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Abstract

This study provides an insight into the generational differences when it comes to memorable

travel experiences. The questionnaire, inquiring about the elements of a memorable travel

experience participants had, was distributed in electronic form. A total number of 64  valid

responses was collected, with participants mostly belonging to Generation X, Generation Y,  and

Generation Z. The results suggest that Generation X mostly associate gaining knowledge with

their memorable travel, Generation Y a good deal, and Generation Z learning something about

themselves. Differences applied in this study may be of use for destination management and

destinations to adjust their offer for younger generations of tourists.
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The End of Tourism

Generational shift in tourism-related activities

Generation is defined as the group of people born in a span of a few years. Each group has its

own characteristics. So far, there are 5 generations, who are still extremely active in the market

and workplace.

Generational cohorts give researchers a tool to analyze changes over time. They can provide

how different formative experiences (such as technological, economical, and social shifts)

interact with the life-cycle and aging process to shape people's views of the world

(Dimock, 2019). This is a brief description of each generation and its traits:

Traditionalists or Silent generation 1928-1945. The core values of the Traditionalists are

dedication, hard work, and respect for authority (Arsenault and Patrick, 2008, as cited in Smryl

2011). The formative years of this generation were based on a strong sense of commitment to

family, country, and community. The strength of the family was a norm. As children, they were

disciplined by strict parents (Smyrl, 2011) They matured from these experiences with their own

sense of self-discipline and strong work ethic(Smyrl, 2011). Employees from this generation who

are currently in the workforce grew up in the wake of a worldwide economic crisis. As a result of

war and rations, the Traditionalists are patriotic and fiscally conservative (Murphy, 2007).

Traditionalists are loyal and consistent (Stevens, 2010); they will make sacrifices and consider



the common good (Murphy, 2007).

Baby boomers 1946-1964. The core value of this generation is optimism, gratification, and

growth (Arsenault and Patrick 2008, as cited in Smryl 2011). Raised by the parents who lived

through war and the Great Depression, Baby boomers inherited a sense of optimism and a belief

that they could do anything to change the world (Murphy 2007, as cited in Smryl 2011).

Generation X 1965-1980. This generational cohort focuses on the outcome more so than the

process and the politics of work. Gen Xers believe that producing results is what matters, and

prefer to do so autonomously (Lancaster and Stillman, 2002, as cited in Smryl 2011). Baby

boomers have a really good work ethic and they live to work. They respect hierarchy at the

workplace. They live largely and want to be in charge (Scott, 2010).

Millennials or Gen Y 1981-1996, The core values of the Millennials are optimism, civic duty,

confidence, and achievement (Arsenault and Patrick, 2008, as cited in Smryl, 2011). Millennials

were the busiest generation to date: schedules heavy with activities, close supervision, and

extensive support from their parents led this generational cohort to become goal and

achievement-oriented. (Smryl, 2011) As a result, they have high expectations for themselves and



of their employers. Millennials are well-connected and globally-minded (Smryl, 2011). They

have been linked to the Internet almost since birth; global issues and multiculturalism are part of

the generational identity of Millennials (Murphy, 2007, as cited in Smryl, 2011).

Generation Z or Centennials 1997-2015, According to the Institute for Emerging Issues (2012),

Generation Z is the most ethnically diverse and technologically sophisticated generation. They

also have an informal, individual, and straightway of communicating, and social networking is a

vital part of their lives (Singh and Dangmei). They are a Do-It-Yourself generation. (Singh and

Dangmei). In the study conducted by Dan Schawbel (2014), Generation Z tend to be more

entrepreneurial, trustworthy, tolerant, and less motivated by money than Gen Y.

The present study focuses on generational differences and travel preferences and it provides us

an insight into the younger generations. Generation X, Y, and Z, being the members of younger

generations, have their preferences when it comes to traveling.

