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The aim of this thesis was to investigate the possibility and the best ways of using
mobile applications to enhance sustainable travel behavior among Generation Y. The
development of Information and Communication Technology (ICT) brings the new
opportunities in tourism and travel industry. At the same time, widely accepted as
currently most significant segment both in travel industry and global sustainable
development, Generation Y is know for their high expertise and passion for using
technological innovations. This report attempted to study the use of mobile
applications — an innovative ICT development as a tool of Travel Demand
Management, aimed to educate and involve Generation Y in a world of sustainable
traveling.

The theoretical framework of the study embraces three main topics: sustainable
tourism and sustainable purchasing in tourism; the role of mobile applications in
tourism, sustainable tourism and technology acceptance model; the portrait of
Generation Y, their consumer and travel behavior, and attitudes towards sustainable
tourism and mobile applications.

The empirical study used qualitative approach and was done in a form of online-
survey. Respondents were required to fit the age criteria of Generation Y, being 18-34
years old. The links to the questionnaire were distributed in social media and via e-mail.
As a result, 100 valid responses were analyzed using descriptive statistics and
interpreted by themes.

Generation Y members are active travelers and users of mobile applications, however
their awareness of sustainable tourism is very low, which results in indifference and
nonacceptance of personal responsibility in it. To succeed mobile applications need to
be supported be educating activities and be beneficent for a customer. Conclusions
were complemented by a set of recommendations for tourism stakeholders and
applications developers.
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1 Introduction

Nowadays the wotld is facing a lot of challenges caused by the development at
previously unknown speed. Emerging technologies and globalisation are increasing the
welfare of societies around the world and stimulate the growth of population and its
needs. However, millions of people are still living in poverty and the increased
consumption is challenged by rapidly depleting natural resourses and climate change.
Recent studies showed that humans are already exceeding the Earth’s ability to support
their lifestyles, and have been doing so for approximately twenty years (WWFE 2000).
Therefore, to avoid global catastrophy and preserve the world as it is for the upcoming
generations there is an urgent need to adapt the course of global development in a

sustainable way.

Being a huge industry interrelated to many others, tourism is seen to play a significant
part in global sustainable development. The total economic contribution of Travel &
Tourism industry, taking account of its direct, indirect and induced impacts has
reached 9% of total Gross Domestic Product (GDP) in 2012, growing faster than
manufacturing, retail, financial services and communications. Being a people-oriented

industry, Travel & Tourism is also a great employer, supporting one in 11 of all jobs in

the world. (WTTC 2012.)

Tourism is a major source of income for many countries, however, like other forms of
development, tourism can also cause its share of problems, such as social dislocation,
loss of cultural heritage, economic dependence and ecological degradation (UNESCO
2010). The importance of sustainable tourism development is reinforced by other
factors as well. First is a growing tourism demand, both in business and leasure segments,
as according to United Nations World Tourism Organization (UNWTO 2001) the
number of tourist trips is expected to continue increasing for the next decade, so that
the number of international tourist arrivals is expected to reach 1.6 billion by 2020 and

is likely to attain 2.6 billion in 2050.



Second is the high dependence of tourism on climate change and environmental degradation as
climate defines the lengh and quality of tourism seasons, affects tourism operators and

influences environmental conditions that can both attract and deter visitors (UNWTO

2009).

Finally, third reason represents emissions produced by tourism itself. According to UN-
WTO, World Meteorological Organization (WMO) and United Nations Environment
Programme (UNEP) (2008) the estimated global tourism related emissions of Carbon
dioxide (COZ2Z) were about 5% of total global emissions in 2005. Most of these emis-
sions are generated by transportation of tourists - 75 per cent in 2005, in particular, air
travel - 40 per cent in 2005. A business as usual scenario prepared by UNWTO-WMO-
UNEP (2008) estimated that tourism COZ2-emissions would increase by 130% from
2005 to 2035. Most of this growth is attributed to air travel because the number of in-
ternational tourist trips is expected to continue to grow over the coming decades. Indi-
vidual travellers participate in more frequent and more distant holidays, stay over
shorter periods of time, and increasingly use high-energy-intensive type of tourism on a

per trip basis. (Ritalahti 2012.)

Nevertheless, if efficiently planned and managed, tourism could become an ally and a
supportive economic and political force for conservation, but achieving it is a big chal-
lenge as it requires involvement of various groups of stakeholders and a major behav-
ioral change of the general public. Recent studies showed that although the environ-
mental awareness among the general public has increased, tourists are not willing to
change their travelling preferences. In fact, climate change is not considered at all by
most tourists when planning a holiday trip (Hares et al. 2010). The value of freedom to
travel is firmly established in the minds of many tourists and limiting travel is consid-

ered unacceptable (Becken 2007).

1.1 Problem setting

Because travellers do not have, for many reasons, interest or knowledge (information)
to reduce or replace i.e. their Greenhouse Gas (GHG) emissions by carbon offsetting

schemes offered by air lines or more independent environmentalist organisations



(Gossling et al. 2007), there is an arousing need for another approach. The possible
solution could be an implementation of Travel Demand Management (TDM) - an ap-
plication of strategies and policies to reduce travel demand, or to redistribute this de-
mand in space or in time (Federal Highway Administration 2004 in CIVITAS 2012,
45). Taking into consideration high diversity of travellers’ portraits, their purposes and

preferences, TDM is seen to be more effective if adapted to certain travellers’ segment.

TDM can be seen as a set of soft measures to enhance or promote sustainable travel
options. Such measures in the context of current research mean providing relevant travel
adyices and information to help travellers choose options that reduce their negative ecolog-
ical impacts when travelling. In practice, this could mean information on emissions by
different modes of travelling, sustainable choices in consumer behaviour (diesel and
hybrid technologies, local food and shopping, tips for saving energy, longer lasting

clothes, recycling and assorting), travel distance and ways of travelling.

In the context of this thesis, the above mentioned information is suggested to be deliv-
ered to the tourists via mobile applications — “a type of application software designed
to run on a mobile device, such as a smartphone or tablet computer.” (Technopedia
2013.) This tool was chosen in response to current prevalence of smartphones and
tablet computers with mobile Internet access that allows to plan and book vocations,
and access the useful information at any moment, changing the traditional pre-trip

planning (Scott & Frew, 2013; Wang & Fesenmaier 2013).

Choice of mobile applications was also driven by the desire to involve their users, who
are believed to be mostly members of Generation Y — a biggest generational cohort
since Baby Boomers, which is now reaching adulthood and getting the power of self-
made decisions. Being young and skilful with the technology, Generation Y is better
accepting and faster implementing the changes. In addition, being a trend-setter of
modern society Generation Y is able to influence both their peers and other living gen-
erations. Furthermore, youth travel is a rapidly developing segment, in 2010 the num-
ber of international trips a year was estimated around 190 million and by 2020 it is pre-

dicted to reach 300 million a year (UNWTO & WYSETC 2010, 06).



1.2 Aim and research questions

The aim of this research is to find out how to enhance sustainable travel behaviour of

Generation Y by using mobile applications as a channel of communication.

The target audience of the research - Generation Y is represented by the young people
of today, aged between 18-34 that have been recognised by United Nations as a major
force for development and social change (UNWTO & WYSETC 2010, 2). The context
is leisure segment of tourism, as it is believed that due to young age Generation Y are
not yet empowered to make own decisions when travelling on business. The instru-
ment is mobile applications, chosen due their rapid development, easiness of use and

assumed popularity among Generation Y.

This study is based on the assumption that targeted mobile applications, providing rel-
evant information and guidelines about sustainable alternatives, may represent an ap-
propriate way of communication with Generation Y in order to encourage sustainable

travel behaviour.

In response to the assumption and the aim of the study, the following research questions

have been formulated:

e What information and guidelines about sustainable tourism and travel are avail-
able to the public? Who are the main stakeholders responsible to promote it?

e What are the peculiarities of Generation Y as individuals, consumers and travel-
lers? What is Generation Y’s level of awareness and attitude towards sustaina-
ble tourism?

e What kinds of innovative tourism related mobile technologies are currently
available? What is the level of acceptance of mobile applications by Generation
Y and their attitude towards using mobile applications in travel related purpos-
es?

e What could be the strategies to increase the influence of mobile applications on

making sustainable travel choices by Generation Y?



The study is important, as it represents the first attempt to study how mobile applica-
tions — an innovative and rapidly developing communication tool, may enhance sus-
tainable travel behaviour of Generation Y — currently the most promising tourist seg-

ment, known to be keen on technical innovations and mobile Internet.

It is interesting to find out if young travellers, grown up with the awareness of the im-
portance of environmental issues and social responsibility, will consider travelling in a
more sustainable way when they are aware of more sustainable options in tourism ser-
vices, or will they just decide after price or other variables, even they have all the in-

formation needed in the decision making process.

1.3 Structure of the report

The report structure falls into five chapters. Chapter 1 presents the introduction of the
topic, describes the research background, problem setting and defines the aim and re-

lated research questions.

Chapter 2 is devoted to the theoretical framework of the research. It covers three main
topics related to the study: sustainable tourism, Generation Y, mobile applications and
their acceptance according to Technology Acceptance Model (TAM). All topics are

closely intertwined throughout the chapter.

Chapter 3 describes selected research approach and methods and falls into following
parts: definition and justification of chosen quantitative approach; description of data
collection, including sampling methods and questionnaire as a research instrument;
design of data analysis process, and finally, aspects of reliability and validity of the re-

search.

Chapter 4 presents the key findings of the empirical study, united by certain themes.

Finally, Chapter 5 provides conclusions and recommendations, as well as suggestions

for future studies.



2 Sustainable tourism and Generation Y

This chapter will provide a theoretical framework of the research by means of in-depth
study of existing theories and recent studies addressing sustainable tourism develop-

ment, Generation Y and mobile applications as a possible connection between them.

2.1 Sustainable tourism

Global tourism is a huge and rapidly developing industry. About 980 million people
travelled internationally in 2011 (a 4% increase over 2010) and this is expected to reach
1.5 billion by 2020 (Sustainable tourism 2013). Satisfying such a significant demand,
requires a lot of resources and produces waste and GHG gasses, disturbing natural
balance. According to statistics tourism and travel account approximately 5 per cent of
global CO2 emissions. At first glance, this percentage seems not significant, but if we
compare tourism with the emissions of countries, tourism would be the 5th biggest
polluter worldwide. “By 2035, under a “business as usual” scenario, carbon dioxide
emissions from global tourism are projected to increase by 130 per cent.” (UNWTO
2009, 2.) Ironically, tourism is one of the most vulnerable industries in relation to cli-

mate change and pollution of the environment.

Regardless its imperfections, tourism has also a positive impact on the global society
and economy as it makes a total contribution of 10,5 per cent of global GDP and
holds approximately 10% of the world’s employment (direct and indirect) (WTTC
2012, 1). International tourism and travel contributes a lot to the economy of many
developing countries, reduces poverty, promotes the preservation of cultural and natu-
ral heritage and educates the society to be more open-minded and tolerant. The exist-
ing contradiction calls for strategies, which will mitigate the negative impacts of tour-

ism, while stimulating the positive ones.

Sustainable tourism can be defined as “tourism that takes full account of its current
and future economic, social and environmental impacts, addressing the needs of visi-
tors, the industry, the environment and host communities." (UNEP & UNWTO 2005,
11)



Extending the definition, sustainable tourism has three main objectives:

1) Make optimal use of environmental resources that constitute a key element in tour-
ism development, maintaining essential ecological processes and helping to conserve
natural heritage and biodiversity.

2) Respect the socio-cultural authenticity of host communities, conserve their built and
living cultural heritage and traditional values, and contribute to inter-cultural under-
standing and tolerance.

3) Ensure viable, long-term economic operations, providing socio-economic benefits to
all stakeholders that are fairly distributed, including stable employment and income-
earning opportunities and social services to host communities, and contributing to pov-

erty alleviation.” (UNEP & UNWTO 2005, 11-12).

However, considering all these objectives when making decisions is very complicated,
considering their overlapping interests. Therefore, as stated by McKercher (2003, 3),
“Sustainable tourism is about achieving the best balance between economic benefits

and social and environmental costs.”

Sustainable tourism guidelines and management practices are to be applied to all forms
of tourism in all types of destinations, including mass tourism and the various niche

tourism segments.

In relation to timeframe, sustainable tourism generally has mid-term to long-term ori-
entation, due to the high complexity of its goals and a need for mass implementation.
However, the need for design and implementation of sustainable tourism solution is

very urgent.

2.1.1 Key actors of sustainable tourism

Tourism is a very complex industry involving numerous stakeholders which at times
result in the conflict of interests. Nevertheless, the changes required to ensure sustain-
able tourism development are so significant in size and scope that can be achieved only

in cooperation of stakeholders. Being aware of the major actors of tourism sustainable



development is essential, when trying to introduce new ideas and improvements to

enhance it.

Swarbrooke (1999, 86) has defined six main actors in sustainable tourism development:

- The Public sector, represented by the government and local authorities

- The industry, formed by companies of different profiles and sizes, working in
tourism, from global air-carriers up to small tourist agencies.

- The voluntary sector, which includes
Public and industry pressure groups, like World Travel and Tourism Council
(WTTC), UNWTO, UNEP and others;
Professional associations, such as Association of Independent Tour Operators (Al-
TO) and the Hotel, Catering and International Management Association
(HCIMA) that discuss the possibilities of improving operations in respond to
growing public pressure.
And finally, voluntary tourists, who get together to achieve certain purposes, with
no personal profit interest.

- The host community, which implies the local population of the destination

- The media, including both academic sources and mass media

- The tourist, as the most numerous and powerful group, capable to change the

supply by changing the demand.

More to that, the recognition of the importance of the cooperation has recently led to
the formation of international alliances, such as International Task Force on Sustaina-
ble Tourism development (ITF-STD) and the Global Partnership for Sustainable

Tourism, which consolidate dozens of organizations around the world.

Apparently, for different sustainable tourism initiatives there would be different set of
relevant stakeholders. Also, to avoid possible conflicts it is important to present the

information to stakeholder groups considering their interests.



Identifying the main actors and their role in sustainable tourism is important in the
context of this thesis, as at the end of this study, based on the research findings a set of

recommendations to the stakeholders will be made.

In the following subchapter we will talk about practical implementation of sustainable

tourism, known as sustainable consumption.

2.1.2 Sustainable purchasing in tourism: programs, trends, motivations and

constraints

From the late 1980s the public debates around environmental, “green” and ethical is-
sues in tourism have taken place in many countries. The concerns discussed included
natural conservation programmes, animal and vegetation welfare, pollution and use of
resources, recycling practices, organic products, ecological solutions for transport and

construction and many more (Swarbrooke & Horner 2007, 181).

At the moment the greatest achievement in the field is a wide awareness of a need to
mitigate man-made threats to the environment by adaptation to sustainable develop-
ment of all industries, including tourism. According the statistics, 96% of Europeans
say that protecting the environment is important for them personally, two-thirds of
this group say that it is “very important” (World Business Council for Sustainable De-
velopment 2008, 15). In respond to growing awareness and concern the tourism indus-
try is currently facing changes; however the progress is quite slow, due to some reasons

that will be discussed further in this section.

Learning about the negative impacts of tourism and endangered environment of some
destinations have led major tourism stakeholders to seek more responsible and nature
connected holidays such as: wature-based tourisns’, ‘ecotourism’ and ‘slow tourism’. These al-
ternative forms of tourism contribute to public acknowledgement of the importance of
preserving natural beauties and spread the tourism demand more evenly in destina-
tions, however there is an opinion that such tourism might be harmful for virgin natu-
ral sights (Swarbrooke & Horner 2007, 181; Chapman 2007, 3) and motivations for

these ways of travelling might be far from pro-sustainable as well. According to Chap-



man (2007, 4) the demand for such tourism is growing not only because of the desire
of travelling in a sustainable way, but also in response to increasing dissatisfaction with
traditional tourism; easier access, due to the development of new transportation routes
and infrastructure, a desire to show-off by means of pioneer travel and see the natural

beauties before they disappear.

Another form of responsible tourism is volunteering, which is rapidly gaining populari-
ty in the segments of youth tourism. Aimed to benefit both local society and ecology
and educate more tolerant global society, it is also at times being criticised for poor

organisation and a number of dishonest providers (MacKinnon 2009).

In general, the emergence and development of above mentioned alternative forms of
tourism is a good sign, however it is important to acknowledge that it is still far from

being considered a mass market and requires proper management and promotion.

As a result of pressure created by media, public sector and sustainability concerned
organizations, a set of solutions encouraging sustainable practices have been created by
tourism industry players. Among the most notable are voluntary carbon-offsetting
schemes and green hotels. Unlike, alternative forms of tourism these programs are
more directly applying to travellers eco-consciousness and therefore may provide a
better evidence of the degree of public involvement in green or sustainable consump-

tion in tourism.

Voluntary Carbon-offsetting schemes (17COs) offer possibilities to mitigate the amount of
produced GHGs by donating a proportional amount of money to non-profitable or-
ganisations and funds supporting environmental protection, or by doing some eco-
friendly activities such as planting the trees, generating natural energy etc. VCOs were
first performed by production giants and air-carriers that are considered to be the big-
gest global polluters, but due to the fact that tourism is seen by many as an unnecessary
personal indulgence harming the environment, carbon off-setting is now offered also
to individual tourists mainly by big players like air-carriers and international hotel

chains. Even personal carbon off-setting was designed to be easy, and not expensive,

10



only 10% of travellers are practicing it, which is far too low to impact the global car-
bon emission level. The reasons of so low engagement are seen in a lack of transparen-
cy (Broderick 2008; Mair & Wong 2010), complexity and confusion of the customer
(Broderick 2008), variability of schemes (Broderick 2008; Gé6ssling et al. 2007) and
conviction that the offsetting should be done by the polluter, meaning service-provider

rather than the customer (Mair & Wong 2010).

Green hotels — are the properties that aim to mitigate the environmental effects of opera-
tions by saving energy and water, managing waste and educate associates and guests
about environmental and sustainability issues (Lee et al. 2010, 902). Following the ex-
ample, introduced by international hotel chains, nowadays more and more hotels are
aiming to act or appear “green”. In perspective this movement seems to have a great
potential as it leads both to lessen of negative impacts on the environment and saving
the operational costs due to reduction of needed resources. The green image is proven
to add value to the hotel in the eyes of the customer, however, just like in case of
VCO, tourists intention to pay more for eco-friendly accomodation is still low, as they
believe paying extra would not provide an immediate benefit for them (Lee et al. 2010,
910). This fact, coupled with a need for a big investments to turn hotel to green
operations and a variety of different non-comparable schemes of performed eco-

friendlyness contribute to delay in green hotel development.

Use of green fuels and alternative energy, hybrid-engine cars, green buildings, organic and fair trade
products are among the other sustainable solutions that can be applied to tourism, but
the high cost of their development in conjunction with unwillingness of most of tourist
to pay premium for such products evidence that their mass market production may

take several decades.

In the last few years, a number of sustainable travel guides were created. These materials
provide guidelines and tips for travellers on how they can make their travel more sus-
tainable. For tourists sustainable travel is defined as respecting the environment and
enhancing social and economic well-being of the local inhabitants during travelling

(UNC 2009, 2). Respecting the environment usually mean reducing the use of re-

11



sources (save water, energy, reduce paper use and waste, purchase clothes and goods
made from renewable and recyclable materials, etc.) and COZ2 emissions, caused by
travelling (use more ecological ways of transport, public transport instead of private
car, hybrid-engine cars and car-sharing practices etc., choosing eco-friendly accommo-
dation, etc.). Enhancing social and economic well-being of destination’s inhabitants
includes respecting the local culture and traditions, and supporting local businesses by
purchasing locally made goods, crafts and other services. The guides are developed by
wortld-famous travel-guides providers such as National Geographic, Lonely Planet and
others, as well as by travel agencies and even universities. The advices given are quite
easy to follow and in most cases help to save money by reducing resources, breaking

the myth that sustainable and ecological travelling is more expensive.

The development of sustainable products in tourism is progressing, however the re-
view of recent studies showed that the major behavioural change towards sustainable

travelling failed to involve the majority of travellers.

