2004). Management must show tolerance to fail (Alpkan
et al. 2010). Some organizations use this as an opportunity and create
support systems, reward systems and flexible working systems, with more
free time and choice (Bosma et al. 2011). Essentially, intrapreneurship
supports management styles to change the old and clichéd job routines
to a more proactive and dynamic style (Gawke et al. 2017). Hence,
intrapreneurship plays an important role in developing and transforming
an organisation’s management and a better way of doing business.

Intrapreneurs may show their skills and traits when they see opportu-
nities. Kraleva (2011: 79) pointed out that ‘Intrapreneurship, like orga-
nizational learning, enforces employees’ participation in the decision-
making process and their active involvement in achieving the orga-
nizational objectives’. Antoncic and Antoncic (2018) found a strong
link between intrapreneurship and a firm’s growth in tourism. An
intrapreneur can be a growth-oriented entrepreneur who holds similar
characteristics and attitudes. Mottiar and Boluk (2017: 130) believe
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Table 3.2 Entrepreneurship vs Intrapreneurship

Entrepreneur Intrapreneur

Authority An entrepreneur is an
ultimate decision-maker.
He works independently
and holds the complete
authority to whether/not
execute a plan

An intrapreneur is just an
idea generator. The
decision to
execute/realize the idea
lies with the
entrepreneur/owner of
the organization

Work
environment

An entrepreneur sets the
work culture and the
environment for his
employees

Being an associate at the
organization, an
intrapreneur has no
option but to accustom
himself by the
pre-existing
organizational culture

Finance The entrepreneur raises
funds required to
execute/run the enterprise

An intrapreneur plays
within an organization.
Thus the company raises
funds required to deploy
an idea

Independence Wholly independence in
the creation and
governance of their
entrepreneurial project

Relatively independent in
the creation and
governance of their
intrapreneurial project

The constraints Considerable pressure to
demonstrate success
quickly

Comparatively less pressure
to develop and optimize
their project towards
successful completion

Risk The entrepreneur assumes
all business risks

The intrapreneur assumes
some risk related to their
project

Added value The entrepreneur must
demonstrate added value
to all stakeholders

The family business’
presence offers
additional guarantees to
stakeholders

Resources The entrepreneur must find
all necessary resources

The intrapreneur has
access to core business
resources, but they must
leverage them to their
benefit

Decision making The entrepreneur is
involved in all relevant
strategic decision-making

The intrapreneur shares
decision-making power

Source Adopted from Kelton Tech (2015) and Laurin (2016)
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that the young generations are energetic, visionary, opportunist and like
to change the status quo by becoming intrapreneurs in the tourism
industry. Tourism businesses owners also aware that companies need new
generations to be more creative and innovative (Jyotirmay 2007).

Generation Z

The digital era has really only just started, and three generations are
currently in the workforce (Li 2017). The most different generation
would be Gen Z, compared to other generations (Mahadi 2018). Gen
Z, who number approximately 69 million people in the USA, has
already overtaken Gen Y by three million (NDP Group 2017). This
generation is also strongly represented in other countries. For example,
Gen Z represents 17% of the Turkish population (Mercan 2016). They
are considered as the future (NDP Group 2017).

Currently, Gen Z workers tend to enter business life as trainees. They
will graduate from colleges in the following year and be part of the
workforce or internship programmes. They will form a large part of the
changeover in the workforce, accounting for 27% of the workforce by
2025. It is predicted that they will change jobs 18 times and careers six
times in their working life (Taş et al. 2017; Agarwal and Vaghela 2018;
McCrindle 2019a). The following section outlines the extant literature
on Gen Z characteristics, lifestyles and business choices.

Who Is Generation Z?

There are different views about Generation Zers’ age range in literature.
Most commonly, they are people who have been born after 1996. The
NDP Group divides Gen Z into two groups (NDP Group 2017). One
group is composed of people who were born between 1997 and 2005.
The other group is defined as people born in 2006 and after. The first
group is mentioned as ‘the first connected kids’ whereas the latter is
explained as ‘the technology inherent’ (NDP Group 2017). In general,
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both groups of Gen Z don’t know any time without the internet and
social media (Business Insider 2019).

Gen Z is defined differently by various sources. Before the current
definition, there were different names for this generation, such as ‘chil-
dren of the internet’, ‘digital natives’, the ‘media generation’, the ‘.com
generation’, ‘IGen’, ‘instant online’ (Levickaite 2010), the ‘homeland
generation’ and ‘post-millennials’ (NDP Group 2017). The term of
generation is defined as ‘a group of people or cohorts who share birth
years and experiences as they move through time together, influencing
and being influenced by a variety of critical factors’ (Kupperschmidt
2000: 66). Every generation has their unique and common backgrounds
and life experiences. For example, Gen Y is the generation that has expe-
rienced the dissolution of the Soviet Union, the death of Princess Diana,
September 11, and war in the Middle East. In contrast, the mortgage
crisis in the USA, the world of global terrorism and economic threats
can be expressed as the common backgrounds of Gen Z (Arar and Yüksel
2015; Agarwal and Vaghela 2018). They have grown up with economic
depression and will begin their business life under economic pressure
(Taş et al. 2017). To this can be added pandemics all around the world.
According toWashington Post news (2020):

The pandemic has been a relentless destroyer of brick-and-mortar busi-
nesses as public health officials warn against in-person interactions. But
the coronavirus is boosting almost anything that can be done online
or with minimal human contact - grocery deliveries, online learning,
takeout food, streaming video, even real estate closings done with online
notaries… The reality of office employees logging in from home also
could reshape the workplace… A Microsoft executive, said in an online
news briefing. ‘We’re never going to go back to working the way that
we did’… Kate Lister, president of consulting firm Global Workplace
Analytics, said she expects more than 25% of employees will continue
working from home multiple days a week after the crisis fades.

The fast growth of technology is, as a matter of course, the highest
priority in Gen Zers’ life experiences (Arar and Yüksel 2015). The
advanced products of the Apple company, Facebook, Twitter, used by
millions of people, and other social media such as Instagram, Pinterest
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and Foursquare, have become part of Gen Z’s daily lives (Berkup 2014).
Even a 2-year-old child knows how to use a smartphone or a tablet
computer. That’s why this generation loves and is addicted to speed in
any part of their lives (Arar and Yüksel 2015). These explanations mean
that Generation Z will be the fastest adapting group to this mandatorily
changing world.

Lifestyles of Generation Z

Lifestyles are the living, spending and working patterns of people using
the internet and digital devices (Yu 2011). Any technological device has
direct and/or indirect effects on people’s lifestyles (Hoque 2018). Gen
Zers are true digital natives, connecting more than ten hours in a day
(Vision Critical 2019). Their basic characteristics are confidence, inde-
pendence, individualism, addiction to technology and speed. They have
big differences from their parents, who are Generation X. Because they
haven’t matured yet, researchers don’t know which issues will impact
most on Gen Z (Alp et al. 2019). However, there is various research
comparing Generation Z with Generation Y, which is the nearest gener-
ation. Gen Yers are also called ‘millennials’, ‘generation next’, ‘nexters’,
‘echo boomers’, ‘trophy kids’, ‘generation www’, ‘net generation’, or ‘Gen
N’ (Jain and Pant 2012). They weren’t born into the same level of tech-
nology as Gen Z, but they live with technology. They have a high level
of education, mostly up to postgraduate level. They are experienced with
technology and innovation, and they have confidence. They don’t like to
wait and don’t know how to be patient. They want speed. A satisfactory
and balanced life is their motivation (Suleman and Nelson 2011; Berkup
2014).
Gen Z, in contrast, is the generation that was born into the internet.

Social networking is a part of their daily lives and they embrace this,
connecting in informal, individual and straight ways. They are the ‘Do-
İt-Yourself ’ generation. They are impatient, instant-minded, individual-
istic, self-directed, and are the most demanding, acquisitive, materialistic
and entitled generation so far (Agarwal and Vaghela 2018). Getting
contact with any person in any location of the world is possible in
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seconds. They can also access any kind of information at any time. They
are thought to have the highest motor skill synchronization for hand, eye
and ear in the history of humanity. They consume rapidly and are inter-
active, efficient, dissatisfied and result-oriented as they socialize through
the internet (Berkup 2014). They want things faster, easier and cheaper
(Erickson 2012) (Table 3.3).

Gen Z is evaluated as the best-connected generation. Thus, technology
is not an innovation, convenience or necessity, just a part of normal
life for Gen Zers. They have been equipped with technological devices
since they were babies. Gen Z is the children of PC, GSM and the
internet (Berkup 2014). They were exposed to the digital world at a
very early ages. Their brain has become rewired in order to react to
digital stimulation. Thus, they absorb visual images more than straight
text (Hoque 2018). However, they prefer text to speaking, computers
to reading books. They don’t spend much time outside, communicate

Table 3.3 The rate of stereotypes of the other generations

Top 5 stereotypes
of Gen Z

As reported by
Gen Z %

As reported by Gen
Y %

1 Creative 57 1 Lazy 45
2 Open-minded 54 2 Open-minded 41
3 New

perspectives/ideas
52 3 Creative 38

4 Intelligent 44 4 Self-centred 37
5 Cutting-edge

thinking, lazy
41 5 Lack of focus, easily

distracted
35

Top 5 stereotypes
of Gen Z

As reported by
Gen Z %

As reported by
Gen Y %

1 Open-minded 56 1 Creative,
open-minded

50

2 New
perspectives/ideas

55 2 New
perspectives/ideas,
intelligent

46

3 Creative 54 3 Cutting-edge
thinking

38

4 Intelligent 53 4 Entrepreneurial 29
5 Cutting-edge

thinking
40 5 Responsible 27

Source Workplace Intelligence (2014)
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online, and they can’t imagine a life without computers and telephones
(Taş et al. 2017). They are interested in many subjects at the same
time. They will be expected to have a long life, better life conditions
and become wealthier with advanced technology (Berkup 2014). Gen Z
prefers Snapchat and Instagram rather than Facebook. They are mobile
first. They use the mobile web as a window on the world and a tool
for managing daily tasks. They want to do their tasks in just a few
clicks. They need fast responses. Therefore, organizations need to develop
fast response solutions—such as instant help services—for them. They
also tend to use artificial intelligence and robots in order to respond
automatically on instant messaging platforms (BNP Paribas 2017).

Gen Z has lived exclusively within an ultra-connected world. They are
often called digital natives, but also ‘linksters’, as no previous generation
has spent more time on the internet. Gen Z, the technologically sophis-
ticated generation, are always connected for everything they do: meeting
people, creating relationships, education, training, news and shopping
(BNP Paribas 2017). Technology is very functional for Gen Z’s educa-
tion process. Almost all of Gen Z uses technology as a part of their
formal education and has technology literacy. Education is crucial in
order to prepare them for their future career (Delltechnologies 2018),
but learning is not limited to the classroom, it is expanded by Youtube
videos or free learning sites. They can also find any answers to their ques-
tions by searching on Google. Contrary to popular belief, it is interesting
to learn that the majority of Gen Z prefers to interact with people face-
to-face rather than just on social media (Moore et al. 2017), because they
need an advisor to teach them how to learn. According to Purcell, et al.’s
(2012) study, 76% of teachers reported that students expect information
from their teachers instead of searching by themselves (Table 3.4).

Business Motivation and Expectations
of Generation Z

In a changing world, the new workforce—which includes Generation
Z—is considering a new style of employment that gives opportunities
to learn new things, to work in an innovative work place, and to allow
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Table 3.4 Generation Y vs. Generation Z

Generation Y Generation Z

Iconic technology Internet, e-mail, SMS, DVD,
playstation, Xbox, iPod

MacBook, iPad, Google,
Facebook, Twitter, Wii,
PS3, Android

Popular culture Baseball caps, men’s
cosmetics, Havaianas

Skinny jeans, V-necks,
RipSticks

Influencers Experiential, peers User-generated, forums
Training focus Emotional, stories,

participative
Multi-modal, e-learning,
interactive

Learning format Multi-sensory, visual Student-centric,
kinesthetic

Learning
environment

Cafe-style, music and
multi-modal

Lounge room style,
multi-stimulus

Purchase ınfluences No brand loyalty, friends Brand evangelism, trends
Finanial values Short-term wants, credit

dependent, lifestyle dept
Impulse purchases,
e-stores, life-long debt

Ideal leaders Empowering, collaborators Inspiring, co-creators

Source McCrindle (2019b)

Generation Zers to take calculated risks (Schulman 2007). Scholars have
widely researched Generation Y’s expectations of work compared with
Generation X. Studies comparing Generation Y and Z’s work needs and
expectations have also increased. According to research, Gen Y has had
work experience while they were going to school (Alp et al. 2019). They
are well-educated, so they expect their salary to be in direct proportion
to their education level. In other words, they want a fair effort-reward
balance from the organization (Maxwell et al. 2010). However, Gen Y
want a work-life balance in their life. Their motto is ‘First live, then
work’. They are able to keep pace with changes and they can easily access
information and solve problems at work. They are able to compile and
filter information from different sources and use the appropriate one in
order to solve problems. They use social media not only for entertain-
ment and communication but also for information for their business.
They can adapt themselves to different cultures and diversities in an orga-
nization (Berkup 2014) and they do not suffer when adapting to a new
job, as their characters are open to new ideas. They are always active in
their organization and want their managers caring about their ideas, and
they need feedback about their job performance from their managers.
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They want to be a part of critical decisions and innovative work of the
organization, as well as having ambitions to get swiftly promoted in their
career. If they don’t get promoted, their attitude is that they can give up
their job and look for a new one (Schawbel 2012).
Generation Zers, on the other hand, have different motivations in

terms of business. They have more advantages, so these advantages make
them capable of multi-tasking. By means of this, they can quickly move
from one task to another (Levickaite 2010). For example, they are able to
manage e-mails and messages, view their favourite programme and look
up items relevant for their tasks at the same time through digital devices
(Hoque 2018). Generation Z’s preferences are transparency, self-reliance,
flexibility and personal freedom. If this does not happen, frustration
among peers, low morale and productivity, and a lack of engagement
with the work occurs (Bascha 2011). They need enough independence to
prove themselves (Agarwal and Vaghela 2018). Unlike Erickson’s (2012)
idea, which asserts that Generation Z avoids face-to-face communication
with society, Schawbel (2014) states their face-to-face communication
preferences, which contrast with their technology addiction. On one
hand, according to Bridges (2015), they have a good education, but they
believe that this education doesn’t meet the required skills needed for
real-life problems. On the other hand, they also want their managers to
listen to them and value their ideas. Opinions are more important than
age for them (Schawbel 2014).
The common points of Generation Y and Z are working with tech-

nology in order to reach their aims. They both prefer to be working
on hands-on projects (Millennial Branding 2014). They both want to
work in an organization integrated with technology, which matches
their entrepreneurial and innovative soul, but there are some differences
between the two generations in the perspective of work. For example,
extrinsic rewards such as salary payments and organizational politics are
more important for Generation Y. Innovation (inner motivation) is more
important than money (extrinsic motivation) for Generation Z. Having
a meaningful job is a crucial motivational factor for them. They care
about liking and interiorizing their job more than extrinsic rewards.
If Generation Z doesn’t like their job, they can easily change it for a
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more satisfactory job (Alp et al. 2019). Generation Z is more trust-
worthy, tolerant and less motivated by money compared with Generation
Y (Schawbel 2014). Generation Z is described as a cautious genera-
tion (NDP Group 2017). Recent research by CivicScience (2017) shows
that Generation Z has a more negative outlook on their financial future
compared to Generation Y. This generation has a circumspect reputation.
Thus, Generation Z wants to have guarantees for their future as well as
happiness in their workplaces (Özkan and Solmaz 2015) (Table 3.5).
The level of expectations of Generation Z is also an important subject

for their managers. Scholars have studied their expectations for a busi-
ness workplace, working hours and management. Generation Z wants
a flexible and connected workplace, without hierarchy (Micoleta 2012).
Because individualism is important for them, they prefer to work alone
(Peterson 2014). They also want to reach meaningful and tangible aims,

Table 3.5 The features and thoughts of Gen Y and Gen Z about business

Job specification Gen Y Gen Z

Business ethics Enthusiastic More realist
Thought about
business

I do business to make a
difference

I do business with
enthusiasm and energy

Personal
characteristics

Have a political
consciousness, high
expectation, make a
team, sympathizer to
differences,
self-confident, open to
challenge

Tech-savvy, early
matured, spoiled,
amplified, against risk,
protege

Features about
business

– Want to know reasons
– Want to be publicly

praised
– Like an entertaining

workplace
– Think the importance of

work-life balance
– Want small targets
– Trust their skills
– Don’t want long term

relationship with an
organization

– Be creative and
cooperative

– Have to solve hard
environmental, social
and economical
problems

– Have self-leadership
– Very speed data

processing
– More clever

Source Cetin and Karalar (2016)
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and they don’t attach importance to the place of work. They prefer free
and flexible working models and places more. In other words, they don’t
want traditional offices and office conditions that can be an obstacle to
their productivity (Alp et al. 2019). While Generation Y prefers tradi-
tional offices, Generation Z may select corporate office space. Generation
Z has greater interest in personalizing their own workplaces than Genera-
tion Y. However, their second office preferences are identical, in that they
both prefer second offices to be a co-working space (Millennial Branding
2014). Telecommuting, in other words home offices, is also suitable for
Generation Z (Arar 2016). They prefer teamwork and knowledge sharing
at the virtual level (Bencsik et al. 2012), and they want technological
equipment and multiple technology solutions in their workplace, as they
have been brought up with them (Convene 2019). They also prefer a
friendly workplace that encourages their entrepreneurial skills (Bridges
2015).
Generation Z is more aware of their personal needs. Therefore, they

want flexible working hours in order to develop themselves and make a
better career plan (Mitchell 2008). Long working hours, for example the
standard 40 hours for a week, is not interesting for this generation. They
see themselves as permanent freelancers. Generation Z has also some
expectations from management. Generation Zers who have a liberal
nature want to work in a place that has knowledge sharing. Therefore,
they want an organic organization structure where there is less emphasis
on authority and rules (Arar 2016). They know their own mind, they can
express themselves well, they have a spirit of entrepreneurship, and they
want a colourful business life, supporting distinctness and less hierarchy
(Taş et al. 2017). Having their managers listen to their ideas is crucial
for Generation Z (Millennial Branding 2014). Feedback is essential for
all generations, including Generation Z, but the frequency of feedback
is particularly more important for Generation Z (Prossack 2019). Arar
(2016) also explains the expectations of Generation Z from business in
general:

– Flexibility in working hours and the workplace, specially mobility
– Work-life balance
– Organic organizations rather than hierarchy
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– Both vertical and horizontal career planning
– Duties without monotony, integrated with creativity and technology
– Meaningful duties
– Job evaluation with performance, not time
– Both material and non-material satisfactory opportunities and gains
– Personal office rooms
– Technological devices dedicated to themselves.

Organizations should modify their workplaces and working models
according to Generation Zers’ different motivations and expectations.
For example, organizations should use mobile applications for better
management of Generation Z in their workplace. Generation Z wants to
have fun in their busy schedule. Organizations need to create more enter-
taining workplaces. Managers need to be aware that Gen Zers want there
to be more screens, less papers and procedures, more flexible working
hours and models, and new tasks occurring in their organizations (Taş
et al. 2017). When this generation’s lines between work and life are
blurred, they start to strive for work to be integrated into their lives. They
need flexible office times: for example, 08:00 a.m. to 4:00 p.m. instead
of 9:00 a.m. to 5:00 p.m. Thus, employees who have enough time to
finish work in their lives will be more productive (Prossack 2019). They
don’t want to be a cubicle worker, working 40 hours in a week (Renfro
2012). Generation Z prefers ‘office workspace that is easy to orient
within, understand and use’. Therefore, organizations should organize
offices with clear functionality in a more flexible environment. Managers
also need to provide private phones and rooms, rather than rooms suit-
able for group meetings (Convene 2019). Feedback is very important
for this generation. When feedback comes rarely, it becomes meaning-
less for them. Therefore, Prossack (2019) proposes that managers deliver
feedback more than twice a year. The author has two more pieces of
advice for organizations. First, managers may give career opportunities
to their employees who want rapid achievement. The second advice is
implementing formal, online or app-based learning domains for their
employees, because learning and development is this generation’s priority
and mentoring will be very productive for them.
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Generation Z Careers: An Entrepreneur
or an Intrapreneur

Bruce (2013) stated that it is difficult to manage Generation Y and
Z because of their attitudinal differences. Ghura (2017) confirms
that attitude of Generation Z, that providing quality at work and
employee retention are three challenges of managers who are faced with
working with this generation. Thus, organizations that desire to be
entrepreneurial have to learn how to manage this new generation. The
organizations have to learn Generation Zers’ motivations, then they have
to engage, inspire and then rethink and reorganize their existing structure
(Grafton 2011).

According to the researchers, Generation Z is more entrepreneurial
than Generation Y, because they have a mindset that is not restricted
by geopolitical borders. Therefore, they can capture niche areas in the
greater ‘noise’ that will help them to survive in the global area and
digital era (Schawbel 2014; Singh 2014; Hoque et al. 2018). Research
conducted by BNP Paribas and the Boson Project in France, among
3,200 French people aged between 15 and 20, showed that Genera-
tion Z has different views about business life and the business climate.
According to this French Generation Z, working in an organization can
be ‘very hard’, ‘very complex’, ‘boring’, ‘pitiless’, ‘a wild forest’, and 36
out of 100 young people evaluate organizations as stressful. Networking
is the key success for 40% of participants (Taş et al. 2017). A study by
the Northeastern University demonstrates that 42% of teenagers want
to work for themselves (Gayeski 2015). According to another item of
research, 50% of Generation Z participants want to start their own
company one day (Convene 2019). This rate goes up 72% for high
school students, who want to have their individual business, with 76% of
them wanting to convert their hobbies into a professional, full-time job
(Ghura 2017). However, they are more risk averse (Erlam et al. 2018)
and less trusting (Trzesniewski and Donnellan 2010). Generation Z,
which has a need for achievement, has higher intentions of engaging in
their own business (Frunzaru and Cismaru 2018). A need for achieve-
ment is one of the indicators of being an entrepreneur, and is explained
as ‘the capacity to set high personal, though obtainable goals, the concern
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for personal achievement rather than the rewards for success and the
desire for job-relevant feedback (“how well am I doing?”) rather than for
attitudinal feedback (“how well do you like me?”)’ (European Commis-
sion 2012: 48). Generation Zers, who have self-efficacy and tend to have
at least one parental entrepreneur, also have a tendency to start their own
business (Frunzaru and Cismaru 2018). Self-efficacy, which is one of the
crucial personal attributes of entrepreneurship, plays an important role in
the ability to perform tasks successfully (European Commission 2012).
Most Generation Zers prefer to demonstrate their entrepreneurial

skill through social media branding (Spencer 2019). Generation Z is
evaluated as being more ambitious, while Generation Y are generally
more entrepreneurial. Their adaptable mentality makes them valuable
entrepreneurs. They have been mini-CEOs from a very early age and
need to follow their own visions. They are willing to solve innovation
challenges (Robertson 2019). Schawbel (2014) gives five reasons why
Generation Z are more entrepreneurial than Generation Y:

– More opportunity to access resources;
– More opportunity to access programmes;
– More pressure from their parents about their careers;
– More opportunity to communicate with mentors;
– Organizations are engaging high school students.

Millennial Branding (2014) reveals that high school students are more
entrepreneurial than college students. According to the report, Genera-
tion Zers’ parents push them to gain a professional career during high
school, and don’t seem to need help to do this. High school students are
more willing to volunteer in order to acquire work experience, compared
with college students. Their top three reasons in looking for an internship
are to gain new skills, work experience and mentorship/networking. In
a similar vein, Cho et al. (2018) record that career and learning moti-
vations are stronger incentives than value and self-esteem motives in
Generation Z’s attitudes towards volunteering.

Generation Z is more concerned about environmental issues and
has a high responsibility towards the conservation of natural resources
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(Agarwal and Vaghela 2018). This situation shows Generation Z’s sensi-
tivity. According to the researchers, younger employees are more likely to
behave ethically in their workplaces (Lee and Tsang 2013; Goh and Kong
2018). For example, Lee and Tsang (2013) revealed that workplace ethics
are very important for tourism and hotel management students. The
authors studied subdegree, bachelor’s and master’s degree students. All
degree students reported the importance of ethics in hotels. In addition,
subdegree students who are 1st-year students or newcomers to university
support strong moral and civic concepts being embedded in their work-
places. Another piece of research conducted by Goh and Jie (2019) found
that Generation Z hospitality employees had a tendency to reduce food
wastage but they were attached to management directives such as a no
take-away policy for unfinished food. In addition, Generation Z hospi-
tality employees seek a reference group in order to approve such things
as their food wastage behaviour, such as friends and colleagues, who are
the strongest group. Their family, hotel management and teachers form
this reference group, respectively. The majority of Generation Zers, who
have family as a reference group, have to behave differently at work. They
have to engage in food wastage because of workplace pressure. As a result,
Generation Z feels guilty and accepts the consequences of wasting food.
While they see alternative ways of food wastage in their family, their
friends and colleagues as a reference group push them towards waste
reduction behaviour at work. Therefore, this situation prompts them to
behave differently in the workplace.
Tourism is now one of the biggest industries, all over the world.

It is also a multidimensional and multigenerational industry, with the
general working age decreasing. This means that the tourism industry
will be dominated by younger employees in the future, as they replace
older workers. Accordingly, the hospitality workforce has been expanding
and 123,000 new employees are needed by 2020. With the majority of
younger employees about to graduate and enter the industry, Genera-
tion Z will start to generate 20% of total jobs, as Generation Z is more
adapted to business life. This trend has been defined as a ‘perfect storm’
by some academics (Deloitte 2015; Solnet et al. 2016; Goh and Lee
2018). These demographic and generational changes will continue in
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the tourism industry (Goh and Lee 2018). The question is: Will Gener-
ation Z prefer to be an entrepreneur or an intrapreneur in the tourism
industry?

Generation Z will work in a business world that is continuously and
rapidly changing. Thus, they always have to think about the next idea
and/or next opportunity, which makes them perfect for entrepreneur-
ship (Grafton 2011). They also search for jobs that give them new
opportunities, such as learning new things, working in innovative ways
and allowing them to take calculated risks (Schulman 2007). However,
the study results show that Generation Z has low self-efficacy, therefore
they need more self-confidence in order to develop their entrepreneur-
ship abilities (Frunzaru and Cismaru 2018). These explanations reinforce
the argument that Generation Z is the best-suited generation to be
intrapreneurs in the workforce, especially in the tourism industry.

According to research results conducted by Goh and Lee (2018),
Generation Z has some positive attitudes, such as searching for fulfil-
ment and seeking travel opportunities, stable careers and opportunities
to work in different aspects of the tourism industry. These results show
the intrapreneurship characteristics of Generation Z, such as innovative-
ness, diversity, and searching for new opportunities. However, there can
be some negative attitudes of Generation Zers working in the tourism
industry, with some of them seeing the industry as having long working
hours, being exhausting, rigid and having low pay. Pressure to perform
is also an interesting finding of Generation Zers’ perceived difficulties of
working in the tourism industry. That means that Generation Z has a
fear of working with a team. This fear also shows that Generation Z
is concerned about their ability to live up to customers’ expectations
in a live environment. However, human resource managers in tourism
should give importance to career counselling in order to engage with
Generation Z, such as graduated management traineeship programmes
and professional advancement programmes (Goh and Okumuş 2020),
because Generation Zers who work in the tourism industry are impa-
tient to climb their career ladder, and are more likely to quit their job if
they’re not promoted within six months (Smith et al. 2018).
There are only a small number of studies about Generation Z,

because this generation is currently maturing. Most of the studies about
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Generation Z involve studies comparing the three generations, X, Y
and Z. Therefore, more research is needed about Generation Z, their
entrepreneurship intentions and behaviours, and their situation in the
tourism industry. Taking into consideration that leaving a job is easy for
Generation Z, and that there is a high workforce turnover in the tourism
industry, managers have to think how to deal with this generation in their
organizations. Managers in the tourism industry have to rectify the lack
of career planning and progression opportunities and dispense with the
attitude of treating young employees as cheap labour (Casado-Diaz and
Simon 2016).

Conclusion

This chapter has discussed the meaning of tourism entrepreneurship
and tourism intrapreneurship for Generation Z. It has presented the
main concepts, features and characteristics of tourism entrepreneurs,
intrapreneurs and Gen Z. The first part of the chapter was focused
on the typology of tourism entrepreneurs. Different types of tourism
entrepreneurs were discussed in detail. Then, intrapreneurship was care-
fully examined. This chapter searched for the answer to Gen Z’s careers
as tourism entrepreneurs. In short, the main idea of this chapter was to
highlight how generations’ career choices and business perspectives will
change tourism entrepreneurship or vice versa.

Consequently, this chapter intended to find the link between tourism
entrepreneurship and Gen Z future careers. Despite a growing interest
in future jobs like being a Youtuber and/or blogger in tourism, tourism
entrepreneurs or intrapreneurs will continue to play a vital role. They
may decide to be an entrepreneur but in their own way. If the tourism
companies have an entrepreneurial ecosystem, this generation will work
as an intrapreneur. Gen Z will have many different options in the
tourism world. These generations have all alternatives to choose to be any
type of tourism entrepreneurs. Moreover, they may create a new typology
of tourism entrepreneurs.
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In conclusion, Gen Z may choose to be one or a combination of
two types of tourism entrepreneurs. Some Gen Zers will be more inter-
ested in being social tourism entrepreneurs because it suits better their
characteristics. Some of them will prefer to be nascent because it is
more interesting for them. Gen Z will have a strong link with growth-
oriented tourism entrepreneurs. Some of them may be interested in being
marginal tourism entrepreneurs. However, Gen Z likes to be free and do
things their own way. Intrapreneurship may be more suitable for them in
the future. Therefore, tourism companies and management must change
their style to suit new intrapreneurs who will be working with them very
soon. As a result, Gen Z may count as a unique generation where people
fit many types of entrepreneurial styles. Gen Z is the future of the work-
force who may be an intrapreneur in the early stage of their career will
be highly likely to be an entrepreneur in their later career.
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4
Generation Z and Their Perceptions

ofWell-Being in Tourism

Eric D. Olson and Heejung Ro

Introduction

The need for wellness products and services has increased significantly
in the past few years for the hospitality and tourism industries; further,
wellness tourism had grown into a $639 billion market by 2017 and is
expected to increase to $919 billion by 2022 (Global Wellness Institute,
2018). According to the Wellness Tourism Association, wellness tourism
is defined as “a specific division of the global tourism industry defined
by the common goal of marketing natural assets primarily focused on
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serving the wellness-minded consumer and those who want to be” (2019,
para 1). Research has suggested that tourism experiences are associated
with tourists’ evaluation of well-being (Hwang & Lyu, 2015; Naidoo
& Sharpley, 2016), as tourism experiences typically increase positive
emotions (Morgan, Pritchard, & Sedgley, 2015; Smith & Diekmann,
2017). While tourism activities are expected to be varied among different
generations (Li, Li, & Hudson, 2013), Generation Z tourists are known
to be more interested in unique experiences, are concerned about the
sustainable impacts of tourism, are expected to travel more frequently,
and use technology more for convenience (Whitmore, 2019).

Generation Z, an age cohort born between 1997–2012 (Dimock,
2019), is on track to become the most racially or ethnic-diverse gener-
ation in the country (Pew Research Center, 2018). This generation
grew up with mobile devices and the Internet, along with social media
and constant connectivity and communication (Dimock, 2019, para.
12). Additionally, Generation Z tourists are known to support hospi-
tality organizations that are “doing good” in their local communi-
ties, enhancing sustainability/natural environments and creating cultural
identity. Furthermore, they are considered to be the “ultimate wellness
consumers” who take a broad view of wellness, which includes physical
fitness, healthy eating, and mental well-being (Vennare, n.d., para. 6).
While Generation Z is generally described with an emphasis on physical
fitness, mental health, social issues, technology, and environment, the
implications of each area for the hospitality and tourism industry have
not been discussed in a holistic manner.
This chapter discusses Generation Z tourists and their perceptions of

well-being within the context of hospitality and tourism experiences. We
divide Generation Z’s well-being perceptions into five areas: (1) physical,
(2) mental health/wellness, (2) social, (4) technological/digital, and (5)
environmental. Throughout the chapter, examples and implications are
provided for hospitality and tourism practitioners who are navigating the
complexities of an emerging cohort of tourists.
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Physical Well-Being

Physical well-being “includes lifestyle behaviors choices to ensure health,
avoid preventable diseases and conditions, and to live in a balanced state
of body, mind, and spirit” (American Association of Nurse Anesthetists,
2020, para. 1). In this section, we discuss the well-being aspects of sleep,
eating well, and physical activity.

Academic research and the popular press has recently focused on the
implications of sleep as a function of daily life. Sleep has been examined
in the tourism context as part of an active and willful tourist (Valtonen
& Veijola, 2011). According to the National Sleep Foundation, 61% of
Generation Z get less than the recommended hours of sleep (2011). The
increased use of smart phones has become a distraction against getting a
restful night of sleep; as a result, the hospitality industry has embarked
on enhancing guests’ sleep quality. For example, the hotel industry has
responded with a variety of sleep and bed products, including pillow
options and sleep menus, enhanced mattresses, blackout shades, and
aromatherapy options to enhance guests’ quality of sleep.

Physical activity and well-being have become fundamental for Gener-
ation Z, as evidenced by increased use of wearable technologies,
adventure-based and obstacle races, and enhanced awareness of obesity
rates. Generation Z will continue to challenge the notion of physical
well-being for the hospitality and tourism industry. According to the
Physical Activity Council (2019), Generation Z is the most active age
cohort engaged in high-calorie activities, with 18% remaining inactive.

As a result, hospitality providers are responding to new products and
services to incorporate physical well-being aspects into their brands. For
example, Marriott International provides fitness centers with customized
workout programs on video wall displays, wellness retreats, and fitness
centers. Hilton hotels promote wellness by including fitness elements
into guestrooms, such as a fitness kiosk that includes strength, suspen-
sion, and yoga tools (https://fivefeettofitness.hilton.com/). Hotels have
also introduced other elements of physical wellness, such as running
concierges that provide local running maps and organized runs.

Another example of Generation Z’s physical well-being is now occur-
ring at meetings, conventions, and events. For example, many national

https://fivefeettofitness.hilton.com/
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meetings and conventions have “spa and wellness” rooms, where event
attendees can take a break from the main meeting and convention and
spend time in a room devoted to relaxation and recharging. Many rooms
have yoga and stretching classes, enhanced mood music, massages, and
wellness food and drink. Additionally, many conventions and meetings
are including 5 K run/walks, and brief stretching activities embedded in
their meeting programming.

According to the popular press, Generation Z is also changing the
food landscape of restaurants. For example, Generation Z is currently
embracing plant-based alternatives, as Generation Z is thought to be
the catalyst behind a $5 billion market for plant-based alternatives
(Robinson, 2017). Plant-based alternatives have increasingly become
available at quick-service restaurants such as Burger King and Subway.
In recent years, there has been an increase in the number of food and
beverage events and festivals, including beer festivals, wine events, and
gastronomic tours, providing Generation Z attendees with a variety of
food-related experiences. Generation Z entrepreneurs are creating many
of these food and beverage events.

Hospitality managers must remain aware of Generation Z’s physical
well-being. Generation Z is thought to be active/proactive participants
of health and wellness products, influenced by the obesity epidemic and
the use of technology in exercises. For instance, managers will want to
know how elements can continue to be used in the creation of physical
servicescapes and spatial layout of the customer experience through a
hospitality organization to enhance physical well-being. The inclusion of
physical wellness products, such as gyms, spas, and programming, will
remain important for Generation Z. To this end, hospitality managers
should continue to recognize the importance of Generation Z’s physical
well-being.

Mental Health/Wellness Well-Being

Mental health/wellness will continue to be an important dimension of
well-being for Generation Z tourists. Mental health is defined as “a state
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of well-being in which every individual realizes his or her own poten-
tial, can cope with the normal stresses of life, can work productively and
fruitfully, and is able to make a contribution to her or his community”
(World Health Organization, 2012, p. 1). According to the National
Institute of Mental Health, almost one in five U.S. adults live with a
mental illness, which can vary among degrees of severity and various
conditions (National Institute of Mental Health, 2020). Generation Z is
significantly more likely (27%) than Millennials (15%) and Generation
X (13%) to report their mental health as being fair or poor (Bethune,
2019). Furthermore, 35% of Generation Z has received treatment or
therapy from a mental health professional (Bethune, 2019).

According to a report by The American Psychological Association,
for Generation Z Americans, the most common stressors for Genera-
tion Z are high-profile issues such as sexual harassment and gun violence
(2018), as 75% of Generation Z youth report mass shootings and school
shootings as significant sources of stress (American Psychological Asso-
ciation, 2018). Generation Z has been nicked named the “Homeland
Generation” and is often defined by living in a post-9/11 era, where
its worldview has been impacted by safety and security measures, the
creation of Department of Homeland Security, and the War on Terror.
Academic researchers are beginning to examine safety in the context of
physical servicescapes, the environment in which a customer obtains a
service. For example, Siguaw, Mai, and Wanger (2019) found that safety
is a primary concern of consumers that influence approach-avoidance
behavior in a service setting.