Millennials or Generation Y

Millennials, the generation born between 1981 and 1996, Millennials, the generation born

between 1981 and 1996, represent the future for visits to attractions and that demographic, which

already is pushing the boundaries for increasing expectations for services and products and a

notable increase in the importance of intangible visitor experiences at attractions (Leask

al.,2011). According to Expedia Group Media Solutions, when it comes to their preferences in

travel, Millennials want variety. Some of them want a highly adventurous experience, while



others seek a romantic and inclusive trip. However, they do watch their travel budget. According

to CBI, this generation of travelers like the do-good kind of travel, wherein they return from the

travel, they will clean the beach, etc. If the destinations want to attract this generation, they need

to offer a seamless service, says CBI.

Generation X

This generation values work-life balance. According to Expedia Group Media Solutions, 71% of

this generation enjoys off-the-beaten-path activities and seeks local recommendations. 70% of

them enjoy history, art, and culture. Media Solution research found that the best way to attract

future tourists from this generation is to engage them in the local culture. Generation X is

looking for: the ability to relax and unwind, family or group focused options, the option to work

while on vacation, and they are uncomplicated travelers, which means they are less likely to get

help from a travel agent but are more likely to stay in nicer hotels (Munley 2018). In order to

attract this generation, destinations need to make sure that the services are easily accessible and

purchased (Munley 2018).

Generation Z

CBI reports that this generation relies heavily on social media influencers and their

recommendations. For them, privacy is very important, especially on social media. They are

more price-conscious than Gen Y, and more focused on emotional experiences, interaction, and



exploration. CBI suggests types of products that can be offered to Generation Z, which is a slow

travel, travelers are more laid-back. The feeling of local hood and co-creation of the unique and

once-in-a-lifetime experience.

Yolocaust

The series of inappropriate selfies surfaced online. Those selfies were taken in the Berlin

Holocaust Memorial.

The website called Holocaust is a combination of the words YOLO-you only live once and

Holocaust. It was a hit online and immediately picked up by a few media outlets. Some of them

praised the idea of the website calling it powerful, and people taking the selfies foolish and

disrespectful (Gunter, 2017). Karen Pollock, the chief executive of London Memorial says that

the generations today live through camera lenses, and places like the London memorial are not

holy ground, but a place of gathering and learning. She also says that we can not blame younger

generations for experiencing things differently.

It is obvious that this kind of behavior comes from a place of ignorance or lack of engagement.

That is why every destination should think about how to entertain or at least become relatable to

this new generation of tourists.



The End of Tourism

According to destinationthink.com, Copenhagen responded to the rapidly changing industry by

creating a strategy called The End of Tourism as We Know It. by doing so destination marketing

embraced the modern role of its organization. Tourism management, rather than purely

promoting and advertising requires a fresh perspective. The key is the local hood, where travelers

can co-create their experiences with locals. The emphasis is on human contact rather than mass

tourism.

Methods

Purpose

The main purpose of this research was to compare the generational cohorts with one another. A



survey was conducted, specifically, from the study used to develop the scale called The

antecedents of memorable tourism experience: The development of a scale to measure the

destination attributes associated with memorable experience (Kim, 2014). For the purpose of

this study, only 5 out of  41 categories were used.  Local culture, activities and special events,

infrastructure, physiography, and superstructure. (Kim, 2014, p. 42). Participants were asked to

rate their memorable experiences on a scale from 1(the least true to the experience) to 7 (Very

true to the experience). 29 questions were conducted to rate the most memorable experience,

while 1 one of them was an open-ended question, where participants had to recall the place and

the year when the memorable travel experience took place. Furthermore, participants were asked

general questions about the memorable experience such as the purpose of travel,

accommodation, traveling party, spending power, etc. From the category of rating memorable

experiences the questions were from the local culture category, questions like a variety of

opportunities to experience the local way of life,  programs to learn about local history, and

experience local culture, were of great importance because the purpose was to prove and

compare  Generations X, Y, and Z  importance of having a local way of life when it comes to

their memorable travel experience. Other questions like activities and special events:  Different

kinds of sports/ games/recreational activity, activities I usually cannot participate in mundane

lives, interesting special events in destination, festivals in the destination that I have been

interested in. (Kim, 2014, p. 42)