In respect to diverse level of concern and willingness to adapt travel behaviour in a
more “green” and sustainable way, Swarbrooke & Horner (2007, 182) have developed
“shades of green tourist” - a scale depicting the examples of tourists behavior from
“Not at all green”, which is assumed to represent the large proportion of population to

“Totally green”, which is seen as a small niche market.

Miller (2003, 19) discussed the existing gap between stated consumer intentions regard-
ing sustainable consumption and actual consumer behaviour and highlighted the diffi-
culty of evaluating actual sustainable purchasing in tourism due haziness in identifying
truly sustainable or ecological products, as a result of profusion of labels and standards.
Top three reasons for the behavioural gap are lack of understanding or confusion, un-
willingness to sacrifice own comfort for the sake of the environment and price (World

Business Council for Sustainable Development 2008, 18).

Prillwitz and Barr (2009) made a broader investigation of researches investigating the

barriers to adopting sustainable behavionr and summarized the main reasons: habitual charac-

12



ter of individual travel behaviour (Moller 2002), which reduces the perception of travel
alternatives and forces a biased overestimation of costs of a change (Kenyon & Lyons
2003); subjective individual perceptions and interpretation of conditions; perception of
not frequent tourist travel (compared to daily travel) as an extraordinary and highly
private issue with inherent freedom of choice, which results in unwillingness to change
behaviour (Becken & Hay 2007); high influence of socio-economic drivers, like income
and house hold size (Bohler et al. 20006); lack of environmental awareness coupled with

haziness in available information and low perception of individual responsibility.

Prillwitz and Barr (2009, 5) also highlight the importance of adopting messages con-
cerning sustainability to different types of travellers and distinguishing daily and holi-

day travel, when designing sustainable solutions.

In pursuit of finding the explanation of failures to adapt sustainable behavior when
travelling it is good to discuss the motivators and determinants. Swarbrooke and

Horner (2007, 181-183) have summarized three main motivators, which include:

- An altruistic belief in the need to protect the environment
- A desire to feel good about their behavior as tourists
- A wish to improve their image among friends and relatives by being seen to be

concerned with environmental issues.

Miller (2003, 18) and Lee et al. (2010, 901) add to the picture by highlighting a selfish
nature of green consumerism, which is defined by Ottaman (1992, 3) as “individuals
looking to protect themselves and their world through the power of purchasing deci-

sions.”

Along with motivators there are also determinants influencing the realisation of green

tourist behaviour in practice, such as:

- Information, obtained from the media and pressure groups

13



- Amount of disposable income and other concerns such as poor housing or un-
employment

- Personal previous experience of that of friends and relatives

- Interest in particular issues that may hinder the environment and animal wel-
fare, like riding, climbing, etc.

- Preferences for particular types of holiday and destinations

- Membership of environmental organizations such as Greenpeace and others

- Advice and guidelines received from the industry, including tour operators, ho-
tels, Destination Management Organisations (DMOs) and others. (Adopted
from Swarbrooke & Horner 2007, 181-183).

Obviously, some of the determinants, such as an amount of disposable income and
personal preferences, shaped by previous experiences, are hardly possible to influence.
Therefore, the stress should be put on external determinates, such rising awareness

through media and especially clear guidelines formulated by industry.

The unwillingness of the majority of tourists to change their travel patterns in a more
sustainable way due to higher price and other reasons, evidence a need for another ap-
proach. An alternative solution is seen in Travel Demand Management (TDM). TDM
is a concept that originates from the 1970s and 1980s from legitimate desires to pro-
vide alternatives to single occupancy commuter travel to save energy, improve air
quality, and reduce peak period congestion. The traditional framework of TDM is
management of regional or local transport that focuses on trips between home and
work. Today TDM is defined as a broader concept that encompasses the need to op-
timize transportation system performance for commute and non-commute trips and
for recurring as well as non-recurring events. (Federal Highway Administration 2004 in
CIVITAS 2012, 45.) If TDM is traditionally used to encourage car users to set car-use
reduction goals when experiencing impairments in travel options, it can also been used
in encouraging travellers to choose more sustainable options in holiday and business

trip planning.
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TDM can be seen as a set of soft measures to enhance sustainable behaviour. One of
it’s the tools - delivering correct and relevant information about more sustainable travel

alternatives by the means of new technology is in focus of current research.

Taking into consideration the development stage, haziness and unaccountability of
many sustainable solutions aggravated with consequent unclear communication to con-
sumers, who nevertheless are said to be aware and concerned regarding environmental
challenges, there is a possibility that a proper guidelines on sustainable travel options,

delivered via mobile application, can have a positive effect.

2.2 Generational theories

“Generational theory first introduced by Mannheim in 1928 (published in English
language in 1952), seeks to understand and characterize cohorts of people according to
their membership of a certain generation, which is objectively assigned to the year of
birth.” (Benckendortf, Moscardo & Pendergast 2010, 1.) According to generational
theory, human foundamental values and beliefs, as well as behaviours and attitudes
towards different aspects of life are mainly aquired during the formative years of
childhood and adolescence under the effect of current economic, political,

demographic and social curcumstances.

2.2.1 Major indicators and generation characteristics

Each generation embraces the period of about 20-25 years, - a certain era in human
history that creates a framework of experiences for a group of people at the same
lifestage and thereby determines a common social character among them. Mannheim
(1952, 291) defined a concept of generational location meaning “a common location in the
social and historical process, which limits members of the same generation to a specific
range of potential experiences, predisposing them for a certain characteristic mode of
thought and experience, and a characteristic type of the historically relevant action.”
“New generations begin when there's a significant change in the times they're going to
experience in their youth or the values they develop.” (Underwood in Abaffy & Rubin
2011.)
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According to McCrindle (2009) there are three major indicators that distinguish the

generations:

1. The age and life-stage, as at different age people tend to have different priorities
and life-styles

2. Conditions, meaning current economic, social and political conditions.

3. Experiences or events that certain generations are facing during the personality

formation period.
Each generation goes through four main phases of life during which their values and
beliefs system are being transformed along with fulfillment of different social roles.

This concept is detailed in the Table 1.

Table 1. Four phases in life.

Phase of life Ages | Social Role

Childhood (formative | 0-20 | Growth:being nurtured, acquiring values and belief
years) systems

Young Adulthood 21-41 | Vitality: testing values

Mid-adulthood 42-62 | Power:asserting values, managing institutions
Elderhood 03-83 | Leadership: transferring values, leading institutions

(Benckendorff, Moscardo & Pendergast 2010, 3)

As Pendergast (2010, 4) explains: “generations move as a collective though society,
passing through four phases of life, but always maintatining their unique generational

characteristics.”

Understanding and considering the peculiarities of different generations is of high
importance, as generational traits find their reflection in many personal characteristics,
like political behaviors, consumer patterns, work-related values, attitudes towards

authority and family orientation (Gursoy et al. 2008 in Yeoman et al. 2011, 88).
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The portrait of the generation is usually defined by various sources, - demographers
and sociologists, mass media, commercial consultants, market researchers and
members of the generation themselves (Howe 2006; Huntley 2006; Fields et al. 2008 in
Benckendorff, Moscardo & Pendergast 2010, 3).

It is important to mention that generational theory is originally an American concept,
which is widely accepted in Anglophone countries. Therefore, the available statistics
usually do not cover the whole world. “Formative experiences that help to define a
generation are not uniform across cultures and places.” (Moscardo et al. in Yeoman et
al. 2011, 92.) In recent study, conducted by Moore (2005 in Yeoman et al. 2011, 92)
some differences between American members of Generation Y and the Chineese
counterpart, known as Generation Ku have been observed, however same research has
recognised that the strong influence of American culture in media is resulting in a
global generation of members that are more alike than previous generations. All in all,
it is important to recognise both the possible differences of Generation Y
representatives across the globe and the influence of globalization, which promotes the
development of generational theory and its terms and concepts in the rest of the world.
However, at the moment the characterists widely applied to Generation Y are more

applicable for residents of developed countries or big megaposis.

At the moment there are five main living generations on the planet, table below (Table

2.) summarizes basic information about them.
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Table 2. A summary of living birth generations.

Birth years | Generation Age in Social role Values and beliefs
Name 2013
1925-1942 | Silent or 88-71 Leadership: Human rights,
Veterans or transferring values | discipline, role models
Builders and rules
1943-1960 | Baby 70-53 Leadership: Work ethic, security,
Boomers transferring values, | advancement
leading institutions
1961-1981 | Generation X | 52-32 Power:asserting Variety, freedom,
values, managing | individuality,scepticism
Institutions
1982-2002 | GenerationY | 31-11 Vitality: testing Lifestyle, self-
values discovery, social, fun
2003 - Generation Z | 10 or Growth: acquiring | In process
younger | values and beliefs

(Adopted from Benckendorff, Moscardo & Pendergast 2010, 2-5).

This research paper focuses on Generation Y - the most recent generation, which have

completed its birth cycle and entered the phase of testing values. The next section will

provide an in-depth overview of the portrait and background of Generation Y

representatives and justify why this generation was selected for this study.

2.2.2 Characteristics and behaviour of Generation Y

Generation Y also referred as the Millenials, Generation Next, the Web or Net Gener-

ation, Digital Generation or Echo Boomers is now in the centre of attention of mass

media and is an emerging topic in academic literature. This phenomenon can be ex-

plained by three main facts. First, that this generation is now entering adulthood, bring-

ing their attitudes and demands, both as employees and consumers. Second, this gener-

ation is widely accepted in many ways to be uniquely different to all that have gone

before. And, finally, it is the largest demographic cohort since Baby Boomers.
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Following the logic of generational theory, in order to get an understanding of genera-
tion Y values, beliefs and other features, it is good to start from looking back into their

formative years.

Also known as Echo Boomers, Generation Y are the children of Baby Boomers, born
1946-1964 and recognized as one of the largest generation during the latest history.
Both the Baby Boomers and the Millennials are much larger than Gen X, born be-
tween 1965 and 1981 (Abaffy & Rubin 2011). Worldwide the population of Genera-
tion Y is estimated around 1,8 billion (United Nations, 2005).

There is no commonly agreed timeframe of Generation Y birth cycle - the start varies
from 1978-1982 and the end is between 1995-2002. Different studies about Generation
Y, which will be mentioned in theoretical part, are defining the age frames slightly dif-
ferently. Although, the information is still believed to be reliable, in terms of this re-
search, members of Generation Y are considered to be born between 1979-1995, cut-

rently aged 18-34, as younger audience is not yet able to make own travel decisions.

The formative years of Generation Y have been rich in political, social and technologi-
cal changes; however, there are two profoundly influential factors that outweigh the

rest: their adoring parents and the digital world (Yarrow & O’Donnell, 2009, 06).

Being breed up by Baby Boomers left a significant impact on the character of Genera-
tion Y and their set of values. Baby Boomers are known for being workaholics, which
made them most affluent generation (Gillon 2004), but also resulted in a large number
of divorces, single-parent families and smaller amount of kids, compared to previous
generations. However, the Millenials, grown up in the era of sky-rocketing interest in
and knowledge about child development and psychology (Yarrow & O’Donnell, 2009,
0), always used to be in the focus of their parents’ attention, who tried to compensate
the lack of time spent with children by assigning them to various activities and giving
all possible care and financial well-being. Baby Boomers, like no other society in histo-
ry, have had a focus on understanding their children and be friends with them, rather

than applying an authoritative approach. Emerging technology also has contributed to
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bringing the family closer together by providing a possibility of more frequent contacts

with the help of mobile phones. (Yarrow & O’Donnell, 2009, 6.)

Such childhood on the one hand, has given Generation Y confidence, optimism, sense
of being special and respect for the elders, but on the other hand, made them longer
dependent on their parents support, postpone commitments to family and carrier and
strive for the proper work-life balance, not to repeat the negative effects of hard-

working lifestyle of their parents (Abaffy & Rubin 2011).

Second, but not less important influencer on Generation Y is technology. The forma-
tive years of Generation Y have coincided with an era of unprecedented technological
changes that have changed the society. In the beginning of 80t the world have gone
through a transition from industrial to information-based culture and economy, from
print-based to multi-mediated, digital approaches to communication effected by the
development of ICT’s (Information and Communications Technology) and globalisa-
tion (Benckendorff, Moscardo & Pendergast 2010, 6). The fact that Generation Y is
the first generation born into The Information Age had led to creation of a larger than
usual generation gap, dividing the society into digital natives — Generation Y and fur-
ther generations and digital immigrants — previous generations (Prensky, 2006). Grown
up along with the development of Internet and new means of fast communication
such as mobile phones, e-mails, chats, blogs and social media, Generation Y possesses
a natural skill of using the new technology for fulfilment of their needs, and connect
with a digital world through play, enjoyment and desire, rather than a necessary re-
quirement of work, which gives them a big competitive advantage over Baby Boomers

and Generation X digital immigrants (Benckendortf, Moscardo & Pendergast 2010, 06).

Moreover, technological progress enriched school education and opened an easy access
to a broad spectrum of immediately available knowledge via Internet making Genera-
tion Y the most educated generation ever. Being more skilful and educated than previ-
ous generations Generation Y are impatient when it comes for carrier planning and
convinced that promotion decisions should be based on actual achievements, rather

than seniority. Digital era also affected their way of learning and processing infor-
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mation. Unlike, previous generations, they prefer learning in visual, kinaesthetic, multi-
sensory styles in an interactive and unstructured way (Pendergast in Benckendorff,
Moscardo & Pendergast 2010, 4). “Millennials work best if information is "cut into bits

of what they need to know" and delivered on a schedule of when they need to know

it.” (Wiezel in Abaffy & Rubin 2011.)

While Generation Y had undoubtedly benefited from the main influencing events
mentioned above, there also have been less positive developments that they have evi-
denced. Political and financial instability in the world, numerous terrorists’ attacks,

credit crisis, made Generation Y cautious spenders and highly preoccupied with securi-

ty.

Last but not least important, is the popularisation of environmentalism and ethics in
business and in consumption. Founded in the middle of 1970%, UNEP (United Na-
tions Environmental Programme) and a number of related organizations have been
rapidly developing in 1980% and 1990t and managed to attract attention of all sectors
of the society. In the next sections we will explore how it had affected the actual be-
haviour of Generation Y, but the fact that they are familiar with the existing need of

taking care of the environment and acting responsible is out of doubt.

A good display of all major events of Generation Y formative years and the traits they

have caused is presented in table 3.

Table 3. Defining event and distinguishing features of Generation Y

Defining events Distinguishing features

Internet and globalisation; | Technology savvy, high ICT usage; Expect change and

Global popular culture; comfortable with it; Multitasks;

Easy world travel; Interested in creativity and innovations, entrepreneurial;
Rise of digital media Multicultural, tolerant of diversity and inclusive in style
Baby Boomer Parenting Individualistic, confident and strong-willed

Structured/scheduled lives | Optimistic and confident

Active parenting Close to parents and family
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Fewer siblings Question rules but are respectful and trusting of authority
More divorced parents Sheltered and indulged, seek constant feedback, rewards

More working mothers and recognition. Work-life balance is important

Higher level of education | Are learning/ education oriented

Staying at school longer Team oriented, value peers opinion and validation
Staying at home longer Group focused

Terrorism Civic minded, volunteers, altruistic

Increased violence Conscious of personal safety, distrust of strangers

Exposure to heroism

Rise of Environmentalism | Concerned about the world and personal well-being, Vol-

unteers, Not interested in traditional politics.

(Adopted from Yeoman et al. 2011, 90).

Among the interests of Generation Y could be mentioned: innovative technological
devices, like smartphones, multimedia players, planchet computers, which enable
digital natives to stay on-line and work, study or entertain themselves by surfing the
internet, exloring social medias or playing computer games regardless where they are;
keeping in touch with peers and family in person or via social networks; explorying and
enjoying life and themselves, through travelling, following lastest trends, entertainment
and fun; paying attention to personal health and wellness; social and entivormental
sustainable development as a part of personal well-being and securing the planet for
next generations. (Pendergast in Benckendorff, Moscardo & Pendergast 2010, 13;
McCrindle 2009; Abaffy & Rubin 2011; Yarrow & O’Donnell 2009.)

2.2.3 Attitudes and behaviour of Generation Y as customets

The way Generations Y customers are seen by the media and industry players is con-
tradictory. Respected global industry players like Deloitte, Oracle and EFMA as well as
some authors (Kueh and Voon 2007; Deirdre et al. 2008) predict Generation Y to be-
come the wealthiest generation ever: “In addition to the growing inter-family wealth
transfer, their cumulative earnings are projected to increase by 85 per cent within the
next 10 years, surpassing those of their Baby Boomer parents by as much as $500 bil-

lion. This segment is expected to have a higher disposable income than their predeces-
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sors.” (Oracle, 2011.) According to Huang and Petrick (2010 in Benkendorff et al.
2010, 29), “Generation Y has been acculturated in the environment that provides more
opportunities and reasons to shop than ever before.” Other researchers noted that
Generation Y treats shopping as a form of leisure (Belleau at al. 2007 in Benkendorff
et al. 2010, 29), enjoy purchasing and are likely to spend “freely and quickly” (Ma &
Niehm 2006 in Benkendorff et al. 2010, 30). Meanwhile, car-producers and construc-
tion companies as a result of plummeted sales to young adults express their concerns
in media, which after that named Generation Y as “The Cheapest Generation”, be-

cause of their frugality and careful spending (Thompson & Weissmann 2012).

These contradictions might be explained by several citcumstances that have influenced

Generation Y customers.

1. Prosperous childhood and delayed financial independence
Generation Y, glutted with everything they acquired during formative years are de-
manding and very careful shoppers. On the one hand, they have a taste for expensive
things and are well aware of brands and crave for ones that are creatively advertised.
On the other hand, financial turbulence and continuous recession, downsizing and
other current realities are believed to leave a long-term impact on Generation Y’s con-
sumer behaviour (Hein 2008; Palmer 2008; Yarrow & O’Donnell 2009; Pardee 2010;
Thompson & Weissmann 2012).

More to that, their high ambitions and aspiration to find a desired job, rather than
earning, doing something not interesting, lead to lack of money and longer dependence
on family financial support (Palmer 2008; Pardee 2010). As Pardee (2010, 17) points
out, “They are tightening their belts and re-evaluating what makes them happy and are
spending money accordingly.” Supportive features: Demanding, sophisticated, picky to
thriftiness

2. Growing up in the age of widespread advertising
Growing up during the era of aggressive advertising, Generation Y is very discerning
and can clearly recognise any marketing ploys. Abundance of questionable information

used in advertising and in other spheres of life made Generational Y sceptical about
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benefits of high consumption and pushes them to double check advertising assump-
tions by using technology and peers experiences and opinions (Palmer 2008).
Supportive features: Discerning, incredulous, looking for a “real” value

3. Greater consumer expertise enabled by the use of technology
“Millenials are perhaps the most analytical and media-savvy generation ever”. (Pardee
2010, 18.) Generation Y actively uses technology to find bargains and new ideas of
consumption, which replace traditional shopping. One of the new trends in consump-
tion picked up by Generation Y is “sharing economy” — services that use the Web to
let companies and individuals share otherwise idle goods. Prevalence of smartphones
with mobile Internet made it easy for Generation Y to get access to things, which earli-
er generation used to buy and hold. The existence of this trend is supported by facts -
sales of cars to young adults have plummeted in United States, but at the same time
car-sharing is a new rapidly developing service, one of the biggest providers Zipcar —
car-sharing company, already accounts as many as 700 000 members. Similar services
can be found in accommodation and used goods, which consequently leads to decay of
purchasing (Thompson & Weissmann 2012, 50).
Use of ICT also helps Generation Y to find best price for a certain good or even a bet-
ter or more affordable substitute. Being empowered with such information turns Gen-
eration Y into family shopping experts that can influence a wide range of purchases.
Supportive features: Highly informed, independent in decision making, creative, pioneering, influen-
tial

4. Peers opinion and experiences
Evolution of social media greatly affected Generation Y purchase-decision process and
consumption. Millions of uses around the world share their purchases, experiences and
activities in various social media platforms providing comments and pictures. Observ-
ing this trend, Joachimsthaler (2010, 2) has introduced a new term in marketing called
“Social currency” - the extent to which people share the brand or information about
the brand as part of their everyday social lives.” Verbal or written, social currency is
agreed to be one of the main drivers of Generation Y consumer behavior (Morton
2002).