Studies in tourism have also examined the role of mental health effects
of tourists. Holland, Thomsen, Powell, and Monz (2018), for example,
presented a thorough review of studies that have examined the impact of
wildland settings (e.g., national parks, national forests) on human health.
Frumkin (2001) found evidence of the relationship between natural
settings and human health. Chen and Petrick (2013) conducted a litera-
ture review of health and wellness travel experiences and found positive
benefits of travel experiences on perceived health and wellness of tourists.
The role of mental health/wellness will continue to be a concern and

opportunity for hospitality employers with Generation Z employees, i.e.,
firms that have incorporated psychologically health-related environments
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into the workplaces have lower turnover, less stress, and higher employee
satisfaction (American Psychological Association, 2012). Recently, firms
have been writing mental health policies, thus providing information
about mental health, increasing awareness, and offering training for
managers (Kohll, 2018). Hospitality firms, such as Marriott, provide
employees with access to LifeWorks, which is an employee-assistance
program (LifeWorks, 2017).
A study by Cigna Health Service revealed that Generation Z and Y

youths are lonelier than were youths in other generations (Nemececk,
2018); as such, hospitality firms will need to consider the role of mental
health/wellness in the creation of hospitality and tourism products and
services. In addition to the increase of tourism products that provide
an opportunity to enhance mental wellness, such as medical tourism
(Connell, 2006), spa tourism (Han, Kiatkawsin, Jung, & Kim, 2018),
and meditation tourism (Jiang, Ryan, & Zhang, 2018), firms are begin-
ning to consider the impact of physical environments on mental health
through design, lighting, and the guest experience. Strategies employed
will include open spaces where tourist can gather, e.g., enhanced and
brightened areas, gardens, and calm and relaxing spaces Hospitality firms
should continue to consider mental health/wellness as a dimension of
well-being for Generation Z tourists.

Social Well-Being

Reza, Subramaniam, and Islam (2019) summarized social well-being as
“an individual’s appraisal of their social relationships, how others react
to them, and how they interact with social institutions and commu-
nity” (p. 1250). The World Health Organization also includes social
well-being in its definition of health (2019). Keyes (1998) suggested
five dimensions of social well-being: social integration, social contri-
bution, social coherence, social actualization, and social acceptance.
Inclusive workforces and organizations continue to promote connection
with others since Generation Z is expected to be the most racially and
ethnically diverse age cohort (Fry & Parker, 2018). Sixty-two percent
of Generation Z states that increasing racial/ethnic diversity is good for



4 Generation Z and Their Perceptions … 107

society, similar to 61% of Generation Y, 52% for Generation X, 48%
of Baby Boomers, and 42% of the Silent Generation (Parker, Graf, &
Igienik, 2019), although Generation Z is thought to be the most diverse
generation yet (Fry & Parker, 2018) and is concerned about issues of
diversity and inclusion.

Generation Z grew up in a time of great social awareness and
acceptance toward the lesbian/gay/bisexual/transgender plus (LGBT+)
community, especially in Western societies; further, recent marriage
equality laws have been granted in Taiwan. Although U.S. adults
greatly overestimate that about one in four (23.6%) adults are gay or
lesbian (McCarthy, 2019), it is estimated that about 4.5% of Ameri-
cans currently identify as LGBT+ (Newport, 2018). Several hospitality
firms have created marketing efforts to support and attract the LGBT+
community. For example, Expedia has a micro-search engine devoted to
hotels and flights devoted to the LGBT+ community. Further, profes-
sional associations, such as LGBT Meeting Professionals Association,
connect LGBT+ meeting and event organizers and planners.
The recent years have also witnessed greater acceptance and recog-

nition among the greater diversity of genders. About one-third of
Generation Z knows someone who uses gender-neutral pronouns, 59%
of Generation Z says online forms or profiles should include options
other than “man” or “woman” (Parker et al., 2019) to greater reflect
the diversity of genders. This will impact identification processes, such
as meeting/event registrations, hotel/airline reservations, spa/wellness
treatments, and travel across various jurisdictions.

One in four Americans has a disability (Centers for Disease Control
and Prevention, 2019). Fisk et al. (2018) argue for the fair and acces-
sible treatment of all customers in the context of providing services.
Types of disabilities include physical (e.g., paraplegia); intellectual or
learning (e.g., learning disability); psychiatric (e.g., schizophrenia); visual
(e.g., visually impairment); heating impairment (e.g., hearing loss); and
neurological. The United Nations promotes accessible tourism for all,
including persons with disabilities, their spouses, and caregivers (2019).

Generation Z is also expected to be more entrepreneurial than
previous generations, as 41% of Generation Z expects to start their own
business and half belief they will create a product that changes the world
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(Entrepreneur, 2019). For example, many Generation Z entrepreneurs
have started businesses that are expected to have a positive impact on the
greater good of society. Additionally, organizations have been charged
with serving the needs of underserved consumers (Fisk, 2009).

Generation Z expects hospitality firms to be welcoming, inclusive, and
accessible; further, hospitality firms will need to continue to signal their
social well-being programs and diversity efforts to Generation Z tourists
and employees. This will result in hospitality and tourism providers
becoming leaders in diversity and inclusion. Generation Z will continue
to seek out those hospitality organizers that align with this cohort’s
values.

Technological/Digital Well-Being

Technology/digital well-being refers to an idea that, “when humans
interact with technology, the experience should support mental and/or
physical health in a measurable way” (TechTarget, n.d., para. 1). Gener-
ation Z consumers are described as focusing on innovation, insisting
on convenience, emphasizing security, and looking for escapism (Wood,
2013). Known as the first generation of true digital natives (Francis &
Hoefel, 2018), Generation Z consumers are accustomed to interacting
and communicating in a world that is digitally connected at all times.
In addition, as the most ethnically diverse generation in history, Genera-
tion Z sees itself both locally and globally. A survey revealed that 42% of
Generation Z (age ranged from 14 to 18 years) say they need to travel in
order to feel complete (Ting, 2016). Young consumers seek intimacy and
connection through authentic tourism experience facilitated by infor-
mation technologies (Bialski, 2012); further, this trend contributes to
the emergence of a sharing economy or collaborative consumption in
various tourism and hospitality areas, such as food, transportation, and
accommodation (Decrop, Del Chiappa, Mallargé, & Zidda, 2018).

For example, Airbnb.com is one of the more well-known platforms
in which travelers seek peer-to-peer short-term rentals mainly to satisfy
their quest for authenticity, memorability, and personal transformation
(Guttentag, Smith, Potwarka, & Havitz, 2018). While Airbnb is popular
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among a broad age range of travelers, Couchsurfing appeals to Genera-
tion Z travelers. Couchsurfing.com is an online hospitality network that
offers global noncommercial accommodation opportunities globally. It
has a community of over 15 million travelers and 400,000 hosts; further,
the online hub helps budget travelers and backpackers to find hosts who
offer free accommodations all over the world (Rodgers, 2019). Partici-
pants form a group of like-minded people who encourage the creation of
social links and a sense of belonging; in addition, this feeling of connect-
edness, trust, and friendship is reinforced through the sharing of space
and time (Belk, 2014; Molz, 2012). Couchsurfing is considered to be an
alternative tourism (Molz, 2013) and transformative tourism (Decrop
et al., 2018) that belongs to Generation Z tourists who choose this way
to travel principally to learn about themselves through travel (Pera &
Viglia, 2015), wanting to live culturally enriching experiences to discover
the world, escaping daily routines, and traveling differently from so-
called traditional traveling generally focusing on discovery, encounters,
and looking for souvenirs or entertainment (Decrop et al., 2018).

In a qualitative study of Generation Z consumers, Prioporas, Stylos,
and Fotiadis (2017) revealed that Generation Z expects new devices and
electronic processes to be widely available in retail locations, which will
give Generation Z more autonomy to make more efficient decisions and
faster transactions. Basically, Generation Z expects to handle all trans-
actions (e.g., airline check-ins, accommodation reservations) via mobile
and use their phones to serve as a tour guide to find more authentic and
local experiences. They also want to be able to ask questions online and
receive immediate answers (Vision Critical, n.d.). For example, Marriott
Hotels recently launched a new hotel concept called M Beta, which
eliminates traditional front desks and uses personal greeters for check-
in. Furthermore, M Beta is bringing local chefs to create food and
beverage menus that incorporate local ingredients. The hotels also have
enhanced social hubs in lobbies and gyms to allow guests to gather and
interact, thus creating a sense of community for the guests (Herrera-
Davila, 2016). M Beta is further utilizing technology by placing buttons
throughout the hotel for guests to send feedback directly to digital
boards.
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The goal of improving technology/digital well-being is to design tech-
nology in such a way that it promotes healthy use and proactively assists
the user to maintain a healthy lifestyle. Peters, Calvo, and Ryan (2018)
discussed how technology can be designed to support well-being that
encompasses more than just an immediate hedonic experience but also
its longer eudaimonia or true human flourishing and, further, suggested
three psychological needs (autonomy, competence, and relatedness) as
key factors for well-being-supportive technology design. Also, Pera and
Viglia (2015) demonstrated a positive relationship between customers’
ability to co-create new products/services and their subjective well-being,
thus revealing that empowered customers who are able to create and
customize novel products/services are more creative, skilled, passionate,
and independent than customers who lack those abilities to do so. Such
ability, combined with a sense of community, can lead customers to
experience personal happiness and improved well-being.

Environmental Well-Being

Environmental subjective well-being is an integrative concept that links
pro-environmental behaviors and subjective well-being (Kerrett, Orkibi,
& Ronen, 2014). Young individuals learn pro-environmental behaviors
such as frugality in product consumption, protection of nature, and recy-
cling; further, resource conservation contributes to increasing subjective
well-being, which includes a cognitive component of life satisfaction and
affective components of positive and negative effects (Kerret et al., 2014).
Pro-environmental behavior has been found to be positively correlated
with subjective well-being (Brown & Kasser, 2005; Corral-Verdugo,
Mireles-Acosta, Tapia-Fonllem, & Fraijo-Sing, 2011). Consumers who
reported green purchase intention and behavior had higher scores in life
satisfaction compared with other consumers after controlling for demo-
graphics (Xiao & Li, 2011). Pro-environmental behavior can enhance
not only present subjective well-being but expectations of future subjec-
tive well-being (Kaida & Kaida, 2016).

Compared with older generations, Generation Z is considered to
be the most environmentally friendly group (Williams & Page, 2011),
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and 77% of Generation Z are willing to pay more for environmen-
tally friendly products, compared with only 51% of Baby Boomers and
66% of the overall population (Levy, 2019). According to Green Match’s
findings, 72% of Gen Z would spend more money on a service if it
were sustainably produced. Generation Z has a strong preference toward
switching to brands that take sustainable initiatives, the values of which
are more important to Gen Z than cost. Furthermore, Green Match’s
findings show that Generation Z is more willing to boycott companies
that do not meet their values (Turk, 2018).

Understanding sustainability in terms of Generation Z’s well-being
might be rather complicated than is generally assumed. Although Gener-
ation Z is often presented as an environmentally friendly cohort,
researchers found that sustainable tourism is not a key concept for
Generation Z (Haddouche & Salomone, 2018). Also, Generation Z is
generally favorable toward hotels’ green practice programs yet express
distrust for large hotel corporations’ use of green practices as a marketing
tool to appeal to customers for cost-saving purposes (Lemy, 2016). Envi-
ronmental concerns also lead to an increased propensity to volunteer, and
such volunteering is positively associated with well-being, but only for
those who are concerned about the environment (Binder & Blankenberg,
2016).
Noting Generation Z’s attitudes toward food consumption and expe-

riences, some researchers propose food tourism as a force to change and
as a catalyst for global food justice and sustainability (Bertella & Vidmar,
2019). Instead of commodifying food in terms of “gastronomic theaters
in which chefs play with food to entertain guests,” food tourism for
Generation Z should be more as a remake of the Grand Tour, where
personal growth and transformation were sought through education
(Bertella & Vidmar, 2019, p. 173).
Generation Z expects companies to embrace sustainable values and

remain environmentally conscious. This generation is willing to be
involved in issues that they care about, including environmental and
social justice causes. If hospitality companies want to succeed in the
rapidly changing demographic landscape, they must signal to Gener-
ation Z that they, too, are committed to environmental and social
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causes. Failure to do so would have significant negative effects on brand
awareness and organizational success (Patel, 2017).

Conclusion

Generation Z represents a tremendous opportunity for hospitality and
tourism firms: they are diverse, highly educated, embrace technology, and
are well-connected. It is recommended that hospitality providers examine
their offerings, experiences, and process through the lens of well-being
and examine how their services impact the well-being of individuals,
employees, and the communities they operate. This chapter has deep-
ened the understanding how well-being is related to physical, mental
health, social, technological/digital, and environmental aspects of well-
being of Generation Z. Hospitality and tourism providers must continue
to utilize these dimensions when creating products, services, and experi-
ences for Generation Z in the tourism sector. Generation Z is expected
to be the most racially diverse cohort and tends to be more socially
aware of the underserved and minorities, hospitality and tourism organi-
zations that embrace diversity and inclusion efforts of its customers and
employees will be supported by Generation Z.
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Introduction

The generation theory is based on the assumption that individuals born
in the same time period have certain common characteristics, beliefs,
attitudes and values (Inglehart 1977; Toth-Kaszas 2018). The generation
cohort is a group of individuals that are in the same age and life stage
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(McCrindle and Wolfinger 2009). Mannheim’s (1952 [1927/1928])
theory suggests that generation cohorts share the same experiences
worthy of mention (Laufer and Bengtson 1974) that contribute to
the formation of similar behaviour and value creation (Kupperschmidt
2000).
However, it is quite difficult to define the age limits for each genera-

tional cohort. As Styvén and Foster (2018) conclude, there are no overall
accepted age boundaries for each generation. Academics often disagree
on the age limits and given names of each generation, particularly after
Baby Boomers (McCrindle and Wolfinger 2009).

During the past decades, the tourism market has understood the
need to implement differentiated strategies by targeting particular
groups of tourists rather than regard the entire market as homogenous
(Pennington-Gray et al. 2003). The theory of generation cohorts has
been widely applied to the tourism industry. There are several studies
which have shown differences, e.g. in selecting destination or vacation
activities preferred among certain generation cohorts (e.g. Lehto et al.
2008; Opperman 1995; Pennington-Grey et al. 2003). Pennington-
Grey et al. (2003), for example, add that as tourists get older there
are less interested in national parks, while they mostly prefer first-class
accommodation compared to younger generations. On the other hand,
shopping is highly rated as a tourism activity by younger generations.
Thus, it may be concluded that destination preferences, activities and
tourism behaviour in general, may differ across age groups. For this
reason, it is quite important for tourism professionals to examine the
unique traits of each generation cohort they wish to target so as to design
and implement more efficient strategies.

Based on existing marketing and tourism literature, this chapter high-
lights and discusses the generation Z cohort as an emerging market in
the tourism system (Robinson and Schänzel 2019). Gen Zers are of
extreme importance to the tourism industry (Robinson and Schänzel
2019), considering they have the propensity to travel (Wee 2019) and
will become the most active consumers in tourism (Monaco 2018).
Furthermore, there is a dearth of studies on Generation Z as tourists
(Dimitriou and AbouElgheit 2019; Slivar et al. 2019). Although there is
a great stream of research on Generation Y, studies on Generation Z are
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limited (Southgate 2017). As Cavagnaro et al. (2018) add, this is quite
surprising since approximately one in four tourists in 2015 were aged
between 16 and 29. Against this background the aim of this work is to
present an overview on this new tourism market and its unique charac-
teristics which makes this work pertinent and well-timed and contributes
to the ongoing literature of Generation Z cohort in the tourism context.
The chapter will begin with a discussion on Generation Z charac-

teristics by reviewing the recent literature. It will then examine this
generational cohort both as independent and family tourists based on a
comprehensive literature review. The chapter will conclude by suggesting
ways for tourism practitioners to accommodate Generation Z tourism
needs. It should be noted that the chapter offers a fresh perspective as well
as challenges for academics, practitioners and policymakers, since this
generation will impact the tourism industry socially and economically.

Generation Z

Generation Z follows Generation Y. Generation Z is a larger group than
the Millennials, but they do share common characteristics (Rodriguez
et al. 2019). According to Dawson (2018), Gen Zers represent 27% of
the American population. Generation Z incorporates individuals born
from 1995 to the late 2000s (Bassiouni and Hackley 2014; Kamenidou
et al. 2019a, b; Priporas et al. 2017, 2019) or between 1995 and 2010
(Tanaid and Wraight 2019). Nevertheless, there are other scholars who
claim that Generation Z has different age boundaries. For example,
Dimock (2018) believes that Generation Z is anyone born between 1994
and 2000 (Dimock 2018). According to Toth-Kaszas (2018) members
of Generation Z were born in 1995–2005. Monaco (2018) argues that
this age cohort includes people born in the 1996–2010 period. Nagy
(2017) states that Generation Z consists of children of the digital age,
born between 1995 and 2012, while Kapusy and Lógó (2017) agree
that Gen Z includes individuals born from 1995 to early 2010s. The
main difference between Gen Y and Gen Z is that Gen Z was born in a
diverse environment, needs immediate access to the Internet and social
media, smartphones are perceived as a status symbol and believes that
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online connection is an essential tool which promote competitiveness
(Nagy 2017).
This digital generation is realistic and persistent (Kapusy and Lógó

2017). They are familiar with web search engines and use online sources
to gain knowledge as they truly believe in the accuracy of online infor-
mation (Kapusy and Lógó 2017). Furthermore, they are internet content
creators, are interested in multimedia and visual materials, can perform
multiple tasks and have the ability to openly express their emotions
(Berk 2009; Çetin and Halisdemir 2019). Gen Z has grown up, in
general, with fewer siblings than previous generations. The reduction in
family size has resulted in greater attention to the children and more
pocket money as well as increased levels of individualism and egocen-
trism (Çetin and Halisdemir 2019). However, according to Seemiller and
Grace (2015), Generation Z is concerned with education and equality
and is willing to help others. Although this generation has never faced
severe financial crisis, they are money conscious, placing emphasis on
value (Dawson 2018). They do not care much about prices compared to
other generations and are less likely to be loyal to retailers and brands
(Kapusy and Lógó 2017). Seeking uniqueness is one of their priorities,
which is mainly expressed through their brand patronage (Kapusy and
Lógó 2017). Moreover, they are more likely to stay with their parents
longer than other generation cohorts (Dawson 2018), are traditional,
responsible (Williams and Page 2011) and seek pleasure and memorable
experiences (Törőcsik et al. 2014).

Although some Zers are still too young to make independent buying
decisions, it must be noted that teenagers nowadays do have spending
power. Organics and non-GMOs are important for Zers with buying
power (Dawson 2018). They also look for products that match their
personal brand, which is connected to their dominant presence in social
networks, e.g. Facebook, MySpace, Twitter, Flickr, Skype, etc. (Çetin
and Halisdemir 2019). e-WOM is an important source of information
for Generation Z (Dawson 2018). Singh (2014) adds that Gen Zers are
unconventional; they would go abroad to study and like to work without
a strict schedule.
Their dominant trait is their digital footprint; they are familiar with

new technologies since early childhood (Combi 2015). Scholz and
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Vyugina (2019) assert that Gen Zers are self-actualised based onMaslow’s
hierarchy of needs since they want “to know, to be able, to understand,
to explore” (p. 278).

Generation Z as Independent Tourists

This age cohort, which includes individuals born in the 1996–2010
period, along with Generation Y constitute the “travellers of the future”
(Monaco 2018) or “future of tourism” (Cavagnaro and Staffieri 2015).
The tourism industry recognises the importance of young travellers and
tourism operators try to target directly or indirectly this younger age
cohort (Carr 2011). As Preko et al. (2019, p. 6) point out, youth is one
of the “most important target markets that will feed global tourism”.
Moisă (2010) adds that focusing on youth travel could contribute to the
development of the whole tourism industry. Preko et al. (2019) conclude
that young people should be the target group of tourism products and
services as they are the ones who will become active decision-makers, and
transfer tourism values to their families and peers. Furthermore, young
tourists are energetic and highly exposed to media and, as a result, are
easy to be targeted (Linh 2015).

Gen Zers may travel for different reasons. According to some scholars
(e.g. Demeter and Bratucu 2014; Moisă 2010) there are six main types of
youth tourism (youth defined as 15–25-years old), namely: Educational
tourism (youngsters are involved in a learning experience), volunteering
(combine holidays with working for a worthy cause), work and travel
(young individuals are hired by a foreign company abroad and young
workers have the opportunity to blend in with locals, learn a foreign
language, etc.), cultural exchange (exchange of young individuals among
different countries), sports and adventure tourism (participate in a sports
event while travelling) and leisure tourism (travel mainly for entertain-
ment purposes). Eusébio and Carneiro (2015) segmented the student
travel market and extracted the following groups: (a) culture lovers, (b)
fun lovers (this is the larger cluster), (c) sun and beach lovers and (d)
nature lovers. There are notable differences among these groups regarding
their motivations and interactions. For example, nature lovers are mostly



126 I. (E.) Kamenidou et al.

motivated by escape activities and prefer to be in a tranquil environ-
ment or be closely connected to nature. On the other hand, culture
lovers like to gain new knowledge and focus on novelty. As Linh (2015)
notes, their trip duration is usually short (i.e. less than five days for
first-year students). Some authors believe that Gen Z tourists are active
during their vacations and try various activities (Xu et al. 2009), such
as sunbathing, sightseeing (Frändberg 2010) and shopping (Xu et al.
2009). Shopping is also mentioned by Lin and Huang (2018) as being
an important motive for young tourists from China.

For Zers, there are various motivations to travel. Their tourism
patterns may be connected to hedonic behaviour, i.e. travelling embraces
socialisation and empowerment. These traits are often translated into
searching for promotion and low-cost opportunities as well as last-
minute travel decisions. WOM (i.e. being influenced by reviews) is
also important (Haddouche and Salomone 2018). A tourism experi-
ence allows the young generation to escape from the everyday routine,
while getting unique experience is also a perceived synonym of travel-
ling. The financial constraints that some Zers face may have an impact on
the destination selection. Travelling abroad, for example, could be unaf-
fordable for certain groups or cultures. However, they almost all often
participate in recreational or school trips. Travelling is related to relaxing,
taking a break and having fun (Haddouche and Salomone 2018). More-
over, they have an interest in discovering culture (e.g. cultural events,
festivals, monuments, sites, blending in with locals). Cavagnaro and
Staffieri (2015) agree that relaxation and escape from everyday routine
are key components that describe travelling as perceived by students.
They add that socialisation, growth and development and sustainability
are also important. Eusébio and Carneiro (2015) revealed that students’
most important travel motivations are being in a different environment,
learning new things and exposure to different activities. Setiawan et al.
(2018) add that young tourists are highly interested in discovering new
destinations.

Since Zers widely use social media as part of their identity, they
also spread e-WOM and generally share details on their trip. The need
to share travel experiences mainly stems from self-centred motivations
(Munar and Jacobsen 2014). Skinner et al. (2018) argue that Generation
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Z seeks adventure and focuses on experiential destinations. Zers should
be surprised so they can share their differentiated experience with their
friends (e.g. through social media). Young travellers want to be innova-
tive and become the first ones to try something (n.a. 2018a). Finally,
King and Gardiner (2015) found that education is also a key motiva-
tion for travelling. Thus, students decide to move to another country to
study. Some organisations facilitate youth mobility within the European
Union (Moisă 2010).

Hajiyeva (2018), who examined youth tourism in Azerbaijan and
collected questionnaires from 16–25-year-old travellers, found that the
main reasons for travelling are entertainment and relaxation, while
approximately 63% of the respondents prefer to travel abroad. The
results of the study also revealed that more than half of the partici-
pants travel with their families, 38.9% with friends and just 14.1% travel
alone.

Linh (2015), used undergraduate students in Vietnam as a sample
to investigate, among others, young tourists’ motivations. The author
concludes that entertainment is the key factor for travelling, while
gaining new experiences and an escape from daily life are also impor-
tant. Young travellers also state that they are mostly informed about
tourism from friends and relatives and the Internet. In addition, they
are mostly influenced by the safety level and the climate when choosing
a tourist destination. They select a tourism package mostly based on the
prestige of the operator and the accommodation (Linh 2015). Members
of Generation Z prefer staying in a hotel (Dimitriou and AbouElgheit
2019) and they do not pay attention to the hotel brand (local or inter-
national) as long as they find value in it for them (Wiastuti et al.
2020). Also, the findings by Stavrianea et al. (2020) confirm the appre-
ciation of Gen Zers of the value they receive for the money spent.
However, different Gen Z demographic characteristics lead to different
hotel attribute preferences and satisfaction level (Stavrianea et al. 2020;
Wiastuti et al. 2020).

A research conducted by “Cox and Kings”, a well-known Indian travel
agent, found that approximately 72% of Indian young travellers would
prefer to explore Europe by bike, bus or train. They would also use the
Internet to select a place to eat, primarily looking for local food (n.a.,
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2018b). Their study also concludes that it is important for 89% of the
sample to choose a hotel that respects the physical environment (e.g.
solar power usage, waste facilities, etc.).

A report held by the World Youth Student and Educational Travel
Confederation in the Netherlands states that international young trav-
ellers’ trips are sponsored by their families. As a result, they have the
time to travel longer and spend more, compared to other tourists,
while 60% of their budget is spent at the destination (Hughes 2015).
Hajiyeva (2018), who used young people from Azerbaijan as a sample,
found that approximately 24% of the respondents would be willing to
spend $1,501–$2,000 for an international trip, and 19% from $1001
to $1500. Furthermore, it is worth mentioning that more than half of
young travellers return to destinations that they had visited when they
were younger (Hughes 2015). Richards (2011) concludes that young
travellers spend $2,600 on an average, which is far above the spending
of the average tourist.

Styvén and Foster (2018) found that it is very important for Zers that
the selected destinations reflect their discernment and uniqueness. They
aim at creating a favourable impression to others through the selection
of a tourist destination. The highly perceived importance of their social
image also makes them place emphasis on influencing other individ-
uals’ tourism-related selections. Moreover, the more they perceive their
chosen destination as unique, the more they share their travel experience
with their peers in social media. According to Hughes (2015), teenagers
appreciate beach areas as well as relevant programmes offered by hotels.
For example, the Resort at Pelican Hill offers among other things mobile
phone scavenger hunts, movie nights and beach sports (Hughes 2015).

It is important, however, to note that the independent travelling of
Zers may be influenced by culture. As Preko et al. (2019) argue, in Africa,
independent youth travel is rare or even unwelcome as African culture
promotes communality rather than individuality. Moreover, parents in
Africa would not let their children travel alone (e.g. due to safety
reasons), and finally, financial constraints are a key obstacle against
independent youth tourism. Finally, Chinese (i.e. collectivistic culture-
loneliness avoidance), young backpackers prefer to travel (particularly in
Europe) in small groups, while they do not hesitate to search for travel
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companion online (Cai 2018). While Western young travellers are driven
by inner needs (e.g. psychological fulfilment) to travel, Chinese youth is
motivated by the need to feel temporarily free from societal restrictions
(Huang 2008).
Haddouche and Salomone (2018) found that Generation Zers do not

often make independent decisions but are mostly guided by their family’s
desires when travelling with adults. On the other hand, getting involved
in the preparation experience is conspicuous only when Zers travel alone
or with friends. Regarding their decision-making processes, Gen Zers
are more guided by influencers on social media and travel site reviews
(Dimitriou and AbouElgheit 2019).
Niemczyk et al. (2019) provide a synopsis of the Zers profile as tourists

with the following characteristics: (1) they were born in an era of tech-
nological advancement (internet, smartphones) thus, many times there is
not a clear boundary between real life and the virtual world. Accordingly,
tourism can be an opportunity that allows them to break away from the
online reality and open to new experiences and social values which are
only present in real life; (2) as the geographical barriers are disappearing
mainly with the use of internet, generation Z is one of the most open
generations in terms of tourist travel. Zers travel an average of 29 days
per year; (3) they usually know foreign languages and are at ease in a
multicultural environment, making it easy to establish global relations.
These, in turn, lead to trips aimed at visiting friends; (4) their motto is
YOLO (You Only Live Once), so they like to travel and are not put off
by the thought of leaving home; (5) Zers are not afraid of distance and
hence when they have the opportunity, many of them decide to pursue a
journey abroad in order to learn about the world. Furthermore, Setiawan
et al. (2018) based on their findings categorised Generation Z members
as explorers according to Cohen’s (1972) typologies since they plan their
own trips, use facilities of an adequate standard, and have a high level of
interaction with locals.

In conclusion, Slivar et al. (2019) point out that their characteristics
influence their travel habits, making their tourist behaviour distinct. The
shift towards placing the value on experiences, rather than material things
is noticeable.
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Generation Z as Family Tourists

Studies in the past mostly focus on parents in family decision-making
as these are the ones who actually make the final decision (Blichfeldt
et al. 2010). However, children nowadays have much more power than
they used to have as they are more active members of their families. On
top of that, parents are more likely to listen to their children’s needs
and wants (Carr 2011). The level of influence that teenagers have on
their parents is increasing with age. Teenagers have a more dominant
role in the family holiday decision-making process (Shavanddasht and
Schanzel 2019). Shavanddasht and Schanzel (2019) found that chil-
dren of authoritative parents express higher levels of satisfaction during
holidays compared to children with authoritarian parents. Authoritative
parental style permits children to be more independent.

Generation Z has become an attractive tourist market because of
their growing consumption. However, some tourism professionals show
interest in Zers as they increasingly influence their parents (Gaumer and
Arnone 2010). Gen Z plays a key role in the family decision-making
process. In particular, Ting (2016) points out that Gen Zers become
influential in family travel decisions. In the same vein, Dimitriou and
AbouElgheit (2019) highlight that Cen Zers play an important role in
the decision-making process of their parents when booking a holiday.
Pickard (2017) argues that 93% of parents claim that their purchases are
influenced by their children. Young individuals, for example, may choose
where the next destination for their families could be (n.a. 2018a).
Parents are willing to spend more time with their children and wish
to have a family vacation, particularly when children grow into adoles-
cence. As a result, children are actually given more decision power, to
ensure that the entire family will have quality time together during holi-
days (Carr 2011). However, Wiastuti et al. (2020) suggest that Gen
Zers travel mainly with their parents because they are still living with
them, although spending time with family was not the main purpose for
travelling.
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Conclusions

To understand the future, we have to decipher young people and their
needs, wants and desires since it is up to them to shape the future. The
future growth of tourism depends to a certain degree on how well the
industry senses the social and demographic trends influencing traveller
behaviour (Moscardo et al. 2010). As Moisă (2010) notes, designing a
tourism product targeting young tourists is not easy, as their needs are
unique, they have different interests (Carr 1998), and overall present
several differences compared to other groups of tourists.

Generation Z form an increasing group of future travellers with
unique qualities. It’s essential for tourism professionals to have a deep
understanding of their attitudes and behaviour so as to design effective
tourism management strategies (Styvén and Foster 2018). According to
certain authors, Generation Z is the most socially empowered cohort
in history (Desai and Lele 2017). Young travellers present unique
consumer preferences and different ideas and behaviours (Puiu 2016).
Thus, according to Chen et al. (2018), the analysis of the Generation Z
traits is crucial.

Generation Z seeks something unique; they wish to live a memorable
experience while travelling and share their most highlighted moments
with their peers on social media. As Hajiyeva (2018) proposes, personnel
in hotels or other tourist destinations should be trained to serve young
tourists. Moreover, hotels could create youth clubs, sports events and
tourist agents should promote the recreational potential of each desti-
nation. The importance of sports and other physical activities in the
youth market has contributed to the fast growth of the sports and adven-
tures tourism industry (Schlegelmilch and Ollenburg 2013). Adventure
tourism also includes the increase of fun as well as other more extreme
emotions such as fear, danger and adrenaline rush (Khoo-Lattimore and
Yang 2018).

Cultural and sports events could be “unusual” to inspire Gen Zers who
will feel the urge to post photos and videos in their social networking
while travelling alone, with friends or parents. Travel agencies should
promote their products and services innovatively and make them look
appealing (Ray and Wakelin-Theron 2018). Targeting the entire family
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for younger Zers would be an excellent tourism market opportunity.
As modern families love to have holidays together, keeping the chil-
dren happy through special activities and services designed particularly
for young tourists or the whole family is important. Families, nowadays,
face numerous challenges and their quick rhythm of living does not give
them the spare time needed to make a thorough search for hotels, restau-
rants, museums, etc. Thus, travel agents could offer holiday packages that
would fulfil all families’ needs and personal preferences. Certain hotels
have already approached young family members as a profitable target
market, providing special kids menu, entertainment for children, etc.
For example, Amathus Hotel in Cyprus offers slippers and bathrobes
for children, while its entertainment activities include, among others,
bubble and magic shows, jugglers and clowns, disco parties as well as a
great variety of sports activities (e.g. table tennis, water ski, scuba diving,
canoeing, etc. (www.amathuslimassol.com). Leading family hotels and
resorts (www.leadingfamilyhotels.com/) have water slides, children’s spa,
private swimming lesson, while their kids club operates up to twelve
hours per day.

Gen Zers also want to relax and escape from everyday routine
(Cavagnaro and Staffieri 2015). Hotels targeting independent Gen Z
tourists should ensure that their guests have the opportunity to feel
comfortable, safe and to forget their everyday problems. This could
be achieved with discreet presence of personnel, opportunity to select
room areas, pools and cafes where no young children or large groups
are allowed, have chilled music in most hotel’s public areas, and an all-
inclusive choice (so as not to worry about money and several payments).

For young travellers interested in culture, tourism professionals could
organise trips that incorporate cultural activities (Eusébio and Carneiro
2015) and provide the opportunity to blend in with locals.
Minciu and Moisă (2009) argue that young tourists are highly

informed about visited places, which is especially true for Gen
Zers (Dimitriou and AbouElgheit 2019; Lin and Huang (2018). As
friends and the Internet seem to be the key sources of information
(Dimitriou and AbouElgheit 2019; Linh 2015), tourism practitioners
could primarily invest in web advertisement and e-WOM control (e.g.
respond to negative reviews, promote positive ones, etc.). Furthermore,

http://www.amathuslimassol.com
http://www.leadingfamilyhotels.com/
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as Gen Zers are primarily concerned about safety (Teitler-Regev et al.
2015) and environment (Linh 2015), these two characteristics of the
destination should be properly promoted and emphasised if exceeding
the desirable standards. Safety should also be a primary concern in
all leisure areas, as according to Biber et al. (2013) Gen Zers may be
reluctant to perform some sports activities due to their fear of getting
injured.

Educational tourism is quite popular and still increases (Demeter and
Bratucu 2014). Tourism professionals could further invest in this form
of youth tourism and develop tourism products and services related to
education (e.g. short-term education programmes locally or abroad for
younger and older students, low-cost hostels or BB services for foreign
students, etc.).

Although some aspects of the future are unpredictable and we have
started to become acquainted with Generation Z, it seems that this
generation will be the new sheriff (tourists) in town (tourist market)
as is evident from the current analysis. Generation Z challenges us to
move our thinking forward despite the fact each generation makes its
own stride and leaves its footprint in tourism and other industries, since
there are notable differences between generations. Therefore, it is worthy
and expected to be the epicentre of future inquiries, which is a necessity
and marketing challenge considering that greater knowledge is needed
on how this generation will position itself not only as tourists, but also
as consumers and citizens in a continuously changing world.
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7(56): 115–122.

https://restaurant-hospitality.com


5 New Sheriff in Town? Discovering … 135

Dimitriou, Christina K., and Emad AbouElgheit. 2019. “Understanding gener-
ation Z’s travel social decision-making.” Tourism and Hospitality Manage-
ment 25(2): 311–334.

Desai, Supriya Pavan, and Vishwanath Lele. 2017. “Correlating Internet, Social
Networks and Workplace—A Case of Generation Z Students.” Journal of
Commerce & Management Thought 8(4): 802–815.

Dimock, Michael. 2018. “Where Millennials end and Post-Millennials begin.”
Pew Research Center. https://www.pewresearch.org/fact-tank/2018/03/01/
defining-generations-where-millennials-end-and-post-millennials-begin/.
Accessed on 3 August 2019.

Eusébio, Celeste, and Maria João Carneiro. 2015. “How Diverse is the Youth
Tourism Market? An Activity-Based Segmentation Study.” Tourism 63(3):
295–316.

Frändberg, Lotta. 2010. “Activities and Activity Patterns Involving Travel
Abroad While Growing Up: The Case of Young Swedes.” Tourism Geogra-
phies 12(1): 100–117.

Gaumer, Carol J., and Carol Arnone. 2010. “Grocery Store Observation:
Parent-Child Interaction in Family Purchases.” Journal of Food Production
Marketing 16(1): 1–18.

Hajiyeva, Leyla. 2018. “The Study of Consumer Preferences of young
Tourists.” EKOHOMIKA 63(3): 37–46.

Kapusy, Kata, and Emma Lógó. 2017. “Values Derived from Virtual Reality
Shopping Experience Among Generation Z.” 8th IEEE International
Conference on Cognitive Infocommunications.

Haddouche, Hamed, and Christine Salomone. 2018. “Generation Z and the
Tourist Experience: Tourist Stories and Use of Social Networks.” Journal of
Tourism Futures 4(1): 69–79.