Infrastructure: Uniquely designed infrastructure, good signage, and direction, and good

availability of tourist information. (Kim, 2014, p. 42)

Quality of service: The service staff was courteous and friendly, offered highly customized

service,  service staff offered impressive service. (Kim, 2014, p.42)



Physiography:  Different ecology zones, well-preserved areas, and awe-inspiring landscapes

(Kim, 2014, p.42)

Superstructure: Unique architectures, special cuisines, and interesting buildings (Kim, 2014, p.

42).

Were equally important because it shows that these three generations pay attention, not just to the

experience but to nature, monuments, service quality, signage, and price.

From the demographic category for the purpose of this study, all of the questions were used:

Gender, age, purpose, type of accommodation, travel cost, travel party, and mode of

transportation. (Kim, 2014, p. 40)

From the category of memorable takeaway from the tourist experience, out of 8 categories, only

5 were used (Kim, 2009, p. 43) :

Meaningfulness:  meaningful, important, and learned

Knowledge: Knowledge and new skills

Challenge: Spiritually and physically challenging, required skills

Service: Exceptional service

Value: Expensive and good deal

Participants

There were 64 participants, mostly female,  (Table 1. Gender)

Out of 64 participants, 45% were Millenials and 31,3% were Generation X, only 20% of

participants belong to Generation Z. (Table 2. Age)



The purpose of travel was mostly for pleasure, 43.8%, followed by family visits/gatherings

14,1% (Table 3. Main purpose of travel)

The primary transportation of the participants was an airplane, 50%, followed by a personal

vehicle 18,8% (Table 4. Primary transportation)

For the participants were mainly hostels, 31.3% followed by 26,6% who choose friends/ family

house as an accommodation. (Table 5. Accommodation)

Participants mostly spent up to EUR 1000, 31%, followed by those who spent less than EUR

500. (Table 6. How much did you spend)

Participants mostly traveled with their family 26.6%, followed by those who traveled with their

friends 23,4% (Table 7. Whom did you travel with)

Participants were mostly Croatian 82.8%, followed by Montenegro 4,7%. (Table 8. Country of

residence)

Results

Generation X

When it comes to their memorable travel experience, it is reported that Generation X most true to

their experience was infrastructure (M-20.50, SD-5.42) and superstructure (M- 18,80, SD- 2.24).

The least true was physiography ( M-16.05, SD-3.57) and quality of service (M-14.90, SD-5.37).

Generation X take away from their memorable experience was gaining knowledge from the

tourism experience (M-6.35, SD-0.98) and doing something meaningful during their memorable

experience (M-6.30, SD-1.41). However, they did not learn new skills (M-4.70, SD-1.83) and the



travel was not expensive, the price for Generation X is not a deciding factor when they travel

(M-3.25, SD-1.33) (Table 9.)

Millennials

For the Millennials, it is reported that the truest to their memorable experience was the

availability of infrastructure (M-22.44, SD-5.48) and activities and special events (M-18.37,

SD-5.47). The least true was physiography (M-16.00, SD-3.80) and quality of service (M-16.24,

SD-3.80). From their most memorable experience, Millenials will take away that the experience

was a good deal (M-6.21, SD-1.82) and gaining knowledge (M-6.21, SD-1.01). Lack of skill

requirement is a the bottom of the chart (M-3.76, SD-1.92), and the fact that the experience was

not spiritually challenging (M-3.72, SD-2.0). (Table 10)

Generation Z

Generation Z reports that special activities and events were the biggest part of their memorable

experience (M-21.97, SD-3.50), followed by infrastructure (M-20.07, SD-3.50). The least true to

their memorable experience was superstructure (M-17.38, SD-2.53) and physiography (M-15.07,

SD-4.51). The biggest takeaway from the memorable travel experience for Generation Z is

learning something about themselves (M-6.15, SD-1.06) and gaining knowledge (M-6.15,

SD-0,98). Generation Z wants to be more physically challenged during the travel (M-3.38,

SD-2.36) and they want the trip to require more skills (M-2.69, SD-1.88) ( Table 11.)