Supportive features: Egocentric, influenced by the society, curions
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5. Postponing commitments and drift to “simple”, green lifestyle
Unhurried approach to carrier and family planning as well as being aware of price of
possession on the example of their parents, results in Generation Y postpone big pur-
chases, like cars and real estate, preferring rent or share; and limit their consumption,
following the new trend of simple life, which teaches not to buy unnecessary things
and learn to be happy living within one’s means (Palmer 2008; Yarrow & O’Donnell
2009). According to McCrindle (2009), absence of financial commitments results in
“over 70% of Gen Y’s income spent arbitrarily, with majority going on entertainment,
travel and food.” As stated by Hein (2008), “Gen Y’s enjoy affordable luxuries, but
they will pay a premium for items that go in their bodies or in their home.” In addition,
pursuit for self-actualisation, promotes Generation Y to invest less money in physical
things and more in themselves (Thompson & Weissmann 2012, 51). These trends sup-
port their concern regarding environmental and social sustainable development. How-
ever, several studies show their unwillingness to pay extra for “green” products and
services, unless they offer mutual benefit (Collins & Gardner 2009; Voorhees et al.
2010).

Supportive features: focused in short-term wants, hedonists, adaptive to new ideas

Now, based on the summary of above mentioned features, it is good to list some rec-
ommendations how to communicate with Generation Y, so get their attention and in-
volvement. Pardee (2010, 17) claims that successful advertising message for Millennials
should radiate “Transparency, authenticity and relevance” and offers 5 tips for market-
ing to Millennials: “Be Fast, Clever, Transparent, Don’t “technologize everything” and
Give them a reason to talk about you”, meaning using short and clear messages, which
are relevant, fun, involving and generate discussions, increasing social currency.
Schoonover (in Bruno 2009) supports that concept claiming that “something meaning-
ful and contextually relevant” get a better response. McCrindle’s (2009, 5) mix includes
“Real” — honest and trustworthy, “Raw” — spontaneous and interactive, “Relevant”,
“Relational” — meaning openness, vulnerability and understanding of Yers. Taking into
consideration, Millennials ability to quickly process the information in multi-sensory
way, including visual, it is good to use images that talk for themselves, dispelling Gen-

eration Y’s suspicions.
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Preferred channels of communication, obviously include social media, which is consid-
ered to be a channel Millennials trust the most (Thompson & Weissmann 2012, 50),
Internet, new technological channels like various mobile applications, personalised vi-
ral-video campaigns, targeted events and other channels, dependent on the context, as
long as they are relevant and provide a platform for innovative and creative and fun

advertisements (Morton 2002; Pardee 2010).

2.2.4 Generation Y as travellers

Generation Y travellers already represent a significant segment in international tourism
and the dynamics of its growth puts it in the centre of attention of the travel industry.
According to World Youth Student & Education Travel Confederation (WYSETC)
(2013) “Young travellers represent one of the fastest growing segments of the travel
industry accounting for 20% of all international arrivals, generating an estimated 160

million visitors and a global market worth US$173 billion a year.”

It is an acknowledged fact that Generation Y loves travelling, as a proportion of total

income, they spend on international travel is more than any other group (UNWTO &
WYSETC 2008). However, according to Amadeus (2009) this generation is travelling
for different reasons, seeking different experiences and, therefore have different travel

habits than their parents.

It is good to start with looking at their attitude towards tourism. “Travel is our blood”
agreed 73 per cent of 24,500 respondents participated in Lonely Planet’s 2007 “Travel-
lers’ Pulse” survey (UNTWO & WYSETC 2008, 5). Indeed, Generation Y view travel-
ling as inseparable part of life, related both to work and leisure and as a way of world
and self-discovery. According to Travelmatch, travel is the most important indulgence
of Generation Y, known for their love of luxury products and leisure (Francis in Petrak
2011). At the same time, WYSETC (2013) claims that 70% of youngsters travel with a
purpose, seeking out a mix of meaningful travel ambitions such as studying, learning a
language, working and volunteering abroad (which helps broaden their skill set) and

increasing awareness of diverse cultures.
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As stated by Francesco Frangialli, the Secretary-General of WTO (World Tourism Ot-
ganisation) “Youth travel enables young people to enrich their lives with new experi-

ences, to enjoy and be educated, to learn to respect foreign cultures, to establish friend-

ships, and above all to contribute to international cooperation and peace throughout

the world.”

Speaking of their features as travellers, it is good to mention an extensive research

conducted in 2007 by WYSETC which has involved more than 8500 Generation Y

travellers and revealed a number of interesting assumptions, presented in table 4.

Table 4. Generation Y travellers main features with explanation

Features

Explanation of feature

Travelling more often

Average number of trips has increased in last 5 years

Exploring more destina-

tions

Take more trips outside the local region and explore

new areas of the world

Spending more on travel

As a proportion of their income, spend more than any

other group on international travel

Booking more over the

internet

Early adopters of new travel technology

Experience hungry

Want a range of different experiences often involving
everyday life and culture of places visited, including

contact with local people

Information hungry

Consult a greater number of information sources to

plan trips

Intrepid travellers

Are not deterred by problems such as terrorism, natural
disasters and epidemics — mitigate these risks through

information

Getting a lot out of their

travel

Travel makes them want to travel more, serving as a
stimulus to learn and develop, including developing

greater natural understanding

(WYSETC 2007 in Benckendorff, Moscardo & Pendergast 2010, 11)
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The features presented above are closely linked to values, desires and aspirations inher-
ent to Generation Y. Travelling fits perfectly in their individualistic nature, habit of
postponing family and carrier commitments in favour of enjoying and exploring life

and finding a meaningful contribution that they can make.

Available technology and social media also make a contribution towards Gen Y active
travelling. Abundance of travel information and easiness to plan and book allow Mil-
lennials to make travel effortless and affordable, while the social media allows Genera-
tion Y to stay connected with family and friends away from home and get inspired by

pictures, comments and location updates made by their digital “friends”.

Just like the features, preferred ways of travelling also can be seen as the outcomes of
their generational roots. Being educated, independent and sophisticated by childhood
travel experiences, “Gen-Y travellers tend to seck authentic, individualised experiences
that are an alternative to mass-tourism.”(Moscardo et al. in Yeoman 2011, 102.) Taking
into consideration the significant age difference of Generation Y representatives, it is
difficult to identify most preferred way of travelling common for everyone. Neverthe-
less, current trends in tourism such as backpacking, gap years, volunteering, au pair,
adventure tourism and short city-breaks are the ones most appreciated by the Millenni-

als (WYSETC 2008, Huang & Petrik in Benckendorff et al. 2010; Petrak 2011).

Desire to get a deep understanding of local culture and lifestyle result in greater
amount of long-term vocations (UNTWO & WYSETC 2008, 7), however a recent
PhoCusWright study found out that 18- to 34-year-olds are the biggest spenders on

short getaways as well, second only to retirees (Amadeus 2009).

Preferred destinations widely vary, yet Europe, developing economies like BRICs (Bra-
zil, Russia, India and China) and warm destinations highlighted by Travelmatch, are
more popular than others, due to the diverse cultural experiences they can offer
(Petrak 2011). Another research carried out in 2005-20006, involving 318 American
Generation Y members, compared their attitudes and preferences to Baby Boomers

and Generation X, and revealed that Millennials, when choosing the destination, are
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mostly attracted by the presence of big city nearby and entertainment possibilities like
night clubs, dancing activities, amusement/theme patks and shopping opportunities,
which seems quite justified given the youth and desire for fun and entertainment built-

in Generation Y (Huang & Petrik in Benckendorff et al. 2010, 33).

Preferred destinations as well as booking channels greatly depend on the origin of
Generation Y. As mentioned by N. Martin an ATTA (Adventure Travel Trade Associ-
ation) associate and adventure travel consultant, Western Generation Y mostly pet-
form “do-it-yourself attitude” when it comes to booking, due to familiarity with travel,
confidence using the web to plan trips and of their budget constraints, they are also
more interested in travelling in developing countries. Meanwhile, BRICM (Brazil, Rus-
sia, India, China and Mexico) nations, who do not have as much of a tradition of inter-
national travel as their Western counterparts, and are perhaps more likely to travel with

a tour operator and visit traditional tourist sites, like Europe. (Petrak 2011.)

All in all, one of the most important facts about Generation Y touristic patters for cur-
rent thesis project is that travelling gives an opportunity to reinforce positive values, as
over 80% of young travellers have reported that their trips have changed their overall
lifestyle in some way, and the majority noted that they were travelling in a more re-
sponsible manner and thinking more about issues such as social justice and poverty
(UNTWO & WYSETC 2008, 37). In the next section a broader correlation between

Generation Y tourists and Sustainable tourism development will be discussed.

2.2.5 Generation Y and Sustainable Tourism

It would be appropriate to begin this section with explanation why Generation Y was
chosen in this thesis as the most significant target group for implementation and pro-

motion of sustainable tourism concepts. Here is an overview:

1. Quantity of population and the significance for travel industry
As have been mentioned eatlier, Generation Y it most numerous generation since Baby
Boomers and the most promising and fastest growing segment in travel industry, both

due to their population and active travelling related to leisure and business.
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2. Soon will rule the game
At the moment Generation Y is replacing the older generations and soon will become
the dominant generation in the workforce. Due to higher skills and demographics, they
are also predicted to get the power at earlier age. As mentioned by Abaffy and Rubin
(2011) the values of the dominant generation in the workplace become the values of
the leaders guiding the nation. Therefore, the attitudes, beliefs, interests and styles of
Millennials today are a strong predictor of the nation's direction. (Abaffy & Rubin
2011.)

3. Better accept the changes
Grown up during the era of great changes, Generation Y learned to accept them as an
integral part of life. "While the older generation tends to react to change negatively, the
younger generation is more open to changing the way the process is done and using
new technology to increase the efficacy of the process", says Rodrigues. "Ultimately,
these innovations will help us find new ways to deliver the final product faster, safer
and under budget." (Rodrigues in Abafty & Rubin 2011.)

4. Quickly learning and adopting new things
High level of consumer expertise and Millennials’ willingness to follow new trends
make them a highly important target group in the context of this thesis. As stated by
Amadeus (2009), “Gen-Yers demand a travel experience that is reflective of their mod-
ern lifestyle, including current and eco-friendly hotels, airlines and transportation.”

5. Have a great influence and lead by example
The characteristics of Generation Y and currents demographic and social settings, turn
them into real trendsetters, as their influence is spreading in several dimensions: on
their parents Baby Boomers, their peers (Generation WE, as highly depend on peers
acceptance and validation) and their younger followers and children Generation Z
(Yarrow & O’Donnell 2009; Deirdre van Hume et al. 2008).

6. Dual presence in tourism: both employees and customers
Apart from attracting millions of young travellers, tourism is also known as an industry
employing a lot of young professionals. This cooperation is capable to make a change,

like never before.

30



Realities

Meanwhile, young travellers are regarded be “tomorrow’s globally oriented citizens,
leaders in future travel trends, and pioneers in contributing to Millennium Develop-
ment Goals” (UNWTO & WYSET 2008), let us have look on the current attitudes and
performance of Generation Y towards sustainable consumption in general and sustain-

able tourism in particular.

In late 1970’s and 1980’s when Generation Y was born, the environmental movement
finally has gained governmental support reflected in a number of Acts and active prop-
aganda of the need to preserve the environment through “Reduce, reuse, recycle” prac-
tices. Therefore, “going green” is not a new thing for the Millennials, who are generally
aware and concerned about man-made threats to the environment and importance of
switching to sustainable development. However, there are some constraints putting

them off sustainable tracks.

First is the haziness around the around the concept of sustainability, caused by variety
of terms, proposed activities and lack of transparency in their actual outcomes (Mair,
2010). A broad research of Generation Y and sustainability carried out by Deloitte also
revealed a lack of knowledge of innovative sustainable technologies (Voorhees et al.

2010, 2), which may represent a significant barrier for adoption.

Second, noted by Howe (interview in Pardee 2010, 17), who introduced the term “Mil-
lenial” in the 1990s and also have written several books about Generation Y, “Millen-
nials trust in their institutions more than Baby Boomers and Gen Xers and therefore
perform the attitude “Someone will fix it”, when there is no clear instructions how they

should deal with the problem.”

Third is a contradiction between the awareness and desired support towards environ-
mental protection and desire to pay extra to contribute in it, performed by Generation
Y, which is an outcome of previous two points and inherent frugality, caused by lim-
ited finance. As stated by Voorhees et al. (2010, 3), “Gen Y does have concern for the

environment when making purchases, but without an economic benefit in making eco-
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friendly choices, they would likely not make these purchases.” Therefore, to promote
adoption of the sustainable technologies industry has to show both their environmen-

tal and economic value for a consumer.

Last, but not the least, is unwillingness to sacrifice own comfort in a favour of saving

the planet, revealed by a number of researches (Mair 2010, Voorhees et al. 2010).

Still, existing awareness and concern about the environment as well as social benefits
of “going green”, revealed by Voorhees et al. (2010, 11) appear to be a good base and
coupled with correct marketing highlights and further education of customers can

bring good results.

Perspectives
It is important to mention that sustainable development and tourism is not only about

ecological activities, but also about rationally managing the demand.

WYSETC have noted that Generation Y’s way of travelling in itself contributes to sus-
tainable development. Their desire to go off-beaten paths, contribute to spread tourism
outside major gateways — over 46 per cent travelled to locations outside major gateway
cities in 2007. In addition, a growing number of young adults want to help people and
make a contribution to the places they visit (42% of respondents in 2007, compared
with 27% in 2002) while their desire to get to know other cultures leads to developing
more direct contacts with local communities and reduction of economic leakages.

(UNWTO & WYSETC 2008).

The positive influence of Generation Y to sustainable tourism development it already
here. However, taking into consideration their skills and influence, under the correct

guidance it can achieve much greater level.
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2.3 Mobile applications and sustainable tourism

Information and Communication Technology (ICT) and its components have revolu-
tionized most areas of contemporary life and tourism and travel is not an exception.
ICT’s profound implications for tourism have created a new industry, called e-
Tourism, which reflects the digitalization of all processes and value chains in the travel,

hospitality and catering industries (Buhalis & O’Connor 2005, 11).

ICT effects are versatile, as they influence consumer behaviour, the way industry play-
ers business is run and travel distribution system. As any significant change ICT pre-
sents both challenges and great opportunities for tourism industry in general and sus-

tainable tourism development in particular. (Buhalis & O’Connor 2005, 11)

This chapter will focus on mobile applications — a rapidly developing ICT component,
which is believed to have a significant influence on decision-making process (Selinger
& Seager 2012; Scott & Frew 2013; Wang & Fesenmaier 2013) and it actively used by
Generation Y (CWT 2011; CISCO 2012; Greenberg 2012; Rogers 2012; EMarketer
2013).

2.3.1 Identification of new mobile tourism related applications

With more than 5 billion mobile phone users in 2010, the mobile web is expected to be

bigger than desktop internet by 2015 (Manglis 2010.)

Mobile application also known as “app” is a term used to describe software that runs
on smartphones, palmtop or personal digital assistant (PDA) and tablet computers.
“Mobile applications are designed to educate, entertain, or assist consumers in their
daily lives.” (Hudson Horizons Internet Glossary.) Mobile applications are available
from various application distribution platforms, designed by a certain mobile operating
system such as Apple App Store, Blackberry App World, Google Play, Windows
Phone Store, etc. for a corresponding smartphones such as IPhone, BlackBerry, An-
droid or Windows phone, and other mobile devices such as IPads, Samsung Galaxy

Tabs and others. Some applications are available for free, meanwhile some need to be
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purchased, however the price is generally quite low, which makes them available for a

majority of users.

Mobile applications are usually aimed at managing specific task and provide its user

with context specific data just when the user needs it and limits choices to the tactical
needs of the moment. Due to the ability to provide direct and immediate access to in-
formation and offer solutions based on user preferences and experiences, mobile apps

are predicted to make a revolution in decision-making processes. (Thain 2012).

According to ABI (in Nurture Lakeland 2011) the amount of existing applications in
2011 exceeded one million, while the number of application downloads reached 29
billion. Applications are now being used in various fields: as a form of entertainment
(games, quizzes, Photoshop), mobile social media platforms (Facebook, Foursquare,
Instagram), work-related applications as a way of information distribution to all organi-
zational levels (Thain 2012), intelligent ‘personal assistants’ and many more. Selinger
and Seager (2012) have compared smartphone mobile applications as “extended

minds”, due to their ability to help people with making all kind of decisions and tasks.

Travel-related applications are listed as the seventh most popular category of apps be-
ing downloaded (Mickaiel 2011). In 2011 there have been already more than 17000
travel related applications (ABI Research in Nurture Lakeland 2011). According to
TripAdvisor, 60 per cent of smart phone users have downloaded travel apps and 45
per cent of those individuals plan to use it for travel planning and research (Mickaiel
2011 in Kennedy-Eden & Getzel 2012). More to that, 55 per cent of travel apps are
purchased within 3 days of travel or while travellers are at the destination (Mickaiel
2011)which illustrates how important mobile apps are in influencing en route decision-

making (Kennedy-Eden & Getzel 2012).

Kennedy-Eden & Getzel (2012) made a broad investigation into existing travel related-

applications and created a taxonomy categorized by the type of service they provide.
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Table 5. Tourism mobile applications by service provided

Service type Specifications

Navigation GPS, Augmented reality, Way Finder
Social Social networks, communication
Mobile Marketing Contests/Awards, Alerts, Discounts

Security / Emergency | Medical, Emergency, Information (Weather forecast,

etc.)

Transactional Auctions, Financial / Banking, Tickets / Reservations,
Shopping

Information General travel information, city guides, event schedules,
translators

Entertainment Games, Video/TV, Music, E-reader, Photographs, Fan-

tasy sports

(Kennedy-Eden & Getzel 2012)

It is important to mention that some of the most popular applications, used by travel-
lers are not directly related to travel and tourism (Murdock 2011, Kennedy-Eden &
Getzel 2012). This might be explained by CISCO’s observation (2012) that out of all
the applications being downloaded daily, a surprisingly low number are used on a regu-
lar basis, - 70 per cent of Generation Y are using fewer than 10 smartphone applica-
tions daily. Therefore, it is a complicated task to design a new application and attract
users, who will regularly use it. Instead, trying to convey travel information through
popular but indirectly connected apps appears to be a good alternative. For example
social media applications, do not relate to tourism directly, but can be used for infor-
mation search and trip planning, based on experiences and pictures posted by users.
According to recent survey made by Intercontinental Hotels chain, one in four have
used social networking to plan their travel IHG 2013, 6). The influence of social me-
dia applications on travelling intentions and planning process have been supported by a
number of recent studies (Cox et al. 2009; Xiang & Gretzel 2010; Scott & Frew 2013;
IHG 2013, 6).
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Mobile services have a huge potential in tourism and may have a high societal impact,
as can be used for improve the “choice architecture” by providing necessary infor-

mation and guidelines (Selinger & Seager 2012).

2.3.2 Significance of mobile applications in sustainable tourism development

Mobile internet and supporting applications have changed travel forever. Keeping the
travellers in touch and in comfort, they influence travel-planning and decision making
process (Wang & Fesenmaier 2013) and as a result re-engineer the whole process of
developing, managing and marketing tourism products and destinations (Buhalis &

O’Connor 2005).

ICT and especially mobile applications have a great potential in supporting sustainable
travel development as they provide informational benefits both for Destination Man-

agement Organizations (DMOs) and travellers.

Now let us go through the reasons why mobile apps are believed to enhance sustaina-

ble travel development:

1. Give distant access to relevant information
In the current world of informational abundance, targeted for concrete tasks mobile
apps are able filter the information and construct the choice architecture, encouraging
for a concrete action. The relevance of information is ensured by positioning user cut-
rent location, considering his preferences and previous experiences, thanks to applica-
tions ability to connect to other applications and get customised by user (Selinger &

Seager 2012.)