Huang, Feng Yi. 2008. “Western and Asian Backpackers in Taiwan: Behaviour,
Motivation and Cultural Diversity.” In Asian Tourism: Growth and Change,
edited by Janet Cochrane, 171–182. Oxford: Elsevier.

Hughes, Paul. 2015. “Next Big Tourism Thing: Millennial’ Little Siblings?”
Orange County Business Journal . May: 26–28.

Inglehart, Ronald. 1977. The Silent Revolution: Changing Values and Political
Styles among Western Publics. Princeton, NJ: Princeton University Press.

Kamenidou, Irene C., Spyridon A. Mamalis, Stavros Pavlidis, and Evangelia-
Zoi G. Bara. 2019a. “Segmenting the Generation Z Cohort University
Students Based on Sustainable Food Consumption Behavior: A Preliminary
Study.” Sustainability 11(3): 837.

https://www.pewresearch.org/fact-tank/2018/03/01/defining-generations-where-millennials-end-and-post-millennials-begin/


136 I. (E.) Kamenidou et al.

Kamenidou, Irene, Spyridon A. Mamalis, Stavros Pavlidis, and Evangelia-
Zoi G. Bara. 2019b. “Developing Attracting Destinations for Generation
Z Based on Desired Destination Components.” Proceedings of the 12th
Annual Conference of the EuroMed Academy of Business, Thessaloniki,
2019, 457–467. EuroMed Press.

King, Brian, and Sarah Gardiner. 2015. “Chinese International Students. An
Avant-Garde of Independent Travellers?” International Journal of Tourism
Research 17(2): 130–139.

Kupperschmidt, Betty R. 2000. “Multigeneration Employees: Strategies for
Effective Management.” The Health Care Manager 19(1): 65–76.

Laufer, Robert S., and Vern L. Bengtson. 1974. “Generations, Aging, and
Social Stratification: On the Development of Generational Units.” Journal
of Social Issues 30(3): 181–205.

Khoo-Lattimore, Catheryn, and Elaine Chiao Ling Yang. 2018. “Asian Youth
Tourism: Contemporary Trends, Cases and Issues.” In Asian Youth Travellers.
Insights and Implications, edited by Catheryn Khoo-Lattimor Elaine Chiao
Ling Yang, 1–14. Singapore: Springer.

Lehto, Xinran Y., SooCheong (Shawn) Jang, Francis T. Achana, and Joseph T.
O’Leary. 2008. “Exploring Tourism Experience Sought: A Cohort Compar-
ison of Baby Boomers and the Silent Generation.” Journal of Vacation
Marketing 14(3): 237–252.

Lin, Li-Pi, and Shu-Chun Huang. 2018. “Modeling Chinese Post-90’s Tourism
Loyalty to the Ex-Rival State Using the Perceived Value Approach.” Tourism
and Hospitality Management 24(1): 23–40.

Linh, Nguyen Thi Khanh. 2015. “Student and Youth Tourism: A Case Study
from Vietnam.” The Journal of Developing Areas 49(5): 293–307.

Mannheim, Karl. 1952 [1927/1928]. “The Problem of Generations.” In
Karl Mannheim: Essays, edited by Paul Kecskemeti, 276–322. New York:
Routledge.

McCrindle, Mark, and Emily Wolfinger. 2009. The ABC of XYZ: Understanding
the Global Generations. Sydney: UNSW Press.

Minciu, Rodica, and Claudia Olimpia Moisă. 2009. “Fundamental Aspects
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Digital Era and Gen Z

Developing technology causes young generations to be constantly
exposed to social and technological changes and this situation requires
new skills and investments in acquiring, sharing, and creating informa-
tion that requires access to information systems and networking. These
developments have changed the use of traditional media. In this infor-
mation society, everything is present and nothing can be erased. Many
businesses have experienced what the power of the Internet can do to
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its image. This change in media usage and continuous flow of informa-
tion has led to the demand for transparency from businesses (Wirokarto
2013).

Generation Z refers to the young generation born from the mid-1990s
to the end of 2010, who had never lived before the internet era (Roblek
et al. 2019). No other generation has ever lived in an age when tech-
nology was so easily accessible at such a young age (Prensky 2001). For
this generation, new digital technologies—computers, mobile phones—
are the primary mediators of human-to-human connections. Thanks to
technological advances in multimedia such as tablets, smartphones, social
media and flat-screen TVs, Generation Z youth have always become
accustomed to interacting and communicating in a world where they
connect with others (Turner 2015). According to Toronto (2009), the
Internet has become a defining feature of the global community. Since
the wave of technological progress that began in the 1990s, the Internet
has played a prominent role in the lives of generation Z youth. This is
not only about the number of devices and how often they interact with
digital technologies, but also about how technology shapes thoughts,
facilitates communication, redefines the concept of community, becomes
the essence of their learning, and is almost an extraordinary companion.
Generation Z is a generation of globally connected, socially connected,
technologically best-known information in history. It is also the most
educated generation, who will consume more, travel more, create more
and do more work in their lives than their predecessors (Madden 2017).

Generation Z uses different technologies to keep in touch with
communication, learning, and social practices. Because Gen Z is digitally
capable, social and mobile, information and communication technolo-
gies are a critical component in accessing services and opening up to
the outside World (Robinson and Schänzel 2019). Technology allows
them to join different networks at the same time, which makes them
different from previous generations. They prefer to use the Internet and
smartphones are an important part of their lives. However, smartphones
are not only sufficient as a device, but members of the Z generation
are using social media applications to express themselves (e.g., Insta-
gram, Facebook, Snapchat, YouTube, WhatsApp). This generation is
education-oriented (especially for lifelong learning), fully integrated into
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the Internet environment professionally and having a lot of knowledge
about new technologies (Roblek et al. 2019).
Wood (2013) emphasized that generation Z has four distinct charac-

teristics:

(1) Focus on innovation: Being up-to-date in technological and design-
based innovation is an area where this generation wants to spend
its money. This generation is not surprised by product aging and
has a high expectation for the “more, smaller, better” versions of
technological products to emerge quickly.

(2) Insist on convenience: The lack of exposure to “from scratch”
consumption and the increasing pressure for today’s youth to succeed
at a young age, has led to an increase in commitment to such
elements; product features (for example, time-saving devices or
mobile devices), product delivery (for example, retail channels that
increase ease of purchase), product experience (e.g., easy to cook,
consume, install, etc.) and product messaging (for example, “just-
in-time” mobile or abbreviated ads). It is clear that most of the
e-commerce features that cause uncertainty or concern for Baby
Boomers or Generation X (e.g., delivery fees, consumer tracking,
lack of offline stores) will not have the same concern for Generation
Z.

(3) An underlying desire for security: Generation Z is more pragmatic
and scarce. Generation Z may feel more careful and discriminatory
where they spend their money. Similar to Generation X, this can lead
to consumers who are very brand sensitive but not brand loyal.

(4) Tendency to escape: Generation Z can be a powerful market for
escape-seeking products. The desire to escape this opportunity is
likely to be facilitated by technological advances; (1) to make enter-
tainment products such as video games more realistic and attractive,
(2) offering 24/7 more access to social networks, and (3) escape
devices (e.g., mobile phones with media and internet availability)
offer greater mobility.

Generation Z members are influenced by a brand’s online commu-
nication, are more likely to buy from a brand they follow on a social
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network, and tend to learn more about the brands they see online
(Wirokarto 2013).

Generation Z tends to prefer online social sites to communicate
with and interact with people they know, they are happy to provide
active feedback and comments on the brands/services/products they use,
and they value the opinions of others (PrakashYadav and Rai 2017).
This generation is a strong participant, a high-level consumer of online
content; they have a strong attraction for online communication, where
they prefer to interact and stay connected with the technology available
at their fingertips.
The Internet allows Z generation to grow in a customized environ-

ment as a prerequisite for developing various experiences. This also
affects what this generation expects from the market, and therefore
focuses more on customized services and products to meet their personal
needs. This also has an impact on how marketing is applied to Genera-
tion Z. Functionality and easy-to-use products can be successful because
they fit the multitasking lifestyle embraced by people of this gener-
ation. Moreover, given that individuals in this generation are almost
highly dependent on technology, a business must be online to attract
the attention of these generations (Haglind and Jonsson 2012).

Gen Z Tourist

The Z generation is the first generation of the twenty-first century, born
into technology and adapted from birth to the digital world. Gen Z is
called also smart tourist in tourism. Smart tourist “is a very comfort-
able generation and accustomed to virtual world” (Kusmayadi et al.
2017: 1). In brief, Gen Z tourist is a technological era tourist and
has grown up with digital technology and uses smart devices. Gener-
ation Z, one of Europe’s most budget-sensitive generations, starts the
research and planning process without considering a specific destination
and conducts research through smartphones while searching for travel
inspiration (Southan 2017).
Gen Z, which is different from the previous X and Y generations, is an

important target group in predicting future travel trends. It is predicted
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that Gen Z will be a target group that will drive travel movements as a
population and which tourism enterprises and authorities will focus on
carefully. Traveling purposes of this generation (Schiopu et al. 2016);

• To obtain new experiences,
• Recognition and integration of different cultures,
• Work,
• Study,
• Visiting family and friends,
• To learn language,
• To participate in events and others.

It is important for the tourism industry to determine the character-
istics of Gen Z which will guide the tourism and to understand it well.
Gen Z tourist characteristics can be listed as follows (Schiopu et al. 2016;
Kusmayadi et al. 2017; Hamed 2017; Starĉević and Konjikušić 2018);

• They balanced their budget (promotions, cheap flight, peer-to-peer
accommodation last minute offers),

• They care about a new and unusual, unique experience,
• They have an approach away from traditional holiday,
• They are not tourist explorer,
• They are comfortable generations,
• They prefer city breaks, weekend,
• They are longer travelers with visiting numerous locations,
• They are the most international traveling generations,
• They prefer right than luxury,
• They desire to visit authentic locations,
• They enjoy socializing with both locals and other tourists,
• They mostly travel with their friends or family,
• They communicate more online,
• When they are deciding on traveling, they rely on opinions, informa-

tion, and recommendations of various social groups,
• They use numerous online information sources throughout their travel

planning,
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• They are most engaged in social media, where they find inspiration for
traveling in most cases.

Gen Z is a generation that is interlocking with tourist technology.
This generation use smartphones and spend a long time with it. For
this reason, they often use social media and other smart applications.
Communicates with family and friends through social networks. They
rely on social media to make travel decisions. Technological develop-
ments provide easy access to information, opportunities, and places.
So the behavior and experiences of the Z generation in a destination
are influenced by developments in information and communication
technologies (Robinson and Schänzel 2019). Kusmayadi et al. (2017)
concluded that Gen Z mostly uses smartphones and majority of the
users prefer Instagram applications in the social media usage. The
most preferred applications after Instagram is Facebook, Youtube, Path,
Twitter, etc. When the activities of this group with smart devices and
applications are examined, it is seen that the time spent on social media
is high, 45.3% of them are planning holiday trips and 40.6% looking
for food references.

Gen Z tourist acquires information pre-travel and plans to travel
according to the information acquired. Budget is an important element
in their travel decisions. Besides, price, quality, positive comments,
discounts, and product variety are effective in travel decisions. They
make their reservations through online channels. They prefer to make
their reservation with smartphones. They provide feedback after the trip.
Feedbacks; wom, e-wom (recommending posts, rating, Instagram and
Facebook) (Kusmayadi et al. 2017).
Generation Z also has a major impact on the family’s holiday decisions

at the pre-travel stage because family members prefer to consult them
before traveling. Furthermore, since generation Z prefers to experience
rather than possess, it tends to travel more in search of fun experi-
ences. For individuals of this generation, travel is also a time of pleasure,
socialization and empowerment (Robinson and Schänzel 2019).
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Smart Devices in Tourism Industry

The development of information and communication technologies and
the transition to industrial 4.0 made it necessary for the tourism sector
to adapt to these changes. accommodation, transportation, travel, food
and beverage industry and destination marketing organizations have
started to use smart technologies. Using smart devices can help businesses
survive, as well as cost, service quality, accessibility, marketing, manage-
ment, strategic management, and managing the target group. They need
to adapt to this change in order to address the generation of technology.

Gen Z, using technology at every moment of their lives, often prefers
smart devices for touristic trips. They use various applications and the
Internet to meet communication, information, changes, reservations,
purchase of air tickets, maps usage, social interaction, social media
sharing, etc., needs pre-, onsite, and post-travel. Various applications are
used under the internet on things (IoT). That are ICT, smartwatches,
QR codes, NFC tags, Apps, Augmented Reality (AR), smartphones, are
frequently used by tourists in their travel. Some definitions about smart
tools in tourism are;

• Augmented Reality (AR): “is a real-time device mediated perception of
a real-world environment that is closely or seamlessly integrated with
computer-generated sensory objects” (Geroimenko 2012: 447).

• Application (App/s): “application is a small piece of software that
enables a specific goal to be achieved through the exchange of informa-
tion” (Put-van Beemt and Smith 2016: 5). Applications can set many
activities such as making reservations, finding directions, translation,
guidance, and access to information.

• Near Field Communication (NFC): “is short range wireless radio
communication protocol that can function between a tag/ chip that
transmits data stored on it to electrical device that read/receive the
data” (Put-van Beemt and Smith 2016: 7). The application provides
touchless communication. It is frequently used in museums and attrac-
tions. It is used for information, translation, payment, and navigation
services.
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• Quick Response (QR): “is a matrix code developed and released
primarily to be a symbol that is easily interpreted by scanner equip-
ment” (Rouillard 2008: 52).

• Wearable devices: is an electronic device such as smartwatches, glasses,
bracelets.

Smart Devices in the Hospitality Industry

The use of smart devices is preferred for value-added purposes both busi-
ness and consumer. The smart device applications that add value to the
consumer and differentiate their experiences in the hospitality sector, are
as follows;

• Reservation Apps: It allows to easily book and follow the reservations.
• Smart Reserved Parking: It is an intelligent system that allows

customers to park their vehicles. It is used with hotel applications and
sensor relationships. Park place is assigned before guest check-in.

• Remote Check-In/Check-Out: is an application that can perform
quickly check-in and check-out with mobile devices.

• Mobile room keys: Guests can access their rooms with mobile appli-
cation. Guests access their rooms via their smartphone app. With this
application, room temperature, opening the curtains, such features are
provided with this application. Guests can be in the control room via
smartphone apps.

• Smart Roomservice: It is the application that sends the room service
menu as a vibration to the guests’ phones. Through beacon tech-
nology, the location of the guest is determined and a message is sent
to the location.

• Voice-controlled services: it can allow customers to request room
service, book a table at the hotel restaurant, or book spa sessions by
simply speaking to a device in their room (revfine.com 2019).

• Augmented Reality (AR): it provides an opportunity to experience
such as online 360-degree hotel tour, room experience, etc., especially
before traveling.
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• VR (Virtual Reality): Accommodation businesses can make promo-
tion and marketing with wearable tools. Guests can be seeing or
getting experience about hotel facilities with wearable device.

Smart Devices in Smart Tourism Destinations

Smart tourism destinations “is to focus on tourists’ need, combining the
ICT with casual culture” (Huang et al. 2012: 445). Smart cities and
smart tourism destinations are enhanced tourist experienced. According
to Buhalis and Amaranggana (2015) enhanced experienced differs from
amenities (sustainability, efficient consumption) accessibility (real-time
information and location of vehicles), attractions (VR and AR), avail-
able packages (Guidance, tour packages, translation of languages), and
ancillary services (quick feedback).

One of the most needed systems for tourists in smart destinations is
transportation information. In this context, tourists can access the trans-
portation networks with QR codes and NFC tags and learn how to get
from one point to another quickly. It also provides information on the
vehicles and their duration of the stop. In addition, people can easily find
directions through the features in the smart devices such as bluetooth,
GPS, and beacon technology.

Another smart application used in the destination is VR and AR
applications. People can experience the city, museum, etc., quickly with
wearable devices. VR offers virtual reality. It is an attractive element for
tourists who with limited time. Also, smart destination apps are often
used. Smart destinations offer all the information that will facilitate the
travel of visitors in one application. For instance, in Barcelona, which
stands out in terms of international visitors, various applications meet
tourists through apple and play store in order to meet their needs to
discover the city. One of these applications is “Visit Barcelona,” which
is the official guide to Barcelona on your smartphone and provide inter-
active tourist information. Tourists can easily access general information
about Barcelona, Top20 attractions, World heritage sites, and places near
Barcelona with this app. There is information about the guided routes,
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Fig. 6.1 Gen Z tourists’ most used application

museums, architecture, art, leisure, restaurants, cafes and bars, shop-
ping, and accommodation topics. The application is also included in
the regions of Barcelona and Barcelona photos. The maps section is a
must for a tourist. This expectation is also met by the application. The
application also allows them to tap the favorite places. The application is
designed for use in different languages (Barcelonaturisme.com 2020).

As a result of interviews conducted by the authors of this chapter with
20 tourism and hotel management students between the ages of 18–
24, it was determined that the most common application that students
use with their smart devices during their travels is the maps application.
This finding reveals the importance of the direction of travel for tourists
(Fig. 6.1).
Various smart applications provide information about the destination

and the attractions. This information allows tourists to spend their time
better and more effective. For example, what time does a museum open
and close? Also which activities are in the museum? etc. Intelligent guid-
ance services are also in smart destination applications. In particular,
requests that tourists may need such as translation, guidance services,
tour packages, etc., are digitalized.

Smart Devices in Food and Beverage Industry

Smart devices, which have an important function in improving the
service quality of restaurant businesses, also affect customer experiences
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significantly. The most complained issues in restaurants are not being
able to communicate with the waiters. In this context, this problem can
be solved with smart applications and devices and a faster, more efficient,
and quality service is achieved with IoT. Applications for smart devices
in restaurant establishments are as follows:

• Mobile payment: It is IoT, which allows customers to pay with a
tablet or mobile application from their seat. NFC tags and QR codes
are used.

• Smart Menu: They give an order instantly from a smart device at the
table.

• Loyalty App.: It is an application that allows loyal customers to place
orders in advance in other ways preordering services. That is to provide
customers skip the line.

Smart Devices in Museums

Museums began to change shape and digitize with the development
of technology, and start to use 4D systems and to use experience-
oriented technological applications. Some applications for smart devices
in museums are as follows:

• Near Field Communication (NFC): It is an intelligent system that
provides wireless communication. With this application, payment,
sharing information, purchase product, banking transactions such as
various transactions can be made.

• Museum App.: With the museum applications, tourists can find direc-
tions by navigating within the museum and listen to the information
about the exhibition works. They also use translation services.

• QR codes/NFC tags: QR codes and NFC tags provide easy access to
information. The tourist can scan the QR code and wants to listen to
the relevant work in any foreign language.

• Augmented Reality (AR): “offer a natural view of real scenes enriched
with virtual objects” (Wojciechowski et al. 2004). Tourists can get
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experience about museums, pre-travel, and on-site seeing with wear-
able device.

• VR (Virtual Reality): Reality is a simulation in virtual reality. Every-
thing is virtual. Museums are experienced with virtual tours. For
instance, you can visit the Metropolitan Museum of Art with a
VR tour. Visitors should download the app and can get experiences
through VR. Also can get 360 virtual tours offline.

Smart Devices in Airline Industry

Tourists prefer the airline from their transport network during their
travels. There are areas where people can use smart devices in the process
from arrival to departure. There are park, c-in, checking bag, security,
airport activities, boarding, departure, inflight entertainment, arrival,
customs, baggage claim, and leaving airport (Mariani et al. 2019).
A message is sent to the mobile phone on which point the baggage

will be taken. Various information can be provided by QR codes. They
use operations for intelligent applications such as c-in from mobile appli-
cation, opening boarding pass by message or opening from application,
providing pass-through QR code, bagging with smart devices, or making
other entry operations. In addition, the smart glasses can access informa-
tion such as translation, information. Smart watches and bracelets warn
tourists about any changes and information about their flights at airports.

Smart Devices in Tours

The most used smart devices during travel are applications that facilitate
travel. Especially in international travels, the language problem comes to
the forefront. In this context, this need is met with QR codes and audio
guides in destinations. Recently mobile tour and apps. has been used
frequently. Some applications for smart devices in tours are as follows:

• QR codes and NFC tags: They can help with information, transla-
tion, and payment during travel.
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• Audio guide: It allows tour without guide. Guidance service is taken
with smart devices and applications.

• Mobile tour and apps.: Virtual tours are provided to the tourists
on their mobile phones as well as touch screens installed at various
locations (Lee et al. 2011).

Smart Device Experiences in Pre-travel,
On-site, and Post-travel

The concept of “smart” has become a widely used term in marketing for
everything developed with technology, this concept has become impor-
tant not only for communication channels but also in terms of booking
procedures and information search in tourism communication. Smart-
ness is often closely related to increasing the usability of certain products
through the application of technologies. In this context, information and
communication technology and the Internet of Things, which express
both the use of the Internet and the combination of product and service
provision, should be considered (Nabben et al. 2016). Recent develop-
ments such as the use of cloud computing, sensors and GPS, virtual and
augmented reality, full adoption of social media and mobile technologies
have led to the emergence of smart concept in tourism (Femenia-Serra
et al. 2019). It is known that especially tourists use the internet before,
during and after travel. Wireless, smart devices such as smartphones,
watches, tablets, etc., have had a major impact on tourist behavior
(Atembe and Abdalla 2015).

Intelligent technologies in tourism serve for energy monitoring in
hotels, consumers use it through the implementation of QR codes;
sensors, tags, RFID, and cloud computing in smart city establishments
are examples of smart technologies in tourism. However, in addition to
the latest developments in the field of technology, “smart” technologies
appear to be wearable. Wearable technology is a term used to describe
many different forms of body-mounted technology (Atembe 2016).
Tools such as QR codes or NFC tags add value to the tourist experi-

ence by providing connections between the physical and digital world.
They increase tourist access to information about nearby interests. A
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smart tourism tool with augmented reality allows visitors to have experi-
ence at a different location and at a different time, enabling travel guides
to be implemented in real-time locations (Nabben et al. 2016). The
development of a new flow of wearable devices, including head-mounted
displays (HMDs), smart watches, wristbands, and body-worn cameras,
has become one of the main drivers of the transformation of tourist
behavior and tourism experiences. In this context, the latest generation
of VR devices such as Oculus Rift and Samsung Gear represent the
most advanced tools for target marketing efforts, allowing the creation
of highly immersive and realistic virtual experiences. These advanced
devices are expected to have a revolutionary impact on tourism expe-
riences, including the pre-travel stage, where awareness, interest, and
expectation can be created in the mind of the tourist. New technologies
have also changed the way tourism providers create and present tourism
experiences and how tourists perceive and experience targets. New tech-
nologies, especially mobile technologies, enable tourists to participate in
both real and virtual experiences at the same time. In short, advances
in technology (internet, social media, and smartphones) have strength-
ened internet-based travel services, it has changed traveler expectations
and the resulting travel experiences (Robinson and Schänzel 2019). This
takes place in all three stages of the travel process, before, during, and
after the travel (Marasco et al. 2018). Overall, these tools have the basic
benefit of enhancing the tourist experience. In this process, informa-
tion and communication technologies support tourists through various
activities such as preliminary information search, comparison, decision-
making, travel planning, communication, information acquisition, and
sharing of experiences. Based on the above, a conceptual framework has
been developed on the smart devices usage in the three stages of the travel
process, as illlustrated in Fig. 6.2.

Pre-travel Stage

The pre-travel stage represents a very important moment in the general
experience process, since at this stage tourists develop their expecta-
tions of the visit and activate their decision-making processes. At this
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stage, new technologies play an important role as tourism providers
and target organizations are able to promote their products and loca-
tions in an innovative and more effective way (Marasco et al. 2018).
In the smart tourism system, tourists can experience new smart services
related to brand, food, accommodation, tour, shopping, entertainment,
and other elements. Electronic wallet, WeChat Pay, Alipay, and other
online payment methods can be used for online booking, travel plan,
and other services prior to travel (Wu 2017).
Websites and social media are the most commonly used technological

tools to promote destinations and tourism products. These technolo-
gies are used to gather information and improve social interactions with
other users interested in tourist attractions. Tourism organizations can
take advantage of augmented reality (AR) to attract new visitor streams
and improve tourists’ experiences at their destination. In parallel, VR
has emerged as a powerful tool for the target market. VR can assist
target marketers in creating unforgettable experiences that integrate with
their communication strategies and assist tourists in their search for
information and decision-making processes (Marasco et al. 2018).
According to Gretzel and Jamal (2009), the pre-travel phase is defined

as an actively involved and socially intensive phase. With the advent of
the Internet, social media and virtual worlds enable tourists to experience
and evaluate a destination before their physical journey. Social media
sites, such as Facebook, YouTube, or TripAdvisor, allow individuals to
explore the destination and live experiences of other consumers, using
both their own social environment and unknown partner consumers.
What’s more, Second Life, the most popular among virtual environ-
ments, has become an attractive platform for businesses to represent
their products and services in a three-dimensional online world. The
arrangement through avatars allows tourists to experience their destina-
tion before or after their holiday (Neuhofer et al. 2012). In addition
to these technologies, smart watches are used in destinations for status
updates, comments, photo tags, check-ins, etc. (Atembe 2016).

Marketers need to use immersive virtual reality technology to integrate
sensory experiences into communication strategies, and use experience-
based internet marketing to support tourist information-seeking and
decision-making (Huang et al. 2013).
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Fig. 6.2 Smart devices usage in pre-travel, on-site, and post-travel

On-site Stage

Different technologies are used when tourists are on the move, traveling,
or at their destination. Increased mobility has been key tools of mobile
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technologies because they provide information retrieval anywhere and
anytime. Mobile technologies, such as location-based services, provide
instant access to information, videos, or referral sites about the current
location. This provides opportunities for destinations to contact and
assist tourists (Neuhofer et al. 2012). In the process of traveling, modern
technologies such as the Internet of Things can effectively transmit infor-
mation instantly and provide smart guided tours to tourists (Wu 2017:
168).

Many tourism products actually use VR or VR-type technologies to
attract tourists. For example, there are many hotels and destinations that
offer “virtual tours” on the internet. In addition, various multimedia
information can be embedded in a VR so that access to various useful
information can be provided through a single application. The educa-
tional potential of VRs can be used in museums, heritage sites, and other
tourist sites (Guttentag 2010). Tuscany is the official augmented reality
application of Tuscany. This app offers to discover what’s around you
and get details about location, accommodation, attractions, restaurants,
museums, etc. Just click the AR icons. For example, if you are looking
for a hotel to stay, it shows you the hotels around you. You can get infor-
mation by clicking on any AR icons and using map, you can see how to
get there from where you are (Tourismintuscany.it 2020).

Bracelets/watches in the accommodation can monitor guests’ sleeping
patterns and can be used as a clock to awaken with slight vibrations.
Wristbands used in accommodation may be the key to the hotel room.
With the use of smart glasses in the museums, tourists can use the
smart glasses prototype of the museum to see the cultural artifacts in the
museum, and at the same time, they can activate digital contents such
as videos, games, photos, etc., on the glasses screen through the glasses
screen. For instance, international chain brands such as Mariott Interna-
tional offer Iot Guestroom service. In that brands, voice control devices
started to be used in guest rooms. Voice-activated devices can be used
to communicate with hotel, control the room such as lights, tempera-
ture, TVs, etc. (News.marriott.com 2020). In addition, with the use of
smart glasses in art galleries, zoos, theme parks, or aquariums, visitors to
the art gallery and museum can easily switch between real objects and
augmented reality (Atembe 2016).
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In sum, while traveling smart devices make valuable the travel experi-
ence of tourists especially Gen Z and also guide the planning of their
ongoing travels. Especially smartphones (Mang et al. 2016), tablets,
smartwatches, glasses, and wristbands are the most used portable smart
devices. With these devices, it is faster to explore the destination and
capture the moment. Portable smart devices allow them to access every-
thing they need while traveling, using applications such as navigation,
translation, communication, maps, access to information, VR, and AR.
At the same time, smart devices, especially smartphones, are often used
to take photos and connect to social media (Mang et al. 2016). In the
destination, tourists use smart devices, particularly when using maps,
finding directions, downloading, or using transportation network maps
(online/offline).

Food and Beverage and accommodation companies, museums, and
other attractions within the scope of the destination also respond to the
changing demands of the tourists with smart devices and applications.
These smart opportunities provided by businesses facilitate processes
such as mobile or apps purchasing, payment, c-in and c-out, reserva-
tion, boarding, navigation and finding restaurants and cafes, using smart
menus and ordering from these menus they need during their travels.

Post-travel Stage

Tourists share their experiences with others through interactive websites,
virtual travel communities, social networking sites, weblogs, videos,
commentary sites, mobile apps, etc. People also give positive/negative
advice to their close circle via WOM. Following the experiences,
tourists make ratings through websites or mobile applications and
creates business-related content. Many tourists also contact the business
to provide positive/negative feedback and offer suggestions for service
development/improvement.

According to Robinson and Schänzel (2019), there are three factors
that shape the experiences of generation Z:

– Immediate influences: family, friends, and events in the home country.
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– Destination influences: sociopolitical, cultural, physical characteristics.
– Global influences: Climate change, terrorism, financial volatility,

geographical policies, and technological developments.

As a result of interviews conducted by the authors of this chapter with
20 tourism and hotel management students between the ages of 18–24
on the use of smart devices and applications in tourism, it was found that
the students used primarily smartphones, tablets, wearable devices, AR,
and VR in their travels. Their preference when traveling with these
devices is shown in Fig. 6.3.

According to Fig. 6.3, it is revealed that Gen Z tourists make the
most reservations with smart devices. In addition, payment, informa-
tion acquisition, feedback, vehicle tracking systems, smart translation
services, smart menu applications, and smart guides are preferred. Smart
enterprises are also among the reasons for preference.

It was determined that smart devices and applications were used more
frequently before and during travel. After traveling, smart devices and
applications are preferred more for sharing the travel experience. Before
the trip, it was found that various information, reservation transactions
were made with smart devices and applications. While the tendency to

Fig. 6.3 Gen Z tourist and smart device usage
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obtain information about Tripadvisor, Instagram accounts, road condi-
tion is emerging in the foreground, booking providers such as online
booking and booking are used.

Marketing Advices for the Gen Z Tourist

A Gen Z tourist shows a different trend from the usual tourist profiles.
This generation of smart tourists, also can be called technology age
tourists. Travel trends and preferences differ from other generations. In
general, it is a generation that uses smart devices that are valuable in time,
looking for a unique experience, authenticity, planning their own budget
and their own journey. Gen Z tourist is influenced by attractive images
in social media and advertising, therefore, marketers who want to inspire
and transform Gen Z travelers should implement a visually appealing
and integrated cross-device marketing strategy (Southan 2017).

Gen Z tourists use smart devices from the beginning to the end of
the trip. In the context of the Internet of things, many smart devices
and applications are preferred. Travels and experiences are different with
smart devices. In addition, travel movements, travel planning easier,
while experiencing a faster travel process experience. They have the
opportunity to access and experience information (AR, VR app. etc.).
Smart devices and applications allow you to quickly solve problems while
traveling and share all the memories of your trip. Due to all these issues
Gen Z prefers to use smart devices.

In the marketing activities for this generation, the tourism sector
should pay attention to smart device applications are as follows;

• The use of smart devices and the incorporation of smart applications
will enable enterprises to come to the forefront in the market.

• Gen Z tourists represent the technology—age people. Therefore, the
use of smart devices and applications by touristic enterprises will
increase the demand. The decrease in interest of young people in
museums increased with the use of wearable devices in museums
(Conyette 2015).
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• They prioritize social interaction. Social interaction with wearable
devices should be supported (Atembe 2016).

• Gen Z, a generation with low-cost sensitivity, following opportuni-
ties, reviewing reviews, therefore, Gen Z-oriented businesses should
include opportunity and review tabs in their apps.

• Destination Planning Organizations should ensure that such plat-
forms (couchsurfing, eatwith, blablacar, etc.) are easily accessible with
smart applications by showing the necessary sensitivity to the sharing
economy in tourism. These platforms, supported by smart applica-
tions, will be preferred for Gen Z who want to experience unique
experiences, socialize, and recognize different cultures from the local
point of view.

• Time is very important for this generation who wants to move fast.
Businesses should be able to use their time more effectively with
various smart applications.

• Map applications are the most commonly used applications by Gen
Z. These applications should be located within all businesses and
destinations.

• Guidance applications must be used in destinations.
• The goal of destination marketing organizations should be traveler-

centered rather than the promotion of the physical characteristics of
destinations (King 2002).

• Smart devices play an active role in creating unique experiences.
• It should be possible to embody the abstract tourist products in the

purchasing process and to allow them to experience with wearable
devices before the purchase process.

• AR offers a unique experience. Destination stakeholders should focus
on AR applications for traveling with unique experience-oriented Gen
Z tourist.

• Gen Z tourist wants to use applications on smart devices even without
internet. Therefore, businesses should focus on mobile applications
that do not require internet.
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7
Generation Z and Digital Influencers

in the Tourism Industry

Danielle Barbe and Larissa Neuburger

Introduction

As Generation Z grows to become the largest consumer market on the
planet (Dunkley 2017), digital influencers have equally become an essen-
tial marketing tool. With the rise of Generation Z and their entering
into the labour market where they will have substantial spending power,
several marketing organizations have generated reports that explain the
best way to reach this market (e.g. Bradley 2019; Digital Marketing Insti-
tute 2019; Fontein 2019; Forbes Communication Council 2018). While
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the recommendations in each report vary, one aspect remains the same:
Generation Z responds best to digital influencers, even when they know
the content from an influencer is sponsored (Dunkley 2017).
According to an article by Affilinet (2015), Generation Z’s trust in

digital influencers is so high that it falls just behind word-of-mouth
(WOM) recommendations from friends and family and is greater than
mainstream media and traditional advertising. Similar studies have found
that 52% of Generation Z said they trust information from an influencer
(Fontein 2019) and 63% prefer to see an influencer in an advertise-
ment than a celebrity (Arthur 2016). Digital influencers have the ability
to build an authentic bond with Generation Z in just eight seconds
or less (Bradley 2016). Even with an increasing number of influencers
taking advantage of their ability to persuade audiences by monetizing
their social media efforts and working with brands for promotions and
sponsorships (Newman 2014), this does not appear to be affecting
Generation Z as they either are unaware of this or simply do not seem
to care (Dunkley 2017). This generation trusts ‘real people’, making
digital influencers a vital tool for the promotion of products and services
(Newman 2014).
What are digital influencers? A digital influencer is a new type of

independent third-party endorser who shapes audience attitudes through
blogs, tweets, and the use of other social media (Freberg et al. 2011: 90).
Digital influencers are users of social media who have generated a great
online following, established credibility, and whose reach and perceived
authenticity can impact and persuade their followers (De Veirman et al.
2017). Influencers are opinion leaders; they have the ability to increase
the influence of information they receive and transmit that informa-
tion to others (Magno and Cassia 2018). They have built a reputation
for their knowledge and expertise on a particular topic through social
media and engage their followers (Ristova and Angelkova Petkova 2019),
making them a vital marketing tool for Generation Z (Dunkley 2017).

Digital influencers span across a number of social media platforms,
including blogs, Instagram, YouTube, Facebook, Twitter (Solis 2012) and
Tik Tok. However, Instagram is the clear-cut favourite with 80% consid-
ering it the primary platform for brand collaborations (Chadha 2018).
On Instagram, digital influencers can create visual content using photos
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and videos and post them on the platform with the potential to reach
hundreds of thousands, to even millions of viewers.
What allow influencers to be so influential are the perceptions they

developed within their followers. Digital influencers are perceived to
be experts (Lyons and Henderson 2005; Wagner and Bolloju 2005)
and may cover specific subjects, such as travel, food, or fashion, and
give advice, useful information, tips, or insightful comments based on
their (professional) experiences and observations (Uzunoğlu and Kip
2014). However, even digital influencers without perceived expertise
on a specific topic may gain influence solely through the content they
post and their dedication to fruitful engagement with their followers
(Uzunoğlu and Kip 2014). Regardless of whether they are experts or not,
the power of influencers is undeniable, particularly when marketing to
Generation Z.

Generation Z has a greater connection with those they perceive as
being authentic and trustworthy, which has given the ability for digital
influencers to take on celebrity status (Dunkley 2017; Saul 2016). Influ-
encer marketing is effective for this generation because they already have
an established connection and engagement with the influencers they
follow and therefore trust their opinions. Similarly, Generation Z is
known to have a high FOMO (fear of missing out) and thus wants to
engage in the same activities as others they see online (Dunkley 2017).
In addition, members of Generation Z are not only consumers of influ-
encer-generated content, but also content creators. This generation is
technology savvy and therefore knows how to optimize internet-based
tools for content creation, enabling even ‘ordinary individuals’ to elevate
themselves to the role of a digital influencer (Dunkley 2017).
While there is an abundance of research on the effects of user-

generated content (UGC) on consumer’s travel-related attitudes and
behaviours, the effects of digital influencers on their followers have been
overlooked in the tourism literature (Ge and Gretzel 2018; Magno and
Cassia 2018), despite the tremendous presence of digital influencers in
the industry. Looking across all tourism sectors, digital influencers have
an enormous presence in the marketing of destinations (Oates 2016;
Shankman 2014a, b), hotels (Ristova and Angelkova Petkova 2019), food
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and beverage establishments (Ranteallo and Andilolo 2017), transporta-
tion (Media Kix 2016; Zilles 2019), or festivals and events (CPC Strategy
2018).
This book chapter will begin with a review of the general literature

on influencers and their rise to prominence by Generation Z. Then
the chapter will describe the growth and current state of influencer
marketing across the various sectors of the tourism industry, including
destination marketing, hospitality marketing (food and beverage, hotels),
festival and event marketing, or transportation marketing (airlines,
train).