Discussion

The present research found that generations X,Y and Z, like the more unconventional and

modern approach when it comes to traveling. Copenhagen recently adopted a new

strategy called The End of tourism as we know it, where there is an emphasis on human

contact and co-creating experiences with locals rather than encouraging mass tourism.

The survey conducted amongst 64 participants demonstrated that all three generations are

looking forward to broadening their horizons rather than having a typical guided journey.

However, these three generations as seen from the literature, have generational

differences when it comes to travel. Generation Z is mostly self-centered, Millennials are

looking to co-create experiences and Generation X likes to spend time with family and

friends no matter where they are.

Millennials are the generation that spends 500-1000 EUR, followed by the ones who

spend less than 500 EUR. This means that this generation does not spend a lot of money

on travel, which relates to skift.com and their finding that Millennials do watch their

travel budget very much. They mostly want an authentic experience, which again, relates

to CBI findings, that the Millennials want to emerge in local culture. In terms of

statements for this generation, infrastructure was most true to their experience, and least

true was physiography or nature. This finding does not relate to literature. According to

CBI, Millennials are the ones who like nature and different paths in their destination. In



terms of questions related to the most memorable experience, this generation agreed that

the tourism experience was a good deal, while the least true statement was that this

tourism experience was spiritually challenging. This statement relates to the literature

because Millennials like the spiritual value of the experience.

Generation X- spends from 1000 to 1500 euros, which relates to the literature because they are

the most affluent ones out of the three generations. In terms of statements most true to their

memorable experience was infrastructure and the least true was quality of service. In terms of

questions gaining knowledge is very important to them while the price is not.

Generation Z-, also spent 500-1000 EUR. This generation just like the previous two also travels

by airplane and with the family. When it comes to the statements for them the most memorable

experiences were activities and special events and the least true to their memorable experience

was physiography or nature just like Millennials. In terms of questions most true of their

memorable experience was that they learned something about themselves, which shows us that

generation z is a rather self-centered generation, while the least true for their experience was

required skills, which relate to the literature and proves to us that generation Z is very resilient

and capable.

Overall, the findings and the literature are closely related, and the differences between

generations, especially Millennials and Generation Z are hardly noticeable. However, when it

comes to Generation X, according to research, are the ones who are the most careless when it

comes to spending their income. Millennials travel on a budget, and Generation Z is technology



fluent, which means that they rely on social media for recommendations. It was reported that

Millennials value cost (cheap or good value), quality (must be good) and level of service

provided (fast) are of the biggest importance to Millennials (Fields, 2008). These factors also

have to be packed into some sort of experience, rather than just a basic purchase transaction.

For the experiential consumption part, the need is to listen less and do more (Benckendorff and

Moscado, 2010). In this study, it is proven that Millennials are not particularly interested in the

educational aspect of the visit, but rather in personalized experiences and co-creation.

After conducting a survey all of these traits can be associated with Generation X and Generation

Z as well.

Millennials and Generation Z need more interaction with service providers. The lack of care

from the older generations, especially for Generation Z can be fatal. As already mentioned in the

introduction, the yolocaust was something that happened not out of the ignorance of younger

generations, but of the lack of engagement. The travel destinations should think about how to

create memorable travel experiences for these generations because they are the future.



Limitations

The limitations of this study were the small sample size and not enough time to collect enough

data. Participants were asked to describe and rate their memorable experiences rather than giving

suggestions. The suggestion is to implement more studies of this kind, to get a better insight into

the preferences of Generation X, Y, and Z.
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