Moreover, the use of mobile application at different stages of traveling can be also
considered sustainable, as it saves both efforts and resources: there is no need to travel
to tourist agency to book a tour, no need to distribute printed materials, like brushers,
guides, maps, etc. Considering the sizes of travel and tourism industry, these changes

can already bring significant improvements.
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2. Are able to coach and motivate a behavioural change
Mobile applications’ ability to influence and change users behaviour capitalizes on
three inter-related movements — nudging, the quantified self and gamification (Selinger &

Seager 2012.)

Nudging originates from a bestseller by Thaler and Sunstein (2009), who discussed the
ways of improving decisions about health, wealth and happiness, empathising the im-

portance of “choice architecture”, meaning the circumstances of choice.

The quantified self is a social movement uniting people, who are interested in self-
knowledge through self-tracking, such as taking records of one’s work, sleep, exercise,
diet, mood, or anything else, which is frequently done with the help of relevant mobile

or tablet applications (Quantified Self 2013).

Ganmification 1s an innovative tool to increase engagement and desired performance of
mobile application users and especially Generation Y.

Gamification is a participation-and-reward system that focuses on users sharing infor-
mation with their (social) networks (Swan 2012). The rewards for participation may
vary from virtual points and badges to physical rewards, such as discounts, free com-
plements, access to special events, etc. Along with earning rewards, a user can see the
achievements and rewards of other members, which stimulates deeper involvement
through adding competitiveness to the process. Taking into consideration Generation
Y’s desire to share their experiences with the society and experience a fun (game) ele-
ment in their every activity, adding gamification to their everyday processes is believed
to drive their engagement. As a result, gamifying of processes is projected to rise both
as a tool of managing innovations and changes inside the companies and in engaging
and retaining the customers. According to Gartner, by 2014 gamification will become
as important as Facebook, Ebay or Amazon and more than 70 per cent of Global 2000

organizations will have at least one gamified application. (Swan 2012.)

In the context of this thesis projects the examples of these three motivators can be the

following: Nudging: sustainable travel advisors, mentioning for example how many
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trees could be saved if the user will choose more ecological way of transport, accom-
modation, etc. Quantified self: carbon calculators, showing the dynamics of produced
emissions and giving tips how to offset them. Gamification: getting virtual rewards or
even real discounts for making more sustainable choices and ability to share the
achievements with friends.

3. Support the changing process of travelling caused by ICT
Prevalence of smartphone and other electronic gadgets with permanents internet ac-
cess have undoubtedly changed the way people plan and purchase tourism services.
More and more people every day appreciate the freedom given by mobile internet and
do the bookings via smartphone regardless where they are (Wang & Fesenmaier 2013).
Regarding these circumstances, mobile applications are just in the right place to be.

4. Increase tourists satisfaction
Being connected and having access to the needed information play very important part
in tourists satisfaction (Buhalis & O’Connor 2005; Wang & Fesenmaier 2013), which
was identified as a baseline for sustainable travel development by UNEP and UNWTO
(2005, 12).

5. Provide information and tools to DMOs
To be able to better plan and manage tourism in a sustainable way, DMOs need to
constantly monitor and analyse tourists’ activities and environmental conditions and
ICT-based applications appear to be good tools for that. Destination Management Sys-
tems (DMS), Environmental Management Information Systems (EMIS), Geographical
Information Systems (GIS), Global Positioning System (GPS) and finally Tourism In-
formation System (T1S) and already developed and ready to use. (Ali & Frew 2010, 2.)

Among the most effective DMOs tools for managing sustainable tools are Location
Based Services (LBS), Destination management Systems (DMS) and Intelligent
Transport Systems (ITS) and Visitor Management applications — technique to control
visitor numbers, manage tourist flows, protect sensitive areas and manage visitor time
in queues (Page & Connell 2009 in Cantoni & Xiang 2013, 43).

6. Help to establish effective partnerships and connect with local community
As mentioned by Buhalis and O’Connor (2005), ICT gives an opportunity for small

businesses to manage global distribution of their services at affordable costs. Moreo-
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ver, connections which can be made with the help of applications, for example digital
travel guides or social networks might be used for spreading the tourist demand more
evenly in destination.

7. Represent a growing and promising channel of communication for current and

future generations

Mobile apps are considered one of the most effective communication tools nowadays
(Manglis 2010). Their popularity among Generation Y, numerous, young and most
promising current generation, makes them even more significant.
More to that, in respond to growing social trend of using mobile applications in daily
decision-making and problem-solving, a variety of moral coaching applications have

been developed to enhance responsible and ethical behaviour and consumption.

To name a few, - Siri 5.0 is an always available guide to moral behaviour; iRecycle helps
to find out where to dispose used materials, Good Guide and ShopEthical! 2012 pro-
mote sustainable purchasing (Selinger and Seager 2012). Other forms include pages in

social media, mobile versions of mass media, travel blogs, etc.

As discussed above mobile applications theoretically have the potential of enhancing
sustainable tourism development and travellers behaviour. However, their successful
practical implementation depends on a number of variables such and clear understand-
ing of what sustainable travelling is and how it can be achieved by the individual, will-
ingness and motivation to adapt travel behaviour in a sustainable way and finally a de-
gree of user’s technology acceptance. These questions will be further explored in the

theoretical sections and then tested in the course of empirical research.

2.4 Technology Acceptance Model

Although, the computer self-efficacy and new technology adaptation of Generation Y
in general is considered to be high, for the purpose of better understanding how the
new technology, in this context, - mobile applications can influence their behaviour, it

is good to test the degree of acceptance of this particular technology.
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Technology Acceptance Model (TAM) is the first and most citied model, aiming to
predict user acceptance and use of innovative Information Technologies (IT) (Davis,
1989). It was founded on the base of Theory of Reasoned Action (TRA), introduced

by Fishbein and Azjen's (1975), which aimed to predict and explain human behaviour

in general.
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Figure 1. Technology Acceptance Model (TAM) (Davis, Bagozzi & Warshaw 1989,
985)

The two central determinants in TAM are Perceived usefulness (PU) - "the degree to which
a person believes that using a particular system would enhance his or her job perfor-
mance" (Davis 1989, 320); and Perceived ease of use (PEU), - "the degree to which a per-
son believes that using a particular system would be free of effort" (Davis 1989, 320).
In addition, PEU is influencing PU based on hypothesis that improvements in ease of

use of a technology contribute to increased usefulness due to saved effort (Davis et al.

1989).

According to Davis (1989), the combination of these variables is expected to build the
attitude towards using the new technology, which influence bebavionral intention to use it

and finally affects its actual use.

The definition of External variables has been numerously revised since the creation of
the model, first representing solely system design characteristics (Davis 1986) and then
was enriched by user training and support, user participation in design, the nature of
implementation process (Venkatesh & Davis 19906) and finally resulted in Unified The-
ory of Acceptance and Use of Technology (UTAUT), which expanded the concept of
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TAM by recognising the influence of expanded variables (Venkatesh et al. 2003), such
as:

Performance Expectancy — Perceived Usefulness coupled with extrinsic motivation, job-fit
criteria, relative advantage of using and outcome expectations.

Effort Expectancy — Perceived ease of use (perceived complexity vs. ease of use)

Social Influence — the degree to which an individual perceives the importance of others
believe he/she should use the new system. It consists of personal image, social factors
and subjective norms of behaviour.

Facilitation conditions — the degree to which an individual believes that organizational and
technical infrastructure support the use of new system.

Backgronnd variables — user’s gender, age, experience and voluntary intention to adopt the

new technology.

The interaction of all defined variable is shown on the UTAUT model below.

Performance
Expectancy

Effort
Expectancy

Behavioral Use

Intention ///; Behavior

Social
Influence

Facilitating
Conditions

Voluntariness

Gender Age Experience PR

Figure 2. UTAUT - TAM with extended variables (Venkatesh et al. 2003, 447)

Although the variables introduced by Venkatesh are seen to be highly relevant in the

context of current research, there is one more model, which is worth discussing.
In 2009 based on the UTAUT model (Venaktesh et al. 2003), a model evaluating trav-

ellers’ extent to use mobile technologies was introduced (Oh, Lehto & Park, 2009,

773).
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In that case background variables were narrowed down to previous usage of I'TC (nec-

essary skills) and former trip experiences, - domain knowledge, which is recognised to

be one of the most important factors in decision-making process in tourism .
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Figure 3. TAM of using mobile technologies by travellers (Oh, Lehto & Park, 2009)

In the context of this thesis the most appropriate model is seen as a combination of
external variables of UTAUT by Venkatesh et al. (2003) and TAM of using mobile
technologies in tourism by Oh, Lehto and Park (2009).
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Figure 4. The proposed model for this study

Now, it is good to present a description and justification of the model and its elements.

First two external variables: Trip Experience and Previous ICT Usage proved their signifi-

cance in TAM in tourism context (Oh, Lehto and Park 2009) and therefore, are seen as

relevant, because current research also explores the use of innovative mobile technolo-

gy in tourism.
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Regarding the unique characteristics of Generation Y, as the first generation with in-
nate technological skills and great need for social interaction and acceptance, backgronnd
variables and social influence from Venkatesh’s model (2003) are expected to have signifi-

cant impact and hence need to be included in the model as well.

Meanwhile, trip experience; previous ICT usage and background variables are influenc-
ing effort and performance expectancy of an individual, social influence has a direct
connection to behavioural intention, as it does not depend on the user features and

skills, but only on perceived importance of social influence.

Facilitating conditions, maintained by the technology developer or implementer include:
accessibility of new technology, availability of guidelines and resources necessary for
implementation, compatibility with user needs and lifestyle and encouraging of use via

creating motivation or/and added value.

The proposed model will be used in the design of the empirical research, which in-
cludes examining the level of acceptance of new technology, represented by mobile

applications by target audience - Generation Y.

2.5 Generation Y as users of mobile applications

After discussion of TAMs, aimed to predict the acceptance of mobile applications by
Generation Y, it is time to make an overview of factors and circumstances, influencing
the adaptation and practical implementation of mobile apps in the real life. The review
of literature and recent studies has revealed a number of reasons evidencing current

and future presence of mobile applications in the life of Generation Y.

1. Available statistics of significant use of smartphones and other mobile devices by Generation Y
As discussed earlier, the ability to use mobile applications requires possessing a
smartphone or mobile computer, such as Personal Digital Assistant (PDA) or Tablet.
Therefore, there is a link between a number of Generation Y individuals possessing the

above mentioned mobile devices and potential mobile applications users.
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A recent study by Forrester conducted in United States found that 97 per cent of Gen-
eration Y consumers aged 24-32 years, own a mobile phone, out of which 72 per cent

have smartphones. This percentage is higher than in any other age group (Emarketer

2013).

The validity of Forrestet’s results in relation to Generation Y members in other coun-
tries of the world has been supported by the 2012 Cisco Connected World Technology
Report (CCWTR), a survey that has examined 1800 young adults aged 18-30 from 18
developed and developing countries. “They live to connect and communicate” re-
searchers say. According survey results, smartphones rated twice as popular as desktop
PCs and three times as popular as tablet computers. 60 per cent of Generation Y com-
pulsively checks their smartphones for social media updates, texts or email, 90 per cent
checks they smartphone before they get out of bed and 42 per cent mentioned that

they “feel anxious, like part of me is missing” if they cannot check their smartphone.

(Kelliwon 2012.)

Resent research by Carlson Wagonlit Travel, revealed that 71 per cent of Generation Y

are using smartphones when travelling (2011).

2. The format of information presenting via mobile applications
The design of mobile applications coincides with the way of acquiring and processing
information by Digital natives. Relevant, precise but short information, presented by mobile
apps, perfectly fit to earlier mentioned statement that “Millennials work best if infor-
mation is "cut into bits of what they need to know" and delivered on a schedule of when they
need to know it.” (Wiezel in Abafty & Rubin 2011.) Presence of pictures, ability to be
personalised by the user and regular updates of mobile apps, also should be appreciat-
ed by Generation Y, who are said to learn best in visual (graphics first, not text), kinaesthetic,
mmnltisensory styles in an interactive and unstructured way (Pendergast in Benckendorff, Mos-
cardo & Pendergast 2010, 4). Gamification, inherent to some mobile apps adds play-
oriented approach, (Benckendorff, Moscardo & Pendergast 2010) and fun (Yarrow &
O’Donnell 2009) also highly valued by the Millennials.
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3. Gen Y's possession of technical skills and financial resources necessary to use mobile devices
and applications
According to EMarketer (2013) the Millennials are young enough to understand the
benefits of using smartphone and applications, but old enough to afford them. For
younger Generation Z members a smartphone or other mobile device might be too

expensive, meanwhile older generations do not have the skills to make the most of it.

4. The ability of mobile applications to support Generation Y's ‘digital lifestyle’
Mobile applications perfectly fit to Generation Y’s need to stay connected (Bencken-
dorff, Moscardo & Pendergast 2010, 6) and make their daily activities, such as brows-
ing of Internet, checking e-mails and social medias, searching information, planning,
purchasing, etc., easier. Nearly 70 per cent agreed to “smartphone apps are important
to my daily life”, with more than 50 per cent of applications being used for games and

entertainment and 27 per cent mainly for work. (Kelliwon 2012.)

5. The ability of mobile applications to influence and engage Generation Y
Generation Y adults are also much more likely to be motivated by earning premium
content, game credits and other elements of Gamification approach, than other genera-
tions (Greenberg 2012). Moreover, a research by mobile applications developer
Tapjoy, which polled two thousands consumers, revealed that young adults aged 25-34
are also more likely to be influenced by advertisements in applications, particularly by

featuring videos or fully sponsored / branded applications (Greenberg 2012).

All in all, there are a lot of prerequisites evidencing a big potential of mobile applica-
tions as information channels to reach and influence Generation Y’s behaviour. How-
ever, it is important to understand that above described reasons may not have immedi-
ate effect on Generation Y acceptance and intention to use of mobile applications, es-
pecially for tourism planning and purchasing. The study by Flurry Analytics (2012 in
Emarketer 2013) revealed that Generation Y, representing the age group between 24-
35 years old, is the greatest user of mobile applications among all living generations.

However, as revealed during CISCO research (2012) 70 per cent of Generation Y re-
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spondents report using less than 10 smartphone applications regularly on the daily ba-

sis.

Therefore, to get an understanding how to influence Generation Y travel behaviour
with the help of mobile applications, there is an obvious need for additional infor-

mation, which is to be obtained with the help of empirical research.

2.6 Summary of theoretical discussion and reserch framework

While exploring existing theoretical knowledge and studies concerning the main sub-
jects of current thesis — sustainable tourism and travel, Generation Y and mobile appli-
cations, we came across a lot of evidences, supporting the main assumption of current
research, which states that targeted mobile applications, providing relevant information
and guidelines about sustainable alternatives, may represent an appropriate way of
communication with Generation Y and may encourage their sustainable behaviour in

tourism.

Generation Y can be safely called the most promising segment in tourism in the near-
est future, as they love to travel and travel a lot (UNWTO 2008), have the money to
afford it (Oracle 2011), generously spend on travel (UNTWO & WYSETC 2008;
Amadeus 2009) and represent a huge population.

Speaking of their attitude towards sustainable tourism, in general they are said to be
aware about its principles and the growing trend of volunteer tourism evidences their
concern and willingness to contribute to it (WYSETC 2008). However, there are also
constraints, such variety of incomparable eco-labels, perceived higher price of sustain-
able products and services and lack of clear guidelines, etc. that prevent Generation Y

from going “green”.

How it can be improved? One of the options could be establishing direct communica-
tion to them through a popular channel — ICT’s innovation tool, which is available at
any place and any time — mobile applications. Due to the ability of presenting infor-

mation in a convenient format, - short, relevant and customised, mobile applications
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are said to have a significant impact on users behaviour and buying decision-making
(Thain 2012). Also known as “Digital Natives”, Generation Y members are technolog-
ical savvies, addicted to being online and always in touch (Benckendorff, Moscardo &
Pendergast 2010) not without the help of smartphones and mobile applications, being
the leading users of both among all living generations (CCWTR 2012; Flurry Analytics
2012 in EMarketer 2013). In turn, mobile applications are facilitating in-trip travel
planning and purchasing, an on-going trend caused by the development of ICT, and by
that increase travellers satisfaction, which resulted in fast development of travel-related
applications with more than 17000 already available (ABI Research in Nurture Lake-
land 2011).

It looks like mobile applications are very likely to influence Generation Y travel behav-
iour making it more sustainable. However, the success depends on a number of varia-
bles such as: clear understanding of what sustainable travelling is and how it can be
performed by a traveller; right content of guidelines and targeted mobile applications
to communicate them; attitudes of generation Y towards these mobile applications and
the level of adopting of mobile technologies in their travel behaviour; and finally facili-
tating factors. These variables will be in the focus of empirical study, undertaken in this

thesis project.
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3 Research approach and methods

There are two widely accepted approaches for a research: quantitative and qualitative.
Doing quantitative research, the researches decides what to study, ask specific, narrow
questions, collect numeric (numbered) data from participants, analyses these numbers
using statistics, and conducts the inquiry in unbiased, objective manner. Meanwhile,
qualitative research expects the researcher to rely on views of participants, asks broad,
general questions, collects data consisting largely of words (or text) from participants,
describes and analyses these words for themes and conducts the inquiry in a subjective,

biased manner. (Creswell 2005, 39.)

The research approach largely depends on the type of problem to be solved. According
to Creswell (2003, 21) if the problem is identifying factors that influence an outcome,
understands the best predictors of outcomes or aims to test a theory and find explana-
tion of the phenomenon, the quantitative approach is the best. On the contrary, quali-
tative approach is useful when the researcher does not know the important variables to

examine, the topic is new or existing theories do not apply the particular group under

study (Morse 1991 in Creswell 2003, 22).

These two approaches can also complement each other, generating a mixed methods

approach.

The problem of this thesis better comply with guantitative method, as there is an interest
to test how such factors, as technological familiarity and environmental awareness of
Generation Y and the existence of innovative method of communication represented
by mobile applications, can influence the outcome — more sustainable travel behaviour
of Generation Y individuals. In the theoretical part, a broad overview of theories re-
garding both factors has been made and now it is the time to test them and find deeper
relationship and explanations. In addition, some of the research questions, such as
identifying most used mobile applications, require numeric data and larger sample to

support its validity and increase reliability.
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Finally, being the first in a bigger research project, this study aimed to create a path for
future studies, by providing an overall description of trends said to exist, testing theo-
ries and providing data further studies can rely on, when making deeper exploration of

the results, using qualitative or mixed methods.

3.1 Quantitative approach

According to Creswell (2003, 18), “quantitative approach is the one in which the inves-
tigator primary uses postpositivist claims for developing knowledge (i.e., cause and ef-
fect thinking, reduction to specific variables and hypotheses and questions, use of
measurements and observation, and the rest of theories), employs strategies of inquiry
such as experiments and surveys, and collects data on predetermined instruments that

yield statistical data.”

Although, quantitative research is explaining phenomena by collecting numerical data
that are analysed by using mathematically based methods, it can be designed to collect
many data that do not naturally appear in a quantitative way (Aliaga & Gunderson

2002 in Muijs 2004, 2).

In relation to the use of literature, quantitative approach requires substantial amount of
literature and uses the literature deductively as a framework for research questions and
hypotheses (Creswell 2003, 32) or assumptions. In accordance to this recommenda-
tion, this thesis contains a broad theoretical chapter. Generally, literature review is pre-
sented in the beginning of the study and then may appear in the end, when results of

the empirical research are compared with existing theories.

Quantitative research typically involves testing or verifying theories or explanations,
identifying variables to study and relating variables in questions or hypotheses, which
are then supported or refuted. It is also said to be a less biased approach and its results
are generally considered more valid and reliable due to larger sample than in other re-

search methods and more specific usually closed-ended questions.
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Quantitative research can be made in a form of experiment or survey. For this study a
survey design has been chosen as more appropriate. According to Creswell (2003, 153),
“a survey design provides a quantitative or numeric description of trends, attitudes, or
opinions of a population by studying a sample of that population.” The type of survey
is chosen to be cross-sectional, which means that the data will be collected at one point

in time (Creswell 2003, 155).