Influencer Marketing

Influencer marketing is a relatively new concept with a limited amount
of research (Uzunoğlu and Kip 2014). Influencer marketing can be
defined as the promotion of products, services, experiences, or places
by social media users, who gained status and popularity by their large
network of followers due to the material and content they post online
and through their self-marketing efforts (Carter 2016; De Veirman et al.
2017; Khamis et al. 2017). “They reinforce social proof in all they do,
even when not paid to do so. What they wear, ride, listen to, where they
go, intrigues and inspires communities” (Solis 2016: 1). Being seen as a
friend with expertise in a certain area but especially being perceived as ‘a
person next-door’ gives influencers their credibility and trustworthiness
(Activate 2018; Solis 2016).
With influencer marketing, digital influencers mediate messages

between brand and target audience, allowing messages to be rapidly and
easily disseminated with the potential to go viral (Uzunoğlu and Kip
2014). The ability of influencers to persuade their audiences is likely
due to their role as opinion leaders. Literature on opinion leadership
extends back to the 1950s, where Katz (1957) explained that opinion
leaders have three common characteristics and behaviours. First, opinion
leaders personify certain values. They have certain traits that allow them
to have a greater influence than others. Second, opinion leaders have
competence, a level of expertise on certain subjects. Third, they have a
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strategic location within their social network. The size of their network
and number of people who value their leadership allows opinion leaders
to influence a large number of audiences. These characteristics of tradi-
tional opinion leaders, such as openness to messages, taking the role of
the discussant, and influence and value among social contacts are the
same as in today’s digital influencers (Uzunoğlu and Kip 2014).
The rise of influencers began with the advancement in technology and

the Internet, particularly web 2.0 which enabled two-way communica-
tion between users and the ability for anyone to create content online.
With web 2.0, online reviews gained prominence, where people could
share their opinions and experiences with a product or service to a vast
audience. Understanding the value that online reviews have on shaping
opinions, certain individuals took advantage of this opportunity by
devoting time to provide genuine opinions through written blogs, video
blogs (called vlogs), and social media platforms, including Facebook,
Twitter, and Instagram (Ristova and Angelkova Petkova 2019). Blog-
gers and vloggers may be considered the first digital influencers, before
the term became popularized. Today, while some influencers started
their online career with a website where they continue to publish blog
articles about various topics, influencers in the year 2019 and beyond
are expected to be present in one (if not more) social media channels
(Fig. 7.1).
Many organizations are now recognizing and encouraging influencers

to promote their products or services, realizing their ability to create
trends, and persuade audiences. Influencer marketing is considered the
‘next golden goose’ of marketing (Newman 2015) and the most impor-
tant new marketing approach for those at the leading edge of purchase
decision-making (Ristova and Angelkova Petkova 2019), particularly for
Generation Z.

Digital influencers exist in various forms. Before social media users
began influencing lifestyle, fashion or travel trends, it was mostly celebri-
ties who acted as company ambassadors to spread the word about
products and services. Organizations continue to spend a significant
portion of their marketing budget on celebrity endorsements due to their
perceived trustworthiness, expertise, and attractiveness, each of which
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Fig. 7.1 Timeline of digital influencers

have been found to be important dimensions impacting purchase deci-
sions (Ohanian 1990). When a celebrity is introduced into a brand,
they bring their own audience with them (Hearn and Schoenhoff 2015).
Celebrity endorsers use both traditional media and social media, and
when celebrities have large social media followings, the followers are also
added to the equation to influence the audience (Hearn and Schoenhoff
2015). Also in the celebrity endorsement literature, self-congruity theory
postulates that consumers prefer brands with personalities congruent
with their own (Aaker 1995). On social media, users may tend to follow
those whom they feel they can identify with or are more similar to
themselves, which for Generation Z may not be celebrities but digital
influencers. For example, studies focusing on teenagers in the U.S. show
that Generation Z is more likely to trust and feel connected to influ-
encers on YouTube than music or movie stars (Del Rowe 2018; Djafarova
and Rushworth 2017; Solis 2016). Therefore, when reaching Genera-
tion Z, hospitality and tourism marketers may find it more beneficial to
work with niche influencers that this generation can relate to and deems
credible as opposed to celebrities in the traditional sense (i.e. actors,
musicians, athletes).

Influencers can be classified into different categories based on the
number of followers (Table 7.1) (Solis 2016).
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Table 7.1 Classification of digital influencers

Category Follower count

Mega-influencer (celebrities) >500 k followers
Mid-tier influencer 100 k–500 k followers
Micro-influencer 5 k–100 k followers
Nano-influencers <5 k followers

While most times an influencer is defined as a single person who
is managing one or more social media accounts, there are also other
trends that should be mentioned. Sometimes one social media account is
managed by influencer duos that are mostly siblings, friends, or couples.
Pet influencers, where content focuses solely on the pet of a person or
CGI influencer accounts that can be described as virtual avatars with
content that is produced by artificial intelligence are other upcoming
trends of influencer marketing (Activate 2019). In tourism, the Insta-
gram account of the travelling cat ‘Sukii’ (@sukiicat) with 1.9 million
followers shows the impact pet influencer accounts have momentarily.
As with all trends on social media, it is difficult to predict what will take
over long term or what will remain a niche-trend.

Another important element to distinguish between influencer content
is the differentiation between sponsored and non-sponsored posts. In
2017, the Federal Trade Commission published an Endorsement Guide
to ensure that influencers clearly disclose relationships they have with
brands when they are promoting their services or products on social
media (Federal Trade Commission 2017). Since then, influencers have to
make sure they clearly state if they were paid to post certain social media
content or not. Further, it became common that influencers also state
when they were not sponsored or paid to promote a product, service, or
destination that they are using/buying/visiting on their own. Despite the
need to disclose brand relationships, research has indicated that spon-
sored posts do not seem to be affecting the impact influencers have on
Generation Z as they still regard influencer-generated content as highly
credible, authentic, and trustworthy (Dunkley 2017).
When it comes to brand-influencer relationships, engagement is an

important factor measuring the success of influencer campaigns, which
is often forgotten when focusing too much on the number of followers



174 D. Barbe and L. Neuburger

an influencer has (Shaw 2019). Thereby, micro-influencers are the ones
that brands work with most often as they show high engagement rates
among their followers (Activate 2019). Another contributing factor to
the success of influencer campaigns is that posts by influencers are
perceived as electronic Word of Mouth (eWOM), that can be explained
as all online informal communication between users but also between
suppliers and consumers (Evans et al. 2017; Litvin et al. 2008). Genera-
tion Z prefers WOM over any other marketing forms and will trust spon-
sored posts by an influencer more than direct marketing from the brand.
These consumers want to listen to other consumers rather than brands
(Pollack 2013). Influencers, therefore, have huge impact on Generation
Z’s purchase behaviour and decision-making process (Dunkley 2017;
Newman 2014; Smart Insights 2015). Generation Z often finds a brand’s
content unengaging (Reggars 2015). As digital influencers already have
established connections with their audience and know what content they
want to see, they are invaluable in helping brands create online content
that engage Generation Z audiences (Dunkley 2017).

Influencer Marketing in Hospitality
and Tourism

Online opinion leaders sharing their travel experiences are not a
completely new concept in tourism. Over 10 years ago, blogs were the
most popular ‘social media site’ to share travel experiences (Schonfeld
2008). Travel bloggers had their own websites (=blogs) where they shared
their opinions, advice, and experiences with their audience. These travel
bloggers were widely used as a marketing tool for hotels and destinations
to gain attention, improve the image and promote their services among
bloggers’ audiences (Glover 2009; Mack et al. 2008). Magno and Cassia
(2018) found that a follower’s intention to adopt the travel suggestions
provided by bloggers depends on the blogger’s perceived trustworthiness
and the quality of information provided. As tourism marketing is mostly
focused on visual content, vlogs, and later social media channels that are
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based on visuals have been successfully used to promote hotels, destina-
tions, or experiences especially to inspire and influence travel decisions
(Beeton 2004; Xiang and Gretzel 2010).

In order to acknowledge the importance and success of tourism and
hospitality influencer marketing among Generation Z, it is crucial to
understand that this particular generation is the first to grow up with the
Internet from the very beginning. With the oldest Generation Z children
being 10 years old at the time the first iPhone came on the market in
2007, they grew up with the popularity of mobile devices. Growing up
with ubiquitous technology from the beginning resulted in change of
behaviours, attitudes, and lifestyle among Generation Z when compared
to older generations that had to adapt and adjust to the growing trend
of technology in their stage of development (Dimock 2019).

As a result of growing up in the Internet era, one factor that
strengthens the success of influencers among this generation is their
ability to provide orientation through the unlimited amount of infor-
mation available online. In the hospitality and tourism industry, the
planning and decision-making process involves sorting through thou-
sands of destinations, accommodations, tour options, airlines, restau-
rants, and other information that is necessary to plan a trip. Influencers
take over the task to sort out the newest trends, products, travel desti-
nations, or hotels and create posts about their choices of relevant ones.
People, especially among Generation Z, already adapted their decision-
making process to that and often follow the recommendations of selected
influencers (Finch 2016). Therefore, getting the attention of Genera-
tion Z means to engage and provide them with useful information and
rewarding experiences. Combined with their intensified online behaviour
it is important for businesses to understand that all communication with
Generation Z as their potential target group has to happen as engaging
two-way communication instead of one-way messages (Finch 2016).

Another characteristic that can be seen as one of the factors resulting
in a very specific niche of influencers is the ethnic diversity of Genera-
tion Z, specifically in tourism marketing. A research study by the Pew
Research Center shows that nearly half (48%) of Americans between
the age 6 and 21 are non-white (Fry and Parker 2018). As this popu-
lation grows to become the next generation of travellers, this positively
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opens the door for more diversity and inclusivity in the online world
of influencers. Not having reached mainstream yet, many influencers
have started to gain popularity who do not conform to the image of a
skinny, white female, male, or couple. Instagram accounts such as @lati-
naswhotravel, @travelingblackwomen, @fatgirlstraveling, @queertravel,
or @lgbt_travelgram_represent examples of niche travel influencers that
specifically target racial, ethnic, sexual orientation or other underrep-
resented minority groups. Although popular in the online community,
brands, and destinations have not yet discovered the importance and
the potential of working with underrepresented minorities in order to
promote the diversity aspect of their products, services, or experiences
(Lasane 2019; Yeboah 2019).

Another online trend that can be seen on social media platforms is
influencers who promote sustainable travel. As Generation Z does not
significantly differ from the former Generation Y and X, sustainability
and climate change remain important topics for this generation (Parker
et al. 2019). This trend is represented by influencers who question tradi-
tional ways of travelling and instead promote sustainable ways of trans-
port (e.g. @greensuitcasetravel) or responsible travel focusing on local
and indigenous communities (e.g. @I_like_local). Oftentimes it is also
the local community itself that uses social media as a counter-narrative
of the real life in a destination versus the solely visual ‘instagrammable’
content influencers show of a destination without referring to the context
of a place (e.g. @mimaincuba) (McLaughlin 2019).

Influencer Marketing for Destinations

The potential of influencers when it comes to destination marketing for
the tourism industry can be seen in a study by Expedia Group (2018)
that shows that two-thirds of Generation Z travellers do not decide on a
certain destination before they decide to take a trip. Therefore, they use
social media and, in particular, channels of influencers as their source of
inspiration to make a decision about their travel destination. Another
study about social media influencers in Singapore showed that social
media influencers can improve the image of a destination what in further
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notice can positively influence travel intentions of tourists (Ong and Ito
2019). Previous literature has indicated that destination image is strongly
connected to travel intentions (Fakeye and Crompton 1991). Therefore,
influencer content that generates positive feelings toward a destination
or a positive destination image, may lead to travel intentions to that
destination.

Many influencer marketing campaigns for destinations show the
impact of these campaigns for the awareness and image of a destina-
tion. For example, the influencer campaign around #VisitPhilly featured
seven influencers from New York City and generated 2.2 million impres-
sions by sharing and tagging photos that were made at ‘instagrammable’
places within Philadelphia (Visit Philadelphia 2018). Also, the island
of Curaçao gained the attention of nearly 10 million users by hiring
influencers (PMYB 2019).

In juxtaposition to successful examples that show the positive impact
of influencer marketing on a destination, possible negative consequences
have to also be noted. Negative consequences of influencers are mostly
connected to overtourism or an overflow of tourists that was provoked
by paid and/or unpaid social media coverage. The world’s longest and
highest glass bridge located in China overseeing the Zhangjiajie Grand
Canyon was closed 13 days after the opening in 2016 when an influx
of too many tourists aiming for an ‘instagrammable’ picture sitting on
the glass bottom floor of the bridge risked the stability of the struc-
ture (Wang and Yu 2016). After renovations and further safety tests,
the bridge reopened two months later with a daily visitor limit and a
monitoring system (Avakian 2016). The #poppynightmare is another
example of negative consequences of influencers on destinations. After
influencers posted selfies in the destination on social media, the influx
of tourists caused damage and traffic problems in the Californian village,
Lake Elsinore (Gammon 2019).
The ‘insta-worthiness’ or ‘instagrammability’ of a place describes

features that are so aesthetically unique that it makes a place ‘worthy’
for visual social media channels such as Instagram. The desire to travel
to one of these unique places featured on social media to get the same or
a better picture may lead to an overflow of tourists to often small villages
or places that have to cope with the problem of overcrowding, as seen in
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examples of the Greek island Santorini, the Trolltunga Fjord in Norway
or a small place called Wanaka in New Zealand (Arnold 2018; Hayhurst
2017; Misrahi 2018; Miller 2017). Therefore, influencer marketing for
destinations, while effective, should also be done with caution of negative
consequences.

Influencer Marketing for the Hospitality
Industry

The power of social media as a marketing tool for the hospitality industry
is unprecedented (Ristova and Angelkova Petkova 2019). The food and
beverage industry was one of the first hospitality sectors to benefit from
the power of social media, particularly visual-based tools with photos of
food swarming social media pages, and the hashtag #foodporn being one
of the top trending hashtags on social media, where people post photos
of their restaurant meals, especially while engaging in culinary tourism
(Ranteallo and Andilolo 2017). ‘Food representations via social media,
especially in the form of photos, have created broader awareness of the
diverse chain of global food production, distribution and consumption’
(Ranteallo and Andilolo 2017: 117). Blogs and social media accounts
dedicated to food and food photography are now commonplace.
With the restaurant industry heavily reliant on recommendations

and WOM, restaurant or ‘foodie’ influencers are increasingly gaining
prominence, with 35% of Americans indicating they have dined in a
restaurant they saw in a post on social media (McLaren 2018). The
website www.influence.co that provides a list of digital influencers based
on number of followers for multiple categories lists over 2000 ‘restau-
rant influencers’, with one of the top influencer @forkmeetsfood having
642 k followers on Instagram. However, digital influencers for restau-
rants are not limited to only those branded as ‘restaurant influencers’
who focus on this particular category, as many lifestyle, travel, and
fashion influencers also frequently post photos of restaurants on their
social media accounts (IZEA 2019). For example, lifestyle and travel
influencer @tourdelust (306 k followers on Instagram) posted a photo
on 5 December 2019 at a café in Paris, France which generated over

http://www.influence.co
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5,800 likes and 220 comments. In this post, @tourdelust wrote about
her five favourite restaurants in Paris, enabling not only the café in the
photo to gain reach and publicity, but also the other cafés and restau-
rants mentioned in the caption. Due to the popularity of visuals when it
comes to marketing food and beverage businesses, Instagram is a popular
platform for influencer marketing in this sector.

Hotel organizations have also reaped the benefits of influencer
marketing. Platforms like Facebook, Twitter and Instagram have made
it easier than ever for hotels to target specific markets based on age,
location, gender, and interests (Ristova and Angelkova Petkova 2019).
Lanz et al. (2010) recommend that hotels employ a dedicated social
media marketer to engage target audiences. As with many hospitality and
tourism industries, hotels are also dependent on WOM and with Gener-
ation Z, digital influencers are a key tool to spread eWOM to this target
audience. For Generation Z, using an influencer to promote a hotel
brand and facilities can draw a high level of attention and popularity,
resulting in increased revenue and better visibility (Think with Google
2014).

Hotels are increasingly using influencers as the face of their advertise-
ments. Influencers share content and opinions on social media platforms
and help spread potentially viral conversations about the hotel brand,
changing the way guests are making their accommodation decisions
(Ristova and Angelkova Petkova 2019). Hotel guests are more inclined
to make accommodation decisions based on what the influencers they
follow are posting (Ristova and Angelkova Petkova 2019). For hotels,
using digital influencers enables the opportunity to build relationships
with the influencer’s followers which can build relationships for the hotel
brand. In addition, regardless of the size of the influencer’s audience, they
can enable a reach beyond what the hotel may be able to have on their
own (Ristova and Angelkova Petkova 2019). By getting an influencer
with a respective niche to share a post, the hotel can get thousands of
potential guests viewing the post in a short amount of time.
The hotel industry benefits from using influencers in marketing

campaigns, particularly among younger travellers who can be signif-
icantly influenced on where they plan their trip based on someone
else’s vacation posts on social media (Ristova and Angelkova Petkova
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2019). Digital influencers are ‘the new generation of reviewers’ who can
provide real-life experiences of the hotel through UGC (Ristova and
Angelkova Petkova 2019). By collaborating with digital influencers, the
hotel industry can generate engaging content which can drive bookings
and accomplish the hotel’s marketing goals. According to Ristova and
Angelkova Petkova (2019) influencers that infuse their unique perspec-
tive into the content they post about a hotel can be as effective as online
reviews when it comes to marketing to Generation Z.

As of 2019, the most important platforms for hotels to employ influ-
encers are Instagram (89%), YouTube (70%), Facebook (45%), Blogs
(44%), and Twitter (33%) (Bailis 2019). However, the hotel should
choose the platform which suits their target audience best. At the same
time, Ristova and Angelkova Petkova (2019) explain that even though
each platform has its own audience, none of them compare to Instagram.
Instagram content is easy to produce, approve, and publish, as a single
photo and caption requires less production cost and effort than videos
or longer form content, allowing the platform to be an affordable option
for hotels to test influencer marketing. In addition, influencers tend to
focus on a specific niche which can be aligned with the hotel’s target
audience. There are several influencers who focus on luxury resorts, for
example, @amyseder uses Instagram to post stunning photos and videos
of luxury resorts all over the world, from the Venetian Las Vegas to the
Shangri-La in Muscat, Oman. With 241 k followers, @amyseder’s photo
at the Venetian with a paid partnership with @Vegas on 15 December
2019 generated over 2000 likes and 60 comments in under 24 hours.
While chain hotel brands may have the greatest budget for influ-

encer marketing, Zhang et al. (2019) found that influencer marketing
generated more positive attitudes towards independent hotel brands and
suggests that hospitality managers of these brands consider the benefits
of including them in their marketing strategy. As independent hotels
are less known, influencer marketing can prove a credible source in
communicating information about unfamiliar hotel properties (Zhang
et al. 2019). As Generation Z becomes the next, and largest group of
consumers of hospitality products, implementing digital influencers into
the marketing strategy will prove an efficient way for hospitality brands
to reach this target audience.
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Influencer Marketing for Events and Festivals

Social media strategies of festivals and events have to include more
than event hashtags and live videos. A study about influencer marketing
reveals that Generation Z (together with Generation Y) are more
attracted to buy tickets to events and festivals that they have seen through
an influencer than any other generation (CPC Strategy 2018).

One of the most popular examples of a festival that is connected to
influencer marketing is the case of the 2017 Fyre Festival that ended
in a disaster. In order to promote the festival, Fyre Festival connected
with around 400 Instagram influencers of all levels of popularity (celebri-
ties and non-celebrities). In only 48 hours the festival reached over 300
million people and boosted their ticket sales. Despite the wide reach of
users, the campaign is highly criticized for many reasons, including not
disclosing paid partnerships between influencers and the festival, and the
spread of false information (Shaw 2019).

Another festival that is known for its instagrammability, its density of
attending celebrities and influencers, as well as being the festival with the
highest growth of income, is the Coachella music festival. With social
media as their most important promotion tool, Coachella is catered
to millennials and Generation Z. Although most social media users
know that posts of (staged) selfies are sponsored, the engagement of
so-called ‘Coachella-Moments’ posts is high and created 4 million uses
of Coachella-related hashtags to share and promote the festival in 2018
(Battan 2019; Pometsey 2019).

Hereby, different social media activities can be used by influencers to
promote an event or a festival. Oftentimes, events let the respective influ-
encer take over their social media accounts to post their content on the
official social media account of the event. With this strategy influencers
bring more followers to interact with the official event channels regu-
larly. Live show coverage and ‘behind-the-scenes’ content can increase
the engagement between followers and event with the help of influ-
encers even more (Dahan 2015). Previous studies have found that online
engagement with a festival throughout each phase (before, during, after)
has led to increased sense of community and loyalty among attendees
(Barbe et al. 2020). With the additional broad coverage before, during,



182 D. Barbe and L. Neuburger

and after the event, awareness of the event brand can be additionally
improved (Martin 2019) and working with the right influencers, events
can reach new and unknown audiences. As with all influencer related
topics, congruence between the event and the influencer, who is covering
the event, is the most important aspect (Businesswire 2016).

However, similar to destinations, also some festivals experience nega-
tive consequences of the influencer trend. The festival ‘Burning Man’
in the desert of Nevada was founded as an experimental event that
targets alternative crowds of artists, musicians, and fans of a ‘commerce-
free’ lifestyle. Since the instagrammability of Burning Man has been
discovered by influencers, the festival shifted from offering camping
and RV sites to all-inclusive camps with WIFI, air condition, and
showers in lodges for $25,000–$100,000 for one week. Moreover, brand
sponsorships were established for the first time and together with the
spread of social media posts the festival is criticized to have lost its
de-commercialization character (Battan 2019). Therefore, festivals and
events, such as Burning Man, have to develop a strategy how to find
the right influencer and how to benefit from them without losing their
original character.

Influencer Marketing for the Transportation
Sector

From airlines to trains, influencer marketing is also becoming widely
used in the transportation sector. According to an article in The
Guardian (Topham 2016), the airline industry was predicted to generate
$40 billion (£30 billion) in profits in 2016, indicating prominence of this
industry and its likelihood to grow as Generation Z enters the market-
place. Due to the high competition within the airline industry, many
airlines are adopting influencer marketing to create content aimed at
reaching engaged audiences. For example, the Australian airline Qantas
partnered with travel influencer @aggie (815 k followers) in November
2019 where @aggie posted a series of photos in Australia, in a Qantas
plane, and outside the Qantas check-in counter at the airport. One of
these Instagram posts generated over 23,000 likes and 230 comments,
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highlighting the tremendous reach that Instagram influencers can have
for the airline industry.

Quantas initiated a similar partnership in 2015, where they teamed
with one of Australia’s most influential influencers, Nicole Warne, to act
as the airline’s official digital consultant (Qantas 2015). This partner-
ship allowed Qantas to reach Warne’s 1.6 million Instagram followers
by directing a series of video guides for the airline and posting brand-
sponsored content (Qantas 2015). Similar digital influencer marketing
efforts have been taken by British Airways and Alaska Airlines (Media
Kix 2016).

However, the airline industry is not the only transportation sector to
take advantage of influencer marketing. Amtrak launched the #Amtrak-
TakeMeThere campaign in the beginning of 2019 where they used
social media contests focused on UGC and digital influencers to increase
their ridership (Zilles 2019). Instead of focusing on mega influencers,
Amtrak’s campaign targeted ‘relatively unknown’ users who are not
expecting money from their creation of content for the brand. London
North Eastern Railway (LNER) also launched an influencer campaign
in the beginning of 2019 where they ‘engaged a range of influencers
to create authentic and relatable content on their journeys to and from
destinations including Edinburgh, Leeds, and York’ (Feeley 2019). The
campaign used YouTube, Facebook, Instagram and Twitter for posting
videos from 6 to 60 seconds in length by micro-influencers who capture
their seemingly real-life experiences on their train journeys (Feeley 2019)
(Fig. 7.2).

Recommendations for Influencer Marketing
in Tourism and Hospitality

As seen in this chapter, influencer marketing is an effective way for
reaching and persuading the purchasing behaviours of Generation Z
across all sectors of the hospitality and tourism industry. The question
remains, however, how to best optimize the use of digital influencers to
solicit business from this lucrative and upcoming market. Researchers
and marketers suggest several strategies. Based on the knowledge and
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Fig. 7.2 Summary of influencer marketing for each hospitality and tourism
sector

behaviours of Generation Z, Swant (2015) recommends that organiza-
tions allow influencers to customize, curate, and remix the content to
make it their own. Digital influencers know their audience best and
therefore allowing them to create personalized content, where they put
the brand in the background, may be seen as the best way to engage
their followers and thus lead to a better eWOM for the brand. Using
the established trust that digital influencers have with their audience to
recommend the brand or organization is an effective marketing strategy
for Generation Z.

As Generation Z sees digital influencers as celebrities, incorporating
influencers in traditional advertisements may be more influential than
using celebrities (Uzunoğlu and Kip 2014). In addition, Generation Z
suffers from FOMO. By inviting influencers to promote events, festivals,
destinations, hotels, and restaurants may entice the FOMO from their
audiences and may be an effective strategy for increasing bookings and
attendance. Further, because digital influencers need to keep updated and
informed, marketers can take advantage of influencers to provide oppor-
tunities for launching new products or introducing an existing product
to a new market (Uzunoğlu and Kip 2014).
Uzunoğlu and Kip (2014) provide various selection criteria for

choosing which influencer to work with. First, there must be a match
between the influencer and the brand. As the brand aims to reach
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the appropriate target audience, the match between this audience and
the influencer’s followers is essential. Influencer marketing goes beyond
attempting to maximize reach. Micro-influencers and non-influencers
can have tremendous impact because they have a unique bond with their
followers. Second, the tone of voice and style of content must match with
the brand’s identity and the message they want to disseminate to their
potential audiences. Third, the content they post should offer something
of value to the brand’s target audience. Uzunoğlu and Kip (2014) also
suggest that they have a large number of followers and reach, however
this may not be as relevant now as research has indicated that engagement
with followers may actually decrease as the number of followers increases.
Finally, reliability is an important criterion for selecting a digital influ-
encer as recommendations from a reliable influencer bring prestige and
credibility to the brand (Uzunoğlu and Kip 2014). Influencers should
compliment the brand’s marketing strategy but should not be the sole
strategy.
This chapter highlights the effectiveness and importance of influencer

marketing for Generation Z in the hospitality and tourism industry and
provides recommendations for how to best optimize digital influencers
to reach this growing market.
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Generation Z: Young People’s Perceptions
of Cruising Safety, Security and Related

Risks

Truc H. Le and Charles Arcodia

Introduction

The increase in demand for cruising in all markets worldwide signifies
that the industry is on an upward trend (Cruise Lines International
Association - CLIA 2019), contributing to increasingly sophisticated
passenger expectations and a requirement for higher satisfaction levels
during cruise trips. Cruising’s rapid growth and progressively sophisti-
cated customer demands suggest that competition within the industry
is becoming more intense. This competitiveness prompts significant
concerns for cruise operators, who must satisfy their current customers
in order to increase customer retention and attract new customers (Baker
and Stockton 2013). To remain viable with this retention rate, it is vital
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for the cruising business to improve cruise experiences and implement
effective marketing strategies.

Previous research found that customer satisfaction and cruising
constraints are key variables impacting customer cruise retention (Baker
and Stockton 2013; Bowen et al. 2014; Le and Arcodia 2018). More-
over, safety and security of cruise passengers play key roles in deter-
mining on-board cruise experiences and satisfaction (Bowen et al. 2014),
thus influence purchase intentions, and mediate the decision-making
processes (Henthorne et al. 2013; Le and Arcodia 2018). As a result,
having a thorough understanding of both new and returning passengers,
especially their perceptions of risk, safety and security while on a cruise,
is a significant success factor for cruise companies who wish to remain
competitive.

Characterised by a long period of cohabitation, restricted space and
a variety of activities both on-board and at ports of call (Kak), cruise
passengers are exposed to a number of risks on-board, which have
commonly been reported and reviewed in the cruising literature: infec-
tion outbreaks, sexually transmissible diseases, motion sickness, cruise
accidents, and terrorism, piracy and crime. Nevertheless, very few studies
investigate how people perceive risks, safety and security on cruise
ships (i.e. Ahola et al. 2014; Baker and Stockton 2013; Bowen et al.
2014; Henthorne et al. 2013; Le and Arcodia 2017, 2018; Neri et al.
2008). These studies, however, only examine passengers’ perceptions of
a single risk, so consequently they lack a holistic approach that offers a
more comprehensive understanding of risk perceptions from a consumer
perspective. This scarcity has posed significant gaps in understanding
cruise passengers’ behaviour, specifically perceptions of risks, safety and
security.

More importantly, the population targeted in the aforementioned
studies was cruise passengers in the actual ships, while the investigation
among potential cruisers has generally been absent, not to mention the
emerging segment of youth markets (Le and Arcodia 2018). A number
of recent studies have indicated that cruisers are becoming younger and
have been an attractive market segment (CLIA 2019; Le and Arcodia
2017, 2018). Young people regarded in this study are Generation Z/Post-
Millennials, who were born from the mid-1990s to the late 2000s
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(Montana and Petit 2008; Williams and Page 2011). According to CLIA
(2019), Gen Z (Generation Z) is a new category of cruisers that is set
to become the largest consumer generation by the year 2020 and set
to outpace even the Millennials. This generation like the Millennials,
prefers experiences over material items and is seeking travel to multiple
destinations and unique experiences, such as for example, music festi-
vals at sea (CLIA 2019). In terms of travel motivation, CLIA (2018)
points out that the majority of Millennials and Gen Z cruisers and non-
cruisers take cruise vacations to see and do new things and to explore
new adventures. In terms of risk-taking behaviour, young people partic-
ularly possess different travel motivations and personality traits from the
broader population, such as sensation-seeking and a stronger inclination
to engage in physical risks (Carr 2001; Lepp and Gibson 2003). Further,
they are more prone to the sensation-seeking phenomenon of ‘out of
space, out of time, and out of mind’ (Pritchard and Morgan 2006) that
can easily distort their risk perceptions and trigger risk-taking behaviour
(Berdychevsky and Gibson 2015). Considering cruisers enjoy travelling
in groups (i.e. with friends, companions, spouses and family), and their
travel motivation is to have fun and adventure (CLIA 2018) and to
search for authentic experiences (Le et al. 2019), it is therefore imper-
ative to understand how the emerging Gen Z market perceives risks and
safety on cruise ships.

Following this, the ensuing inquiry is put forward with the aim
of gaining a better understanding of this important cruising market
segment: how and to what extent Gen Z perceives safety, security and
risks associated with cruise ships. In response to this question, the
paper utilises the relationship between the two risk components: uncer-
tainty and adverse consequences (Bauer 1960; Le and Arcodia 2018) to
approach risk perceptions expressed by Gen Z. Specifically, this study
seeks to answer two research questions: (1) to what extent Gen Z feels
safe and secure when on a cruise ship; and (2) how Gen Z perceives
physical risks on cruise ships. These questions are significant to under-
stand the behaviours of young people and obtain appropriate responses
to changes in this market demand.
The next section consists of a brief analytical review of current liter-

ature on cruising risk perceptions, and a discussion of risk perception
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measurement. The methodology used is then explained and the empir-
ical findings are subsequently presented and discussed. Finally, research
implications and recommendations for cruise operators are provided.

Literature Review

Defining Perception of Cruise-Related Risks

Defining Risk Perception

Defining risk perception firstly requires the understanding of risk
conceptualisation. Risk is defined as the uncertainty of buying a product
(Dowling and Staelin 1994), or the unfavourable outcomes of a purchase
(Cunningham 1967). Above all, however, Dowling (1986) and the
international standard, ISO 31000 (2009) offer a relatively sufficient
definition of risk by conceptualising a risk in a combination of the
likelihood of occurrence, and the consequences resulting from that event.
The aforementioned risk definition has directed how risk percep-

tion is conceptualised in this study. Specifically, this study adopts a
similar two-dimensional framework of risk perception proposed by
Bauer (1960) including uncertainty and adverse consequences. As risk
perception is seen as subjective risk judgements for harmful activities
(Slovic et al. 1982), the framework proposed by Bauer (1960) is suffi-
cient to conceptualise this somewhat fuzzy consumer behaviour concept
(Dowling 1986). Specifically, Bauer (1960) defines uncertainty as proba-
bilistic beliefs, and adverse consequences as the importance of loss when
trying to accomplish a set of buying objectives. Apart from the risk
conceptualisation, perceptions of risk can also be defined in terms of
multi-faceted types of loss such as social, physical, financial, psycho-
logical, and time loss (Dowling 1986). This study focuses on physical
risks since it deals with the loss caused by the surrounding physical
environment on the ship, specifically, the five types of physical risks on
cruise ships which have attracted research interest over the last decades:
infections outbreaks; sexually transmitted infections (STIs); motion sick-
ness; cruise accidents; and terrorism, piracy and crime. This typology of
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physical risks has been proposed in Le and Arcodia’s (2018) conceptual
framework.

Types of Physical Cruise-Related Risks

Infection outbreaks on cruise ships represent a significant public health
issue considering the increasing number of passengers potentially at risk
(Mouchtouri et al. 2010). The infectious agents can enter and spread
easily through the water and food supply or sanitation systems and result
in substantial illness, which is even worse considering the proximity and
interactions among passengers and crew members in confined spaces
(Bert et al. 2014; Kak 2007).

Sexually transmissible infections (STIs) are the most common sexual
health issues, acquired by engaging in unprotected sexual behaviour
or having multiple sexual partners (Bellis et al. 2004; Berdychevsky
and Gibson 2015). Travellers, especially young people, are most at risk
of involving themselves in risky sexual behaviours and acquiring STIs
because of the absence of normal strictures during the travel period
(Sadovszky 2008); and the higher hedonistic, sensation-seeking and risk-
taking behaviour of young people which distorts their risk perceptions
and normative inhibitions (Bellis et al. 2004; Berdychevsky and Gibson
2015).
Motion sickness is one of the main reasons why travelling by sea can

be regarded as a risky mode of travel and acts as a constraint which
demotivates cruising intention (Weeden et al. 2016). There have only
been a few studies that have investigated motion sickness as a cruising
problem that may affect passengers’ experiences negatively. Cooper et al.
(1997) revealed 47.8% of all hospital incidents were for motion sickness.
Bledsoe et al. (2007) observed patterns of injuries and illnesses among
cruise passengers in Antarctica and found that motion sickness was the
most common cause for medical visits. Motion sickness was also found
to have significant impacts on on-board safety since it reduces the crew
members’ effectiveness and improvising capability when confronting a
hazardous situation (Fernandez 2013).
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The incident of collision, equipment failure, explosion, fire or flooding
on cruise ships can result in severe damage with catastrophic conse-
quences (Ahola et al. 2014; Ventikos 2013), thus placing ship safety as
a key priority for ship design and operation (Spyrou 2010). Existing
literature places significant emphasis on determinants and severity of
cruise-related on-board accidents, yet how people perceive safety within
the cruising context is mostly under-examined.
Terrorism, piracy and crime are major security threats that can cause

serious violence to cruise passengers (Bowen et al. 2014; Panko et al.
2009; White and Wydajewski 2002) and even force the shipping compa-
nies to end their operation in several geographic areas. While terrorism
is increasingly becoming one of the greatest threats to cruise passen-
gers (Bowen et al. 2014; Rubackly 2010), pirate attacks continue to be
a serious problem for cruise operators and cruise passengers in certain
regions (Nikolić and Missoni 2013). It is argued that although safety and
security are considered a signature feature of cruising, cruise ships still
experience inherent vulnerabilities from unpredictable terrorist attacks
(Bowen et al. 2014; Greenberg et al. 2006), possible threats from
piracy (Kraska and Wilson 2009), and assaults, thefts, and other crimes
on-board (Dickerson 2014).

Measuring Risk Perception: The Interaction Between
Uncertainty and Adverse Consequences

The two-dimensional framework of risk perception proposed by Bauer
(1960) further suggests a measurement of risk perceptions by deter-
mining the relationship between the two components of risks: uncer-
tainty and adverse consequences (see Table 8.1). This framework has
been utilised by many perceived risk scholars since 1976 (e.g. Mitchell
and Vassos 1997; Peter and Ryan 1976; Winter and Parker 2007). Table
8.1 presents two approaches to determine the interaction between uncer-
tainty and adverse consequences; however, the multiplicative equation is
considered less conceptually approachable than the additive because it
poses some limitations from a mathematical standpoint, that if either
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Table 8.1 The relationship between uncertainty and adverse consequences (
adopted from Le and Arcodia 2018)

Multiplicative version Perceived risk = Uncertainty × Adverse
consequences

Overall perceived risk = ∑n
i=1 Uncertainty × Adverse

consequences
n = the number of types of loss i

Additive version Perceived risk = Uncertainty + Adverse
consequences

Overall perceived risk = ∑n
i=1 Uncertainty + Adverse

consequences
n = the number of types of loss i

uncertainty or adverse consequences equals zero, it will result in a
perceived risk of zero (Dowling 1986).

Perceptions of Safety, Security and Cruise-Related
Risks

Previous cruising literature demonstrates a limited knowledge of risk
perceptions and their impacts on cruiser decision-making and behaviour.
Henthorne et al. (2013) investigate risk and safety perceptions on cruise
ships and suggest that risk and safety perceptions have significant impacts
on cruisers’ intentions to return to a specific destination. Ahola et al.’s
(2014) findings indicate perceptions of the surrounding cruise environ-
ment significantly affect cruise behaviour, suggesting that passengers’
conduct may put all other passengers’ safety at risk if they obtain
inadequate safety perceptions. Peter (2017) examines cruise passengers’
security perceptions and reports 70% of the participants from all ages
considered security to be a serious issue and they take it into consider-
ation when deciding on a cruise holiday. However, the generalisability
of this study is questionable since the findings emerged from only 81
questionnaire responses.

Other studies delimit their scope by examining perceptions of specific
cruise-related risks. For instance, Neri et al. (2008) examine passen-
gers’ hand sanitation beliefs and practices and found that passengers did
not perceive the disease’s consequences as serious and did not under-
stand the risk factors associated with contracting the disease. Baker and
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Stockton (2013) study passengers’ perceptions of food safety and indi-
cate that cruise ship’s food safety practices were not the major concern
for cruise passengers because they are knowledgeable about food safety
and highly aware of serious incidents widely reported by media. Bowen
et al. (2014) focus on investigating perceptions of terrorist threats in UK
and report nearly half of the respondents perceived the possibility of a
terrorist attack on a cruise ship to be likely, even though safety and secu-
rity is seen as a ‘hallmark’ of cruising. Peter (2016) examines security
awareness among cruise passengers and observes that the cruise passen-
gers did not see any visible security which had taken place; however, they
were not concerned with the security invisibility and were not willing
to experience a high level of ‘invasive’ security (Peter 2016). However,
the subsequent study (Peter 2017) reports cruise consumers were not
very concerned about security when planning a cruise holiday. The lack
of methodological clarity calls for a more rigorous research approach
towards risk perceptions on cruise ships. Specifically, the extant litera-
ture has touched only the smallest tip of the iceberg where perceptions
have been examined among a single risk, calling for a holistic view of risk
perceptions on cruise ships and a systematic methodological approach
towards such perceptions.

Risk Perceptions in Youth Travel Behaviour

In the context of consumer behaviour, existing literature places signifi-
cant emphasis on the effect of risk perceptions on purchase intentions
(Henthorne et al. 2013; Le and Arcodia 2017, 2018; Sönmez and
Graefe 1998b). Reisinger and Mavondo (2006) further emphasise that
risk perceptions create anxiety and fear affecting the purchasing inten-
tions, which place substantial travel constraints, encourage more cautious
behaviours and therefore negatively affect tourist experiences and satis-
faction. On the other hand, risk perceptions can simulate risk-taking
behaviour that, while risk-adverse may always attempt to reduce the
perceived risk, risk-taking is inclined to ignore the risk consequences (Le
and Arcodia 2018).
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However, inadequate research in travel risk perception has been
conducted among young travellers, even though this segment represents
an increasingly dominant actor in contemporary tourism (Sarman et al.
2016). Previous studies on the topic of young travellers’ risk perception
are listed as followings (i.e. Adam 2015; Carr 2001; Desivilya et al. 2015;
Lepp and Gibson 2003; Lin et al. 2012; Qvarnström and Oscarsson
2014; Pizam et al. 2004; Sarman et al. 2016). Adam’s (2015) study
on backpackers’ risk perceptions found that although backpackers were
found to mostly be associated with physical risks due to their risk-taking
and sensational-seeking nature (Adam 2015; Carr 2001), they are more
concerned with expectation risks (or service failure) than physical risks.
Likewise, despite many potential risks imposed when travelling overseas,
young tourists are inclined towards adventure tourism which exposes
them to novel and sensational experiences (Lin et al. 2012). Young
tourists are also akin to ‘out of space, out of time, and out of mind’
behaviour (Pritchard and Morgan 2006) which easily distorts their risk
perceptions (Berdychevsky and Gibson 2015), makes them more vulner-
able to STIs and increases risk-taking behaviour with little experience in
prevention efforts against HIV/STIs, especially when it comes to travel-
ling abroad (Qvarnström and Oscarsson 2014). This research, however,
mentioned young tourists as a generic cohort, which lacks substantial
attention on the specific travel behaviour of Gen Z. It is indeed impor-
tant for tourism researchers to be up-to-date with this emerging market,
as well as to understand the market’s behaviour in advance in order to
accommodate their travel needs and wants.
These issues therefore raise significant awareness of understanding

youth risk perceptions in the context of cruise ships, which has been
generally overlooked thus far. Moreso, no research has attempted to
examine Gen Zers’ perceptions of risk on cruise ships. As a result, two
questions are explored in this study as follows:

1. To what extent does Gen Z feel safe and secure when travelling on a
cruise ship?
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This question is posed in order to gain a better understanding of this
segment’s perceptions of cruise ships concerning with their feelings of
safety and security.

2. To what extent does Gen Z perceive physical risks on cruise ships?

This question is posed in order to determine this segment’s perceptions
of specific physical risks that have been discussed in the literature and are
of significance for the cruise industry.

Methodology

This study utilises a quantitative approach to respond to the two research
questions and adopts Bauer’s (1960) two-dimensional framework of risk
perception. The population considered for this study is Gen Z, who were
born from the mid-1990s to the late 2000s, following the age range
defined by Montana and Petit (2008) and Williams and Page (2011).
However, due to ethical concerns regarding research dealing with partic-
ipants under 18 years old, the focus is on participants who were 18
and above. Following this, a questionnaire was developed as a tool to
examine perceptions of cruising safety, security and related risks among
Gen Z. The questionnaire used in this study consisted of eight closed-
ended questions. Table 8.2 specifies the items and the scales used in
each question. The questionnaire was subsequently pre-tested among 10
participants to identify any ambiguity and to test if the research questions
and elicited responses were congruent with the aims of the study. The 10
participants were chosen on the basis that they had never cruised before,
to ensure that all questions could be understood by potential respondents
irrespective of their cruising experience.
The questionnaire was in English and administered via an online

survey and targeted young people whose ages ranged from 18 to 25 years
(representing the upper age range of Gen Z) and who were members of
social media networks. Snowball sampling was chosen for this study to
make use of the widespread network generated through social media.
Initially 60 participants were identified and approached through the
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Table 8.2 Construct and selection of its measures
Construct
measured Question Scale Items

Perceptions of
cruise ship
safety and
security

How safe you
would feel when
you are:

– Participating in
pool activities
on-board

– Participating in
alcohol-related
scenes (e.g. bars,
clubs) on-board

– On a ship going
through
uncomfortable
weather

– Dining in a
restaurant with
lots of people
on-board

– On a ship
visiting unstable
political regions

Five-point scale
(1 = very unsafe;
5 = very safe)

Items related to
perceptions of
cruising safety
in selected
situations

Items resemble
Pinhey and
Iverson’s
(1994),
Reisinger and
Mavondo’s
(2005), and
Sönmez and
Graefe’s
(1998a)
seven-item
scale used to
measure
travellers’
perceptions of
safety in
various
tourism and
recreation
situations (i.e.
sightseeing,
water sports)

(continued)

researchers’ social network and asked to suggest the questionnaire link
to other participants who also fit the criteria, which allowed a snowball
effect of the sample. Of the total 270 responses received, there were 243
valid responses.

Responses from the questionnaire were tabulated and analysed and
the means of these two components and the overall perceived risk scores
were calculated to examine the perception of each risk. The perceived risk
score was then classified into a five-scale ranking which closely resembles
the risk rating matrix (see Table 8.3). In this study, this matrix presents
a perceived risk rating that is used during perceived risk assessment to
define various levels of perceived risk based on the two components:
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Table 8.2 (continued)
Construct
measured Question Scale Items

Perceptions of
cruise-related
risks

How likely do you
think these risks
will happen on
cruise ships?

How severe do you
think the
consequences of
these risks will
be?

Five-point scale
(1 = rare;
5 = almost
certain)

Five-point scale
(1 = negligible;
5 = severe)

Five
cruise-related
risks
documented
from existing
cruising
literature:
infection
outbreaks;
sexually
transmissible
infections;
motion
sickness; cruise
accidents; and
terrorism,
piracy and
crime

Scale adapted
from
Cunningham’s
(1967) and
Mitchell and
Vassos’s (1997)
measurement
of perceived
risk:

Overall
perceived risk
= Perceived
probability +
Perceived
severity of the
consequences

perceived probability and perceived severity (Ruan et al. 2015). This
perceived risk rating incorporates the additive version of perceived prob-
ability and perceived severity (on a scale of one to five for each element)
in representing the perceived risk (the overall perceived risk score ranging
from two to ten).
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Table 8.3 Perceived risk rating

Perceived probability

1 2 3 4 5

Perceived
severity

1 2
Minimum

3
Minimum

4
Low

5
Low

6
Moderate

2 3
Minimum

4
Low

5
Low

6
Moderate

7
High

3 4
Low

5
Low

6
Moderate

7
High

8
High

4 5
Low

6
Moderate

7
High

8
High

9
Extreme

5 6
Moderate

7
High

8
High

9
Extreme

10
Extreme

Overall perceived risk score = (2;10)

Findings and Discussion

Table 8.4 presents the characteristics of the sample respondents in terms
of gender, ethnicity, age and past cruise experiences. The majority of
respondents was from the 22–25 age range (60.1%), yet only 28% of
respondents from this age range had cruised before. A higher proportion
emerging from the 18–21 age range had cruised before (33%), which

Table 8.4 Characteristics of respondents

Characteristics Responses Percentage N

Gender N = 243
Female 132 54.3
Male 111 45.7
Ethnicity
Asia 157 51.5
North America 75 24.6
Europe 37 12.1
Oceania 31 10.2
Others 5 1.6
Age
18–21 97 39.9
22–25 146 60.1
Past cruise experiences
Have cruised 73 30.0
Have never cruised 170 70.0
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may potentially result from having cruise trips with families. Overall,
cruisers (who had cruised before) only accounted for nearly one-third
(30%) of the Gen Z sample in this study. Nevertheless, this study does
not focus solely on the cruiser’s perspective, since the insights emerging
from ones that had no cruise experiences will also be particularly useful
for implementing marketing strategies to attract new cruise customers.
This responds appropriately to the notion that Gen Z is set to become
the largest consumer generation by 2020 (CLIA 2019). Also, while the
majority of sampled respondents (51.5%) was of Asian ethnicity (yet
35% had cruised before), which may compromise the study’s general-
isability, this is considered a preliminary effort to target more specifically
the Asian cruisers—a strongly potential and loyal market since 95% of
Asian ethnicity (the highest among other ethnicities) are very likely to
book a cruise for their next vacation (CLIA 2018).

Perceptions of Safety and Security

Feelings of safety may vary depending on the circumstances with which
people are involved (Pinhey and Iverson 1994; Sönmez and Graefe
1998a). Table 8.5 depicts the means and standard deviations of respon-
dents’ perceived safety and security in relation to selected cruising situ-
ations. Specifically, dining in a restaurant with many people (M = 3.7)
received the highest safety assessments, followed by pool activities and
alcohol-related scenes (M = 3.6). These perceptions appear to contradict
the actual risk measures, that: swimming pools usually experience high

Table 8.5 Perceived safety in selected cruising situations

Cruising situations Mean SD

Pool activities 3.6 0.9
Alcohol-related scenes (e.g. bars, clubs) 3.6 0.9
Uncomfortable weather 2.4 1.1
Restaurant with lots of people 3.7 0.9
Unstable political regions 2.2 1.1

Note 1 = Very Unsafe
5 = Very safe



8 Generation Z: Young People’s Perceptions of Cruising Safety ... 207

numbers of passengers, who are more inclined to suffer from Legion-
naires’ disease (Kak 2007), and from other serious diseases that result
from close interaction with others and poor sanitation systems (Cramer
et al. 2006). Also, a cruise ship setting with high alcohol consumption
is argued to potentially lead to crimes; sexual assaults; and even unpro-
tected sexual behaviour, which causes a considerably higher likelihood
of acquiring STIs (Berdychevsky and Gibson 2015; Panko et al. 2009).
These high perceived ratings can also be explained through the less signif-
icant information people (Gen Z) expose to mass media and social media
when it comes to risks associated with crowded areas such as swimming
pools and restaurants, as well as hedonic activities induced from the high
level of alcohol consumption.

On the other hand, respondents reported feeling least safe when
visiting unstable political regions (M = 2.2). This finding supports the
results from Sönmez and Graefe (1998b) that perceived safety is strongly
related to avoiding politically unstable regions, and Brun et al. (2011)
and Peter’s (2016, 2017) studies that tourists were more concerned about
their own safety and security especially after major terrorist incidents.
For example, in Sönmez and Graefe’s (1998b) study, it was reported
that people felt safer during cruise travel to North America, Europe, and
Africa, whereas they reported feeling more unsafe visiting Asia and South
America. Cruise operators also tend to avoid troubled regions and coun-
tries (or even terminate the route as in the case of MSC and Costa after
the Tunisia attack in 2015) as they would not get the number of passen-
gers required nor the insurance providers who are willing to absorb the
associated risks (Peter 2017).

Perception of Physical Risks on Cruise Ships

Perceptions of the five cruise-related risks were ranked in terms of the
three perceived risk components: perceived probability, perceived severity
and overall perceived risk. Table 8.6 depicts the mean scores and standard
deviations for each risk according to the three perceived risk components.
It was found that motion sickness (M = 3.40) was believed to most
likely occur on cruise ships followed by infection outbreaks (M = 2.60),
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Table 8.6 Means and standard deviations of perceived probability, perceived
severity and overall perceived risk

Cruise-related risks Probability Severity Overall risk

Mean SD Mean SD Mean SD

Infection outbreaks 2.60 0.94 3.27 0.99 5.87 1.56
STIs 2.41 1.09 3.04 1.11 5.45 1.72
Motion sickness 3.40 1.10 2.67 1.04 6.07 1.68
Cruise accidents 2.50 0.98 3.94 1.08 6.44 1.48
Terrorism, piracy &
crime

2.35 1.12 3.91 1.27 6.25 1.63

Note 1 = Rare, Not at all
5 = Almost Certainly, Severe.

which corresponds to the actual measured risk that motion sickness and
infection outbreaks were the most common on-board illnesses (Bledsoe
et al. 2007). Terrorism, piracy, and crime (M = 2.35) was perceived as
the least likely risk, supporting the argument that the world’s oceans have
not historically been a major locus of terrorist activity with only 2% of
the international incidents in the last 30 years (Greenberg et al. 2006).
The finding also aligns with Nikolić and Missoni’s (2013) assertion that
the probability of being injured or killed on-board by pirates is actually
very low in the context of declining piracy on the world’s seas.
While motion sickness was believed to most likely occur on cruise

ships, it was perceived as resulting in the least severe consequences (M =
2.67). In contrast, although terrorism, piracy and crime were regarded as
the most unlikely risk, it received the second highest perceived severity
level (M = 3.91). Cruise accidents (M = 3.94) were in fact consid-
ered as the most severe risk. Overall, one emerging theme is that the
risk with very high probability was regarded as less severe in terms of
consequences, and vice versa. This signifies an interesting assumption
about Gen Z’s perceptions: that they are inclined to believe that risks
with high possibility are less harmful than uncommon risks. Overall,
cruise accidents (M = 6.44) received the highest overall perceived risk
assessment, followed by terrorism, piracy and crime (M = 6.25). This
finding supports the work of Bowen et al. (2014), Panko et al. (2009)
and Rubackly (2010) that one of the greatest threats cruise passen-
gers face today is terrorism and crime. This also aligns with Greenberg
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et al.’s (2006) argument that despite the low incident rate, there has been
ongoing concern regarding maritime terrorism since a single strike can
lead to disastrous injuries.

Infection Outbreaks

Percentage distributions of the overall perceived risk component of the
five cruise-related risks are presented in Fig. 8.1. In general, the respon-
dents were concerned about infection outbreaks on cruise ships. The
probability of infection outbreaks was regarded as the second most likely
risk to happen (M = 2.60), which is aligned with Baker and Stockton’s
(2013) and Bert et al.’s (2014) suggestion that perceived a higher like-
lihood of infection diseases on a cruise ship. Also, infection outbreaks
received significant concern regarding the severity of consequences (M =
3.27), meaning that young people were highly aware of the serious health
consequences resulting from infection outbreaks (Bert et al. 2014; Kak

Infec on
Outbreaks STIs Mo on Sickness Cruise Accidents Terrorism, Piracy

& Crime
Minimum 7.8 14.0 6.6 2.9 5.8
Low 25.9 33.3 25.9 17.7 21.0
Moderate 31.3 23.0 33.3 30.5 29.6
High 32.9 27.2 25.9 42.4 36.2
Extreme 2.1 2.5 8.2 6.6 7.4
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2007; Mouchtouri et al. 2010). This could be the positive influence of
effective media coverage of the escalated number of infection outbreaks
on ships in recent years.

Sexually Transmissible Infections (STIs)

Gen Z generally did not place sufficient awareness on STIs and was not
very concerned about them (47.3% of respondents viewed STIs as a
low or minimum risk). Specifically, the perceived possibility of acquiring
STIs on-board was extremely low (M = 2.41), indicating that young
people participating in this study did not perceive STIs as a common
risk while on a cruise. More importantly, the respondents perceived STIs
as causing minor to negligible consequences (M = 3.04), signifying
STIs were overlooked by Gen Z in terms of both probability (ranked
as the most unlikely) and consequence severity (ranked as the second least
severe ), whereas the issue of acquiring STIs among young people when
travelling by cruise ship has been emphasised in the existing literature
(López 2013; Ward and Plourde 2006). However, the perceived prob-
ability of acquiring STIs is determined by how likely the individual is
open to unprotected sexual behaviour or having multiple sexual part-
ners, which are bound by certain cultural orientations (Le and Arcodia
2018). As a result, there are possibilities to explore this matter further by
incorporating a cultural lens in examining risk perceptions.

Motion Sickness

In contrast with the initial assumption that motion sickness should be
perceived as the least important risk when travelling by cruise ship, the
respondents were highly aware of motion sickness on-board, and the
majority (67.4%) portrayed moderate and high level of concern. Indeed,
motion sickness was considered as the most likely risk to occur on-board
(M = 3.40), aligning with Cooper et al.’s (1997) and Bledsoe et al.’s
(2007) findings that motion sickness accounted for nearly half of all
medical encounters during cruise trips. As expected, the respondents did
not regard motion sickness as a harmful risk (M = 2.67). Efforts should
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be made to emphasise the potential impacts of motion sickness, which
can result in severe consequences for on-board safety and crew members’
effectiveness and improvising capability when confronting a hazardous
situation (Fernandez 2013).

Cruise Accidents

It was shown that nearly half of the respondents (49%) perceived cruise
accidents as a high risk with the second highest overall risk assessment
(M = 6.44), indicating that Gen Z respondents were highly concerned
about cruise-related accidents. This level of concern is essential for
people’s wellbeing while on a cruise, as Chang and Liao (2008) argue
that obtaining an accurate perception of cruise safety will reduce the
possibility of placing cruise passengers’ and others’ lives at risk. Cruise
accidents were considered as relatively unlikely (M = 2.50) (following
terrorism, piracy and crime and STIs); however, cruise accidents received
the highest severity assessment (M = 3.94). This finding is comparable
with Ahola et al.’s (2014), Spyrou’s (2010) and Ventikos’ (2013) studies
which supported the fact that the amount of severe damage and number
of lives lost due to cruise accidents has been substantial in recent decades,
resulting in catastrophic consequences to the ship, its passengers and the
environment.

Terrorism, Piracy and Crime

Figure 8.1 indicates that the majority of Gen Z (73.2%) showed
moderate and high level of risk concern about terrorism, piracy and
crime with the second highest overall risk assessment (M = 6.25). These
findings support the claim of Bowen et al. (2014), Panko et al. (2009)
and White and Wydajewski (2002) that terrorism, piracy and crime are
major security threats that cause serious violence to a large number of
cruise passengers, and correspond to Peter’s (2017) finding that 70%
of cruise passengers stated that terrorism-related security was a major
factor determining their cruising intention. While terrorism, piracy and
crime were perceived as the least likely risk to occur on-board (M =
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2.35), the respondents were highly aware of severe consequences caused
by terrorism, piracy and crime (resulting in the second most severe conse-
quences) (M = 3.91). These findings, on one hand, do not align with
Bowen et al.’s (2014) study, whose findings revealed that nearly half of
144 respondents considered a terror attack on a cruise ship as prob-
able. This significant difference might also be explained by the high
level of security alert that the UK was experiencing at the time Bowen
et al. (2014) conducted the study. The perceived probability of such risks
therefore is dependent on the geographical areas in consideration, as well
as past experiences the individual had with politically unstable regions.
This engenders a number of avenues for future research focusing specifi-
cally on factors influencing risk perceptions among Gen Z. On the other
hand, the low probability of piracy at sea perceived by Gen Z aligns
with Nikolić and Missoni’s (2013) and White and Wydajewski’s (2002)
claim that the probability of piracy on-board is actually very low. The
finding regarding the perceived severity also supports previous studies of
Bowen et al. (2014), Panko et al. (2009) and White and Wydajewski
(2002), which reinforce the claim that terrorism, piracy and crime result
in serious violence and severe consequences to the cruise industry. The
finding suggested Gen Z participants were fully aware of the significance
of terrorism, piracy and crime and its impacts on their cruise travel.

Conclusion and Implications

As mentioned earlier in those studies by Brun et al. (2011), Peter (2016,
2017) and Sönmez and Graefe (1998b) regarding perceptions towards
different cruising situations, Gen Z felt significantly less safe when the
ship passed politically unstable regions or encountered uncomfortable
weather. However, in contrast with initial predictions, Gen Z respon-
dents generally perceived fewer risks emerging in restaurants with many
people, pool activities, and alcohol-related situations. These findings
imply that Gen Z may not be aware of the potential risks associated
with these settings, or they may believe they are capable of mitigating or
avoiding the risks themselves.
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The investigation into perceptions of the five cruise-related risks
revealed that motion sickness and infection outbreaks were perceived to
be the two most common risks on-board, supporting Bledsoe et al.’s
(2007) claim that these two risks accounted for most of the medical
interventions on cruise ships. More importantly, respondents were highly
aware of the severity of consequences which resulted from cruise acci-
dents and terrorism, piracy and crime, corresponding to the actual ship
incidents reported in the extant cruise literature. While terrorism, piracy
and crime was viewed as the most unlikely risk to happen (accounted for
2% of international cruise incidents according to Greenberg et al. (2006)
and Nikolić and Missoni’s (2013) within the last 30 years), yet, received
the second highest perceived severity level among Gen Z respondents,
supporting the conclusions of Bowen et al. (2014), Panko et al. (2009)
and Rubackly (2010) that one of the greatest threats cruise passengers
face today is terrorism and crime. Peter (2017) emphasises the need
of warranting the security on-board among cruise passengers by stating
that 70% of passengers placed security issues as a top priority when
travelling by cruise ship. This study also found that STIs were over-
looked in terms of both probability and consequence severity, suggesting
that young people do not place enough awareness on STIs and do
not have significant concern about the severity of STIs on cruise ships.
This unanticipated outcome to some extent, has reinforced the finding
which emerged from the previous section that young people especially
Gen Z lacked significant attention to personal health and safety when
participating in alcohol-related situations on-board.

Implications and Recommendations

The findings in this study have generated several implications that
are beneficial to academic researchers and cruise operators. Firstly,
the measurement model of perceived risk incorporated by the two
components (perceived probability and perceived adverse consequences)
is believed to offer some possibilities to conduct investigations into
perceived risk/risk perception in different contexts where future research
of risk perceptions can build upon. This measurement model is believed
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to facilitate the examination of relationships between risk perception and
other constructs (e.g. demographic factors). Secondly, since there have
been no empirical studies offering a holistic picture of the extent to
which people perceive different types of cruise-related risks, and even no
studies targeting the youth market, this study calls for future research
attention on the youth market and its behaviour, especially Gen Z,
leading to better predictions on cruising intentions which are based on
developing decisions involving physical risk assessments.

In terms of managerial implications, firstly, cruise operators should
not neglect ship safety and security since there was evidence that the
significant variations in Gen Z’s perceptions were associated with their
past cruise experiences. In addition, cruise operators should implement
more specialised marketing campaigns to raise attention among the Gen
Z market, thus establishing more clearly the safety and security ‘hallmark’
of cruising. Secondly, the examination of risk perceptions on cruise ships
can aid the development of cruise risk management plans tailoring specif-
ically how passengers are aware of the risks and their responses when
the risks occur. For example, cruise operators should be more aware
that young people especially Gen Z tends to overlook their personal
health and safety in crowded restaurants, alcohol-related contexts, and
pool activities, and therefore should generate more appropriate safety
and security policies on ships that involve young customers, especially
the alcohol-involved settings, to mitigate the possibility of any emerging
risks that negatively affect their customers’ cruise experiences.
Thirdly, Gen Z respondents were greatly concerned about cruise acci-

dents and terrorism, piracy and crime risk. The cruise ship industry
readily understands that due to these considerably high perceptions, any
single attack on the vessel would severely damage the cruise operator’s
reputation and impact revenues, as it would intensify the concern among
customers and could potentially result in delayed bookings or trip cancel-
lations (Bowen et al. 2014; Peter 2016, 2017). Taking into account
recent terror attacks, cruise operators should carefully consider which
routes and destinations they choose for cruise voyages, as well as estab-
lish effective cooperation with insurance providers to allay customers’
concerns about safety and ease their fears of terrorism.
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Finally, the examination of perceptions of each cruise-related risk
implies a need for more rigorous communication of health and safety
information, specifically tailoring the needs and demands of Gen Z
passengers, which is a proactive approach mitigating the likelihood of
infection outbreaks and on-board accidents. Customer trust is vital in
the risk communication process because it is intrinsically related to
market demand (Baker and Stockton 2013). In addition, cruise oper-
ators should implement more sophisticated alcohol policies on-board,
promote safe sex practices among Gen Z cruise passengers and enhance
security measures, especially during high seasons.

Limitations and Suggestions for Future Research

Although the sample size was sufficient, the first limitation of this
study relates to the representativeness of the sample due to the snow-
ball sampling technique. Also, bias generated from conducting an online
questionnaire only in the context of social media somewhat reduces the
findings’ generalisability. Furthermore, as shown in Table 8.2, since the
majority of participants in the sample was from Asian ethnicity, the find-
ings from this study should be applied and interpreted with caution in
other contexts. Risk perceptions of Gen Z sampled in this study therefore
may not represent risk perceptions of the whole Gen Z’s market. Never-
theless, considering the limited literature on perceptions of cruise-related
risks among young people, especially Gen Z, findings from this study act
as preliminary results that offer significant insights for future research.
More importantly, further research based on risk perceptions among
Gen Z cruise passengers or among Gen Z across different geographic
areas would make a stronger contribution to the generalisability of risk
perceptions on cruise ships.

Also, some significant variations in perceptions of cruise-related risks
were observed in this study, which suggest influences of various factors
on Gen Z’s risk perceptions and call for the specific examination on the
cultural factor and nationality in determining risk perceptions. Future
research therefore can fulfil this gap by examining the potential factors
affecting risk perceptions on cruise ships. Past research also suggests the



216 T. H. Le and C. Arcodia

overarching effect of national cultures on other demographic factors (Le
and Arcodia 2018; Reisinger and Mavondo 2005, 2006), consequently,
further research is needed to validate this claim in the cruising context.

Considering the severe impacts of COVID-19 on the cruising
industry and the extensive media attention on COVID-19 cases on
cruise ships (e.g. Ruby Princess outbreak in Australia; Diamond Princess
and Grand Princess outbreaks in the US), perception of risks on cruise
ships among the public has changed substantially. It is therefore imper-
ative for cruise operators to start investigating risk perceptions more
deeply to understand customers’ needs as a means to enhance business
and industry recovery post-COVID-19. Understanding risk perceptions
among cruisers also contributes to the effectiveness of control measures,
as long as these are communicated effectively to cruisers. A full investiga-
tion into risk perceptions of Gen Z post-COVID-19 and a comparison
between pre- and post-COVID-19 pandemic are indeed essential for
understanding this segment’s cruise behaviour in an attempt to recover
cruise businesses.
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TheNew Foodie Generation: Gen Z

Burhan Kılıç, Aydan Bekar, and Nisan Yozukmaz

Introduction

Food, with its power and significance, is an indispensable part of our life
and existence. Food is something that we all need, want, have or do not
have. However, beyond being a fundamental need, connotations of food
cover more than nutrition. Food is related to culture, traditions, social-
ization and personal expression. Though the rise of foodie movement
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around the world has been studied in the field of sociology, it has not
been analysed in detail in terms of tourism marketing.

Foodie culture is an intensely aestheticized form of food consump-
tion and foodies are an avant-garde type of marketing society (Ambrozas
2003). Indeed foodie market is conceptualized as a part of Slow Food
movement which is the intersection of leisure, recreation, agriculture
and social change (Dunlap 2012). The rise of foodie movement brings
out some basic questions such as “Who is a foodie?”, “Who does this
term include?”, “Is it a phenomenon varying by cultures?”, “Does it
involve a sophisticated culinary experience?”. Foodie phenomenon blurs
the line between exclusive and mainstream foods. Combining food both
as a physiological need and as an emotional encounter, foodies are a
heterogenous consumer segment which requires deep research (Mohsen
2017).
The second major point of focus of this chapter is Generation Z

who has not been studied in detail. Generation Z belongs to a new
sociological category feeding on information technologies, Internet and
social network (Haddouche and Salomone 2018). This generation is the
biggest marketing challenge because it is the generation of technology
and innovation. This generation has a great purchase power and gener-
ates a quarter of the UK’s population and 40% of consumers in the USA
(Priporas et al. 2017).
This study combines these two new and different market segments and

examines their characteristics and their profiles. Firstly, the unique char-
acteristics of these two groups are explained; then the common grounds
where they meet and form one market segment are examined with the
exemplary studies in literature. As a result, the foodie behaviours and
characteristics of Generation Z are explained in detail and some practical
implications are suggested.

Foodies

According to Kline et al. (2015), researchers have theorized some
segments of food tourists, have analysed their activities, motivations and
outputs. A lot of these segments have been determined by the change in
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interests within culture, heritage and authenticity through food (John-
ston and Baumann 2010). On the other hand, “foodie” research and
foodies’ activities at home are known as a topic that has not been studied
in detail so far (Getz and Robinson 2014a, b).
According to Oxford English Dictionary, the first usage of the term

foodie was seen in an article published in New York Times Magazine in
1980. Then the term was used in the article named “Cuisine Poseur”
published in Harpers and Queen magazine in 1982 (Barr and Levy
1985). Foodie movement came to another level with the release of The
Official Foodie Handbook-Be Modern-Worship Food written by Ann
Barr and Paul Levy in 1985. Barr and Levy define foodies simply as
people who are very interested in food (1985). In the book, historical
events within foodie world are explained chronologically and the rela-
tionship between health and food, famous recipes, restaurants, chefs,
global foods and foodie community are discussed in an entertaining way.

One of the recent contributions to foodie literature is the book titled
Foodies: Democracy and Distinction in the Gourmet Foodscape by
Johnston and Baumann (2010) who explain the history of foodism in
detail starting from 1940s when French haute cuisine was popular to
the day when organic and local foods are popular and the effect of tech-
nology on foodie culture. However, except the book of Johnston and
Baumann, academic studies on foodies are scarce.

The Definition of Foodie and Foodie Characteristics

According to Watson (2013), in recent years, a group of people has
emerged whose need to dine in a specific restaurant is due not to fulfil
just a physical need but due to the food and experience (Barr and Levy
1985). These people can travel long distances or book months before in
order to eat a meal of an exclusive chef or to eat a meal made with certain
ingredients or in a specific location (Ross 2003). These people are called
as foodies (Barr and Levy 1985).

Johnston and Baumann (2010) mention about the differences
between two discourses of foodie concept. One of these discourses is
democracy, the other is related to distinction and money. Some believe
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that foodies are democratic and they enjoy all kinds of food; they are not
snobbish. This belief is related to the global movement of healthy eating,
support for local production, local fairs and ecological and organic
product preferences. In other words, being a foodie is a part of a trend
that everyone can participate in. On the other hand, some think that
foodie movement is a snobbish and elitist trend; foodies are privileged,
pampered upper-class gourmets within dazzling consumption. These
foodies collect cultural capital with food consumption. Or they try to
have a lifestyle or a social group talking and informing about food
experiences that only the rich and the educated can afford. These two
discourses have some merits and foodies can belong to one of them. But
behaviour whether it is an elitist consumption in a five-star hotel or a
visit to a local market, can not define foodies. Being a foodie is about
personal identity or about how they feel about themselves.

According to Ambrozas (2003), whose study is a detailed explanation
of foodies’ cooking, shopping, eating and reading practices, foodie is
a term used by media and foodies themselves halfheartedly. Ambrozas
(2003) defines foodies as people whose identities are partly formed by
eating good food and who consume various food-related products such
as food magazines, Tv programmes and special kitchen utensils.

Johnston and Baumann (2010) define foodies under 4 contexts: (1)
education, (2) identity, (3) exploration and (4) evaluation. Regardless of
their knowledge level, foodies are just curious people towards learning
about food. In terms of identity, foodies consider food as a part of their
selves. This can be related to familial traditions that have shaped their
childhood or to how they see and perceive the world. Their exploration
feature means that foodies always want to try new food, cuisine types and
new recipes. Lastly, enjoyment for foodies is the synonym of evaluation
of food. They enjoy talking and discussing about food.

Cairns et al. (2010) examine the role of gender within foodie culture.
The authors define foodies as people who are not food professionals but
have a passion towards eating and learning about food for a long time.
Cairns et al. (2010) assert that as being a foodie is a hobby requiring
both cultural and economic capital, foodies have specific privileges.

Robinson and Getz (2014) in their study on foodies and their travel
experiences define foodies as people who have a passion towards food and
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a high food-involvement level. According to Bourdain (2012), foodie is
an umbrella term describing people who are interested in food, cooking
and restaurants, but unfortunately it is associated with being snobbish
and fashion enthusiast.

Getz et al. (2014) define the term foodie as a food lover, person inte-
grating food, food preparation process and its enjoyment into his/her
lifestyle and also as a person whose personal and social identity includes
food quality, cooking, sharing food and food experiences. According
to Wilkinson (2016), the term foodie refers to a food lover; a person
integrating food quality, cooking, sharing food and food experiences
into their personal and social identity; foodies include all aspects of
food in their lifestyles and this encourages them to travel for new and
authentic food experiences. According to Yozukmaz et al. (2017) and
Kline et al. (2018), the term foodie is used to describe people who are
passionate about and interested in food and can travel for food or food-
related events and activities like festivals or cooking classes. According
to Mohsen (2017), these various and imperfect definitions put foodie
phenomenon at the phase of immature research subject which requires
detailed research on foodies.

Although foodie concept is often mentioned in daily life, it is shaped
by actors and other institutions within gourmet world like chefs and
food programmes (Cairns et al. 2010). On the other hand, in an article
published in The Sunday Times (Atkinson 2013), it is stated that there is
a foodie culture growing even within student lifestyle. Although foodies
may have higher standards in choosing food, it does not mean that
their food needs are expensive or gourmet like which other people often
perceive foodies (Johnston and Baumann 2010). Watson et al. (2008)
focus on the difference between foodies and gourmets and admit that
gourmets are older, upper-class while foodies are young couples from
ambitious classes who have grown up as the children of consumption
craze and that they criticize about the food they eat in a restaurant and
later try to make it at their home, and they collect food experiences like
tourists collect souvenirs and they try to visit famous restaurants.

Being a foodie is a free emotional choice including a symbolic
consumer behaviour created by products and services offered by a restau-
rant. These people are skilled amateurs who have knowledge about food
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and its content (Stebbins 1992). They worship food and see food as
equal to art. For anyone to call himself/herself a foodie, he/she does
not need a membership to anywhere (Barr and Levy 1985). According
to Ambrozas (2003), foodies are cultural and social experts considering
cultural distinction forms above socioeconomic forms. For example,
their consuming exotic or expensive local foods like pomegranate
molasses shows their cultural capital. At the same time, their prefer-
ence to consume local organic foods symbolically proves their resistance
towards industrial agriculture and genetically modified product tech-
nology. Indeed, core foodies like upper-class chefs criticize both and they
are active representatives of organic food and slow food. Foodies use
their support for alternative farming practices as an indicator of their
culinary capital. She also claims that foodies are more socially aware
and know how to use this for differentiating themselves from overall
consumers. Johnston and Baumann (2010) state that they care about
ecological sustainability and authenticity in their food experiences and
most of their choices are based on the desire of curbing industrialization
in food production system.