3.2 Data collection process

According to Creswell (2005, 10), “collecting data means identifying and selecting indi-
viduals for a study, obtaining their permission to study them, and gathering infor-

mation by asking people questions or observing their behaviour.”

The research instrument for data collection was chosen to be self-administrated ques-
tionnaires, due to the number of its advantages, such as low cost, consequent larger
respondents’ sample, wider coverage within a sample population, easy implementation

and fast speed of data collection (Bourque & Fielder 2003, 14).

For the ease of distribution and further analysis the questionnaire was inserted in pro-
fessional on-line research software, called Webropol. Using this software, an Internet
link leading to questionnaire was created and then sent to the target sample — members
of Generation Y, together with an information letter. The data collection lasted two

weeks from 19t of April until 3+ of May 2013.

Taking into consideration peculiarities of Generation Y, such as active use of Internet
and social media, the links and information about the survey were distributed via social
media platforms, such as Facebook.com and Vk.com, - number one social network in
Russia. Virtual friends were encouraged to fill in the questionnaire themselves and then
to forward the link and information to their friends, who practice travelling and young-
er than 35 years, by personal messages or by sharing the information on their personal
account page. The invitation was sent out on Friday evening and Saturday morning, as
it was believed that during the weekend people are less stressed and have more time to

complete the survey. A reminder, thanking everybody, who have already completed the
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questionnaire and encouraging the rest to participate before the mentioned deadline
was published in the beginning of next week on researcher’s personal account page in

social medias and caused the second wave of responses.

In addition, information and links were also distributed via e-mail around researchet’s
professional and personal network, to people who regularly deal with Generation Y,

being their parents, employers or teachers.

Chosen way of distribution appeared to be quite effective for a number of reasons.
The fact that I was personally acquainted with the respondents helped to target them at
the very first step when sending out the invitations to the survey. In addition, personal

acquaintance encouraged the response rate and re-distribution of the questionnaire.

3.2.1 Population, sample, and participants

As discussed eatlier, this study is focused on Generation Y; therefore members of this
generation represent the target population of the study. As we know, for many reasons
it is impossible to involve the whole population, when doing a research, hence a sam-
ple should be made. “A sample is a subgroup of the target population that the re-
searcher plans to study for generalizing about the target population.” (Creswell 2005,

146.)

Sampling can be done using two main methods: probability sampling and non-
probability sampling. Probability sampling is the most rigorous form of sampling, as the
researcher randomly selects individuals and the equal probabilities of being chosen,
makes the sample representative of the target population. This approach is considered
to be unbiased and highly reliable, but it is not always possible to perform, due to sig-
nificant time and budget it requires. Instead, a non-probability sampling might be used — a
method when a researcher selects individuals because they are available, convenient
and represent some characteristics the investigator seeks to study. Non-probability
sampling, in-turn, includes convenience sampling, when the researcher selects participants

based on their availability and willingness to participate and snowball sampling, when the
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researcher asks participants to identify others to become members of the sample.

(Creswell 2005, 149.)

Due to limited time and resources, this study has implemented a non-probability sam-
pling approach, using a mix of convenience sampling - by distributing questionnaire
around friends and acquaintance in social networks and via email and snowball sam-

pling — by encouraging respondents to redistribute it further.

As a result, the size of sample was about 320 respondents. The invitation to take part
in the survey, including the brief description of the research and links to questionnaire
in English and Russian languages, has been selectively sent to respondents, who
seemed to fit to Generation Y description. However, to make sure all of the respond-
ents are relevant, a filter question, obtaining the age group of the respondents has been
added. As stated eatlier, this research identifies Generation Y to be aged between 18
and 34 years, therefore if the respondent happened to be older, the questionnaire was
ended automatically. Other variables such as travelling experience and previous use of
mobile technologies, etc. were not used as filter questions not to over limit the sample.
Moreover, doing quantitative survey, researcher need to keep a close connection with
the theory, this in our case evidences that the majority of Generation Y loves travelling

and technology and widely practice and implement it.

3.2.2 Description of the research instrument

As mentioned eatlier, the research instrument for this study was chosen to be unsuper-
vised self-administrated questionnaire available online. The questionnaire was devel-
oped especially for this study. Following the recommendations for unsupervised self-
administrated questionnaires (Bourque & Fielder 2003, 20; Davies 2007, 116), it con-
tained mainly closed-ended questions, which were obligatory to answer and one open-

ended question, which was optional.

The questions have been united under several topics, which followed each other in a
logical order. Questions were drawn up on the base of the research questions and the

corresponding assumptions that are presented below.
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e Assumption 1: Generation Y is an active user of mobile applications

e Assumption 2: Mobile applications play an important role in tourism planning

and facilitation
e Assumption 3: Generation Y is aware of Sustainable Tourism

e Assumption 4: Sustainable travel guideline, delivered via mobile applications,

may have a positive impact on Generation Y’s travel choices

e Assumption 5: Popular directly and indirectly travel-related mobile applications
may represent an appropriate communication tool for delivering sustainable
travel guidelines to Generation Y
Assumptions have been developed based on assumptions made in theoretical part, re-
search questions and the aim of the research. For each assumption a number of ques-

tions have been created.

Consequently, the ey variables of this study are: 1) respondent’s background infor-
mation, coinciding with Generation Y 2) travel experience and behaviour; 3) level of
adaptation of mobile applications; 4) use of mobile application when making travel
purchases and in-trip, 5) attitude towards using mobile applications for the purpose of

changing existing travel patterns to more sustainable.

The sequence of question block, as well as some questions, have been developed ac-
cording to Technology Acceptance Model (TAM), created for this research and de-

sctibed eatrlier.

Traditionally, the questionnaire began with a short block of demographical questions
(Background variables in TAM), out of which age was used as a filter question. It was
followed by a set of questions, regarding previous travel experience and travel purchas-
ing behaviour, continued by a set of questions regarding previous ICT usage experi-
ence, also prescribed by TAM. Next block of questions, aimed to measure awareness
and attitude towards sustainable travel and tourism. Finally, last block of questions

aimed to find out the attitude and intention of Generation Y to change their travel pat-
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ters under the influence of mobile applications, providing advice on more sustainable

travel options.

Taking into consideration the ethical nature of the research, straight or biased ques-
tions have been avoided. Instead, the questions have been rephrased in a form of more
neutral assumptions respondent could agree or disagree with using continuous or Lik-
ert scale to measure their attitudes. Depending on the type of the question, question-
naire included plain and multi selection questions and open-ended question and im-
plied nominal, ordinal and interval (Likert) scales. Overall, the questionnaire included
20 closed-ended questions, including selections and Likert-scale questions and one

open-ended question.

To enlarge the target sample and ensure correct understanding of terms and questions,
the questionnaire was available in two languages: English and Russian, - native lan-

guage of the researcher. English questionnaire was revised by a native speaker as well.

To ensure the correct understanding of some questions, content validity and improve
questions format and scales (Creswell 2005, 158), the questionnaire has been tested

several times before implementation and some corrections have been made.

Moreover, taking into consideration the possible shortcomings of unsupervised survey,
such as risk of misunderstood questions (Bourque & Fielder 2003, 20), the questions
were designed with maximum simplicity and in one case a refinement was included as a
note. To prevent missing of data, most of the questions in questionnaire were obligato-
ry, meaning that the respondent could not complete the survey without answering

them.

3.3 Data analysis process

Preparing and organizing data for the analysis was done also with the help of Webro-
pol software, which was used for data collection. Only a few questionnaires have been
manually inserted to Webropol, as the majority of respondents completed the ques-

tionnaire online so all the data was automatically accumulated in Webropol. As all
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questions, except open-ended one, were set as obligatory, there have been no cases

with missing data or other errors.

Data analysis was also done in Webropol, as it has a comprehensive analytical tool.
Data analysis proceeded in a following way. Firstly, the results of linked identical ques-
tionnaires in Russian and English language have been merged, so that the researcher
could observe the whole picture. Secondly, with the help of Webropol reporting tool,
all collected data has been displayed using graphs and tables, demonstrating the re-
sponses for every question. Finally, the results have been reported using most appro-
priate figures and graphs and interpreted to provide answers to research questions and
evaluate whether the data collected confirm or disconfirm assumptions, trends and

predictions, made after literature review and draw conclusions.

3.4 Reliability and Validity

When doing a research it is important to consider the aspects of reliability and validity.
Reliability means that the results are stable and consistent and can be repeated (Creswell
2005, 162). Meanwhile, va/idity in quantitative research is the extent to which the cho-
sen measures are able to measure the constructs of interest of the research, be it the
extent to which chosen sample represents the researched population (external validity),
or if the research design allows to draw conclusions about the relationship between
variables (Internal validity) and finally the extent to which the constructs are operation-
alized and represent the researched phenomenon (construct validity) (Balnaves & Ca-
puti 2001, 89). Only reliable and precise measures can an accurately reflection of the
reality and provide data, which can be used as a base for drawing the answers to the

research questions.

Although, a researcher always aims to greater reliability and validity of the results, it is

important to acknowledge the limitations of the study.

The reliability and validity of present study might be limited by several circumstances.
First, the chosen non-probability sampling method represented by a mix of conven-

ience and snow-ball sampling is known to be less reliable than probability or random

55



sampling. However, as stated by Davies (2007, 62), “even the confidence for the gen-
eralizability of the research conclusions is limited, it is still reasonable to expect that
variables may be tested for their relationship with other variables, and enable a re-
searcher to deliver findings that if supported by following studies in different locations,

could be found to reflect the views or experiences of a wider population.”

Second is the abundance of questions with attitudinal measures, which can be justified
by ethical nature of the research questions; however the drawback of this type of
measure is that they do not provide direct evidence of specific behaviour (Creswell

2005, 156).

Third is unsupervised administration, inherent to on-line surveys, which on the one
hand is highly standardized and therefore less biased (Creswell 2005, 170), but on the
other hand cannot be controlled by the researcher, for example the amount of female

respondents might appear to be a much bigger proportion then male respondents.

Taking into considerations these limitations, one can make a conclusion that it is not
possible to make a reliable generalization based on this study, however, as a researcher,
I believe it can bring out some new thoughts about encouraging Generation Y in a sus-

tainable tourism with a help of technological novelties and give ideas for future studies.
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4 Key Results

In this chapter the results will be described under relevant topics.
Nearly as expected the rate of response was almost 40 per cent, with 122 responses
received during data collection period, out of those 22 respondents did not fit to the

age criteria and therefore the total of responses decreased to 100.

4.1 Profile of respondents

The quantity of the respondents 100 allows equalizing the percentage value with actual

number of respondents, for example 50 per cent actually mean 50 respondents.

The majority of the respondents were female - 73 per cent, with 27 per cent of male
respondents. The age group of the respondents is shown in figure 5 below. Most of
respondents were aged between 23-27 years. 22 respondents were older than

34 years and therefore could not continue the survey.

] 10 20 30 40 %0 &0 7O 80 80 100 110 120 130

Please, indicate your age: . 63 - 22

B 18-22years & 23-27 years W 28-34 years © =34 years

Figure 5. The age of the respondents (N=122)

One notable characteristic of the respondents was that approximately 88 per cent of
the respondents were highly educated - university graduates or higher. 5 out of 7 re-
spondents, who answered “Othet” had a similar degree to Masters/Ph.D., however

due to differences in educational systems of countries, their academic degree did not

tully comply with given options.

] 10 20 30 40 a0 &0 70 a0 a0 100 110

Please, indicate your level of
; 50 7
education:

B High school & University Graduate ® Masters /Ph.D. = Other, please specify

Figure 6. The level of education of the respondents (N=100)
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In relation to current employment, 69 per cent were employed and only 8 per cent un-
employed; 23 per cent were students, out of those 10 per cent were employed and 13

per cent unemployed.

] 10 20 30 40 a0 &0 70 a0 a0 100 110

Please, indicate your current
employment situation:

m Employed & Unemployed B Student full time without job 0 Student with job

Figure 7. The employment situation of the respondents (N=100)

As we can see, most of the respondents were mature enough to travel, highly educated
and currently employed, from which we can conclude that, this sample quite accurately
represents potential young travellers able to make their own decisions when planning

leisure travel activities.

4.2 Generation Y travel behavior in general

Evidently, investigating current travel patterns and experience of Generation Y is a
starting point on the way to influencing their travel behaviour in future. In the theoret-
ical part we got familiar with various studies stating that Generation Y members love
travelling and do it often, thinking of it as of a way of personal development and an
integral part of life. Moreover, according to TAM previous travel experience also have
an impact on degree of acceptance of innovative travel related technology (Oh, Lehto
& Park, 2009), in this context - mobile applications. Consequently, a block of questions
regarding Generation Y travel patterns, started from finding out bow many overnight trips
respondents have been to during last 12 months.
0 10 20 30 40 50 60 70 8O 80 100 110
During the last 12 months how I : I I I I : : I I I I

many overnight leisure trips have 42 24
you taken?

m01w2-3m4s5 0 =5

Figure 8. The amount of overnight leisure trips respondents have taken during past 12
months (N=100)
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The results, shown in figure 8 confirm that Generation Y members indeed travel for
leisure quite often, with 42 per cent travel 2-3 times a year and another 45 per cent

more than 4 times a year.

Next, it is important to understand how Generation Y actually purchase travel services,
- on their own or via travel agency, as with this information we can determine where to send

the main effort of motivating for more sustainable behaviour.

0 10 20 30 40 50 &0 70 a0 a0 100 110
Howe do you usually purchase
- i 22
travel services?

B Without intermediary (ex: by internef) & Via travel agency

Figure 9. The way respondents usually book travel services (N=100)

As we can see in figure 9, 78 per cent of respondents are usually booking travel ser-
vices by themselves. This result is of high importance in the context of this study, as it
means that the majority of Generation Y are skilful travellers and tend to personally
design every detail of the journey, rather than choosing ready-made packages offered
by travel agencies, which are not always sustainable, as mainly aim to make profit. It
also supports assumptions from theoretical part, stating that due to profound techno-
logical skills Generation Y consumers are highly independent and prefer to make own
decisions, as well as double check the information, given in advertisements (Palmer

2008; Pardee 2010).
Once we came to know that Generation Y members prefer to book travel by

themselves, logically we pass on to the next question: what sources of information they

mostly use for making travel-related choices?
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Desktop Internet (Tripadvisor, Skyscanner,
Booking.com, etc.)

Friends and relatives recommendations

Mobile internst (Tripadvisor, Skyscanner,
Booking.com, etc)

Guidebooks and travel journals

Promotional materials; brochures, travel
catalogues

Social Media (Facebook, Twitter, Instagram,
etc.)

Specialists intravel agencies

mN=100

Figure 10. The most used information sources when making travel-related decisions

(1= Never use, 5=Always use)

From the chart we can see, that the leading position holds desktop internet, with 64 per
cent of the respondents stated that they “always use it” and its mean or average rating
of responses 4,2. It is followed by friends and relatives recommendations, which again sup-
ports the findings of the previous studies, which reported high weight given to friends

and family experiences and opinions inherent to Generation Y.

The use of mobile internet brought up quite contradictory results, as 32 per cent of re-
spondents stated that they are not likely to use it (score 1 and 2), 22 per cent were neu-
tral (score 3) and 46 per cent reported that they frequently - 24 per cent (score 4) or
always - 22 per cent (score 5) use it. Such balance suggests that being a relatively new
technology, travel services available through mobile devices need further improvement
and promotion to reach better acceptance by the public. However, 46 per cent of users

evidence its high potential.

Printed media such as fravel journals and guidebooks as well as promotional materials, as ex-
pected, are almost never used by “digital natives”. On the contrary, the low rating of
social media was quite surprising, given its importance in Generation Y daily life. Per-

haps, Generation Y individuals do not count the travel information and inspiration
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they come across when browsing social media and checking their friends pictures from
holidays. Finally, specialists from travel agencies received the lowest score, which a logical
outcome of the previous finding that Generation Y almost does not use intermediaries

when booking travel.

All'in all, based on the responses to this question, we can conclude that Internet, both
mobile and desktop and word-of-mouth or social currency, meaning provoking discus-
sions and debates around sustainability-related topics are among the most effective

ways of promote ideas of sustainable tourism to Generation Y.

Another important thing we need to know is the #»e when the information about
more sustainable travel alternatives should be delivered to influence decision-making.
For this purpose, let us look at the answers to the question when respondents usually

purchase travel-related services.

Transportation to destination

Accommodation

Transportation within destination

Activities and experiences within
destination (excursions, dining,
etc.)

B 1- Always inadvance = 2 B3 4 W 5 Always in-trip

Figure 11. When respondents usually purchase travel services (N=100)

As appears on the chart, transportation to destination and accommodation are mostly
booked in advance, meanwhile activities and transportation within destination are more
likely to be purchased during the trip. Quite high neutral results in last two options are
also of interest, as they illustrate the significant dependence of the booking arrange-
ments on a concrete trip. As it has been stated in the theoretical part, Generation Y
mostly travel with a purpose (WYSETC 2013) even for leisure, so they tend to plan

their activities in destination before the trip and in some cases even pre-book it.
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From the results we can conclude that recommendations on more sustainable accom-
modation and transportation to destination would have better influence if communi-
cated by service providers or other tourism stakeholders at the very beginning of trip
search process. For transportation and activities in destination, such advice might first
appear on the web-site, so that travellers will come across it when searching the infor-
mation before the trip and then it should be reinforced in-trip, which is highlighting

the importance of destination management organizations.

4.3 Generation Y as users of mobile applications

Once we have looked at the travel patterns of Generation Y, it is now time to pass on
to the next variable, described in TAM, - previous ICT usage experience or more pre-
cisely — attitudes and practical use of mobile applications in general and in travel-

related purposes in particular.

The first question of this block aimed to measure respondents’ experience of using

devices with mobile Internet access.

0 10 20 30 40 a0 &0 70 a0 a0 100 110

Howy long have you been using
mokile devices with Internst 25 14
access?

W Less than 1 year -2years W 3-5years - More than 6 years

Figure 12. Respondents’ experience of using device with mobile Internet (N=100)

The results displayed in figure 12 support theoretical assumptions, describing Genera-
tion Y as technological savvies. Only 12 per cent of respondents reported using mobile
devices with Internet access for less than a year, 25 per cent have 1-2 year experience,
meanwhile 63 per cent are using such devices for more than 3 years. Looking ahead, it
is worth mentioning that the majority of users with less than year experience already
practice use of mobile applications when planning and in-trip, from what we can con-

clude that the acceptance period of this technology is quite short.
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To find out for which devices it is better to design mobile application giving sustaina-
ble travel advices at first place, the respondents were asked to identify the type of de-

vice they are using. Respondents could select more than one answer option.

Cther: 2 : f

Personal
Digital
Assistant: 3
Tahlet
computer: 47
Smartphone:
a0

Figure 13. The type of device with mobile Internet access respondents use (N=100;

multiple choice)

As we can see 90 respondents out of 100 possess a smartphone, and almost half of the
respondents also have a tablet computer. Smartphones and tablets seem to replace
once popular personal digital assistants. Among “Other” 2 devices Ipad and Ipod
Touch were mentioned. Ipad refers to tablet computers, while Ipod Touch is an enter-
tainment device, meant for taking pictures, browsing the internet, gaming, listening to
music etc., where you can also install mobile applications, but it cannot be used as a
phone. Results again confirm previous studies, described in the theoretical part
(CCWTR 2012; Emarketer 2013) and clearly evidence the high potential of establishing

communication with Generation Y via mobile Internet.

Now, when we came to know that the overhelming majority of Gen Y respondents
possess a smartphone or tablet and have a sufficient experience of using it, it is time to
find out whether this also means that they actively use mobile applications? For this

purpose, respondents were asked to express their attitude towards several statements.
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110

Mokile applications play an
importart part in my life

Maokile applications are easy to use

Mobile applications are easy to
access (find & download)

| frequently turn to mobile
application before making a travel
decision
Mobile applications are more
convenient than other sources of
infarmation

W 1=Disagree completely =02 W3 4 W 5=Agree completely

Figure 14. Respondents’ level of agreement with statements concerning mobile apps

(N=100)

In figure 14 we can see, that Gen Y respondents mostly agree with the first three
statements claiming that mobile applications play important part in their lives (61 per
cent), are easy to use (77 per cent) and easy to access (70 per cent). Based in these re-
sults, we can conclude that most of the respondents are active users of mobile applica-
tions. However, the next statements regarding the use of mobile applications as a more
convenient source of information or a supporting tool in travel related decision making
illustrate an existing uncertainty of respondents, leading us to the conclusion that these

possibilities of mobile applications need more promotion.