Foodies think that food is a joy for their lives and a tool for enter-
tainment. Also, foodies use their food knowledge and desire to learn
continuously in order to collect cultural capital and to differentiate
themselves from other food consumers, accordingly to build their own
identity. Foodies emphasize that for them food is a great personal invest-
ment. They talk about commitment to self-learning and “education
of palate”. This educational interests can be summarized as learning
new cooking techniques, trying new restaurants, participating in food
programmes and reading magazines, food books, cuisine history and
food blogs. Foodies mention their ever-growing food knowledge as a
cultural capital which is some kind of cultural difference separating them
from an average food consumer (Cairns et al. 2010).

Foodies collect food experiences just like tourists collect souvenirs or
take photos of monuments in a destination (Watson et al. 2008) and they
visit famous restaurants (Watson 2013). Foodies can cook with the prod-
ucts they grow in their gardens; visit upscale restaurants; be politically
active in changing legal regulations within food production and write on
blogs about their adventures related to cooking and eating (Green 2013).
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Foodies are aware of being in a special situation belonging to their
leisure and lifestyles and they know that being a foodie is about their
personal and social identity and travel for food is very important to them.
If there are some keywords for foodies, they can be “passion”, “love”, and
“experience”. Their purpose is not to replace hedonism, but to add value
into their experiences through targeted benefits like training and prac-
tical training (Getz et al. 2014). Also, for many foodies online consumer
reviews especially food blogs presenting amateur restaurant reviews are
an important information source (Zhu and Zhang 2010). Accordingly,
food blogging can be an important tool within foodie culture.

In the study of Getz and Robinson (2014b) the most popular food-
related activities in which the participants participate are found as
visiting farmer markets, ethnic and cultural festivals, wine and food tast-
ings, food-related festivals and visiting expensive restaurants. The study
reveals that foodies enjoy food-related activities that require participa-
tion. The participants are asked about their mostly preferred food-related
experience in Australian destinations; the highest ranked answer is found
as authentic culinary experience in local restaurants.
The most important characteristics of foodies are enjoying to cook,

learning about food, expressing themselves through these activities,
thinking about the quality of food, sharing food, establishing social
interactions via social gatherings focused on food, being meticulous
in purchasing and preparing food. Despite being important for many
foodies, healthy eating is highlighted as a specific characteristic of foodies
(Yozukmaz et al. 2017). They are people who are interested in eating
quality foods, trying new recipes, cooking with local materials, following
the latest trends in nutrition, restaurants, chefs and food and travelling
to try new food and beverages (Kline et al. 2018).

As foodies are not a homogenous group (Sloan 2013) they can be
differentiated in terms of their identities, interests, involvement levels,
travel preferences and food-related activities (Getz et al. 2014). Barr
and Levy (1985) offer seven different types of foodies. This is the first
attempt in classifying foodies and it is created according to their interests
like growing vegetables in garden, trying to cook with local ingredi-
ents or ethnic flavours (Green 2013). In 2011, a foodie typology is
presented on Huffington Post which divided foodies into segments like
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“Made it Myself, Organivore, Europhile, One Upper, Snob, Anti-Snob,
Avoider, Blogging Food Pornographer, Bacon Lover, and DIYer (Do-It-
Yourself-er)” (Brones 2011). Bourdain, in her book Comfort Me with
Offal (2012), examines modern foodies under 85 titles. Some of them
are “chefestants, pizzaratti and coffeegeeks” (Green 2013). In 2012, in
a research conducted in the USA it is asserted that foodies are not
a homogenous group and they are divided into six groups as organic
foodies, healthy foodies, fans of foreign/spicy food, gourmet foodies,
enthusiastic chefs and restaurant foodies (Sloan 2013). Another attempt
to divide foodies into groups is made by Leggett (2013). Some of
the typologies of Leggett (2013) are fast food foodies, hipster foodies
who want their food to be Instagrammable and Do-It-Yourself foodies
growing or making their own food. Although these foodie categories have
not been supported empirically and only generated for entertainment,
the reason why this typology is given a place here is to the popularity of
foodie concept in popular culture.

Foodies’ Travel Behaviour

Today many tourists travel due to food and food-related activities with
which a segmentation can be made in tourism industry. In this sense,
foodies can be a starting point for segmenting food tourism market.
However, despite the increase in the research on food tourism and food
tourist, the information about foodie behaviour and foodie characteris-
tics is still approached with suspicion (Dunlap 2012). In a few studies,
foodies are analysed beyond general foodie concept as a potential food
tourism market. The line between food tourist and foodie is not thin.
Foodies participate in food-related activities regularly, not just while trav-
elling, and they define themselves as foodies (Green 2013). Getz et al.
(2014) define foodie within tourism context as “people who travel for
their food passion because of their special interest”. Foodies also seek
innovation and desire to taste new meals and to gain new experiences.
Thus many foodies travel due to these motivations and choose desti-
nation in terms of these motivations (Getz et al. 2014). Barr and Levy
(1985) claim that as tastes and smells of local food are some things that
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need to be experienced in person, “foodies love traveling more than other
people”.

Robinson and Getz (2014) investigate foodies and their travel experi-
ences and approach foodies as tourists seeking food tourism experiences
and desiring to participate in these experiences. Most of the participants
who describe themselves as foodies have a high food-involvement level.
One-third of the participants have a subscription to food magazines;
one-fifth of them write online food blogs or food forums; 6% have a
food club membership; 11% have a wine club membership. In terms of
their travel behaviour, it is observed that one-third of the participants are
planning a domestic food-related travel in the ensuing year.

According to Green (2013), tourism industry has also started to adopt
the term and send marketing messages to the people identifying them-
selves as foodies. The purpose of Green’s (2013) study is to determine the
food-related activities and food habits of travelling and potential foodies.
In their study on foodies and food-related events, Getz and Robinson
(2014a) posit that some participants have travelled for a food-related
experience in the recent year and claim that this is an indicator of the
strong connection between foodies and gastro-tourism. In their study,
it is also seen that foodies care mostly about authenticity, tradition and
local customs. The commonalities related to food-related attractions in
destinations are found as wine, local production and food service. In line
with this, It is determined that during their travel, foodies seek culturally
authentic food experiences, educational experiences related to traditional
food and socializing opportunities through food experiences (Getz and
Robinson 2014b).

Accordingly, Kline et al. (2018) focused on travel habits and food-
related activities, and supported that people describing themselves as
foodies enjoy and can be categorized into certain sub-groups. The
cluster in which the participants describe themselves as foodies is called
“pioneers”. The most important activity that these “pioneers” join is
experiencing special food and beverage types such as local food, cultural
food and local beverages.

Authenticity is a subject that has been studied in detail in food
and food-related tourism literature (Beer 2008; Johnston and Baumann
2010). Johnston and Baumann (2010) suggest that authenticity lies in
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the process and form of food production and in the fact that food unites
the eater with the producer, heritage and traditions. Even foodies travel-
ling for experiencing exotic foods search for these foods and help them
be defined.

Generation Z

The generation is defined as a community of people connected by an
affinity that emerges by sharing events that change the society in which
they grow up. These events are often a combination of social, economic,
political or technological complexities (Merriman 2015). Therefore,
Generation Z is defined as the individuals born in the same tempo-
rary period hosting events like 9/11 (Mannheim 2011). Generation Z
is defined by many other terms like Gen Z, Zs, Gen Z’ers and because
they have grown up in the era of digital technology, they are named as
Internet generation—IGen, iGeneration, Net Generation—net gen, and
Digital Natives (Renfro 2012; Euromonitor 2011; Singh 2014; Turner
2015; Fister-Gale 2015).

Specifically, with regard to Generation Z, Renfro (2012) claims that
the exact starting and ending points are not clear in terms of generational
labels related to Gen Z. The birth dates of Generation Z vary by different
authors and researchers. But most claim that Gen Z covers those born
in 1995 and after (Fister-Gale 2015; Priporas et al. 2017; Su et al. 2019;
Devenyns 2019; Maynard 2019; Singh 2014). In this chapter, Genera-
tion Z is called as Gen Z, Gen Z’ers and Digital Natives. Their date of
birth is accepted as 1995 and after.

Gen Z Characteristics

Although they are from diverse groups in terms of life stage, nationality
and ethnicity, the globalization and digitalization of society has enabled
Gen Z to share some common features such as a sense of community
and technological skills (Euromonitor 2011). These are titled in this
chapter as (1) Supporters of Diversity, (2) Community Oriented, (3)
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Independent/Individualistic, (4) Self-confident & realistic, (5) Digital
Natives.

Gen Z supports diversity: Gen Z is a very mixed group representing
many cultures and ethnic origins (Aaron Allen & Associates 2018).
They recognize diversities in the population (Renfro 2012) and are more
tolerant of different cultures (Singh 2014). Gen Z is less discrimina-
tory and more embracing than previous generations. As they grow up
in a politically correct and multicultural society, they have more social
adaptability (Euromonitor 2011). As they are an ethnically diverse group,
they believe in diversity, equality and poverty alleviation (Vision Critical
2016).
Gen Z is community-oriented: In general, Gen Z’ers are community-

oriented young people (Su et al. 2019; Euromonitor 2011). They care
about cooperation and relationships. They join online chat groups and
multiplayer video games. (Tavares et al. 2018). They expect an equal and
respectful co-existence with others regardless of age (Merriman 2015).
Although young, Gen Z is more socially and environmentally conscious
than previous generations (Renfro 2012). They know the social respon-
sibilities and laws and regulations that we have to assume within the
society (Singh 2014). They have a higher sense of social responsi-
bility. Almost 60% of them state that they are interested in changes in
sustainable development (Su et al. 2019).

Gen Z is individualistic and independent : Gen Y is said to be group
or team-oriented, but today’s youth is more individualistic and indepen-
dent (Euromonitor 2011). They care more about independence rather
than authority. They want freedom in everything they do, e.g. freedom
to choose or freedom to express (Tavares et al. 2018). They desire to
create their own solutions (Merriman 2015). Gen Z is a natural born
individualist and believes in expressing and speaking its own opinions
on the Internet, at home or at school (Euromonitor 2011). Z’ers do not
need to be controlled very much, especially because they can easily find
answers of questions about their passions and curiosity (Renfro 2012).

Gen Z is self-confident and more realistic: Gen Z is more real-
istic, practical and materialistic than other generations (Euromonitor
2011). Generation Z members have grown up under very different
circumstances and conditions. They have seen that their parent lost their
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jobs and sold their houses and all these have changed them (Fister-
Gale 2015). The increase in collective self-confidence has infused young
people with a desire to succeed, the biggest source of which is the
Internet. Under the influence of recession, this generation will be more
timid about taking risks, travelling and working abroad (Euromonitor
2011).

Gen Z’ers are Digital Natives: According to Prensky (2001), modern
youth is defined as digital natives because they have seen no life without
the Internet. Gen Z is the first generation to be born into the digital
world (Singh 2014). No other generation has ever experienced a time
when technology was so accessible at an early age (Prensky 2001;
Euromonitor 2011). With technological advances in the multimedia
world, including tablets, smartphones, social media, media players and
flat-screen TVs, Generation Z is used to interacting and communicating
in a world that is always connected (Turner 2015). They are typically
tech-savvy (Singh 2014) and connected with their peers through social
media (Renfro 2012).

Gen Z as Tourist

Getting on the stage now, Gen z is a generation with a high purchase
power. It is a challenge because their behaviours are different than those
of previous generations and these behaviours cause changes in their
consumer behaviours too (Schlossberg 2016). According to Forbes, Gen
Z’ers cover $ 29 billion to $ 143 billion of direct spending (Devenyns
2019).
Gen Z will bring the mobile revolution into travel and tourism as

much as it can (Vision Critical 2016). Gen Z consumers are particularly
frequent buyers of customizable applications, and it is therefore impor-
tant for marketers to understand how consumer behaviour is linked to
smart shopping (Priporas et al. 2017). They want to be able to handle
all the necessary tasks from their choice of destination to flight, hotel or
restaurant reservations with their mobile phones or tablets. They want to
ask questions online and get answers while making their decisions. While
travelling, they also want to take care of their mobile transactions, such
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as airline check-ins or tour-guide bookings. They want their phone to
serve them like a tour guide, and they want more than ordinary sights or
tourist traps. They expect to find more authentic and local experiences.
For example, Four Seasons Hotels & Resorts has produced an app with
a wide range of recommendations from concierges for more than 100
destinations and allows to discover unique, desirable and different expe-
riences. At the same time, some companies have made applications for
the usage of mobile phones as hotel room keys (Vision Critical 2016).
They have higher expectations; do not have brand loyalty and they

are more interested in experiences (Schlossberg 2016). They are not
provoked by luxury brands. They care more about value and personal
style than designer labels (Vision Critical 2016). Gen Z prefers to have
control over their own experiences or create their own experiences.
Therefore, companies offering mass customization and personalization
are more successful in targeting this generation. (Euromonitor 2011).

As Haddouche and Salomone (2018) point out, young tourists repre-
senting Gen Z are hard-to-understand and knowledgeable and expect
much from their travels. Generally, it draws a travel profile away from
traditional tourism with its travel and accommodation preferences and
its relations with the environment and local people. In particular, Gen Z
is involved in different leisure activities than in older generations. In the
UK, for example, young people aged 16–24 rate cultural activities less
than other activities, such as visiting exhibitions and museums (Halliday
and Astafyeva 2014). For this reason, in order to establish a connection
with this age group in terms of leisure activities, it is necessary to target
the youth’s desire to create social interaction, sharing and experience in a
virtual world (Skinner et al. 2018).
Gen Z, the most ethnically diverse generation in history, feels itself

at a global village: they come from all over the world and want to be
local and global residents. Almost 40% of those aged between 14 and
18 say they need a trip to feel their life is complete. Almost 70% argue
that travelling alone without parents is an indicator of adulthood (Vision
Critical 2016). According to Haddouche and Salomene (2018), Gen Z,
which is projected as a narcissistic generation and wants to emphasize
their own selves or personalities (e.g. by sharing selfie), exhibits great
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humility during tourist experiences, because the community factor as the
opposite of individualism is an important feature of this generation.

According to Haddouche and Salomene (2018), young tourists can
be both sensitive to environmental protection and extremely open-
minded. Young people expect a lot from their travels. The consump-
tion of accommodation becomes a hedonist behaviour: tourism is a
moment of empowerment, inference, socialization and entertainment
at the same time. While traveling, new friendships are created, interac-
tion with indigenous people is sought and deep meaning is sought for
personal life and personal development. All of these needs are evident
in specific purchasing behaviour: last-minute decisions, seeking oppor-
tunities, resorting to word-of-mouth communication, and the use of
low-cost services. This young generation also has the prescription power.
In 94% of their families’ purchasing decisions, they present their ideas
and undoubtedly take part in destination choices. Research shows that
they have an increasing sensitivity to solidarity tourism and useful travel
(Mignon 2003).

Food-Related Behaviour of Gen Z

As spending power increases, this tech-savvy group will transform the
food and beverage industry. They affect 600 billion dollars of family
spending (blacksmithapplications.com). Gen Z generates a sustainable
food segment with a high potential. Therefore understanding of this
consumer group is very important to create an effective approach for
sustainable marketing (Su et al. 2019). Gen z is the leader of change in
many restaurant trends and therefore has forced operators to review their
menus. (McSweeney 2019). Indeed, Gen Z was born into foodie culture
and grew up aware of the purpose of food and the role it played in a
good life (www.blacksmithapplications.com).

According to Mintel’s research, Gen Z is a force that is big enough
to shake the food industry and has the potential to change health and
well-being expectations, increase the accessibility and culinary creativity
of international cuisine (blacksmithapplications.com). Hartman Group
said that more than half of Gen Z liked to cook, one-quarter of them

http://www.blacksmithapplications.com
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cook their own food, and one-third wanted to improve their cooking
skills. They mostly cook food such as are eggs, pasta, rice, vegetables,
cookies, brownie, pancakes, waffles and French toast. Today’s young
people prepare their own meals because of their busy family programmes
and eat more often alone (Mullen 2019).

Gen Z sees customization of food as an expression of who they are.
This may be an extension of maturing with social media in their hands.
Because of social media, food should not only be sharable on Instagram,
but also a representation of one’s mood and feeling that day (Devenyns
2019). Gen Z’ers have always been stereotyped as people staring at the
screens of their phones. But this group also values experiences; specially
to dining experiences. They consider eating out as a social activity and
focus on spending their time with their family and friends (Aaron Allen
& Associates 2018).
Their food-related attitudes and behaviours are discussed under their

commonalities such as (1) technology, (2) health, (3) authenticity, (4)
fast food and snacks.
Technology: For Gen Z, which is growing in the social media era and

is expected to change the food and beverage industry, online shopping
and online ordering will be the most important food habit (Demeritt
2018). In 2015, a fast service restaurant chain became the first in its
field to make a mobile app with which food can be ordered and paid
for both in drive-through and dine-in. In doing so, the chain has Gen
Z in mind. This application allows confident Gen Z to place orders
on its own without interacting with people. Their desire to solve their
own problems has been met by the ability to customize each menu item
in the traditional menu, but without the obvious additives and extras.
Their creativity is driven by the unlimited options offered by the app,
and their desire to be connected allows them to share their new menu
creation on sites such as HacktheMenu.com (Merriman 2015). Gen Z
are frequent users of restaurant applications and online ordering With
their growing interest in food, Gen Z tends to order from restaurants at
nights when they can’t go out. Online ordering has become Gen Z’s best
friend (McSweeney 2019).
Young people don’t go to restaurants without a phone. This shows that

their commitment to technology is stronger than previous generations.
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Sharing the account, looking at the menu from Facebook, and sharing
real-time online reviews are some of the Gen Z behaviours. When it
comes to eating out, many Gen Z’ers will look at Facebook and Insta-
gram Pages before going to restaurants (McSweeney 2019). Technology,
photography and social media are part of their daily lives and this is the
case in their dining experiences too (Blog B2BIO 2019).
Their independence at home and their easy access to information give

Gen Z self-confidence in the kitchen. Many are able to cook through
YouTube and other social media networks due to their tendency to
discover fun and informative food content and their desire to experiment
with fast and fun video-based recipes (Mullen 2019). What is different
for today’s youth is that information, entertainment and instructions
about cooking are plentiful and accessible. The abundance of informa-
tion gives young people the feeling that they can cook whatever they
want (Demeritt 2018).
Health: In some ways, Gen Z is healthier than previous generations

because they have grown under the bombardment of messages advo-
cating the importance of healthy eating and being fit (Euromonitor
2011). On the other hand, according to Su et al. (2019), Gen Z is more
knowledgeable about sustainable life than previous generations because
they have access to healthy lifestyle options at an early age. They are envi-
ronmentally friendly; prioritizing health when making food choices and
paying more attention to higher quality of life than other generations.
They prefer fresh ingredients rather than processed food. The words

like “natural”, “sustainable”, or “organic” on products packages or restau-
rant menus draw their attention (Vision Critical 2016). Even the
youngest members of this generation know the responsibilities that must
be taken to protect the planet. They do not care about nutritional values
as much as Millennials, but their priority is the production of food
with natural, organic and sustainable ingredients (Blog B2BIO 2019).
According to a Nielsen survey with 30,000 participants, 41% of Gen Z
is willing to pay more for the foods they perceive to be healthier (Su
et al. 2019). The vast majority of Gen Z seeks food that conforms to
their values (McSweeney 2019). And they want a balance of vegetables
and protein in their meals (www.bestfoodfacts.org).

http://www.bestfoodfacts.org
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They prefer vegetable consumption and they are more open to
being vegetarians than millennials for ethical reasons (Maynard 2019).
Producing iconic pastas and cheeses since 1937, Kraft Foods added the
pasta produced from cauliflower and flaxseed to its product line in 2010
and released its Smart product line. In April 2015, the company changed
its original recipe and replaced it with a recipe from natural and organic
foods. They expect sophisticated and healthy menus when eating out, as
they are more independent in their choice of food, and more enthusi-
astic for fresh food (Vision Critical 2016). In 2016, PepsiCo released
a product range made from cane sugar instead of high fructose corn
syrup, as they tend to be vegetarians and prefer cleaner and healthier
brands (Devenyns 2019). About 14% of American restaurants offer meat
products prepared with vegetable ingredients. An example of this is the
Impossible Burger from Burger King’s Whopper series (Maynard 2019).
Gen Z would like to see fermented foods like Kombucha in the menus.
It has entered the radar of Gen Z with remarkable health benefits and
high prices (McSweeney 2019).

Authenticity and Diversity: Another powerful feature of Gen Z’s
eating habits is that they try authenticity and flavours from all over the
world. This is because the new generation has different ethnic identi-
ties and is following international trends through the Internet. Gen Z is
not afraid to try new cuisines and wants to experience authentic experi-
ences by trying dishes from other parts of the world. The key is that this
is not just an authentic cooking technique or a search for ingredients,
but an authentic experience with that culture (Rewards Network 2019).
According to Food Business News, Gen Z seeks bold taste profiles and
extreme sensations from more authentic flavour combinations than the
Millennials (Devenyns 2019). As Gen Z consumers age, they develop
a taste for international foods, local or premium foods and unique and
spicy flavours and begin to try different culinary delights, such as Asian
and Mexican flavours (Maynard 2019; Demeritt 2018). This group is
also open to experimentalism in nutrition. They are constantly experi-
menting with a new diet; such as keto, paleo, vegetarian or vegan. They
are not afraid of new types of food and everywhere they ask if there is
plant-based meat product (Weise 2019). Whether they like classic food
or not, they look for a slightly more fun version of the classics (Rewards
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Network 2019). For this young generation, only different combinations
of these classic flavours with more spices and varieties can be made
(Gordon Food 2019).
This group wants to try new and adventurous dishes, such as food

trucks or street food that taste good and offer a unique dining experience.
(www.bestfoodfacts.org). According to Technomic’s latest report, 42% of
Gen Z wants to see street food in the menus (McSweeney 2019).

Fast food and snacks: Although there is a general trend towards
healthy living, young people’s fast lifestyles and junk food love make it
an important market segment for fast food and snack companies Going
to fast food places, coffee shops and 24-h open restaurants is a popular
activity among young people (Euromonitor 2011). Hamburger and pizza
will continue to be on the trend list. But this time they prefer hamburgers
and pizzas made with more organic ingredients or locally produced with
quality ingredients (McSweeney 2019; Blog B2BIO 2019). They have
an interest in continuous snacks and meal replacement. They some-
times even spend a meal with snacks. According to Food Dive’s report,
Gen Z is used to consuming snacks during the day, moving away from
three-course meals (Mullen 2019).

Discussion and Conclusion

Food has been and will be the topmost priority for people as it is the
primary need in our lives. However, there are some people who see
food more than just a need. This group of people is called as foodies.
According to Barr and Levy (1985), foodie is a person who is very inter-
ested in food. Foodies talk about food at almost every gathering. They
salivate while talking about restaurants, recipes and even radicchio. They
do not think that they talk nonsense. Foodies consider food as an art
form at the same level with painting or drama. Their attitudes towards
food, behaviours related to food and activities are different than other
people. Food is the centre of their lives and this does not require any
membership or being rich, etc.

Generation Z is the people born in 1995 and after and it is very
different in various ways from its predecessors. Gen Z members are both

http://www.bestfoodfacts.org


9 The New Foodie Generation: Gen Z 241

community-oriented and individualistic. They are independent, open-
minded and embracing diversities more easily than other generations. All
these are caused by their relationship with Internet and tehcnology. The
constant access to Internet gives them self-confidence and makes them
knowledgable about many things happening around the world. All these
characteristics of Gen Z are reflected in their consumer behaviour and
food consumption behaviour.
They are already called as fresh foodies which proves that Gen Z is

a foodie generation. Their food preferences and food-related behaviours
are parallel to those of foodies. To explain this, we can give the example of
foodies’ interest in sustainable, organic and locally produced food. Gen Z
cares more about green, sustainable, organic and local products, because
it is more socially and environmentally aware and wants to protect the
planet. Thus they can be categorized as organic foodies.
These young people are also curious about learning about food and

thanks to Internet, they can learn whatever they want from Youtube
channels or Instagram. They are similar to do-it-yourself foodies in this
regard. As they are always connected online, they always want to share
their moment to moment experiences and their own opinions on social
media sites. With this characteristic, they can be grouped under hipster
foodies. Also, it is known that food blogging has been developing within
foodie culture.

Also, one of the most important aspects of foodies is their focus on
authenticity and authentic experiences. As foodies, Gen Z members are
always seeking new flavours such as foreign or spicy food or international
cuisines like Asian or Mexican as they are a diverse group of people and
come from different ethnicities and nationalities. In a study which is
similar to Green (2013), it is found that the members of Gen Z are
mostly moderate foodies as a result of their self-reported foodie rating
and their most favourite foodie activities are eating street food, trying
new restaurants and new recipes (Kılıç et al. 2018).

Another thing is that foodie identity is increasing within a student
lifestyle which shows that younger Gen Z’ers may be more foodie than
their elders. All these similarities between foodies and Generation Z
also indicate that these young people will travel for food, especially for
gaining authentic food experiences.
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Suggestions and Practical Implications

While tourists want to explore their interests during their travel, their
behaviour can change in their daily lives. Research on daily behaviours
of foodies is important to the understanding of various foodie types,
right marketing strategies for them and their decision processes in partic-
ipating food tourism. Determining their lifestyle choices related to food,
purchasing wine, taking cooking classes, visiting local markets, cooking,
gardening, their thoughts on sustainability and other food-related activ-
ities is of vital importance for every destination that desire to develop
experiences and food products (Kline et al. 2015). For attracting foodies
who have a great passion towards food and can travel due to this special
passion, their food-involvement levels, travel motivations, travel prefer-
ences and their characteristics should be understood. Any research on
this kind of a niche market should be based on theory for evaluating this
within gastronomy tourism (Wilkinson 2016).
Economists argue that Gen Z will contribute $ 29–143 billion to the

US economy and become the largest consumer market in 2020. These
statistics necessitate the market segmentation of the factors affecting the
purchasing decisions of Gen Z in the sustainable food market and a
detailed examination of this segment (Su et al. 2019). According to
the way Gen Z sees the world, all brands and companies need to be
constantly online like themselves, and even for them, connections must
be fast and effective (Vision Critical 2016). The tactics that can be used
to increase Gen Z’ers spending power are as follows: (1) A restaurant
experience investing in social responsibility. (2) An active social media
account. (3) Menu updates. (4) Provide fast and reliable service. (5)
Create a comfortable space (Janzer 2019). Also, words such as natural,
organic and sustainable on menus affect Gen Z more than other gener-
ations. Restaurants can use words like local, authentic, farm-grown,
organic and cage-free in their menus to attract Gen Z consumers who
are willing to pay more for products that support social responsibility
(Gordon Food 2019). Combining traditional food with adventurous
elements, chefs—such as fermented garnishes or hot peppers—can please
these young people (Aaron Allen & Associates 2018).
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Since travelling and taking a vacation are one of the reasons for saving
money, this saver generation is a great opportunity for companies that
know how to address them and reach them interactively through their
preferred mobile channels. Their attention can be drawn via 10-s or
shorter ad commercials or videos like Snapchat as their attention spans
are shorter (Vision Critical 2016).

In future research, the cultural differences regarding foodie behaviour
of Generation Z can be studied. Because cultural variables have an
impact upon the generational differences. Also, food tourists among Gen
Z can be examined in terms of their food-involvement levels.
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10
Perceptions of Gen Z Tourists on Street

Food in Hong Kong

Derrick Lee, Tingzhen Chen, and Wilco Chan

Introduction

Street foods refer to ready-to-eat foods and beverages prepared at home
or on streets and consumed on the streets without further preparation or
with a little preparation (Rane, 2011). Street foods are a source of food
that is socially and culturally accepted, low-price, convenient and often
tantalizing preparations for both urban and rural populations world-
wide (Namugumya and Muyanja 2012). The impact of globalization has
led to changes in modern lifestyles and family structures, limited food
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preparation time, along with other socio-economic reasons, have led to
significant changes in consumers’ food selection attributes and consump-
tion patterns. Consumers today are visiting different street food outlets,
seeking convenience and value for their money. This provides oppor-
tunities for street vendors to sell food and earn income as a means of
supporting their families (Acho-Chi 2002).

Researchers suggest that satisfying food tourism experiences can
enhance tourists’ perceptions of a destination (Smith and Xiao 2008). It
is recommended in The Telegraph that travellers can consume street food
at the world’s tastiest culinary capitals in Asia—Bangkok (Thailand),
Ho Chi Minh city (Vietnam), Osaka (Japan), Hong Kong (China),
Shanghai (China) and Singapore (Hinson 2019). As destinations are
promoting street food as a part of tourism attractions, there is growing
interest among tourism scholars examining popular street food destina-
tions particularly in Asia such as Bangkok, Fukuoka, Hanoi, Manila,
Penang, Phnom Penh, Seoul, Singapore, Taipei and Xi’an (Chavarria and
Phakdee-auksorn 2017; Yeap and Ong 2019).

Government views food tourism strategy favourably as an effective
means to boost the tourism sector. For example, researchers noted that
Hong Kong Tourism Board (HKTB) utilized food tourism strategy effec-
tively and created a competitive advantage in differentiating the city as
a gastronomic destination from other competing destinations (Enright
and Newton 2005; Okumus et al. 2007). However, the tourism sector
suffered a decline in tourist arrivals as the tourist arrivals in 2018
reached 56.5 million compared to 60.8 million in 2014, a decline of 7.6
per cent (HKTB Research 2019). To revive the tourism sector, Hong
Kong Tourism Board (HKTB) government added a variety of street
food options by introducing the food trucks concept as a means of
attracting tourists and creating a new food consumption experience for
visitors. The food truck industry is rapidly growing in food tourism
chain and expected to have a fourfold increase from 2012 by gener-
ating $2.7 billion in revenue in the USA by 2017. It is reported that
the food truck industry in the USA will generate US$1.1 billion in 2020
(IBISWorld 2020). Witnessing the potential growth of the food truck
industry, HKTB launched a new Food Truck Pilot Scheme (FTPS) in
2017, which was a part of their street food campaign, with the aim of
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boosting the city’s appeal as a food tourism destination offering diverse,
high quality and hygienic foods for visitors.
There is a growing trend of researching on younger generations’ moti-

vation and behaviour, as tourism providers seek to modify product
offerings to match target markets’ needs. The younger generations refer
to Gen Y (millennials) and Gen Z (post-millennials). According toWorld
Economic Forum, Gen Z will account for 2.47 billion people out of
global population of 7.7 billion in 2019—that is 32% and surpasses the
2.43 billion millennials generation. Gen Zers are tech-savvy as they are
living in the era of social media platforms and looking for entertaining
content to share with their peers (Miller and Lu 2018; Su et al. 2019;
Wood 2018). Gen Z, i.e. individuals born between 1996 and 2010,
are becoming a growing consumer market in the restaurant industry,
and they fuel the industry’s overall growth (Yeap and Ong 2019). Yoon
and Chung (2018) emphasized that millennial generation are motivated
to try new food and experience new food culture, however, there are
limited food tourism studies on the emerging Gen Z consumers (Le
and Arcodia 2018). Today’s food service industry is concerned with
Gen Z or foodie generation consumers as they like to dine out and
adventurous in trying new foods (Lukovitz 2009; Sung et al. 2013;
Wallace 2018). Therefore, Gen Z segment is a good target market in
the street food industry that provides exotic, adventuresome, memorable
dining experience for consumers (Solomon 2018). This chapter focuses
on understanding perception of Gen Z on street food and identifying
consumer needs which could be a powerful driver of street food industry
success. The current study aims to explain features of Gen Z tourists,
and to justify their significance as an attractive segment for tourism and
street food businesses (Moreno et al. 2017).

Literature Review

Food Tourism

Researchers suggest that food is becoming a key factor motivating people
to travel and choose a destination (Boniface 2017; McKercher et al.
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2008). Food tourism has become an indispensable component of the
marketing strategy of a destination (Du Rand and Health 2006). With
examination of related research literature, it is suggested that the relation-
ship between food and tourism can be assessed from different aspects.
Food can be viewed as (a) a reflection of the culture of a destination
and its people, (b) a tourist attraction and (c) a way to provide and
enhance tourists’ destination experience (Boniface 2017; du Rand and
Health 2006; McKercher et al. 2008). In essence, food tourism incorpo-
rates visitors experiencing a specific food, learning local culture and food
features as the key motives for tourists (Chen and Huang 2016).
There are greater research interests on authenticity of dining expe-

riences especially in the areas of tourism, hospitality and leisure since
2002. This emerging trend is consistent with the evolution of conceptu-
alizations of authenticity in the tourism context as previously discussed,
notable instigated by Wang’s (1999) authenticity in typology. Touristic
dining experiences were mostly examined in the setting of ethnic-themed
restaurants and ethnic/local cuisine restaurants, suggesting the important
role of local culture and authentic cuisine in shaping the attractiveness
of a tourist destination (Chang et al. 2011; Cohen and Avieli 2004;
Engeset et al. 2015; Wijaya et al. 2013). Other studies also examined
authentic cuisines in general restaurant industry (De Vries and Go 2017;
O’Connor et al. 2017) and restaurant chain settings (DiPietro 2017;
Özdemir and Seyitoğlu 2017). Authenticity is rather a cultural construct
closely tied into Western notions (Mkono et al. 2013) shaping non-
Western countries into minor ethnicities, and their cuisines into ethnic
cuisines. Findings of these Western-centric studies were consistent with
literature on tourism, hospitality and events. It is important to promote
authentic dining experiences as a tool to promote local and national
cuisines and destination competitiveness (Le et al. 2019).

Local food is a core manifestation of a destination’s intangible heritage,
and through consumption, tourists can gain a truly authentic cultural
experience. Local food and food markets represent a destination’s intan-
gible heritage as tourists gain in-depth knowledge of local cuisines and its
cultural heritage. More importantly, tourists view consumption of local
food favourably as it enhances travellers’ tourism experience (Bjork and
Kauppinen-Raisanen 2016; Hjalager 2004; Kivela and Crotts 2005; Lee
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and Scott 2015). There is extensive literature on destination marketing,
however, there is a lack of empirical evidence on how food is used in
tourism marketing (Echtner and Prasad 2003; Hudson and Miller 2005),
leaving many unanswered questions related to consumption of local food
by tourists and creating opportunities for scholarly attention (Kim et al.
2009).
Food studies in Hong Kong focused on restaurants, hotels and food

festivals (McKercher et al. 2008). Earlier food tourism studies in Hong
Kong also distinguished the impact of culture on tourists from different
nationalities. For example, Mak et al. (2017) distinguished the food
consumption motives of Taiwanese tourists compared to UK tourists.
Lee et al. (in press) identified eight motivational dimensions of food
consumption of Chinese tourists and Western tourists and found that
both segments have different emphasis on food consumption in terms of
value, variety, prestige and ambience. Academic literature on street food
globally focused mainly on hygienic/food safety in California (Vanschaik
and Tuttle 2014) and Orlando (Okumus et al. 2019) promoting organic
street food in Toronto (Holmes et al. 2018), service quality of street
food in USA (Shin et al. 2019), innovation and efficiency performance
in Turin (Alfiero et al. 2017). There is a lack of research on analyzing
tourists’ perceptions of street food industry in Hong Kong despite the
increasing demand for street food experience among Gen Z. The current
study focuses on examining the Gen Z visitors on their perceptions
and key considerations when patronizing street food and consumption
of local food in Hong Kong. The study also identified the underlying
cultural differences between Chinese and Western Gen Zs’ food percep-
tions. Findings provide useful insights and implications for policymakers
and destination marketers in promoting street food as an appealing
tourism attraction for visitors in Hong Kong.

Street Food

Street foods refer to ready-to-eat food sold on streets, markets, bazaars
and other public places (Kowalczyk and Kubal-Czerwińska 2020; Rane
2011). Street foods are generally considered as cheap, convenient and
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commonly accepted by diverse cultures (Namugumya and Muyanja,
2012). More importantly, consumers’ changing demands and personal
food preferences to eat out motivate them to visit different street food
outlets, seeking convenience and value for their money.

Street foods are popular with visitors with its variety of choices and
have become cultural icons and tourist attractions (Dawson and Canet
1991; Henderson 2000; Timothy and Wall 1997). Tourists are keen
to consume local street foods such as pork satay (Bangkok), egg waffle
(Hong Kong), banh mi/ baguette (Ho Chi Minh) or bhel puri (Mumbai)
(Connelly 2016; Shea 2018). Travellers can also enjoy local foods in
food halas (India), night markets (Taiwan and Thailand), street stalls
(Korea) or Yatai (Japan) (Gupta et al. 2018). Findings of tourists’ percep-
tions on street food in Delhi (Guptaet al. 2018), Phuket (Chavarria
and Phakdee-auksorn 2017) and Yogyakarta (Yusuf 2017) were consis-
tent with literature as street food offers unique cultural experience and
the importance of high standards in hygiene practices. Chavarria and
Phakdee-auksorn (2017) conclude that local authorities can introduce
training programme to educate street food vendors on the importance
of adopting good service standards and hygiene practices to enhance
tourists’ perceptions of street food and increase likelihood of repeat visita-
tion. Some street food businesses are operated in the form of mobile food
trucks, which are particularly popular in North America and Europe. For
example, the development of food truck gastronomy has been boosted
with public events such as concerts, historical reconstructions, sports and
recreation events in Italy and Poland (Alfiero et al. 2017; Kowalczyk and
Kubal-Czerwińska 2020).
For this chapter, it is useful to trace the development of street food in

Hong Kong. Street food has been part of the local cultural heritage and
affordable for consumers since 1940s. By 1960s, it was reported that
there were 300,000 hawkers including the majority of illegal hawkers.
This forced the British government to introduce measures such as non-
transferable itinerant hawker licences as illegal hawkers were considered
as a serious threat to the city’s health, hygiene and development. The
effective measure saw the decline in the number of licensed hawkers from
50,000 in 1974 to 6000 in 2007. Next, the local authorities issued 218
fixed-pitch hawking licences (licence transferable to immediate family)
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Table 10.1 Different modes of street food provision in Hong Kong

Mode of
operation Capacity Costs Flexibility Target customers

Illegal hawking
(fish-ball
trolley)

Low Low High Cheap food for
locals

Fixed pitch
hawker (wet
market stall)

Low Low Medium Cheap food for
locals

Dai Pai Tongs
(seafood dai pai
tongs)

Medium Medium Low Affordable food for
locals

Cha Chaan Teng
(Tsui Wah
restaurant)

High High Low Local food to locals
and visitors

Food Trucks Low High Medium Local/foreign foods
to locals and
visitors

Source Adapted from Cheung et al. (2018)

and some Dai Pai Tongs (licence transfer to one’s spouse only). As a
result, some Dai Pai Tongs gave up their business licences for some
monetary compensation while others moved to shops and malls as “Chi-
nese Cafes” and “Cha Chaan Teng” (Hong Kong-style cafes). In 2017,
the government collaborated with stakeholders and introduced the new
Food Truck Pilot Scheme (FTPS), aiming to create job opportunities for
locals and boost attraction appeal for visitors. Table 10.1 shows different
modes of street food provision in Hong Kong (Cheung et al. 2018).