From ascertaining the attitude towards using mobile applications, we turn to a more
practical question — what types of applications Generation Y respondents are using the
most when planning and during the trip? The taxonomy of travel-related applications
by service provided was borrowed from a study by Kennedy-Eden and Getzel (2012).
In Webropol software this question was divided to two questions — when planning and
in-trip. Question type was set as a multiple choice, so that the respondents selected

only the applications they actually use. The results are shown in figure 15.
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MNavigation
Information
Communication

Social Networks Planning the trip

Transactional = |n-trip
Entertainment

Mobile Marketing

Mone

Security / Emergency

0 20 40 60 80 100

Figure 15. Mobile applications by service provided, used by the respondents during
planning and in-trip (N=100; Multiple choice)

Applications are arranged on the chart in descending order, clearly illustrating the most
and the least popular ones. Although the use of some applications differs quite signifi-
cantly in response to the situation— before or during the trip, they still tend to comply
with their overall position in the rating. As we can see, some applications, like informa-
tional and transactional are more frequently used during planning the trip, while others
are mostly used in-trip. Such distribution of responses seems quite logical and supports

the statement that Generation Y mostly book and plan the trips by themselves.

As we can see, the leading position among mobile applications belongs to navigation,
which includes GPS-navigators, traffic assistants, maps, journey planners, etc. In the
context of encouraging more sustainable travel behaviour, navigation applications play
a very important role as travellers naturally follow its recommendations. So far, most
navigators provide just basic guidelines on how to get to destination by private car,
walking or public transport, meanwhile pro-sustainable ones may also advice such
things as: amount of CO2 emissions of different modes of transport and routes, the
shortest possible way and preferred time of the day to avoid traffic jams and reduce the
use of fuel, local car sharing companies and public transport routes as an alternative to
private car usage, local bicycle rentals, special offers suggested by local attractions for
visiting during low demand time-periods; sustainable accommodation and activities

along the way or near destination, such as non-motorized boats centres, hiking and
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walking paths, etc. Being widely perceived as an adviser application, navigation can
include sustainable tips option in, so to say, natural way, not disturbing its primary

purpose.

The second popular applications are the ones providing general travel information, like
weather forecasts, city guides, location-based service advisors, etc. It is reported to be
used by 74 respondents while planning the trip and 69 during the trip. These results
support the finding of WYSETC (2007, in Benckendorff, Moscardo & Pendergast
2010, 11) which highlighted that Generation Y are information hungry and make a
broad information overview before making a purchase decision or, in our case, go
travelling. Again, this type of application could be successfully used in encouraging
more sustainable travel choices by including in the content sustainable travel tips as
well as routes and activities, which benefit local communities but produce the least of
possible harm. This segment also includes applications developed by destination man-
agement organizations, which may warn tourists about very busy dates and encourage
them to plan their visit in more calm periods, wisely spreading the demand and increas-

ing tourists’ satisfaction.

Information applications are followed by communication, such as Internet-supported free
calls, text and picture sharing applications, emails, etc. Due to quite specific services
offered, it is difficult to think of a sustainable travel tool, which could be build-in these
applications without causing users confusion, therefore let us pass to the next applica-

tion type.

Social networks hold the forth position in popularity among Generation Y respondents
with 46 respondents using it when planning and 60 respondents during the trip. As
discussed earlier, respondents generally do not consider social media as a source of
travel related information. However, given the importance of social media in Genera-
tion Y lifestyle, its potential in influencing a change in travel patters should not be un-
derestimated. An overview of existing sustainable tourism communities in a couple of
social networks (Facebook, Instagram) revealed a variety of diverse groups and pages,

some devoted to sustainable tourism in general, while others aimed at promoting sus-
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tainable tourism in different places of the world. However, the main drawback is that
these communities have very few followers or members, with the most popular page of
Global Sustainable Tourism Council, founded by United Nation having only 2 682
followers or “Likes”. The current situation demonstrates the need for active promo-
tion of sustainable tourism communities in social media. This can be done for example
by posting relevant sustainable travel information, eye-catching pictures, discussions or
polls in other popular pages devoted to travelling, travel service providers or big

events, like festivals, championships, etc., to get the attention of bigger audience.

Transactional applications continue the popularity rating with 43 respondents turning to
them when planning and 39 - during the trip. It is important to mention that like the
social media, the mobile applications of transactional services are the clones of their
popular desktop versions, which increase their overall significance. Transactional appli-
cations include mobile banking, shopping, reservations and other services. One of the
ways to encourage sustainable travel choices via transactional applications is to intro-
duce the labelling of sustainable or ecological products and services. For example,
when browsing a mobile application searching for accommodation or sightseeing tour
a user should see an “eco” mark in front of a more sustainable option and ideally the

amount of emissions produced, valid for comparison.

Entertainment applications, at first glance, seem not relevant to sustainability promotion,
however, taking into consideration an on-going trend of learning gamification (Swan
2012), appreciated by Generation Y for its fun and play-oriented approach (Yarrow &
O’Donnell 2009; Benckendorff, Moscardo & Pendergast 2010) if properly designed, it
might have an influence as well. Eco-related games such as green or eco quiz or a per-
sonal emission calculator are already available to download in a format of mobile appli-
cations, but again need more promotion. However, this should be done not at first

place, but more like a supportive tool.

Mobile marketing applications appeared to be not popular among the respondents; how-

ever, it is still good to encourage travel-related companies to include information re-
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garding their own activities towards sustainable development and how their customers

could use their services in a more sustainable way.

A very low percentage of respondents #of using applications in travel related purposes at
all, is seen as a very positive result, supporting the statements that Generation Y is an
active user of mobile applications and that mobile applications is a useful tool both

before and during the trip.

Security and emergency applications were almost never used by the respondents and

therefore are not worth a discussion.

Based on the results we have discussed so far, we can conclude that Generation Y is an
active user of mobile applications, accepting Assumption 1 and claim that some mobile
applications (Navigation, Information and Communication, which were reported to be
used by more than 50 per cent of the respondents) play an important role in tourism

planning and facilitation, partly accepting Assumption 2.

In addition, it is important to find out the obstacles in accepting mobile applications by
Generation Y, so we pass on to the next question, when respondents were asked to

evaluate possible reasons that could put them off using mobile applications.

] 10 20 30 40 a0 &0 ¥o a0 a0 100 110

Bad quality of mobile Internet
connection

Limited service and small screen

Lack of information about mokile
applications

Lirited knowledge of how to use
mokile applications

High price of
smartphonestabletsPDA

Complicated navigation system

A& general lack of interest in mobile
technologies

W1 =Disagree completely = 2 M3 4 W 5= Agree completely

Figure 16. Evaluation of reasons for not using mobile applications (N=100)
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As shown in figure 106, respondents either disagree or are neutral towards all the rea-
sons against using mobile applications, except of “bad quality of mobile Internet con-
nection”. It seems quite logical as previous results showed that the majority of re-
spondents actually use mobile applications, so there should be no significant draw-
backs. However, with some reasons they agree more than with others, so let us go

through each of them.

Almost half of the respondents (47 per cent) agreed that bad guality of mobile Internet
might be a reason for them not to use mobile applications. The mean of the responses
is 3.3. Moreover, we should not forget about the high cost of mobile Internet in roam-
ing, mentioned by several respondents. Yet, there are several solutions for this problem

— off-line mobile applications, which are already available and free-WiFi coverage.

The next reason - lmited service and small screen, has collected almost equal amounts of
agreements (38 per cent) and disagreements (42 per cent), with mean of responses 2,9.
Indeed, one of the respondents added in open-ended question that it is more conven-
ient to search travel related information on the big screen. Yet, mobile versions of
desktops web-sites are constantly improving, while the speed of life is increasing, not

always living the time for proper planning of trips.

Lack of information about mobile applications and limited knowledge on how to use them have
mean of responses 2,6 and 2,4 respectably, so we can conclude that the majority of the
respondents do not consider these as obstacles. However, the abundance of existing
mobile applications might get users confused with too wide choice and lack of infor-
mation about the best options, which again highlights the importance of promotion of

applications.

High price of smartphones, tablets or PDA, complicated navigation system and a general lack of inter-
est in mobile applications have received the greatest disagreement from 64 up to 70 per

cent. Hence, the results again support theoretical claims, that Generation Y loves inno-
vation technological devices and gladly spend money to buy them, being old enough to

afford it and young enough to be able to use it with no efforts (EMarketer 2013).
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Allin all, based on the results of questions, concerning the level of experience of Gen-
eration Y in using mobile Internet and applications in daily life and travel and tourism,
we can conclude that most of the respondents had a profound experience of using
mobile Internet, almost all possess a smartphone and half also have a tablet computer.
Generation Y respondents find mobile applications easy to use and access and agree
with the statement that mobile apps are important in their lives. Successful positioning
of mobile apps as a convenient source of information and a helpful tool in travel deci-
sion making needs more promotion, as at the moment about half of the respondents
are either uncertain or simply do not see mobile applications in such a role. The top
three most used mobile apps, both when planning and in-trip are the ones providing
navigation, information and communication services. First two can be successfully
used in increasing sustainable travel behaviour. To increase usage of mobile applica-
tions, service providers should improve the quality of mobile internet and application
developers should endow it with same amount of services as desktop versions, make it

easy to use on a small screen and actively promote it to users.

4.4 Generation Y awareness and attitude towards Sustainable Tourism

So far from the research results, we have seen that members of Generation Y travel
quite frequently, plan and book on their own, mainly through desktop and mobile in-
ternet, and are active and experienced users of mobile applications, which they use
both when planning and in-trip. These results set a good grounding for achieving the
aim of this research — enhancing sustainable tourism behaviour of Generation Y
through mobile applications. However, the knowledge and attitude of the Millennials
towards sustainable tourism is another important variable, which needs to be re-

searched.

To start with, the respondents were asked to evaluate their level of awareness about the

main components of sustainable tourism (ST). The results are shown in figure 17.
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Figure 17. Respondents self-evaluation of the awareness about ST indicators (N=100)

As we can see from the graph, the least known indicator of sustainable tourism is vo/un-
tary carbon off-setting schemes (1/CQOs). Almost half of the respondents indicated that they
do not have any idea about it, 18 per cent have reported insufficient knowledge, 21 per
cent some knowledge and only 4 per cent had profound knowledge. The mean of the

responses is as low as 2.1 on a scale from 1 to 5.

The amount of CO2 emissions produced by various modes of transport is the next according to
the awareness level, with a mean of responses equal 2,4. Nearly one third of the re-
spondents have no knowledge at all about this subject, 24 per cent - insufficient
knowledge and 25 per cent - some knowledge. As in the case of VCOs, only 10 per

cent are properly aware and 5 per cent boast a lot of knowledge.

In relation to green hotels and principles of ecological accommodation the situation is almost the
same — the mean of the responses is 2,5. The awareness might be a bit higher due to
the widespread standard reminders about use of towels and electricity, which are now

used in almost every hotel.

Principles of sustainable behaviour in destination received the highest awareness score, how-
ever, the mean equal 3,2 is still quite low. Perhaps, this indicator got higher rating due
to the fact that it does not require any specific knowledge, like amount of emissions,

etc., but rather is subject to the commonly accepted morality rules.
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Such low level of sustainable tourism awareness was quite surprising, taking into con-
sideration active travel behaviour performed by the respondents during the last year
and on-going public discussions about interdependence of tourism and climate change
and consequent need for sustainable development. Possible reasons for so low aware-
ness might include a general lack of interest in sustainable tourism or wrong communi-

cation strategy, which failed to attract Generation Y’s attention.

Once indicated the awareness, logically comes the need to find out the attitude of the
respondents towards sustainable tourism. For this purpose, respondents were asked to
evaluate the extent of their agreement with several related statements according the

Likert scale. The results are presented in figure 18 in descending order.

0 10 20 30 40 a0 60 70 30 an 100 110

Sustainakle tourism development is a
responsibilty of government, industry
and professional organizations (UM,
WTO, etc)
Travel service provider should always
follow sustainable practices

Travelling in a sustainable way* brings
me more travel satisfaction

Sustainable tourizm development is a
responsibility of traveller

While planning ancd kooking my trip |
consider principles of sustainakility

W1 =Disagree completely &2 W3 4 WE5=Agree completely

Figure 18. Evaluation of statements about sustainable tourism (N=100)

After analysing the results, we can say that “Sustainable tourism development is a responsibility
of government, industry and professional organizations” and “Travel service providers should always
Jfollow sustainable practices” have received the highest level of agreement, with mean of
responses 3.8 in both cases. Such results support the observation noted by Howe (in-
terview in Pardee 2010, 17), saying that Generation Y trust in their institutions and
perform “someone will fix it” attitude towards the problems they are not educated or

not interested to deal with.

Next statement - “Traveling in a more sustainable way brings me more satistaction” oot the
24 1) 01218, g

agreement of almost half of the respondents (48 per cent), 32 per cent preferred to stay
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neutral and 20 — disagreed. The mean of the responses is 3,4 out of 5. It is interesting
to find out that even the awareness of the sustainable tourism indicators is quite low,
more than half of the respondents consider sustainable tourism a right thing to do and

feel better when complying with it.

The statement “Swustainable tourism development is a responsibility of the traveller” was included
in the questionnaire both to measure the perceived self-responsibility of the
respondents in the common goal of sustainable development and to see who is
concidered to be in charge of it — the government and industry or the tourists
themselves. The results revealed the uncertainty in this matter, as the biggest group of
respondents (42 per cent) tend to neither agree or disagree with this statement.
However, there is a postitive trend, as 39 per cent of respondents expresses their
agreement, compared to 19 per cent of the ones of opposite opinion. The mean of
responses is 3.3. The reason for such a significant amount of neutral answers might be
an outcome of the opinion that tourism sustainable development requires cooperation
of stakeholders, big investments, etc. and, therefore, not all the issues might be tacked

by travellers only.

The last statement “When planning and booking my trip I consider the principles of sustainability”
was absolutely supported by only 5 per cent of respondents. 13 per cent partly agreed,
36 per cent were neutral and 46 - disagreed. The mean of the responses is 2,6 from
which we can conclude that most of the respondents do not think of sustainability
when planning and booking leisure trips. To find out the reasons behind it, we pass on

to the results of the next question, which are shown in descending order in figure 19.
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Figure 19. Evaluation of reasons for not travelling in a sustainable way (N=100)

From the graph we can clearly see that the majority of respondents agree with that the
first three reasons may prevent them from travelling in a sustainable way. “Lack of sus-
tainability supporting service in most destinations’ received the highest agreement score with
the mean of 3,9. Indeed, sustainability supporting services such as recycling equipment,
green buildings, sustainable service providers and other tourism infrastructure, aimed
to reduce the negative impact of receiving travellers, requires big investments and suc-
cessful cooperation of all stakeholders in the destination, which is practically hard to

achieve.

“Lack of information about indicators of sustainability” and ““lack of knowledge or guidelines about
sustainable travel behaviour” have received almost the same degree of agreement with
mean of the responses 3,8. Based on such responses we can conclude that the majority
of Generation Y has no sufficient knowledge both about sustainable tourism concept

and its tools and on how they can support it by their own actions.

At this point we have enough data to reject assumption 3, stating that Generation Y is
aware of sustainable tourism, which has been created based on the information dis-
cussed in the theoretical part. Even Generation Y are said to be grown up at the time
of peak development of organizations promoting ecology and ethics, and travel quite
frequently, in such focused subject as sustainable tourism they still need further en-

lightening,.
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As discussed in theoretical chapter, another possible reason that puts Generation Y
off sustainable travel choices is the conviction that those are always more expensive. However,
the reality tends to be slightly different. Indeed, 38 per cent agreed with this statement,
but at the same time 40 per cent preferred to stay neutral, perhaps implying that it de-
pends on the type of service. The mean of responses is 3.3, which shows that respond-

ents more agree, then disagree with it, never the less, there is no distinctness.

The evaluation of “/ack of motivation to mafke sustainable choices” revealed even bigger
spread of responses, as the quantity of negative, positive and neutral responses is equal.
Such fragmentation suggests that there is an obvious lack of motivation, however, it is

not the main constrain in complying with principles of sustainability.

Last two reasons — “sustainable choices affect my personal comfort” and ““cause waste of time”’

again received a lot of neutral responses, which might be an outcome of low awareness
of respondents of what sustainable tourism really is or an evidence of the opinion that
it greatly depends on the case. Never the less, the mean of the responses is 2,7 and 2.6

respectively, so we can conclude that most respondents disagree with these statements.

Summing up the main outcomes of this subchapter, we can say that Generation Y ap-
peared to be much less aware about sustainable tourism than expected. The respond-
ents reported unawareness of three out of four main indicators of sustainable tourism.
Consequently, the lack of information about sustainability indicators and guidelines
about sustainable travel behaviour are in top three reasons behind unwillingness to
travel sustainably. Lack of knowledge and education might also be a cause of the exist-
ing attitude towards sustainable tourism. Feeling incompetent, generation Y respond-
ents support the idea that sustainable tourism development is more a responsibility of
government, industry, professional organisations and travel service providers, rather
than travellers. As a result, most of the respondents do not consider sustainability
when planning or booking the trip. Yet, there is a ray of hope, as most of the respond-
ents agreed that travelling in a sustainable way increases their travel satisfaction and

does not necessarily affect their personal comfort. On the whole, the results illustrate
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that Generation Y agree with the importance of sustainable tourism development, but

lacks education and motivation to support it personally.

4.5 The use of mobile applications to promote sustainable travel behaviour of

Generation Y

The final part of the questionnaire was to connect all previous findings and focus on
the aim of this study — investigate if it is possible to make travel behaviour of Genera-
tion Y more sustainable with the help of mobile applications and if yes, what could be

the best way of doing it?

Finding out respondents’ attitude towards the perspective of using mobile applications
as sustainable travel advisers, was considered to be a good starting point. The results

are presented in descending order in figure 20.
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Figure 20. Evaluation of the statements regarding the use of mobile applications to

promote sustainable travelling (N=100)

As we can see, the percentage of neutral evaluations of the statements is dominating.
This might be explained by the low awareness of sustainable tourism inherent to the
majority of respondents, as lack of information often leads to detachment and indiffer-

ence to the subject.
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The statement “Mobile applications save my time, resonrces and efforts while planning and booking
travel services” appears to be the most accepted among all the statements, - 54 per cent
of respondents agree with it, 26 per cent neither agree nor disagree and 20 — disagree.
This statement was meant to measure the attitude towards using mobile applications in
travel-related purposes and to see if respondents realise that it is possible to increase
sustainability of travelling simply by using mobile applications, as it permit to reduce
commuting and resources needed for maintenance of the travel agencies, ticket offices,
etc. Even the mean of the respondents is 3,5, which is far from absolute agreement,
taking into consideration the novelty of the discussed technology the results look quite

optimistic.

The next statement according to the acceptance rating is “#he availability of sustainable
adyice provided via mobile applications, may influence my travel choices”. About 40 respondents
agree with this statement, another 40 are not sure about it, and 20 - disagree. The mean
of the responses is 3.2, which is the same also for the following statements. Such re-
sults look promising, as we can see that most of the respondents have a positive atti-
tude towards the described idea, even they do not know yet what it might take them to
follow the recommendations on more sustainable travelling. Taking into consideration
that only 20 per cent disagreed with this statement, we can support Assumption 4, which
states that sustainable travel guidelines, delivered via mobile applications, may have a

positive impact on Generation Y’s travel choices.