Gen Z Tourists

Gen Z, born after 1994 and aged 25 (in 2020) are also called Baby
Bloomers, Generation 9/11, Post-Millennials and Tweens. Gen Z are a
generation of young people characterized by their usage and adaptation
of technology in their daily lives, as well as values, life experiences, moti-
vations and common buying behaviour (Kotler and Lee 2016; Priporas
et al. 2017; Rainer and Rainer 2011; Williams and Page 2011). Gen Z
is influenced by new media, virtual friends and the power that comes
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with technology. They are receptive to products emphasizing peer accep-
tance and they enjoy sharing comments from other peers. For Tweens,
they can be using new social and virtual networking sites in building
their online communities (Williams and Page 2011; Branwell 2010;
Posnick-Goodwin 2010).

Researchers have revealed the crucial importance of Gen Zers not just
because of their sheer numbers but also their exceptional set of attributes.
It is important to investigate this Generation’s unique set of attitudes
and beliefs, motivations, expectations and behaviours and this has seen
an increase in academic research on understanding the Gen Zs’ percep-
tions (Moreno et al. 2017; United Nations World Tourism Organisation
2008). Numerous studies adopted the approach of identifying general
travel motives of the young generation (e.g. Carr 1999; Mohsin and
Alsawafi 2011; Thrane, 2008; Xu et al. 2009). Rita et al. (2019) analysed
and compared the travel motivations and preferred destination activities
of US millennials and UK millennials. The study revealed both groups
of respondents have similar push motives and validated the Anglophone
phenomenon (English-speaking countries such as UK, US, Australia,
New Zealand and Canada shared common roots). The characteristics
of millennial generation may be pervasive, but it does not represent
a global phenomenon (Leask et al. 2014; Moscardo and Benckendorff
2010). Young generations have unique motivations and personality (Carr
2001) traits in terms of sensation-seeking (Pizam et al. 2004), novelty
and excitement seeking, engage in physical risk (Lepp and Gibson 2003).
More importantly, young tourists are more likely to adopt risk-taking
behaviour (Berdychevsky and Gibson, 2015). It will be useful to examine
factors that can influence Gen Z consumers’ perceptions of street food
in Hong Kong.

Methodology

A survey questionnaire was developed based on the review of literature to
determine the perceptions of Gen Z tourists towards patronizing street
food in Hong Kong. The constructs used were based on the review of
available literature which have been developed in the previous studies
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and modified to fit the scope of this research (Chavarria and Phakdee-
auksorn 2017; Gupta et al. 2018; Henderson et al. 2012; Lee et al. (in
press); Yoon and Chung 2018; Yusuf 2017).
The purpose of this study is to identify the perceptions of Gen Z

tourists (Kotler and Lee 2016; Rainer and Rainer 2011) aged 18–25 from
mainland China and Western countries when they visited Hong Kong.
This study examines the similar and unique perceptions of Chinese Gen
Z tourists and Western Gen Z tourists. Findings can provide useful
insights for destination marketers and policymakers in developing and
promoting food tourism to Chinese and Western tourists to Hong Kong.
The questionnaire comprised of three sections. The first section

contained questions about respondents’ trip characteristics. The second
section inquired about respondents’ socio-demographic characteristics.
The third section initially contained the 26 perception statements (to be
rated on 5-Likert scale) of respondents on street food in Hong Kong.
To ensure quality and accuracy, a Mainland Chinese business executive
translated the original English into Chinese version and then back-
translated to English to ensure clarity and consistency. A key benefit of
conducting a back-translation is it enables comparison of the original
source language version with the version which was back-translated into
the source language (Maneesriwongul and Dixon 2004). A pilot study
was conducted prior to the actual survey to ensure the content validity
and clarity of the questionnaire including the motive dimensions. A pilot
study is an exploratory phase that aims to identify and eliminate prob-
lems before the full survey is carried out (Nykiel 2007). The pilot study
was conducted on two individuals—a Mainland Chinese academic staff
and a Taiwanese postgraduate student. And it revealed a couple of the
perception statements were quite similar so they were removed from the
questionnaire, resulting in 24 perception statements.
The study adopted a convenience sampling method that is afford-

able and easy, and respondents are accessible. However, this method
can be bias and sample size should be carefully treated as a represen-
tative of the population (Etikan et al., 2016; Mackey and Ross-Feldman,
2005). A total of 161 Gen Z tourists’ (104 Chinese and 57 Western:
USA—17, Canada—5, Australia—8, UK—7, Germany—4, Spain—1,
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Denmark—1, France—4, Sweden—3, Finland—1, Russia—2, Switzer-
land—2, Ukraine—1, Italy—1) valid questionnaires were collected at
the various tourism attractions and street food venues such as the Central
Harbourfront Event Space, Hong Kong Disneyland, Golden Bauhinia
Square, Ocean Park, Salisbury Garden, Science Museum and Tsim Sha
Tsui Art Square between January and February 2018.

Reliability and Validity of the Measurements

Before proceeding further analysis, a Cronbach’s alpha test was
conducted to assess the reliability of 24 statements. Cronbach’s alpha
is used to test the inter-relationship among measurement scales which
would tell us if these 24 statements are measuring the same latent vari-
able (i.e. street food). The resulting α coefficient of reliability ranges from
0 to 1 in providing this overall assessment of a measure’s reliability. If all
of the scale items are entirely independent from one another (i.e. are
not correlated or share no covariance), then α = 0; and, if all of the
items have high covariances, then α will approach 1 as the number of
items in the scale approaches infinity. In other words, the higher the
α coefficient, the more the items have shared covariance and probably
measure the same underlying concept (Goforth 2015). Values of Cron-
bach’s alpha greater than 0.70 were considered to be reliable (Nunnally
1978). The reliability coefficients for the scales on the 24 street food
perception statements were 0.827. Considering the minimal acceptable
level of alpha coefficient (i.e. 0.70), these values suggested that scales
could be considered reliable and used for further analysis.

Results and Discussions

Three stages of analysis were carried on for this study. First of all, a
descriptive summary of the 161 responses’ key demographic characteris-
tics was provided in Table 10.2. Then the focus of the analysis was given
to the 24 perception statements. And at last, a closer look was applied to
the respondents’ preference over 14 HK street food items.



10 Perceptions of Gen Z Tourists on Street Food in Hong Kong 259

Table 10.2 Demographic characteristics of the respondents (N = 161)

Characteristics Chinese Western Total

N % N % N %

Gender Female 67 41.6 32 19.9 99 61.5
Male 37 23.0 25 15.5 32 38.5

Income 40,000 and
below

60 37.3 27 16.8 87 54.1

40,001–60,000 22 13.7 15 9.3 37 23.0
60,001–80,000 15 9.3 9 5.6 24 14.9
80,001–
100,000

3 1.9 5 3.1 8 5.0

Above 100,000 4 2.5 1 0.6 5 3.1

Characteristics of Respondents

As shown in Table 10.2, the respondents of this study comprised of
38.5% male and 61.5% female Gen Zs. Most of the respondents
(54.1%) answered their annual household income less than 40,000 US
dollars. The profile of respondents was consistent with other street food
studies in Delhi (Gupta et al. 2018); Yogyakarta (Yusuf 2017); Chavarria
and Phakdee-auksorn 2017) as majority of respondents were females
with household income below 40,000 US dollars.

Further analysis for this study was carried out on these 161 samples.
First of all, the exploratory factor analysis (EFA) was employed to identify
the key perceptions towards Hong Kong street food among the Gen Zs.
The perception statements were factor analysed using principal compo-
nent analysis with varimax rotation (KMO = 0.722, Bartlett’s Test:
Chi-Square = 1087.504, df = 276, Sig. = 0.000). Based on Kaiser’s
criterion, or the eigenvalue rule, only factors with an eigenvalue of 1.0
or more were retained for further analysis (Pallant, 2007). A cut-off
point for factor loadings was set at 0.40 in the interpretation of the
final rotated factor pattern (Stevens, 2002). Five factors generated from
the EFA were named: Factor 1—etic destination image, Factor 2—local
emersion, Factor 3—e-WOM, Factor 4—emic food characteristics and
Factor 5—safety/hygiene. The five factors accounted for near 50% of the
cumulative variance (Table 10.3).
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Table 10.3 Results of the EFA (N = 161 Gen Z Tourists)

Factors and
items

Factor
loading

Cronbach’s
Alpha Mean S.D

Grand
mean

Eigen-
value

Variance
explained
(%)

Factor 1—etic
destination
image

3.39 5.142 21.424

I have high
expectations
of HK street
foods

0.628 0.817 3.44 0.850

I have good
knowledge of
HK street
foods

0.613 0.818 3.34 1.006

I will not feel
like I am in
HK unless I
enjoy eating
street foods

0.602 0.822 3.49 1.007

I prefer to eat
street foods
than
restaurants in
HK

0.539 0.818 3.14 0.919

I perceive HK as
a street food
destination

0.456 0.820 3.53 0.962

Factor 2—local
emersion

3.93 2.102 8.756

I will
recommend
my friends to
consume HK
street foods

0.727 0.819 3.89 0.906

I had a
satisfactory
experience
with HK street
foods

0.699 0.818 3.76 0.779

HK street foods
are delicious

0.553 0.821 3.96 0.782

(continued)
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Table 10.3 (continued)

Factors and
items

Factor
loading

Cronbach’s
Alpha Mean S.D

Grand
mean

Eigen-
value

Variance
explained
(%)

Eating street
foods
introduces me
to unique
local culture

0.521 0.822 3.98 0.746

I am
adventurous
and keen to
try a variety
of HK street
foods

0.459 0.819 4.04 0.749

Factor
3—e-WOM

3.39 1.722 7.175

I learned about
HK street
foods from
social media

0.774 0.819 3.62 1.030

I learned about
HK street
foods from
the internet
websites

0.752 0.817 3.52 1.025

Media is a
reliable source
of information
on HK street
foods

0.703 0.822 3.40 0.925

I learned about
HK street
foods from TV
coverage

0.640 0.821 3.02 1.060

Factor 4—emic
food
characteristics

3.75 1.503 6.264

HK street foods
offer good
range of local
cuisines

0.638 0.817 3.88 0.756

(continued)
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Table 10.3 (continued)

Factors and
items

Factor
loading

Cronbach’s
Alpha Mean S.D

Grand
mean

Eigen-
value

Variance
explained
(%)

HK street foods
offer good
range of
international
cuisines

0.546 0.825 3.54 0.935

I prefer HK
street foods
that are
presented
attractively

0.532 0.821 4.03 0.778

I prefer to
consume HK
street foods
with my travel
companions

0.474 0.822 3.84 0.741

I consume HK
street foods
that my travel
companions
like

0.456 0.821 3.68 0.841

HK street foods
are good for
price and
value

0.451 0.820 3.55 0.873

Factor 5—
Safety/Hygiene

3.47 1.410 5.875

I prefer HK
street foods
that are
generally
good for my
health

0.789 0.828 3.27 1.049

I prefer HK
street foods
that match
with my usual
eating habit

0.641 0.821 3.41 0.990

(continued)
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Table 10.3 (continued)

Factors and
items

Factor
loading

Cronbach’s
Alpha Mean S.D

Grand
mean

Eigen-
value

Variance
explained
(%)

I prefer to eat
different HK
street foods
everyday

0.484 0.817 3.46 1.000

I prefer HK
street foods of
high hygiene
standards

0.459 0.833 3.73 0.994

Total variance
explained

49.494

Factor 1—Etic Destination Image contains five items, such as “I have
high expectations of HK street foods”, “I have good knowledge of HK
street foods”, “I will not feel like I am in HK unless I enjoy eating
street foods”, “I prefer to eat street foods than restaurants in HK” and
“I perceive HK as a street food destination”. The “etic” in this factor
name means that the information sources to form the destination image
are from the outside of the street food system (Pike 1967). The factor
has a grand mean of 3.39, the lowest rated factor together with Factor
3. There is the perception of HK as a street food destination; however,
respondents do not consider trying street foods as a must-do tourism
activity as they do not value Hong Kong high as a street food desti-
nation. HKTB has been working on promoting food tourism in HK;
tourists’ perception of a street food destination is associated with their
expectations and knowledge. It is suggested that the local authorities
should develop destination marketing strategies, focusing on providing
relevant street food knowledge, in promoting street food effectively to
attract visitors to Hong Kong.

Factor 2—Local Emersion has five items, including “I will recommend
my friends to consume HK street foods”, “I had a satisfactory experi-
ence with HK street foods”, “HK street foods are delicious”, “Eating
street food introduces me to unique local culture” and “I am adven-
turous and keen to try a variety of HK street foods”. This factor has a
grand mean of 3.93, the highest ranked factor. This factor suggests street
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foods may provide local culture experience (Yusuf 2017), and it is an
important element for the Gen Zs to know about HK. This is consistent
with Phuket tourists’ perceptions of street food in terms of food quality
(delicious) and service quality (authentic local cuisines) (Chavarria and
Phakdee-auksorn 2017). The high rating on this factor suggests that
Gen Z tourists emphasized the importance of street food operators
offering quality cuisine and local experience for consumers. This finding
is consistent with recent studies on food tourism that hedonic value and
utilitarian value (Shin et al. 2019), and hedonic value benefits (Yoon
and Chung 2018) can have a favourable influence on young consumers’
perceptions. This finding also supported that food experience is posi-
tively associated with value benefit (Gupta et al. 2018) and satisfaction
(Chavarria and Phakdee-auksorn 2017).

Factor 3—e-WOM has four items including “I learned about HK
street foods from social media”, “I learned about HK street foods from
the internet websites”, “I learned about HK street foods from TV cover-
age” and “Media is a reliable source of information on HK street food”.
The factor had a grand mean of 3.39 and is the least ranked factor,
together with Factor 1. The measurement of media is related to the
influence of media including social media, the internet and television.
This perception is new to the literature but well reflects the key charac-
teristics of this generation: digital natives and social networks (Francis
and Hoefel 2018). It is suggested that the role and impact of media
exposure are crucial to promoting street foods in Hong Kong (Yusuf
2017), in particular for the young and emerging market. However, the
low rating by Gen Zs indicates not sufficient information regarding HK
street foods was provided or available in the relevant social media plat-
form or online sources. Social media platforms such as Facebook, Twitter,
WeChat can be sources of virtual communication channels for Gen Z
in search of reputable online brands (Williams and Page 2011; Bran-
well 2010; Posnick-Goodwin 2010). Hence, destination marketers and
policymakers can focus on promoting street food through social media
platforms in boosting awareness and reputation of street food in Hong
Kong.

Factor 4—Emic Food Characteristic consists of six items, which are
“HK street foods offer good range of local cuisines”, “HK street foods
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offer good range of international cuisine”, “I prefer HK street foods that
are presented attractively”, “I prefer to consume HK street foods with my
travel companions”, “I consume HK street foods that my travel compan-
ions like” and “HK street foods are good for price and value”. The “emic”
here refers to the internal features of the street food. This factor had a
grand mean of 3.75 and is the second highest ranked factor. This suggests
that Gen Z placed great importance on street food operators offering
quality local and international cuisines to consumers. This finding is
consistent with sensory appeal in Yogyakarta street food (Yusuf 2017).
Gen Zs are also identified as price-conscious foodies (Claveria 2018).
Price is the number one element they look for when buying food.

Factor 5—Safety/Hygiene includes four items, such as “I prefer HK
street foods that are generally good for my health”, “I prefer HK street
foods that match with my usual eating habit”, “I prefer to eat different
HK street foods everyday” and “I prefer HK street foods of high hygiene
standards”. This factor had a grand mean of 3.47. This finding is consis-
tent with the factor of consideration on patronizing healthy/hygienic
street foods in Delhi (Gupta et al. 2018), Phuket (Chavarria and
Phakdee-auksorn 2017), and Yogyakarta (Yusuf 2017).

Further on, the mean scores for each of the five factors were computed,
the 161 samples were divided into two groups—Chinese and Western,
and a series of independent t-tests were conducted on these five factors
to compare the Chinese and Western groups; according to the inde-
pendent t-test results, no significant difference was found in all the five
factors. Table 10.4 displays the results for the independent t-tests.
The mean scores for each Gen Z group in the table above show the

Chinese Gen Z had a slightly lower perception level on factors 2 and 4,

Table 10.4 Results of independent t-test on five factors between Chinese and
Western Gen Z’s

Factors Chinese Westerns t-value Sig.(2-tail)

1. Etic destination image 3.45 3.28 1.694 0.092
2. Local emersion 3.90 3.99 −1.026 0.306
3. e-WOM 3.47 3.26 1.651 0.101
4. Emic food characteristics 3.73 3.80 −0.870 0.385
5. Safety/Hygiene 3.50 3.40 0.948 0.344
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compared to the Western counterparts. This means the Chinese tourists
were less satisfied with the street food experience, and were less likely to
consider street foods as a cuisine. However, this low difference is not
statistically significant. On the other side, the Western peers showed
lower level on factors 1, 3 and 5, which means they did not consider
HK as a street food destination as much as their Chinese cohort, showed
less confidence in food quality provided by street food, and they were
less comfortable with the health and hygiene issues. But this difference
is near-marginal statistically significant.
To help further understand if any differences between Chinese and

Western Gen Zers’ perceptions about HK street food, a set of chi-square
tests were conducted to explore how much the Gen Zers know about
HK street food between these two groups. There were 14 traditional HK
street food listed in the questionnaire, and the respondents were asked
to rate 1–5 (strongly dislike to strongly like) or 6 (don’t know). The
responses on these 14 foods were collapsed into 4 categories: dislike (1–
2), neutral (3), like (4–5) and don’t know (6). Then chi-square tests were
performed to compare Chinese and Western groups’ knowledge on those
14 HK street foods. The Chi-square results (Table 10.5) indicate that
these two Gen Z groups had significantly different knowledge on 10 out
of 14 HK street food items, and the cross-tabulation results reveal that

Table 10.5 Chi-Square results of the 14 HK street food items
Street
ffood Chi-square Sig

Street
food Chi-square Sig

Baked
Waffle

3.860 0.277 Squid 5.707 0.127

Beef Offal 25.980 0.000*** Egg Waffle 3.306 0.191
Pig
Intestine

22.856 0.000*** Pineapple
Bun

7.917 0.045*

Egg Tart 9.403 0.015* Put Chai
Ko

19.934 0.000***

Fin Soup 29.740 0.000*** Roasted
Potatoes

17.555 0.001**

Fish Ball 7.404 0.052 Stinky
ToFu

9.900 0.019*

3
Treasures

15.608 0.001** Sugar
Cake

12.233 0.007**

Note * = significance at .05; ** = significance at .01; *** = significance at .001
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the Chinese Gen Zs know more about and are more likely to like these
10 street foods, compared to their Western peers.

Conclusion, Future Research and Implications

The street food industry has been growing quickly into a powerful
consumer market (Alfiero et al. 2017). The purpose of this study was
to identify Gen Z tourists’ perceptions of street foods when visiting
Hong Kong. Similar to previous literature on street food (Yoon and
Chung 2018; Chavarria and Phakdee-auksorn 2017; Gupta et al. 2018),
Gen Z tourists are concerned and emphasized on the importance of
health/hygiene standards as the key determinant factor in patronizing
and visit intention to Hong Kong. This current study also revealed a
new finding that Gen Z view e-WOM as a powerful tool in destination
marketing. This suggests that HKTB can focus on promoting street food
to Gen Z through popular social media platforms to Western tourists
(e.g. Facebook, YouTube, WhatsApp and Twitter) and WeChat, QQ and
Weibo (Mainland Chinese) in reaching out to targeted Gen Z popula-
tion effectively. More importantly, this will boost the awareness, image
and perceptions of street food. The Gen Z also view that food quality
(emic food characteristics) and service quality are important attributes
among street food operators.

In contrast to Lee, et al. (in press)’s study where they identified
different perceptions between Chinese andWestern tourists’ food percep-
tions in HK, this study did not find significant difference between
Chinese Gen Zs and Western Gen Zs’ views on HK street food. Chinese
Gen Zs place a slightly higher value on factors of etic destination image,
e-WOM and safety/hygiene than their Western peers. Food safety is a
big concern in China; the difference in the factor of Safety/Hygiene
indicates the role of social background plays on street food perceptions.
However, the chi-square results in this study indicated that the Chinese
group have more knowledge on HK street food than the Western group,
which might be helpful to understand the slightly different perceptions
on the factors of etic destination images and e-WOM. A closer inves-
tigation on the cross-tabulation results revealed that those food items
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with strongly significant difference are more traditional Chinese food
(such as Putchaiko and 3 Treasures) or more odd-appealing food (such
as Beef Offal, pig intestine) with little to none influence by Western
cooking style; and those 4 items with no significant difference are either
imported and adjusted Western food (baked waffle and egg waffle) or
more normal-looking food (squid and fish ball). Further research is
needed to understand how HK delivers its street food and/or destination
message to its different target markets, which would help to form more
effective marketing strategies. More importantly, destination marketers
should adopt an effective Z-generational food tourism marketing strategy
by personalizing to the unique needs of Gen Z segment (Williams and
Page 2011). For those Western markets that have less knowledge about
traditional Chinese food, it would be better to provide more food infor-
mation, including ingredients, taste, presentation and even the food
history; for the mainland Chinese market, the marketing message should
focus on high standard of hygiene and cost value of HK street food.

Even though interesting findings are uncovered in this study, the study
does possess limitations. First, generalizing findings of this study should
be done with caution since a convenience sampling method was applied.
Data collected through convenience sampling method may not accu-
rately represent the population (Bougoure and Neu 2010; Kim et al.
2013; Shin et al. 2019). Second, this study used a cross-sectional survey,
longitudinal studies are recommended to obtain insights of consumers’
perceptions of street food in Hong Kong. Third, this study did not
use structural equation modelling (SEM) mainly because of this small
sample size. The sample size is relatively small. It is not possible to do
an exploratory factor analysis (EFA) on Chinese tourists and Western
tourists, respectively, as the recommended minimum sample size is 150
and also meet the ratio—5 cases: 1 item (Hutcheson and Sofroniou
1999). This study comprised of 161 respondents—104 Chinese tourists
and 57 Western tourists and a total of 24 items.

Future studies on street food should consider the impact of envi-
ronmental risks (food wastage, excessive use of disposables) as using
environmentally friendly products and fresh ingredients could reduce
perceived risks of consumers (Yoon and Chung 2018). It is also recom-
mended that future studies should examine the potential moderating
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role of demographic characteristics such as gender as it can affect
consumers’ perceptions in service quality (Maet al. 2011; Shin et al.
2019). Currently, the two Chinese cities—Chengde and Shunde and
Macao SAR are identified as “Cities of Gastronomy” of the UNESCO
Creative Cities Network. It will be useful to conduct research on exam-
ining Hong Kong fulfilling the eight criteria in achieving the status of
“Cities of Gastronomy” and boost the city’s image as a food tourism
destination (Pearson 2017). Gen Zs are health conscious and prefer
more sustainable products, it is useful to consider exploring the benefits
and costs of promoting local organic products and creating certifica-
tion programmes on street food industry in Hong Kong can reduce the
concerns of food safety/hygiene (Holmes et al. 2018).

In Hong Kong, there are 51 restaurants, 13 hotel restaurants and six
theme park restaurants that received halal certification from The Incor-
porated Trustees of the Islamic Community Fund of Hong Kong. There
are halal certified eateries and five mosques listed on HKTB’s website and
Hong Kong’s Ocean Park offers prayer rooms (The Straits Times 2018).
Researchers emphasized the importance of adopting halal procedures and
certification (halal mark/logo) for street food vendors to attract Muslim
travellers (Hakeem and Lee 2018). Currently, only Butchers Club is
listed in the Michelin Guide. To enhance the awareness and image of
street food industry in Hong Kong, the local authorities can consider
incorporating the street food operators in the Michelin Guide (Michelin
Guide 2018).

Present findings suggest street food could be a potential attraction to
tourists. Tourism planners and officials may consider deploying more
resources to redesign, redevelop and repackage this potential tourism
product. Since to develop quality and yummy street food, it is necessary
to involve culinary skills. Therefore, the invitation of culinary experts or
restaurant associations to join the task force for developing, designing
and planning of the product is seen to be an alternative. In addition, a
long-term plan should be written covering all four categories of street
food.

Presently the street food offered by food truck operations have been
confined to the territory. With continued development in the region, it
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is envisaged that both local citizens and tourists would love to taste the
culinary food products offered by food trucks from the broader region of
South China. Especially, the central government of China has recently
rolled out a strategic regional development plan called “Greater Bay
Area”. Besides the socio-economic, transport and technological develop-
ment, the development of leisure and culinary products are also specified
in the national plan. Among the eleven cities in the Bay Area, there are at
least four cities are famous for its culinary product including Guangzhou,
Hong Kong, Shunde and Macau. It is thus believed that the concept
of cross-border food truck can be one of the tools to match the overall
development of the region and enhance the attraction of tourism.
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Generation Z Active Sports Tourism:

A Conceptual Framework and Analysis
of Intention to Revisit

Francesco Raggiotto and Daniele Scarpi

Introduction

With an estimated spending power of more than e 140 billion, it is
not surprising that Generation Z is by far the tourist segment with
the highest potential. Generation Z poses several challenges for tourism
marketers, as these consumers are not just merely different from the
preceding generations. More importantly, they want to feel different.
Considering the tourism industry, this generic behavioral pattern of

Generation Z may suggest that leveraging on traditional offerings may
not fully unleash the potential of these consumers; instead, it might even
lead to the opposite effect. Young travelers are always in search of new
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and unique experiences to live authentic, lasting sensations in response
to the overwhelming availability of virtual experiences that character-
izes Generation Zers’ everyday life. Generation Z individuals tend to
avoid predictable locations in favor of emotional or adventurous types of
tourism. This tendency is also apparent regarding Generation Z sports
engagement: nontraditional sports events, like action sports, primarily
attract Generation Z, reflecting the generational search for authentic,
unique sensations. Thus, scholars and practitioners recognize Genera-
tion Z as the most profitable consumer segment for the sport tourism
industry, rotating around events that are capable of attracting several
thousands of young participants, boosting the economy of the host
location.
We present a psychological perspective in the study of Generation Z,

addressing what leads them to actively participate in an action sporting
event. Keeping in mind some key marketing outcomes, such as satisfac-
tion and the intention to visit the tourism location, we develop and test
a conceptual model on a sample of 180 Generation Z individuals.
The results provide useful theoretical and managerial insights that we

discuss at the end of the chapter. Overall, they add to the current knowl-
edge on Generation Z’s tourism behavior by addressing this emerging
and high-potential consumer segment, which is increasingly taking the
stage—and possibly reshaping—of the sports industry.

Generation Z and Sports

Generation Z constitutes of those individuals that were born between
the mid-1990s and the late 2000s (Wood 2013). These individuals are
still currently (as of 2019) in their formative years, and are mostly the
daughters and sons of Generations X and Y. Marketers are striving to
find strategies to capture and retain the Generation Z consumer segment,
which is associated with extraordinary potential in terms of direct, and
most notably, economic spending power. Several estimates put Genera-
tion Z’s spending power around 140bn Euros. Even more, estimates say
that Generation Z can influence a 560 bn Euros household spending
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power (Page and Williams 2011). A globalized mindset denotes Gener-
ation Z: they have been (or are being) raised in a globalized world, are
very marketing-savvy and native digitals (Page and Williams 2011).
Generation Z emphasizes the construction and the affirmation of

the self, both from an individual as well as from a social viewpoint:
they are strongly self-confident (Berkup 2014), and they emphasize
their social belonging and their reference groups. As such, Generation
Z strongly values goods and activities reinforcing peer acceptance, like,
for instance, social media usage (Fenton et al. 2016) and entertainment
products (Dimock 2019). This preference also reflects on their tourism
consumption choices. Thus, it is often a symbolic significance that deter-
mines the choice of the location or event to visit. In that, sports-related
tourism consumption is no exception because it has symbolic importance
referred to self-improvement and social belonging (Fenton et al. 2016;
Bosnjak et al. 2016). Specifically, from a tourism perspective, action
sports participation is usually organized around events taking place—
either regularly or occasionally—in a location that becomes the attraction
point for Generation Z’s members, who flock there for the duration of
the event. For instance, the FISE action sports festival is a regularly hold
action sports event in southern France, that attracts tens of thousands of
Generation Z participants from around the world.
The extensive use of digital technologies that characterizes Genera-

tion Z has led to consider often such individuals as passive, apathetic
consumers (Boorman 2019). However, being born in a connected, glob-
alized world has instead increased Generation Z lateral thinking, making
Generation Z energetic and strongly oriented toward self-improvement
and challenges (Berkup 2014). Thus, the massive consumption of digital
media has not annihilated but instead modified Generation Z sources
of stimulation and arousal. In terms of tourism participation and pref-
erences, this means that the consumption of traditional sports events
among Generation Z consumers is rapidly declining while, on the one
hand, Generation Z individuals are among the most involved in the
tourism for action sports events (InspireSport 2019; Medium 2019).

Action sports events have a high communicative power (Raggiotto
et al. 2019) that well suits Generation Z media consumption; they are
spectacular to watch, fast, and communicated in real-time on social
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media or through 1-minutes streaming videos. Furthermore, action
sports are relevant to Generation Z because of the social meaning that
Generation Z attributes to participation in action sport events. Gener-
ation Z sees such a form of tourism as a way to bond with others
of the same generational cohort (Canniford 2011). The unique, highly
engaging experiences offered by action sports exert an intense fascination
on Generation Z, which sees participation in these activities as a way to
engage in authentic experiences and live out-of-ordinary sensations that
will last over time (Brymer and Schweitzer 2017). In that, action sports
events could constitute a unique opportunity for tourism in the eyes of
Generation Z.

Finally, Generation Z and action sports appear also linked with regard
to the concept of authenticity. Authenticity is crucial in action sports
participation (Rickly-Boyd 2012). It is rooted in the psychological mech-
anisms driving action sports participation, such as the individual search
for freedom (Brymer and Schweitzer 2013), and the need to affirm
one’s uniqueness (Rinehart and Grenfell 2002). Psychological theories
on action sports explicitly state that participation is compelling as it
represents an “experience of authenticity” (Lyng 2014, p. 456). With that
regard, Generation Z strongly values authenticity and realness (Page and
Williams 2011), and emphasizes the adherence of people (like influ-
encers, opinion leaders), products, and brands to specific values and
personalities (Priporas et al. 2019; CNBC 2018). Perceptions of authen-
ticity drive, to a great extent, Generation Z choices also in tourism, and
the search for authenticity is grounded in the broader need to search
for truth in products and experiences (Mkono 2012). In this vein, the
tourism rotating around action sports events offers participants unique
opportunities to engage in highly involving, authentic activities. Further-
more, this type of tourism allows Generation Z the opportunity to
explore new, authentic places, natural landscapes, and cultures.

Action Sports and Their Relevance

Sport Marketing scholars define action sports as those activities that chal-
lenge participants’ physical and mental limits, which often entail risks
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and high sensationalism (Gyimóthy and Mykletun 2004), and in which
accidents or mistakes commonly result in severe injury (Allman et al.
2009). BMX, base jumping, snowboarding, kayaking, snowboarding,
and free climbing (Brymer and Houge Mackenzie 2016) are all examples
of action sports.

In recent years, participation in action sports tourism has experienced
outstanding growth (Xtremesports 2008). Since 2014, the number of
action sports regular participants has exceeded 22 million people, only
considering BMX riding and snowboarding (TBI 2014). Action sports
tourists from Generation Z make most of the industry revenues (over
70%, ISPO 2016), thus making them a core target for this tourism
industry. Most notably, average income and spending power are higher
for Generation Z than the national average (ChronReport 2011). Gener-
ation Z almost dominates the vast, appealing market of action sports
tourism, as the average age of active (athletes) and passive (spectators)
participants below 25 years for disciplines like BMX, skateboarding, and
wakeboarding (Statista 2018). These consumers flock to the locations
hosting the action sport events and constitute massive revenues for the
local tourism.
The market offer of the action sports industry is multifaceted and

highly heterogeneous, proposing many different events for every sporting
discipline. Such events represent a vital component of the action sports
industry, due to its attractive power in terms of participants and spon-
sors. Furthermore, events hold a energizing experience for action sports
participants as well, representing a unique occasion for competitive
confrontation, and providing the necessary stimulation to test one’s
abilities and improve performance.

Many such action sports events have become tourism phenomena
worth millions. For instance, the estimated value of the triathlon
Ironman is around e 600 million, and generates through active partic-
ipation, e 800 million revenues with several thousand participants
from around the world (Ozanian 2017). Accordingly, from an industry
perspective, considering the determinants of active participants’ visit
intention appears crucial (Shonk and Chelladurai 2008), even more than
in the case of other industries (Akhoondnejad 2016; Tanford and Jung
2017). Visit intention concerns the sport tourists’ intention to come to
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the location (Baker and Crompton 2000). Visit intention is a significant
proxy of actual tourists’ behavior (Loureiro 2014), and thus represents
a critical strategic goal for tourism operators (Shonk and Chelladurai
2008).
Basing on these considerations, this chapter addresses participants’

visit intention to the location hosting the action sports event as the
outcome variable. The concept of visit intention is central in practice
as well as in theory. In essence, such centrality is affirmed in academic
research by the presence of several studies considering visit intention
as their dependent variable, spanning through many different settings,
namely: festivals, destinations, and sports events (Stylos et al. 2017).

However, despite the apparent relevance of action sports events for
tourism, there are still few studies for Generation Z sport tourists
(Priporas et al. 2018; Fotiadis et al. 2020). In the following, we address
this gap by looking at possible psychological drivers for the participation
of Generation Z in action sports events.

Action Sports Psychology

A fascination with risk and danger typically characterizes Generation Z
participation in sports events (Laurendeau 2006), both in active partic-
ipation and in passive spectatorship (Raggiotto et al. 2019; Bennett
and Lachowetz 2004). Academic literature suggests that such fascination
is likely to be denoted by complex, underlying psychological mecha-
nisms determining individual engagement in action sporting events, and,
accordingly, the willingness to visit the location hosting the sports event.
Sensation-seeking attitude is a manifestation of the desire to achieve a
better self-image (Dewhirst and Sparks 2003). Sensation-seeking reflects
a desire to escape, to move away from personal negative states (e.g.,
depression or fear) (Taylor and Hamilton 1997).

Further, Generation Z often considers participation in action sports
events as a kind of initiation rituals (Lyng 2014). Thus, Generation Z’s
decision to visit the location hosting the action sports event is highly
symbolic, helps one’s growth, and also assumes significance in terms
of expressing one’s social belonging (Kang et al. 2011). Action sports
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tourism events participation become a means to express the individual
self, as well as a way to get close to an ideal self (Gyimóthy and Mykletun
2004).

Sensation-Seeking, Satisfaction, and Intention
to Visit

The sensation-seeking theory postulates that individual engagement in
action sports can be explained mostly by the presence/absence of a
specific personality trait, namely the sensation-seeking personality trait
(Schroth 1995). The sensation-seeking trait drives the individual willing-
ness to continually search for “varied, novel, complex and intense sensations
and experiences, and the willingness to take physical, social, legal, and finan-
cial risks for the sake of such experiences” (Zuckerman 1994, p. 27). In
other words, the sensation-seeking personality trait urges individuals to
seek new experiences, as well as increasing levels of stimulation and inten-
sity of such stimulation. Such a trait also drives the choice of the type
of tourism and tourist activities, as sensation-seekers prefer experiences
with increasing levels of novelty, intensity, and risk (Roberti 2004). Liter-
ature has documented a link between the sensation-seeking personality
trait and participation in action sports tourism (Frenkel et al. 2019). The
relationship is particularly strong for Generation Z (Chase et al. 2017),
and psychology scholars have suggested that a positive, individual atti-
tude toward risk and danger determines an active search for situations
entailing such characteristics (Lyng 1990).