About 37 per cent of the respondents confirmed that they “wz// be interested in receiving
information about more sustainable travel options via mobile applications”, which means that
there is already an audience who would like to learn more about sustainable tourism.
Same amount of the respondents are unsure and 25 per cent would refuse this kind of
information. Almost in the same way respondents have evaluated “Mobile applications are

a suitable tool for commmunication of guidelines about more sustainable travel choices.”

Like in case of any other innovation launch, the success of attracting those 63 per cent

of unsure and unwilling respondents depends on the design of application, relevance
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and applicability of guidelines provided and proper promotion and motivation, which

we will discuss in the course of the analysis of the last few questions.

From measuring the overall attitude and willingness to use, we pass on to the investiga-
tion of what is considered to be the most appropriate format of such kind of applica-
tion. To do so, several options were designed and the respondents were asked to eval-

uate each one of them. The results are shown in descending order in figure 21.
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Figure 21. Evaluation of the appropriateness of the format of mobile applications

promoting sustainable travelling (N=100)

From the graph we can see that the most appropriate format according to the re-
spondents’ opinion is “an extra feature of popular existing applications, used when planning and
travelling’. The mean of the responses is 3,9 out of 5, which evidences quite high level
of acceptance. Farlier we have already found out the most popular categories of travel
related applications that also cater for the promotion of sustainable tourism. Among
those are — navigational, informational and social media applications. At the next step,
from every category should be chosen several applications leading in the rating of
downloads, to ensure maximum coverage. These applications can then be used as
ready platforms for establishing sustainable travel advisers, capable to give fastest re-

turns with minimum efforts and resources needed for promotion or advertising.
Based on the results, we can accept the Assumption 5, stating that popular directly and

indirectly travel-related mobile applications may represent an appropriate communica-

tion tool for delivering sustainable travel guidelines to Generation Y.
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“An application produced under a popular travel related mass media brand” follows the same

logic, although has received a bit smaller score of agreement — 3,7 out of 5.

“A sub-application connected with popular social media” like Facebook, Foursquare, Insta-
gram, etc. comes third in the rating, with the mean of the responses equal 3,5. This
option was added in respect to Generation Y’s high activity in social media, which
makes it a good communication tool. However, as mentioned earlier, it seems that the
respondents do not directly associate social media with the source of information
about tourism in general and sustainable tourism in particular. Nevertheless, the overall
attitude is positive, which again means that if done properly this way has also chances

to success.

“Specially developed independent application” is considered to be the least appropriate accord-
ing to the results, perhaps due to the need to start its development and promotion
from the scratch. As we discussed in the theoretical part, Generation Y tends to use
only a few applications on a regular basis (CISCO 2012), which makes it very different
to promote the new application, so that it will stand out from the millions of similar
ones and take its place in daily TOP 10 of every user. That is why independent applica-
tion runs the risk of repeating the fate of many unpopular pages devoted to sustainable

tourism, which could be found in social media.
Now when we know the best suitable formats of sustainable tourism application, we

are coming to the last but, perhaps, one of the most important finding — the most in-

fluential factors in making more sustainable travel choices.
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Figure 22. Evaluation of the most influential factors in making sustainable travel choic-

es (N=100)

As we can see from the results presented in descending order, two out of four offered

factors were accepted and another two — rejected by the respondents.

Among the accepted ones are “clear information and guidelines regarding more sustainable travel
options” (12 per cent of agreement) and “monetary disconnts for more sustainable travel services”
(67 per cent of agreement). Clear information and guidelines again highlight the lack of
information about sustainable tourism and the willingness of the respondents to im-
prove this situation. Meanwhile, monetary discounts for more sustainable travel ser-
vices confirm the observation by Voorhees et al. (2010, 3), stating that Generation Y
does have concern for the environment, but needs a supporting economic benefit to

make eco-friendly choices and purchases.

“The popularity of the application among friends, relatives and/ or colleagnes” received only 31 per
cent of agreement, 29 per cent were uncertain and the majority of the respondents dis-
agree. Rejection of this factor disconfirms the theoretical assumption that Generation
Y greatly depends on the opinions and choices of their communities members. How-
ever, this question might cause bias as people generally want to look more independent

in their choices than they really are.
The statement assuming the influence on sustainable travel choices of “V77rtual awards,

recognition and majorships gained through competing in social media” aimed to measure the ex-

tent to which the respondents subject to passion, caused by gamification and competi-
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tiveness. The mean of the responses equal 2,5 illustrates that these factors are not so
important when it comes to making decisions, which are contrary to the usual travel
patterns. We may predict that once the users get involved in a gamified application,
they might get affected deliberately; nevertheless this should not be in focus of the at-

tention when thinking of most effective motivations.

As the question of motivation is of high importance in relation to the aim of this re-
search it was decided to support it with an extra open-ended question where respond-
ents could share their thoughts and ideas about other ways how mobile applications
may encourage them to choose more sustainable travel options. This question was op-

tional and gained 13 responses, which have collected some valuable ideas:

- Introduction of unified eco-labelling of sustainable travel services (transporta-
tion, accommodation, goods, activities, etc.)

- Developing of a special sustainable infrastructure able to satisfy the needs for
comfortable travelling and, at the same time, comply with principles of sustain-
able tourism. For example affordable bicycle and non-motorised boat rentals,
transition to eco-friendly fuels, etc.

- Empathising the importance of sustainable travelling in guarding one’s health as
well as the health of the loved ones and the planet

- Establishing communities of adherents of sustainable tourism

- Active distribution of information about sustainable tourism in mass media, so-
cial media and blogs

- Engagement of celebrities and opinion leaders of Generation Y in sustainable
travel advertising and promotion

- Show clear comparison of normal and sustainable travel options in price, time,
etc.

- Making partner agreements with most popular travel service providers to offer
discounts for choosing more sustainable travel options

- Reinforce public education on basics of sustainable travel and tourism.
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5 Conclusions and recommendations

Being a huge industry providing a lot of jobs worldwide and a source of income for
many developing countries, tourism is seen to play a significant role in global
sustainable development. However, as any transition involving diversed groups of
stakeholders and big investments, sustainable tourism development is proceeding at
low speed and requires constant academic investigation to find out the gaps in existing
practices and new ways of improvement. Serving the needs of millions of people every
day, in order to develop sustainably, tourism requires not only regulations, designed by
the authorities for the industry players, but also the support of the general public. Here
comes the challenge, as being so diversed, travellers tend not to respond to generalized
appeals, made by various professional organizations. Consequenly, there is a need for
more targetted and creative approach, capable to deliver the needed information to the
recipient and stand out from the million of other appeals and advertisiments that

surround us every day. How this can be achieved?

One of the options is to chose a segment of travellers, study their pequliarities and
attempt to appeal to them via communication channel they are likely to use the most.
Another options is to transform general knowledge into relevant advices, which are
easy to apply in real life. This thesis research attempted to combine both of these
options, by exploring the ways to enhance sustainable travel behavior of Generation Y,
as a target segment, by the means of advices, communicated through an innovative

technological tool — mobile applications.

Generation Y is widely accepted to be the most promising and fastest growing segment
in travel industry, primary due to their population, which is the most numerous since
Baby Boomers and love for travelling, on which they spend the biggest proportion of
income, compared to other generations (UNTWO; WYSETC 2008). Moreover, their
expertise in using new technologies makes them highly educated and very influencial in
the society, which will increase even more, once they become the dominant generation
in the workforce. Finally, being young and travel addicted, Generation Y is likely to

have dual presence in travel industry, both as customers and employees. All these
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circumstances evidence an urgent need of engagement of Generation Y in sustainable

tourism. But what would be the best way of doing it?

While there might be many, this thesis was focused on the investigation of possibilities
to fulfil this task with the help of mobile applications, - a rapidly developing ICT com-
ponent, said to have a significant influence on decision-making process and be actively
used by Generation Y. Therefore, research aimed to reveal the level of acceptance of
mobile applications by Generation Y in general and in travel related purposed in pat-
ticular; the attitude towards the perspective of using mobile applications in enhancing
sustainable tourism; most used applications when planning and booking travel and ad-
ditional motivators that can increase the chances of mobile applications to influence
Generation Y travel behaviour. In addition, the study investigated such important vari-
ables, as Generation Y’s travel behaviour and awareness and attitude towards sustaina-

ble tourism.

Speaking about general information and guidelines on sustainable tourism currently
available to the public, one can conclude that there can be found quite many, - from
extensive reports prepared by professional organizations, like UNWTO and UNEP, to
sustainable travel guides, developed by mass media, private blogs, communities in
social media and even special mobile applications. However, the emprical research
results revealed quite low level of awareness of sustainable tourism among Generation
Y, even its members are known for their ability to easily find any needed information
in Internet within few minutes. It leads to a very important conclusion that Generation
Y do not feel their direct responsibility in sustainable tourism developemnt and
therefore do not make personal attempts to find out how they can contribute to it.
This consequence is supported by the results of another empirically studied question,
according to which, Generation Y tend to believe that sustainable tourism
development is more up to the govermnent, industry and non-profit organizations,
rather than tourists. Therefore, there is a strong need for social advertising and PR-
campaigns, highlighting the importance of personal contribution of a traveller to
sustainable tourism development. Such campaigns should be initiated and supported

by the public sector, implying government and local authorities and then performed by
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voluntary sector and mass media. It is important to understand that even mobile
applications are in the focus of current research, in the given situation they need

support to be better accepted.

In relation to general travel patterns of Generation Y, it should be noted that most of
the theoretical assumptions have been supported by the results of the emipical
research. Indeed, Generation Y members travel on leisure frequently and prefer to
book their route independently, rarely turning to services or advice offered by the
travel agencies. Reaffirming their “Digital natives” nickname, they almost never use
printed sources of information, preffering it to the Internet. Also, they pay attention to
careful planning of trips, almost everytime reserving in advance accomodation and
transportation to destination and sometimes also transportation and activities in

destination.

Unfortunately, despite considerable travel experience, the majority of Generation Y
respondents do not concider principles of sustainable travelling when planning and
booking leisure trips. The main reasons behind it, as revealed by the empirical research,
are the lack of supporting infrastructure and lack of information about the concept of
sustainable tourism and guidelines on how individuals can make their travels more
sustainable. At the same time, respondents confirmed that presence of clear
information and guidelines regarding more sustainable travel options can influence

their travel choices, which again highlight the importance of enlightening activities.

Passing to the perspective of using mobile applications as a tool of communicating
sustainable travel advices to Generation Y, based on the empirical results one could
conclude that such practice has a good potential. First, because Generation Y has
proven to be experinced users and owners of smartphones (in almost all the cases) and
tablet computers (in half of the cases), which is a nessary requirement of using mobile
applications. Second, because they agree that mobile applications and easy to use and
access and are using them both in daily life and travel related purpuses. And, finally,
because Generation Y demonstrated a positive attitude towards the idea of using

mobile applications as interactive sustainable travel advisers.
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Based on the synthesis of theoretical and empirical results, the following
recommendations to inrease the influence of mobile applications on making
sustainable travel choices by Generation Y, could be offered for travel industry
stakeholders or mobile applications developers:

- Ewmbed sustainable travel adviser function in existing popular application instead of developing

an independent application
Abundance of existing applications and the circumstance that only a few applications
are used on a regular basis, makes it very difficult to ensure that new application will
manage to attract many users and be used regularly. Instead, one might concider
establish partnerships with the existing popular applications, leading in travel related
cathegories or developed by a popular travel or mass media brand.

- Start with presence in most popular cathegories of travel related mobile applications
According to empirical results, the most used cathegories of mobile applications, both
when planning and during the trip, are navigation, general travel information and
communication. While it is possible to embed a sustainable travel adviser option in
first two cathegories, doing so in communication applications, seems inappropriate,
therefore, it needs to be replaced by social media applications that are next according
to the usage raiting.

- Establish good technical facilitating conditions
The successful implementation of mobile applications can be increased by the
improvement of several constraints, revealed by the research. To do list includes:
improving the quality of mobile Internet, ensuring that application is easy to use
despite the small screen and the last, adressing mainly public sector and destination
management organizations - developing the infrastructure supporting sustainable
travelling.

- Eunsure relevant and easy to understand content
The presence of clear information and guidelines regarding more sustainable travel
options, might seem obvious, yet concidering the haziness inherent to sustainable
tourism indicators and low awareness of Generation Y, this is a challenge. Keeping in
mind the pequliarities of Generation Y’s perception and learning, the information
should be short and practical, rather than theoretical. Among the best suggestions,

made by the respondents, were to “introduce unified eco-labelling of sustainable travel
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services” and to provide “a clear comparison of less and more sustainable options in
price, time and other factors, which is easy to understand.”

- Add value
Being sophisticated consumers, Generation Y are looking for a value in making any
purchase and sustainable choices are not the exception. Monetary discounts offered to
encourage sustainable travel behaviour were highly supported by the respondents.
Moreover, one of the respondents suggested making partner agreements with most
popular travel service providers to create a discount network for the ones choosing
more sustainable travel options.

- Support with active and creative promotion
Like any other innovation, mobile travel advisors require active promotion to be
noticed and accepted by the target audience. The most suitable communication
channels will be those, indentified by Generation Y in the course of the empirical
researh as the most used when planning and booking the trips — desktop and mobile
Internet and friends and relatives recommendation, also known as social currency.
Taking into concideration perquliarities of Generation Y as consumers, the appeals
should be short, simple but witty, point to the real facts, be visual - supported by
pictures or videos and be communicated by opinion-leaders or celebrities. Also, it is
important to maintain social currency that could be managed through initiating

discussions in social media and creative advertising.

Summing up, it is possible to conclude that mobile applications in general respresent a
good tool for communication to Generation Y information on more sustainable travel
options and raising their awareness. However, their implementation and ability to turn
concern into real actions needs to be supported by a set of corresponding activities and

studies.

The future studies in this field could continue with qualitative study aiming to get
deeper understanding of revealed findings; consider the influence of information
technology on decision-making or focus on finding appropriate tools for engaging in

sustainable tourism other living generations.
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6 Attachments

Attachement 1. Questionnaire in English language

Mobile applications as solutions to enhance sustainable travel behaviour of

Generation Y
1. Please, indicate your age:

01822 023-27 O28-34 O >34

2. Please, indicate your gender:

O Male
O Female

3. Please, indicate your level of education:

O Other, please specify
O High school (O University Graduate (O Masters / Ph.D.

4. Please, indicate your current employment situation:

O Employed (O Unemployed (O Student full time without job (O Student with job

5. During the last 12 months how many overnight leisure trips have you taken?

001 023 045 O>5

6. How do you usually purchase travel services?

O Without intermediary (ex: by internet) (O Via travel agency
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8. Indicate your level of use of the information sources below when making

travel related purchasing and decisions?

1 = Never use 5 = Always use

12345

Desktop Internet (Tripadvisor, Skyscanner, Booking.com, etc.) O OO O O

Mobile internet (Tripadvisor, Skyscanner, Booking.com,etc) OOOOO

Social Media (Facebook, Twitter, Instagram, etc.) 0000
Guidebooks and travel journals 0)O10)0)0)
Friends and relatives recommendations O000O0
Promotional materials: brochures, travel catalogues 0JO10)0)0)
Specialists in travel agencies 0JO10)0)0)

8. Indicate when you usually purchase your travel related services

1 = Always in advance 5 = Always in-trip

12345
Transportation to destination O000O0
Accommodation 00000
Transportation within destination O000O0

Activities and expetiences within destination (excursions, dining, etc.) O O O O O

9. How long have you been using mobile devices with Internet access?

O Less than 1 year O 1-2 years O 3-5 years (O More than 6 years

10. What kind of devices are you using?

Multiple choice is available

[] Smartphone [ ] Tablet computer [ ] Personal Digital Assistant [ ] Other
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11. Indicate your level of agreement with the following statements

1= Disagree Completely 5 = Agree Completely

12345
Mobile applications play an important part in my life O000O0
Mobile applications are easy to use 0JO10)0)0)
Mobile applications are easy to access (find & download) O000O0

I frequently turn to mobile application before making a travel decision O0000

Mobile applications are mote convenient than other sources of information OO O O O

12. Indicate which mobile applications you are using when planning the trip *

Multiple choice is available

] Navigation (GPS, Maps, Way Finders,

etc.)

[[] Social Networks (Facebook, Instagram, Foursquare, etc.)

[] Communication (Email apps, free messengers, Internet phone apps, etc.)

Mobile Marketing (Application developed by companies for marketing of certain
[_] goods or services by providing information and discounts for its users and organizing
contests / awards, alerts, etc.)

Security / Emergency (Apps providing medical and emergency guidelines, and cot-
responding information)

[] Transactional (Banking, shopping, reservations)
[] Information (General Travel Info, City Guides)
[] Entertainment (Games, TV /Music/Video, Picture editors, etc.)

[ ] None

13. Indicate which mobile applications you are using during the trip

Multiple choice is available
[] Navigation (GPS, Maps, Way Finders, etc.)

[[] Social Networks (Facebook, Instagram, Foursquare, etc.)
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[[] Communication (Email apps, free messengers, Internet phone apps, etc.)

Mobile Marketing (Application developed by companies for marketing of certain
[_] goods or services by providing information and discounts for its users and organizing
contests / awards, alerts, etc.)

] Security / Emergency (Apps providing medical and emergency guidelines, and
corresponding information)

[ ] Transactional (Banking, shopping, reservations)
[ ] Information (General Travel Info, City Guides)
[ ] Entertainment (Games, TV /Music/Video, Picture editors, etc.)

[ ] None

14. What may be the reasons for you not to use mobile applications?

1 = Disagree completely 5 = Agree completely

12345
High price of smartphones/tablets/PDA O000O0
Limited service and small screen O000O0
Complicated navigation system O000O0
Lack of information about mobile applications O000O0
Bad quality of mobile Internet connection O000O0

Limited knowledge of how to use mobile applications OO O O O

A general lack of interest in mobile technologies O000O0

15. Indicate your level of awareness about the following indicators of sustainable tourism

1= No knowledge at all 5= A lot of knowledge

12345
Amount of CO2 emissions from vatious modes of transport OO00O00O
(Plane, train, ship, car, etc.)
Voluntary carbon (CO2) off-setting 00000

schemes
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Green hotels / ecological accommodation OO00O00O
guidelines

Principles of sustainable behaviour in O000O0O

destination

16. Indicate your opinion on the following statements

1= Disagree Completely 5 = Agree Completely *by Sustainable Travel Behaviour

we understand individual’s actions towards:

- Minimizing the negative ecological impacts caused by traveling (choosing more
ecological means of transport and accommodation, thoughtful use of recourses

(water, energy, etc.) choosing eco-friendly activities and service-providers, etc.

- Respectful and supportive attitude towards the local society in destination: respecting
local traditions and culture, supporting local service-providers by purchasing local food,
crafts, services, etc.

12345
Travelling in a sustainable way* brings me more travel 00000
satisfaction
Travel service provider should always follow sustainable O00O0O0
practices
While planning and booking my trip I consider principles of sus- 00000
tainability
Sustainable tourism development is a responsibility of O000O0
traveller
Sustainable tourism development is a responsibility of government, OO OO O

industry and professional organizations (United Nations, World Travel

Organization, etc.)
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17. Evaluate the reasons why you may not always make sustainable choices

1= Disagree completely 5 = Agree completely

12345

There is a lack of knowledge / guidelines about sustainable behaviour O O O O O

There is a lack of information about indicators of sustainability
Sustainable choices are always very expensive

Lack of sustainable supporting services in most travel destinations
Sustainable choices affect my personal comfort

Sustainable choices cause waste of time

Lack of motivation to make sustainable choices

18. Indicate your level of agreement with following statements

1= Disagree completely 5 = Agree completely

Mobile applications save my time, resources and efforts while

planning and booking

Mobile applications are a suitable tool for communication of guide-

lines about more sustainable travel choices

I would be interested in receiving information about more sustainable

travel options via mobile applications

The availability of sustainable advice provided via mo-

bile applications, may influence my travel choices
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19. Indicate the appropriate format of mobile application meant for communication

of advice on more sustainable travel options

1= Least appropriate 5= Most appropriate

Specially developed independent

application

An extra feature of popular existing applications, used when planning

and travelling

A sub-application connected with social media (Eco-tool in Foursquare,

Facebook, etc.)