If tourism managers can shape the action sports events in line with
Generation Z’s desire for arousal, positive sensations, perceptions, and
reactions are likely to be obtained, turning the tourism experience into a
success (Xu et al. 2012). Indeed, satisfaction is crucial in sports tourism:
the satisfaction participants feel drawing from the event, is a critical
antecedent of their likelihood to participate again sometime in the future
(Kaplanidou and Gibson 2010).
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The Role of the Event Image Fit

Event image is composed of attitudes, attributes, benefits, and costs
related to a brand or event (Kaplanidou and Vogt 2007). Event image
is an “overall subjective perceptions of the [event] activity” (Gwinner
1997, p. 148). Sport event tourism strives to create compelling, mean-
ingful images surrounding their events, leveraging on the physical effort
(Kaplanidou and Vogt 2007), or subcultural significances (Green 2001).
Managers of action sports events manage them like brands (Walker et al.
2013) and imbue them with functional, emotional, and symbolic mean-
ings (Filo et al. 2008). Event image is the meaning that participants give
to the event, what it represents for them (Gwinner and Eaton 1999).
Arguably, action sports events have a strong, iconic image for Gener-
ation Z, and are typically associated with sophistication (Bennett and
Lachowetz 2004) and innovativeness (Franke and Shah 2003).
The concept of image fit is powerfully relevant (Hosany and Martin

2012). In sports marketing, several studies have emphasized that image
fit between the image of oneself and the image of the event affects
the decision to participate in the event (He and Mukherjee 2007; Hee
Kwak and Kang 2009). Consumers select events and make their tourism
choices basing on the level of perceived fit between the image of the event
or place and the image of the self. Furthermore, they also evaluate how
the event fits the image of one’s ideal self. In this sense, image cues help
individuals to get close to how they would like to be and to move away
from social groups they do not want to be associated with (Lyng and
Matthews 2007).

Image fit may assume a particularly relevant significance for Genera-
tion Z, as it generally has a strong, energetic self-image (Schreier et al.
2007), and vivid inner life (Coffey 2008). Accordingly, image fit is likely
to influence Generation Z’s tourism choices. Specifically, the perceived
fit between the event image and Generation Z’s self-image could help to
understand the intention to visit the location hosting the sports event.
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An Empirical Investigation of Generation Z
Visit Intention for Action Sports Events

The Aims

This section provides an analysis of Generation Z’s visit intention toward
action sport events, based on the three main factors identified before:
sensation-seeking, satisfaction, and event-fit. The purpose is threefold:

1. verify if and how far sensation-seeking is present in Generation Z
individuals and how it drives their behaviors;

2. examine Generation Z’s revisit intention for action sports events;
3. identify what drives Generation Z’s revisit intention to participate in

action sports event.

Considerations Guiding the Analysis: The Theoretical
Model

Overall, the considerations detailed in the first part of the chapter
link the psychological literature on sensation-seeking with the sports
marketing literature. Essentially, we advance that individuals in Genera-
tion Z display a higher sensation-seeking tendency and develop stronger
satisfaction toward the event, particularly when they perceive a fit
between the image of the event and the image they have of themselves.
In turn, satisfaction toward the sporting event leads to visit intention for
the location that hosts it. In summary, we develop the original conceptual
model graphically summarized in Fig. 11.1.
As Fig. 11.1 shows, the left side of the model relates to the psychology

of the individual. The right side of the model refers to marketing-
related outcomes building up the source of revenue for the sport tourism
managers.
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Fig. 11.1 The conceptual model

Considerations Guiding the Analysis: The Research
Context

BMX or BMX racing (bicycle motocross racing) is a competitive sport
in which participants race off-road bicycles on dirt tracks. The diffu-
sion of BMX racing originated in southern California. The spread
of this phenomenon, which originated mostly as a youth hobby, was
supported mainly by the action of the media, which rapidly popularized
documenting such practice in movies and documentaries (Ryan 2006).
Such popularization fueled by media stimulated the development of a
market for BMX products, accessories, and other elements devoted to
the improvement of the BMX experience.

Furthermore, media coverage significantly contributed to the develop-
ment of a structuring process of BMX as a professional sport. Gradually,
sport governing bodies become a driving force in the development and
the organization of mega-events involving BMX racing, culminating in
BMX becoming a medal sport at the 2008 Summer Olympics in Beijing
under the UCI sanctioning body. All these factors encouraged a massive
marketization of BMX. They leveraged, to a great extent, the distin-
guishing, original subcultural significance of action sports, which played
a crucial role in attracting Generation Z to BMX.
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Scales and Considerations Guiding the Analysis

Measures come from existing marketing and psychology studies (visit
intention: Kaplanidou and Gibson 2010; event image fit: Grohs and
Reisinger 2014; sensation-seeking: Hoyle et al. (2002); satisfaction:
Picón et al. 2014). Responses to the questionnaire items were provided
by respondents using 7-point Likert scales ranging from 1 (strongly
disagree ) to 7 (strongly agree ). Data were collected using a question-
naire administered to participants in a leading BMX competitive event
in Europe during 2018. A total of 180 responses from Generation Z
participants were collected. Notably, about 80% were males, reflecting
the demographics of a male-dominated world and reflecting well the
population of BMX according to media reports (The New York Times
2015) and the extant literature (Agilonu et al. 2017). All participants fell
within the age range of Generation Z (McKinsey 2018). Trained research
assistants administered the questionnaire to consumer-athletes to mini-
mize ambiguity within the survey as well as to ensure understandability
(Podsakoff et al. 2003). The model was tested via SPSS 25 PROCESS
3.3 macro (Hayes 2018).

Results

The measurements were found reliable and valid, as they satisfy the
psychometric requirements (Cronbach’s alphas and composite reliability
>0.70, average variance extracted >0.50) (Fornell and Larcker 1981; Hair
et al. 2010).
Results provide support for the model in Fig. 11.1. Specifically, the

estimates show that sensation-seeking tendency exerts a significant influ-
ence on satisfaction (B = 0.27; p < 0.001). This result means that the
more Generation Z feels that the event it participated in was able to
satisfy the thirst for sensations, the higher the satisfaction.

Furthermore, there is empirical support of a positive impact of event
satisfaction on visit intention (B = 0.34; p < 0.001). In other words, the
key to making Generation Z come back to the same tourist location is
to satisfy it by quenching the thirst for strong sensations. Nonetheless,
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the relationship between event satisfaction and visit intention is stronger
for those Generation Z individuals who perceive a stronger fit between
themselves and the event image (Bhigh = 0.14 vs. B low = 0.06). More
formally, the estimates of the model suggest that image fit significantly
moderates the effect of satisfaction on visit intention (B = 0.19; p <
0.05). This result means that satisfaction will be a powerful driver of visit
intention if Generation Z feels that the sports event “speaks” to it, helps
it socialize, and defines itself. In other words, the higher the perceived fit
between the image of the event and the image of oneself, the more likely
it is that satisfaction will translate into patronage and re-patronage for
the tourism location, thus guaranteeing a stream of loyal tourists.

Finally, the model estimates report a nonsignificant direct effect of
sensation-seeking on visit intention (B = 0.01; p = 0.87). Thus,
sensation-seeking influences visit intention only through satisfaction.
This result means that sensation-seekers are not more likely or less likely
to become loyal tourists: they will be, depending on whether they are
satisfied or not with the action sports event. More formally, satisfaction
fully mediates the sensation-seeking–visit intention relationship. In other
words, the more Generation Z tourists perceive that the event provides
strong, compelling sensations, the more they will be satisfied with the
experience, and the more they will come to the same event and location
in the future.
To summarize, visit intention was stronger for Generation Z partici-

pants who displayed high levels of sensation-seeking, and who were also
satisfied with the event and perceived a stronger fit between the image
they have of themselves and the image they have of the event.

Figure 11.2 summarizes the results of the model.

Conclusions

We addressed a consumer segment, Generation Z, that is becoming more
and more important for the tourism industry, at an outstandingly fast
pace. We focused on action sport events, a context worth (more than) e
5 billion for tourism managers (Forbes 2014).
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Sensation-
seeking

fit event-self 
image

Revisit 
intention

Satisfaction

.19* .27***

.01 n.s.

.34***

Fig. 11.2 Results of model estimation

The findings might provide some insights to practitioners. First,
attracting tourists toward sports events is the main challenge in the action
sports industry. Action sports events mostly target Generation Z and try
to attract them to the location hosting the event. Thus, understanding
the determinants of Generation Z’s intention to revisit and participate
again in these events is crucial for managing the tourism flow (Raggiotto
and Scarpi 2019). Yet, few analyses have considered the specific charac-
teristics of Generation Z (Brymer and Houge Mackenzie 2016) partici-
pating in action tourism events, as most scholars investigated traditional
sports and traditional tourism settings.

Sensation-seeking tendency served as the trigger for participants’ visit
intention. In other words, the trend of Generation Z to seeking tourism
locations providing strong sensations influences their tourism choices.
Looking at action sport events, we highlighted a tight interdependence
of marketing-related and psychology-based factors that might be unique
for Generation Z.

Event satisfaction enhances the intention to participate again in the
event. Furthermore, the perceived degree of fit between the image of the
event and the image of oneself influences the relationship between satis-
faction and visit intention. Specifically, a higher perceived image fit leads
to come back to the event. This result is in line with other research on
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Generation Z, which found that this Generation attributes great impor-
tance to building a solid self-image, and does so by engaging in social
activities (Ek-Styvén and Foster 2018; McCormick 2016).

Overall, this chapter introduced and tested a novel theoretical frame-
work for the analysis of Generation Z by using established variables in
the field of psychology, which, however, were rarely used outside their
original domain and generational cohort. Besides, the evidence in this
chapter provides useful to decipher the complexity of Generation Z
behavior within the context of sporting events consumption. Overall, our
findings suggest that scholars and practitioners should address Gener-
ation Z individuals’ decision-making separate to other generations, as
their tourism choices differ from those of the other generational cohorts.

Finally, our findings corroborate those of extant research concerning
the role of satisfaction and event image in shaping the decision to visit a
location (Kaplanidou and Vogt 2007; Kaplanidou and Gibson 2010) and
further provide new theoretical insights. From a managerial standpoint,
events should strive to align to the desired level of arousal of partici-
pants, or, at least, be perceived by participants as a crucial component
in sustaining their search for sensation, which is so typical of Genera-
tion Z. In this sense, if managers provide incremental levels of challenge,
variety, and difficulty in sports events, they could strengthen Generation
Z’s decision to select it and revisit it.

Our results showed the importance of the perceived fit between event
and self-image, which highlights the need to take a customer-based
perspective when marketing action sports events to Generation Z sports
tourists. Action sports events targeting Generation Z should deliver a
compelling image that holds meanings for participants and helps them
grow and define themselves. The event would preferable meant to help
Generation Z to define and identify their values for driving the inten-
tion to visit the location that hosts it. Overall, we contribute advancing
knowledge on Generation Z’s active sport tourism, addressing one of the
most relevant, high-potential consumer segments.
The complementarity of sensation-seeking, satisfaction, and image

fit in driving event visit intention for Generation Z should encourage
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researchers to envision action sports events from a broader perspective
and to investigate this generational cohort further.
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AreGeneration Z Ethical Consumers?

Penny Walters

Introduction

Generation Groupings

Generation groupings aren’t categorised by exact dates, but are based
on groupings of people born during specific trends or around notable
historical events. Strauss and Howe (1991), suggested that cohorts
throughout history share distinct characteristics and values in their book
‘Generations’1 and expanded on this in their second book, ‘The Fourth
Turning’. They argued that cohorts have a cycle of about twenty years,
and that after four cohorts, there appears a ‘turning’ whereby, after a
period of crisis, a new social, political, and economic climate emerges.
But it could be argued that, ‘The divisions we use aren’t particularly robust.
They tend to be imported from North America without much thought… and
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capture changes that often don’t have clear inflection points, so dates can vary
from pundit to pundit’.2

People grouped by observers into cohorts during the last century
include (Fig. 12.1).

• The Silent Generation, also called ‘Golden Boomers’ (born between
c1925 and 1945)3 refers to people who are currently aged in their
seventies up to nineties.

• Baby Boomers (born between 1946 and 1964)4 also known as
‘boomers’ or ‘alpha boomers’ refer to a member of the demographi-
cally large generation born between the end of WWII (1945 onwards)
and the mid-1960s.

• Generation Jones (born between 1954 and 1965). The term was
reportedly5 first coined by Jonathan Pontell, a social commentator6

who identified these years as a cohort.
• Generation X (born from mid-1960s to 1980) was first coined and

later disowned by Douglas Coupland, author of the 1991 book ‘Gener-
ation X: Tales for an Accelerated Culture’.Notable businesses founded by
Generation Xers include: Google,7 YouTube,8 and Amazon.9

Fig. 12.1 The recent generations (Source The Author)
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• Xennials (born between the late 1970s and early 1980s)10 which
appears to have been coined in 201411 and includes Yuppies
(young urban professionals) who were reputedly rebelling against the
suburban lifestyles of their parents.

• Millennials (born between early 1980s and mid-1990s). The PEW
Research Centre12 explicitly uses 1996 as the last birth year for Millen-
nials, and anyone born between 1981 and 1996 (ages 24–39 in 2020)
is considered a Millennial, and anyone born from 1997 onwards is
part of a new generation.

• Generation Z born between mid-1990s and late 2000s (currently
aged early to mid-twenties) are also termed ‘post-Millennials’, ‘Gen Z’,
‘zoomers’ (a mix of the terms Generation Z and Boomer), ‘iGen,13 or
‘homelanders’.14

• GenAA The final and most recent cohort has been labelled as GenAA,
born after 2010, and who are predicted to have a significant impact
upon the economy c2045.15

Generation Z

Generation Z born between 1996 and 2010 (currently aged early to mid-
twenties), are also termed ‘post-Millennials’, ‘Gen Z’, ‘zoomers’ (a mix of
the terms Generation Z and Boomer), ‘iGen’,16 or ‘homelanders’.17

Generation Z people are the children of Generation X-ers and the
grandchildren of Boomers. They have used digital technology since a
young age and are fully familiar with the internet and social media.
Zoomer18 is also a meme character spread on 4chan, mocking Gen
Z adolescents and young adults, similarly to how the thirty-year-old
boomer is used to mock older Millennials. Fry and Parker’s demographic
portrait19 of American Gen Z concluded that ‘post-Millennials’ are likely
to be most diverse, best-educated generation yet. Their key findings were
that:

• post-Millennials are more metropolitan and racially and ethnically
diverse, less likely to be born abroad,
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• majority of post-Millennials are non-white in urban areas and western
states,

• post-Millennials more likely to be pursuing college and less likely to
be in the workforce,

• post-Millennials are slower to enter the labour force,
• post-Millennials’ family lives are similar to those of Millennials when

they were young.

Research by The Center for Generational Kinetics20 found that 46%
of Gen Z people follow more than ten online influencers and that 10%
follow fifty or more; 73% of Gen Z follow at least one brand on social
media compared to 64% of Millennials, and 52% of Gen Z follow three
brands or more. Gen Z prefers to interact with companies via Instagram
rather than the Millennial-preferred Facebook or Twitter.

Generation Z comprise about one-third of the global population of
7.7 billion, just higher than Millennials, according to a Bloomberg anal-
ysis of United Nations data.21 Gen Z’ers are therefore the largest group
of consumers in 2020. Twenge explained that parents, educators, and
employers have an urgent need to understand today’s rising generation
of teens and young adults because, ‘iGen is the first generation to spend
their entire adolescence in the age of the smartphone. With social media and
texting replacing other activities, iGen spends less time with their friends in
person, perhaps why they are experiencing unprecedented levels of anxiety,
depression, and loneliness ’.22 This has huge implications for their social
skills.
Tourism is one of the fastest-growing industries with one out of eleven

jobs being created by the travel and tourism industry (World Travel &
Tourism Council 2016). Research23 has shown that 79% of Gen Z first
travelled overseas before the age of fifteen, and that as a generation, they
are better travelled than ever before, and therefore want authentic expe-
riences in unique destinations, which make them feel as though they’re
amongst the first of their peers to ‘discover’ experiences.

Generation Z are people who are of interest to marketers and market
researchers because this group are now starting to enter the workforce,
earn their own income, and are becoming consumers. But are they ethical
consumers?
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Ethical Consumerism

It could be argued that ethical consumerism can be difficult to
define exactly. Cooper-Martin and Holbrook succinctly defined ethical
consumer behaviour as, ‘decision-making , purchases and other consump-
tion experiences that are affected by the consumer’s ethical concerns’.24

Kirchoff explained that ethical consumerism, ‘…is form of political
activism based on the premise that purchasers in markets consume not only
goods but also, implicitly, the process used to produce them. From the point
of view of ethical consumerism, consumption is a political act that sanctions
the values embodied in a product’s manufacture’.25

Background: The 2030 Agenda for Sustainable
Development (Sustainable Development Goals).

Sustainable Development Goals (SDGs) are seventeen global goals that
represent an urgent ‘call to action’ for all countries and citizens to work
in global partnership to succeed in achieving them, and which outlines a
future scenario for people and the planet adopted by all United Nations
Member States in 2015. The SDGs built upon previous work of the
United Nations (UN), when, during the 1980s, the UN established
the Commission on Environment and Development (UNCED), which
was tasked with creating a global agenda for change in order to address
major worldwide social and environmental challenges. This culminated
in a paper called ‘Our Common Future’ (also known as the Brundtland
report26 as it was authored by Gro Harlem Brundtland of Oslo, 20
March 1987). The introduction stated that:

From space, we see a small and fragile ball dominated not by human
activity and edifice but by a pattern of clouds, oceans, greenery, and soils.
Humanity’s inability to fit its activities into that pattern is changing plan-
etary systems, fundamentally. Many such changes are accompanied by
life-threatening hazards. This new reality, from which there is no escape,
must be recognized - and managed.27 (p. 11)
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The report outlined three fundamental components to sustainable devel-
opment: environmental protection, economic growth, and social equity,
pointing out that the three are intrinsically linked. This report could be
seen as the backbone of the UN’s work on sustainable development and
has influenced subsequent reports and recommendations published by
the UN. Agenda 21,28 the Rio Declaration on Environment and Devel-
opment, and the Statement of principles for the Sustainable Manage-
ment of Forests were adopted by more than one hundred and seventy
eight Governments at the United Nations Conference on Environment
and Development (UNCED)29 held in Rio de Janeiro, Brazil, 3–14
June 1992. The full implementation of Agenda 21, the Programme for
Further Implementation of Agenda 21 and the Commitments to the Rio
principles, were reaffirmed at the World Summit on Sustainable Devel-
opment (WSSD)30 held in Johannesburg, South Africa from 26 August
to 4 September 2002.

The Rise of Ethical Consumerism

Harrison et al. (2005), identified seven factors in the rise of ethical
consumerism31:

• globalisation of markets,
• rise of transnational corporations,
• rise of single-issue pressure groups,
• technological change,
• shift in market power towards consumers,
• effectiveness of market campaigns, and
• corporate accountability.

Types of ethical consumption-related activities include the following:

• boycotts (not buying items, for example, aerosols),
• positive buying (such as purchasing items labelled ‘fair-trade’),
• fully screened (‘green’ consumers),
• relationship purchasing (such as leaving unnecessary packaging at the

supermarket), and
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• anti-consumerism/sustainable consumerism (such as cycling or using
electric cars).

The outcomes of each range from having small scale to huge impacts.
Awareness of these issues have been raised by overseas travel, and some
may have even been exasperated, for example, tourists dropping plastic
water bottles. Some examples of pioneering ethical consumer campaigns
are:

• Dolphin-free tuna—One of the earliest modern ethical consumer
campaigns during the 1990s resulted in tuna fleets being obliged to
fit all nets with special hatches through which accidentally caught
cetaceans (including whales, dolphins, and porpoises) could escape,
although the practical realities of this have been debated.32

• Cosmetic products free from animal testing—Testing
cosmetic products and their ingredients on animals was banned in
the UK in 1998, and across the European Union (EU) in 2013.
However, in some countries, China, for example, it is compulsory for
any company that sells cosmetics to pay for the products to be tested
on animals.33

• Foods that are free of genetically modified organisms (GMOs)—
Genetically modified (GM) crops were espoused as a solution to the
‘global food crisis’ manifested in the sudden spike in world food prices
during 2007–2008, however, these are now viewed with suspicion and
there are calls to end its practice.34

• Sweatshop-free clothing–Investigations into cheap clothing have
revealed that some factory owners pay starvation wages, force
employees to work unpaid overtime, deny bathroom breaks and sick
leave, and retaliate against workers who seek better treatment, so
this has led to people not wanting to purchase items made by these
companies.

• Food waste—1 in 9 people on the planet who are starving or
malnourished could theoretically be sufficiently fed on less than a
quarter of the food that is wasted in the USA, UK, and Europe each
year.35
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• Reducing industrial greenhouse gas emissions—It includes
increasing energy efficiency by, for example, fuel switching, combining
heat and power, using renewable energy, and the more efficient use
and recycling of materials.36

• Saving energy—It can include using energy-efficient lightbulbs;
purchasing energy-efficient appliances; using less hot water by turn
down the thermostat on a water heater, or insulating a water heater;
installing energy-efficient windows and insulating your home.37

• Fair-trade products—The Fair Trade Foundation website states that
Fairtrade is about better prices, decent working conditions, local
sustainability, and fair terms of trade for farmers and workers in the
developing world; Fairtrade aims to address the injustices of conven-
tional trade, which traditionally discriminates against the poorest,
weakest producers. It theoretically enables them to improve their
position and have more control over their lives.38

• Conflict-free diamonds—These are diamonds that are mined and
shipped without connection to rebel or terror groups. Procedures and
agreements like The Kimberley Process39 are in place to guarantee
that diamonds are mined and shipped according to certain ethical
standards. ‘Blood diamonds’ often originate in war-torn areas and are
illegally traded, gaining attention during the Sierra Leone civil war in
the 1990s.40

• Reducing the prevalence of micro-plastics—Plastic is the most
prevalent type of marine debris found in oceans and Great Lakes;
micro-plastics are plastic debris that are less than five millimetres in
length, and of recent concern are microbeads which are added as
exfoliants to health and beauty products, such as some cleansers and
toothpastes.41

• Addressing homelessness—It includes not just the stereotype of
young men, but also including women, seniors, the sick, children,
and veterans; and begs the question as to why people are homeless in
wealthy countries.42 A good example of direct action is Help Bristol’s
Homeless charity43 whose ethos is that housing must come first, and
they provide lorry containers which have been recycled and adapted
into a small community of micro flats, and once the residents are more
settled, other problems can be addressed.
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• Fracking—At midnight on 2 November 2019, the UK govern-
ment announced a moratorium (temporary ban) on fracking in
England, which followed eight years of protests, arrests, demonstra-
tions, remonstrations, letters, emails, and community organising.44

• Fur industry—After banning the use of fur in their company, British
luxury fashion house Burberry announced plans to be plastic-free by
202545 although it could be argued that this is a marketing ploy.

• Throwaway coffee cups—Friends of the Earth explained that the
problem with disposable coffee cups is actually three problems: what
they’re made of, how many there are, and where they end up; with
more than four times as many takeaway coffee shops in the UK today
as there were twenty years ago; people are using and throwing away
at least 2.5 billion takeaway cups a year, and less than 0.25% of those
cups, one in every four hundred, are recycled.46

• The bottled water conundrum—Whilst it is better to drink water
than sugary or fizzy drinks, the amount of plastic that is used can be
a hidden disadvantage; and there is no evidence that bottled water
is any healthier than tap water. Karunananthan, the national water
campaigner for the Council of Canadians, pointed out that, ‘When
the carbon footprint of drinking out of your tap is zero, you can’t deny
that the environmental impact of bottled water is more harmful’.47

• Greenwashing—It is the process of conveying a false impression or
providing misleading information about how a company’s products
are more environmentally sound, and is a term which originated in
the 1980s.48 In the travel industry, greenwashing refers to tour opera-
tors who make eco-trips seem more sustainable and ethical than they
actually are or who mislead tourists into thinking that by participating
in a particular activity they are giving back to the local community or
environment.

• Plastic straws—The British government confirmed a ban on plastic
straws, stirrers, and cotton buds to slash plastic waste will come into
force in April 202049 citing that annually in the UK, 4.7 billion plastic
straws, 316 million plastic stirrers, and 1.8 billion plastic-stemmed
cotton buds, with an estimated 105 of cotton buds being flushed down
toilets and can end up in waterways and oceans.
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Some additional ethical consumer campaigns that are explicitly rele-
vant to travel and tourism are:

• Ecotourism—It is the advocacy of the principles of: minimising
physical, social, behavioural, and psychological impacts; building envi-
ronmental and cultural awareness and respect; providing positive
experiences for both visitors and hosts; providing direct financial bene-
fits for conservation; generating financial benefits for both local people
and private industry; delivering memorable interpretative experiences
to visitors that help raise sensitivity to host countries’ political, envi-
ronmental, and social climates; designing, constructing, and operating
low-impact facilities; recognising the rights and spiritual beliefs of the
indigenous people in that community and work in partnership with
them to create empowerment.50

• Sustainable tourism—It involves a commitment to making a low
impact on the environment and local culture by reducing your carbon
footprint, whilst helping to generate future employment for local
people; aiming to ensure that development is a positive experience for
local people, tourism companies and the tourists; saying no to illegal
trading; and taking care of heritage places.

• Annual Ecotourism Conference51—Key stakeholders gathered to
discuss the future of ecotourism connected with protected areas;
focussing on the role of protected areas in ecotourism and sustain-
able tourism development, which ensure protecting the environment
and enabling nearby communities to benefit from growth in tourism.

The UK Ethical Market

The Ethical Consumer organisation has been producing its Markets
Reports annually since 1999. Their 2018 report52 revealed that, in many
sectors, consumers are turning towards more sustainable options, as their
concern for the environment grows, for example, ‘green energy’ (which
comes from natural sources such as sunlight, wind, rain, tides, plants,
algae, and geothermal heat) reportedly grew by 56.3% in 2017. The
purchase of ethical clothing increased by 19.9% and buying second-hand
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clothing for environmental reasons increased by 22.5% and purchase of
ethical food and drink grew by 16.3% in 2017. However, two key green
markets, sales of solar panels and energy-efficient cars reportedly fell.
The Ethical Consumer survey revealed growing environmental

concern, finding that 11% of people reported to be vegetarian and 3%
vegan, an increase of 52 and 153%, respectively, since 2016. Over a
quarter of those surveyed stated that they had avoided buying a product
or using a service due to its negative environmental impact in the past
year, an increase of 65% since 2016. Gen Z are the most likely age group
to avoid buying or using a product or service that has negative impact
on the environment, with 34% of 18–24-year olds, and 29% of 25–34-
year olds reporting it was a reason for them to withhold spending. The
fast fashion industry (companies such as H&M, Zara, C&A, Peacocks,
Primark, Xcel Brands, and Topshop) is reportedly the second largest
polluter in the world after the oil industry.53

Žnideršić, 1991 pointed out that ‘the phenomena of ethical consumption
and ethical consumer behaviour play a more prominent role in marketing
theory and practice research’.54 However, although these issues are raised
by consumers as important to them, are people involving themselves
in them? Although consumers are increasingly engaged with ethical
factors when forming opinions about products and making purchase
decisions, there are significant differences between consumers’ intentions
to consume ethically, and their actual purchase behaviour, termed an
‘ethical purchasing gap’.55 Gen Z consumers are sophisticated and tech-
nologically prepared for different types of actions to protect rights, but
sales trends of ethical products and services do not record significant
growth and participation in the total consumption.56 The main ethical
consumer trends seem to only be within food and drinks (‘fair-trade’
items and organic food), and small declines in consumption of cheap
clothing from ‘sweat shops’.
The broader range of issues (including environmentalism) integrated

within ethical consumerism creates complex decision-making processes
for ethically minded consumers (Freestone and McGoldrick 2008).57

Carrington et al. 2010, stated that understanding the gap between what
ethically minded consumers intend to do and what they actually do at
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the point of purchase, and understanding how to close this gap, is clearly
an important academic, managerial, and social objective.58

Theories of Reasoned Action and Planned
Behaviour

Ajzen’s now classic ‘Theory of Reasoned Action’, 1980, was devised in
an attempt to predict an individual’s intention to engage in a behaviour
at a specific time and place. The theory of reasoned action was based on
the assumption that human beings usually behave in a ‘reasonable way’
by taking account of available information and implicitly or explicitly
considering the implications of their actions. The theory was intended
to explain the behaviours over which people have the ability to exert self-
control. The key component to the model is behavioural intent, whereby
intentions are influenced by the attitude about the likelihood that the
behaviour will have the expected outcome and the subjective evalua-
tion of the risks and benefits of that outcome.59 The original theory of
reasoned action was modified to enable it to predict and explain goal-
directed behaviour.60 The modified theory of planned behaviour differs
from the original theory of reasoned action in that it takes into account
perceived as well as actual control over the specific behaviour. Ajzen
lamented that a frequently voiced criticism of the theory of planned
behaviour and other reasoned action models is that they are too ‘rational’,
not taking sufficient account of cognitive and affective processes that are
known to bias human judgements and behaviour.61

Declared intentions are often not aligned to subsequent behaviours.
Attempting to understand the purchase decision-making processes
of ethically minded consumers, researchers within have drawn on
the established theoretical frameworks from within the consumer
behaviour, business ethics, and social psychology domains (Newholm
and Shaw 2007).62 These models tend to be based on cognitive
approaches, focussing on the internal (mental) process of decision-
making (Fukukawa 2003).63 Carrington et al.stated that, despite their
ethical intentions, ethically minded consumers rarely purchase ethical
products, stating that ‘ethical consumers don’t walk their talk’.64 Kim
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et al., 1997 termed this an ‘Attitude Behaviour Gap’.65 This intentions-
behaviour gap is important to researchers and industry, yet poorly
understood (Belk et al.).66 Cowe andWilliams, 2000, termed this a ‘30:3
phenomenon’67 explaining that about 30% of consumers state that they
care about ethical standards, but only about 3% of purchases reflect these
standards.

Nicholls and Lee, 2006, concluded that, ‘Focusing marketing efforts
on raising (brand) awareness alone, without considering brand image, is
clearly not sufficient to turn positive attitudes towards Fair Trade into
ethical intent and purchase behaviour. In fact, raising the moral inten-
sity around the Fair Trade proposition to the point where consumers are
made to feel guilty about their purchases may actually have a negative
effect’.68 Bray et al. (2010) concluded, from their focus group research
into factors that impeded ethical consumption, that inertia (a tendency
to do nothing or to remain unchanged) in purchasing behaviour was
such that the decision-making process was ‘devoid of ethical considera-
tions’.69 They noted post-purchase dissonance and retrospective feelings
of guilt. Some participants displayed a reluctance to consume ethically
due to personal constraints, a perceived negative impact on image or
quality, or an outright negation of responsibility. Those who expressed
a desire to consume ethically often seemed deterred by cynicism, which
caused them to question the impact they, as an individual, could achieve.

What Are the Determinants of Tourism
Demand? The Gen Z Case

A number of factors which can increase travel potential for Gen Z,
including easier availability of credit cards and PayPal, ease of booking
and connecting trains, buses, and budget airlines, car rental, cheap
accommodation, AirBnB, rising per capita income, increased availability
of leisure time, reduced travel barriers, visa-free travel, free museums.
Many Gen Z will spend more money for immersive, unique, authentic
experiences that lets them experience life as a local, rather a typical
tourist. The term ‘flashpacker’ has arisen, whereby a rapidly growing
segment of travellers stay in modest accommodation (such as AirBNB)
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and expressing an interest in meeting locals as well as seeing sights, but
spend freely, even excessively, for meals and activities at their chosen
destination.
The development of new technologies and social media has helped

people help to share tourist experiences by videos, pictures, comments,
and likes. Apps can help speed up the time taken to book flights, check
the availability of accommodation, or opening times of a preferred attrac-
tion beforehand. Conversely, social media can be seen as disruptive, as it
could be argued for example, that some Gen Z want a selfie and the
background rather than the actual tourist experience. Some tourist expe-
rience reputations can be quickly damaged by poor reviews on sites such
as Trip Advisor.

Some problems can arise when choosing where to travel to, for
example with obtaining visas, language barriers, diet requirements,
vaccine requirements, or religious beliefs such as wanting to attend a
religious service on specific days. Also, some tourist destinations with
a religious focus can create divides where only part of the local popula-
tion identifies with the heritage promoted for tourism (Uriely N. et al.
2003).70

The Coronavirus (COVID-19) Pandemic, Its Impact
on the Tourism Industry, and Gen Z Tourists

The coronavirus (COVID-19) pandemic triggered an unprecedented
crisis in the tourism economy when many Governments stopped all
but essential flights. The OECD (The Organisation for Economic Co-
operation and Development—an international organisation that works
to build better policies for better lives) estimates that the impact points
to 60–80% decline in international tourism in 2020. Domestic tourism,
which accounts for around 75% of the tourism economy in OECD
countries, is expected to recover more quickly, as it offers the main
chance for driving recovery, particularly in countries, regions, and cities
where the sector supports many jobs and businesses.71
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Recovery from the impact of COVID-19 will need to include lifting
travel restrictions, applying new health protocols for safe travel, diversi-
fying potential markets, restoring traveller confidence, updated informa-
tion via apps, new tourism marketing promotion campaigns, that is, a
whole rethinking of the tourism sector. Co-operation amongst different
countries will need to be fostered to collaboratively develop the tourism
industry. Because the pandemic has triggered a global economic crisis,
and many economies have fallen into recession, it may be that the travel
and tourism industry will never be the same again and more people will
only travel domestically, within the country they live in.

COVID-19 Crisis as an Opportunity for Gen Zs
Towards Ethical Tourism

Governments need to provide better infrastructure and better protec-
tion for the environment. For example, Iceland is recognised as a leading
sustainable tourism destination due to its significant efforts to drive green
economic growth, preserve and enhance the natural environment as well
as improving the quality of life of the people through local involvement
and education.72 In May 2012, Promote Iceland commissioned a master
mapping project for the Icelandic tourism industry and to establish its
foreign direct investment (FDI) potential.73 The aim of the project was
to create a platform for the government and tourism industry stake-
holders to formulate a long-term strategy and goals to maximise tourism’s
economic contribution. The private sector expanded a lot in recent years
to provide services and facilities for the growth of demand in tourism.
The report concluded that the focus needs to shift from volume to
high yield, low impact visitation, recognising a balance must be struck
between the two especially in making the destination a year round visitor
attraction.74

New laws and new organizations that focus on promoting tourism and
investment in the country should be created in order to protect tourism
in the country and the people that benefit from it. For example, Tayrona
National Natural Park in Colombia,75 which is located along Colombia’s
Caribbean coast and is known for its beautiful beaches and biodiversity,
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is closed to the public and only the indigenous tribes along with the local
authorities, either the police or army, can be at the park, three times a
year for a period of between two weeks and a month. The closures allow
some restoration of the different ecosystems that make up the protected
area.
The Travel Project, which is a partnership with creatives and story-

tellers from across the globe, seeks to ‘inspire, inform, educate and amaze’
through a mix of videos, thought-piece articles, and stand-out imagery.
Their mission is ‘To explore how travel has the ability to change us, shape us
and make us into the best possible versions of ourselves’.76 Their suggestion
is that Gen Z travellers will need to enhance their skill sets, including
lateral critical thinking, cultural sensitivity, the ability to work in teams,
and knowing how to communicate clearly and effectively.

Conclusions

The Center for Generational Kinetics concluded that ‘Rather than
hanging posters of TV celebrities or athletes on their bedroom wall, Gen
Z is following influencers on social media, and marketers need to urgently
shift their efforts accordingly’.77 Their findings showed that whilst 95%
of Gen Z own a smartphone and over half use it more than five
hours per day, online personalities could make an immediate impact on
this generation’s brand loyalty and purchasing decisions.78 Influencer-
created how-to videos on YouTube are especially effective for engaging
Gen Z consumers. Vision Critical79 reported that Gen Z respond to
‘edgy’ campaigns and they want to co-create culture. Companies need
to embrace these approaches, and utilise them as part of their marketing,
because Gen Z won’t engage with companies that don’t keep up. In fact,
it has been argued that, ‘the most effective way to attract Gen Z travellers is
by taking a more targeted and personalised approach. This even ranks above
discounts and perks when it comes to achieving this audience’s loyalty’.80

This will inevitably lead to ‘smart tourism’, derived from the concept
of ‘smart city’ which utilises technology as an enabler of development
of tourism destinations. Gen Z are very familiar with technologies and
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use multiple components for every process in their travel, including reser-
vations systems, weather, maps, public transport via social media, and
various communication and connection applications. Smart cities could
be seen as the cities of the future, built on a legion of interconnected
devices that are constantly analysing, reporting, and evolving to improve
and innovate services within their community. The collated data and fast
connectivity can be used in collaboration to manage public services and
design tools that enhance the visitor experience. This could lead to cities
becoming safer, cleaner, and more attractive places to visit. There will
also be a ripple effect on businesses within the area, including hotels and
hostels, restaurants, gift shops, coffee shops, and retail stores.

Ultimately, the group who influences this generation most are their
peers.81 Gen Z favour user-generated content over traditional influencer
content. The influencers who make an impact are the ones who have
carved out their niche, know their audience, and tell compelling stories,
aligning themselves with relevant brands.
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