An application produced under a popular travel or mass

media brand (TripAdvisor Eco, Geo Eco Traveller, etc.)

20. What would influence you in making more sustainable travel choices?

1= No significance at all 5 = Very significant

Clear information and guidelines regarding more sustainable

travel options

Monetary discounts for sustainable travel

services

Virtual awards, recognition, major ships gained through competing in

social networks

The popularity of application among my friends/relatives/

colleagues

12345

OO000O

OO000O

OO000O

OO000O

12345

OO00O0O

OO00O0O

OO00O0O

OO00O0O

21. Is there any other way how mobile applications may encourage you to choose more

sustainable travel options?
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Attachment 2. Questionnaire in Russian language

HccaeaoBanme BAMAHIA MOOHMABHBIX IIPHAOKEHUI HA CKAOHHOCTD

ITokoArenna Y k IKOAOTHUYHOMY B OTBETCTBEHHOMY TYPU3IMY

1. TToxkaayiicra, ykazkure Barr Bospacr

01822 023-27 O28-34 O >34

2. [Toxaayiicra, ykaxure Barmr moa

O Myxckoit
O 7Kenckuit

3. [Noxanyiicra, ykaxure Barr ypoBens oOpasopanus

O OO0rmasn O Crerenn
O Beiciiee
obpasoBaTeAbHAA Marucrpa,
obOpasoBaHue
IITKOAQ ACIIHPAHT

4. [Toxkanyiicra, ykaxkure Barn poa samsarmit

O He O CryaeHr, He

O Padoraio paboraro paboraro

O Apyroe, moxkaAyiicra,
VKaKHTE:

O Cryaenr, Takxe
paboraro

5. B cKOABKEX TypHCTHYECKHX ITOE3AKAX (C HOYEeBKOM) Ber moObBaAm 32 mocaeAHmE

12 mecsreB?

00-1 023 045 0>5

6. Kak Ber 001900 mproOpeTaeTe TYPUCTUYECKHE YCAYIH?

O CamocroaTeApHO (HaIpuMep, Yepes O Yepes Typucraaeckoe
Wurepuer) areHTCTBO
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7. HO)K&AY;ICTQ., VKAKHITC, KaK 9aCTO BBl HCIIOAB3YETC IICPCYNCACHHDBIC NCTOYHUKN

[ HopMaruy IPU IAAHUPOBAHUE HAH ITOKYIIKE TYPUCTUIECKUX IIOE3A0K/ YCAYT?

1 = Hukoraa e ncnoansyro 5 = Beeraa ucrroassyro

1 2345

Craumonapusiit Muarepuer (Ttipadvisor, Skyscanner, Boo- O OO0O0O0

king.com, m TA.) N

Mob6uasueti Uureprer (Tripadvisor, Skyscanner, Booking.com, O OOOO

U TA.)

Conmansusre cetn (Facebook, Twitter, Instagram, u TA.) O O00O0
[TyTeBOAUTEAH U KYPHAABI O ITyTEIIECTBHAX O O00O0
PekoMeHAaIIHU APY3€il U POACTBEHHHKOB O O00O0
PekAaaMHBIE GPOIIIOPHL, TYPUCTUYECKUE KATAAOTH H AD. O 0000
PeKOMEHAAITUH TYPUCTHIECKUX areHTOB O 0000

8. [Toxaayiicra, ykaxure, Koraa Ber maanupyere npruoOpeTeHue IIepeqncAeHHbIE

TypI/ICTI/I"ICCKI/IX YCAyT

1 = Bceraa Ao moesaxu 5 = Beeraa Bo Bpems 1moesAkn

1 2345
TpaHcropT A0 NyHKTa HasHavel | ms OO00O0O0
Pasmerenne OO0O00OO0
TPpaHCIIOPT B IIPEAEAAX ITYHKTA HA3HAYECHUS 8 0000

Passaeuenue n HpO‘II/IC 3aHATHA B ITYHKTC HA3HAYCHUA (BKCKYPCI/H/I, O O O O O
6pOHI/IpOBaHI/IC CTOAOB B pCCTOpaHaX, OMAETHI HA HpCACTaBACHI/IH

u TA.), dining, etc.)

110



9. Kak Aoaro Brl ncrioassyere MOOHABHBIE YCTPONUCTBA C AOCTYIIOM B

O Menee 1 roaa O 1-2roaa O 3-5 aer O boaee 6 aer

10. Kakue nmenHo ycrporictsa Ber mcmoansyere?

Ber MozkeTe BEIOpaTh HECKOABKO BAPHAHTOB

Wurepner?

Apyroe,
KIIK HOKAAYHICTA,
[TAaumeTHbIN KapMaHHBII
[ ] Cmaprdon [] (kap . [[]ywamnmre
KOMIIBFOTED IIEPCOHAABHBIN
KOMIIBIOTED)

11. Or™merpre crenens Barrero coraacus ¢ mepedrcACHHBIMU YTBEPIKACHUAMUI

1= AGcoaroTHO He coraaceH 5 = ADCOAIOTHO CcOTAACEH

MoOnABHBIE TPUAOKEHHSA UTPAFOT BAKHYIO POAB B MOCH

IIOBCEAHEBHOU KU3HU
MoOuAbHBIE IIPUAOKEHHUA ACTKH U YAOOHBI Bl HCITOAB30BAHII

MobuabHBIE HpHAO)KCHI/IH ACTKO AOCTYITHBI AASL ITOAB30OBATEACH

(IIpOCTO HAUTH U CKAYATh)

A qacro HCIIOAB3YIO MOOHABHEBIE HpI/IAO)KCHI/IH, HCPCA TEM KaK

HpI/IHHTb pCLT_ICHI/IC, CBA3aHHOC C TypI/ICTI/I"ICCKI/IMI/I ITOE3AKAMU

MobuabHBIE HpI/IAOH(CHI/IH yAO6HC€ ApyrI/IX HNCTOYHUKOB

nadOpMaLIIH

12345

OO0O0OO0

OO00O0O0
OO000OO0

00000

00000

12. TloxaayiicTa, yKaKATE, KAKHMH MOOUABHBIMU IIPUAOKEHHAMA BEI ITOAB3yeTECH

IIPH ITAAHUPOBAHHUI ITOC3AKH

Bo3mMoxad | HECKOABKO BAPUAHTOB OTBETA
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[] Hasurarmonnsre (GPS, KapTsr, HABUTATOPBI OOTIT. TPAHCTIOPTA U TA.)
[ ] Conmaannsre cetn (Facebook, Instagram, Foursquare u TA.)

] Kommyrukarmonsere (MoOnapHasA movuTa, MOOHABHEIE 9aThI, VIHTEpHET
TeAePOHHS U TA.)

[Ipuaoxenns, paspaboTaHHbIE KOMITAHUAMU U IIPEAAATAFOIIIIE
IIOAB30BATEASM HOBOCTH KOMITAHUH, CKUAKH, YIACTHA B KOHKYPCAX H TA.

ITpraoxenns, IPEAOCTABAAFOIIUE HHCTPYKIIUHA B CAyYae YPE3BBIYANHBIX
CHTYAIIHH U IIPOYHE CBEACHUA O OE30IIACHOCTH

TpaH3aKIIMOHHbIE IPUAOKEHUA (MOOUABHEIN OaHK, IIOKYIIKI 1
OPOHUPOBAHUA U TA.)

[] Madopmarmonnsre ([Toroaa, MobmabHbIE TyTeBOAITEAN 11 TA )
[[] Passaewerns (Mrpor, TB/Mysbika/Buaeo, peaaktopsr nuzobpa | enmit u TA.)

[[] He ucrioansyro Boobrie

13. IloxanyiicTa, ykaKHATE, KAKAMH MOOHMABHBIMHU IIPHUAOKEHHAMU BEI TOAB3yeTECH

HpI/I HAﬂHI/IpOBaHI/II/I 1 B TECYCHUE ITOC3AKI

Bosmoxao HECKOABKO BapI/IaHTOB OTBETAa

[] Hasurarmonnsre (GPS, KapTsr, HABUTATOPBI OOIIT. TPAHCIIOPTA U TA.)
[] Cormanpnsre cetnr (Facebook, Instagram, Foursquare n TA.)

] Kommynukarmuonnere (MoOuapHas 1moura, MoOuAbHEL | gatsl, MuTepuer
TeAePOHHS U TA.)

HpHAO)KeHI/IH, paBpa6OTaHHbIC KOMITAaHHMAMH 1 HpCAAaFa}OH_II/IC
ITIOAB30BATEAAM HOBOCTH KOMITAHHUH, CKIAKH, YIaCTHA B KOHKYPCQ.X H TA.

HpHAO)KGHI/IH, HpCAOCTaBAﬂIOH_[I/IC I/IHCTPYKHI/H/I B CAy4Jac qpe3BquaI71Hbe
CI/ITyaHHI;‘I 48 HPO‘H/IC csl! ACHUA O 0e30IacHOCTH

TpaH3aKIINMOHHBIE TIPUAOKEHHA (MOOUABHBIH OAHK, ITOKYIIKH K
OpOHHPOBAHUA H TA.)

[] Madbopmarmonnsre ([Toroaa, MOGHABHBIE TYTEBOAHTEAT T TA.)
[ ] Paseaed | s (rper, ITB/Myssixa/Bruaeo, peAakTopsr H300paKeHnit 1 TA.)

[_] He ncroassyro Boobe
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14. TloxxaAyiicTa, OIleHITE IIPUYNHBL, U3-3a KOTOPHIX BbI He CKAOHHBI

HCIOAB30BATH MOOUABHBIE IIPUAOKCHUA

1 = AGcoaroTtHO He coraaced 5 = ADCOAIOTHO COTAACEH

12345
Boicokas cronmocts emaprdonos/maanmeros/KITK u TA. 0JO10)0)0)
OrpaHuyueHHOE KOAUYECTBO YCAYT U MAAEHBKUI 9KPAH O000O0
CAOKHOCTD B HCITOAB30OBAHIH O000O0

Heaocratrounocts madOpMaILinm 0 MOOHABHBIX ITPHAOKCHHUAX OO0000

[TAaox0€ KauecTBO MOOGHABHOTO [ | HTEpHETA O000O0
HexBarka HHCTPYKIUI 00 HCHOAB30BAHIHE MOOHABHBIX O000O0O
IPUAOKEHUI

OtcyTerBue nHTEpPECa K MOOMABHBIM TEXHOAOTHAM O000O0O

15. Vkaure crenenp Barrreit 0cBEAOMAGHHOCTH O CYIIECTBYFOIIUX IIPAKTHKAX

YCTOMYHUBOIO TypPHU3Ma

1= Coseprrerno He ocBeAoMAeH 5: OUeHb XOPOIIIO OCBEAOMAEH *Y CTOMYHBBII
TYPU3M ITOAPA3YMEBAET OOABIITYIO COITMAABHYIO OTBETCTBEHHOCTD IIPH
ITyTEIIIECTBIH, BEIPAKAIOIIYFOCH Y€Pe3 YBAKNTEABHOE OTHOIIIEHHE K IIPUPOAE U
pecypcaM, MECTHOM KYABTYPE H TPAAUIIHAM, 2 TAKAKE ITOAAEPKKE MECTHBIX
OHM3HECOB M peMeceA. Y CTOMYIHUBBII TYPHU3M 9TO COYETAHUE SKOAOTHIHOTO U
OTBETCTBEHHOIO TypPH3Ma.

12345
O61bem BeiOpocoB CO2 (YrAEKHCABILI ra3) OT Pa3HBIX BUAOB OO000OO0
Tpancriopta (CaMOAeT, IT0e3A, ITAPOM, aBTOOYC, YaCTHAS MaITHHA 1
TA.)
TypUCTCKUE 5KO-HAAOTU U ITAATEHKH, 4 TAKKE CXCMBI OO000OO0

AOOPOBOABHBIX ITOKEPTBOBAHUIT AAA HEHTPAAU3AIINH BEIOPOCOB
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CO2, mpeararaeMble HEKOTOPBIMH aBHAAMHUAME, TOCTHHHUIIAME 1

TA.)

DKOAOTHYHBIE OTEAH U IIPABUAA 9KOAOTMYHOTO IIPOKUBAHUS B OO0000
OTEASIX

[TpaBrAa 5KOAOTUYHOIO M OTBETCTBEHHOTIO TIOBEACHHSA HA MECTE O000O0
OTABIXA

16. Vkaxure crenens Barrero coraacus co CAGAYIOIIIMHE yTBEPKACHUAMU

1= AGcoaroTHO He coraaceH 5 = ADCOAFOTHO COTAACEH

12345
S moAyuaro GoAbIIEE YAOBACTBOPEHHE, KOTAA Iy TEIECTBYIO, O00O0O0
COBAFOAASI IPUHITHAIIBL OTBETCTBEHHOTO U 9KOAOTHYIHOTO TyPU3MA
Bce opranmsarun, paboraroriue B 0OAACTH TYPHU3Ma AOAKHEL COO0O00O
COOAFOAQTD IPUHIIUIIBL YCTOYUBOTO Pa3BUTHSA TYPU3MA
S yIUTHIBAKO IPUHITAITEL OTBETCTBEHHOTO U 9KOAOTHYHOTO O00O0O0

TypHU3Ma IIPU HAAHUPOBAHUN IYTEIIECCTBUI
VeroitanBoe pasBuTHe TypusMa - 310 orBercTBeHHOCTh Typucros OO OO O

VcroiunBoe pasBuTHE TypU3Ma - 3TO OTBETCTBEHHOCTH rocyaapcts, O O OO O
HUIPOKOB HHAYCTpUH H podeccrnonabubrx oprarusanni (OOH,

Beemmpras Typrctimaeckas opraHusanus 1 Ap.)

17. OnernTe BO3MOKHEIE IPUYIUHEL, IO KOTOPBIM BEI He Bceraa caeayere

IIPUHIAIIAM OTBECTCTBCHHOIO M DKOAOTHYHOTO TYpHU3Ma

1= AbGcoaroTHO HE coraaceH 5 = AOCOATOTHO COTAACEH

12345

Hexsarka nadopmanum n/mAn HHCTPYKIHI IO COOAFOACHHIO O00O0O0

IIPUHITUIIOB OTBETCTBECHHOI'O 1 9KOAOTHYHOIO TypHU3Ma
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HexpaTtka nH(pOpPMALIIH O CYIIECTBYIOIIMIX IIPAKTHKAX

YCTOIYHUBOIO Pa3BUTHUA TYPU3MA
DKOAOIMYHBIN U OTBETCTBEHHBII TYPHU3M BCETAA AOPOIKE

HexBaTka HHQPaCTPYKTYPHI, IIOAACPKHBAIOIIEH PA3BUTHE

YCTOIYHUBOIO TypHU3Ma

CO6AIOACHI/I€ IIPUHITUIIOB OTBETCTBCHHOTIO 1 3KOAOTHTYIHOTIO

TypH3Ma IIPUBOAUT K HEYAOOCTBAM

CO6AIOACHI/I€ IIPUHITUIIOB OTBETCTBCHHOIO 1 3KOAOTHTYIHOTIO

TypHu3Ma IIPUBOAUT K IIOTEPE BPECMCHU

HexBatxka MOTHBAITUM K CO6AIOA€HI/IIO HpI/IHL[I/IHOB

OTBCTCTBCHHOTIO ¥ 3KOAOTHTYIHOI'O TypHU3Ma

00000

OO0O0OO0

00000

00000

00000

OO0O0OO0

18. VkamuTe crenenp Barrrero coraacus co CACAYIOIITUME YTBEPAKACHUAMI

1= AGcoaroTHO He corAaceH 5= AOCOAIOTHO COTAACEH

WcnoAb3oBaHrE MOOUABHBIX HPI/IAO)KCHI/Iﬁ B HpOI_[CCCC
HAaHI/IpOBaHI/IH 1 IIOKYIIKH TypI/ICTI/I‘ICCKI/IX YCAYT, SKOHOMHUT Mol

BpeMA, YCHAHUA B IPOIHE PECYPCHI |

MoOuAbHBIE HPUAOKEHUSA ABAAIOTCA OIITUMAABHBIM KAHAAOM
KOMMYHHUKAITUA PEKOMEHAAIIIH O OOA€E SKOAOTHIHBIX 1

OTBCTCTBCHHDBIX TypI/ICTI/I‘ICCKI/IX YCAyIax

51 61 XOTEA /2 TOAYYATH PEKOMEHAALINI O DOACE SKOAOTHUHBIX U
OTBETCTBEHHBIX TYPHCTUYECKUX YCAYTAX Y€Pe3 MOOUABHBIC

HpI/IAO)KeHI/IH

PeKOMCHAaHHﬁ 0 DOA€EE SKOAOTMYHBIX U OTBETCTBEHHBIX
TypI/ICTI/I‘IGCKI/IX yCAyrax, AOCTaBACHHBIC Y€PC3 MOOHABHEIE

IIPUAOKCHHUA, MOI'YT IIOBAUATD HA MOHM PCIICHUS M IIOKYIIKI
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19. Vkaxmure, kakoit popmaT MOOHABHBIX IIPHAOKEHHIT, 110 Barmemy maenmuro,
AYHIIIE BCETO ITIOAXOAUT AAS IIEPEAAYH PEKOMEHAAITUI O DOAEE SKOAOTHYHBIX U

OTBCTCTBCHHBIX TYPUCTUYICCKUX YCAYIaxX

1= Haummenee | moaxoasmmit 5= HanboaAee TOAXOAATIIA

12345
CrenuaAabHO pa3pabOTAHHOE, HE3ABUCUMOE ITPHAOKEHIE O000O0
AoroaHnTeAbHAS (DYHKIUSA B YK€ CYILECTBYIOIIIX MOOUABHBIX OO000O0

HpI/IAO)KﬁHI/I}IX, ITIOAB3YIOIITXCA HOHYAHPHOCTBIO HpI/I HAaHI/IpOBaHI/II/I

1 B IIPOILIECCE ITYTCIIICCTBUA

[Tpuaoxkenue, coeanteHHOE ¢ momyaapabMu cormasbabiMu cetivn O O O O O

(Foursquare, Facebook, Bkonrakre, 1 TA.)

[TpuAoxenue, pazpabOTAHHOE ITOA H3BECTHBIM TYPUCTHYCCKIM O000O0

openaom (TripAdvisor Eco, Geo Eco Traveller, i TA.)

20. IToxaAyiicTa, OIleHUTE, CTEIICHb BAUAHIA IIEPEUYNCACHHEIX (DaKTOPOB, Ha Barrre

JKCAAHHMC CACAOBATDH IIPUHITUIIAM SKOAOTHYIHOTIO M OTBETCTBEHHOI'O TypI/IBMa?

1= Ouenn HeszHaunTEABHO 5 = OUeHDb 3HAYNUTEABHO

100345

YeTkas ¥ MOHATHAS I/IHCpOpMﬂHI/IH n pCKOMCHAaHI/II/I O 60A€e O O O O O
SKOAOITMYHBIX M OTBETCTBECHHDBIX TypI/ICTI/I‘ICCKI/IX YCAyIax 1 HpaKTI/IKaX

YCTOMYHMBOIO TypHU3Ma

CxuAKH 11pH BEIOOPE 5KOAOIMYHBIX 1 oTBeTcTBeHHBIX TyprcTHdecknx O OO OO
YCAYT

BupryaAbHBIEe HATPAABL U 3BAHUS, IIPUCYKACHHBIE B COLIMAABHBIX O000O0

CCTAX B IIpOTECCC COPCBHOBAHMUA C ApyrI/IMI/I ITIOAB30BATCAAMI
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[TorryAApHOCTD TAKMX MOOHABHBIX IIPUAOKEHUI CPEAN MOUX 00000

ApYy3eii/ pOACTBEHHHUKOB/ KOAAET

21. [ToxxaAylicTa, HA30BUTE APYIHE IIPUYUHBL, KOTOPEIE MOI'AY OBI IIOBAHUATH HA
Barrre xeAaHme yINTBIBATE PEKOMEHAALINT MOOHABHBIX IIPHAOKEHHH O DOACE

OKOAOINYHBIX M OTBETCTBCHHBIX TypI/ICTI/I‘ICCKI/IX YCAyTax
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