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Abstract 
Segmenting consumers based on generational cohort membership is a widely 

used and accepted practice among academics and practitioners. The concept, 

shared life experiences of a generational cohort create shared beliefs, attitudes 

and behaviour among the cohort’s members, underpins this segmentation 

approach. Interest in generational cohorts has fuelled debate on the defining 

consumer characteristics of each cohort, and lead to stereotyping of their 

beliefs, attitudes and behaviour. Yet, cross-generational empirical research into 

the factors that shape generational consumer behaviour is absent despite 

immense interest. This study fills this knowledge gap by developing a model of 

generational consumer decision-making.  

 

This study focuses on the generational cohorts known as the Baby Boomers 

(born 1946 to 1964), Generation X (born 1965 to 1976) and Generation Y (born 

1977 to 1994). These cohorts are the focus of most academic studies on this 

topic, represent the largest adult consumer group in Australia at present and are 

having a worldwide influence on consumer trends. A sequential mixed methods 

approach was employed for this study involving seven focus group interviews 

with members of the Baby Boomer, Generation X and Generation Y cohorts, 

followed by a national online survey of Australians from these three cohorts. 

Quantitative data analysis was based on 627 responses, principally analysed 

using the Partial Least Squares approach to Structural Equation Modelling.  

 

The result of this study advances consumer attitudinal theory and generational 

cohort analysis by unpacking the underlying influences on generational 

consumer decision-making. The results show that intention to purchase is 

determined by a consumer’s attitude, consistent with the theory of reasoned 

action and theory of planned behaviour that underpin this study. Consumer 

attitude is shaped by the perceived value associated with the consumptive 

experience based on hedonic and functional perceptions. Value perceptions are 

guided by informational and normative referents, which are shaped by formative 

referents developed as a result of each cohort’s experience of “coming of age” 

together. This study also highlights the importance of the motivational aspects 

of consumption, showing non-motivational aspects of consumption - relating to 

a consumer’s family, economic, education and employment situation - do not 
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influence travel intention. Thus, if a consumer has a positive attitude towards 

the experience, they will negotiate these constraints, because they are 

motivated to travel. This study presents the first empirically tested model of 

generational consumer decision-making, providing a theoretical framework for 

cross-generational comparisons of consumer behaviour.  

 

Comparisons of the model across generational cohorts reveal similarities and 

differences between cohorts.  The survey results show that Generation X and 

Generation Y consumers are more influenced by mass media referents and 

Baby Boomer consumers are more influenced by interpersonal referents when 

compared to each other. Normative referents are important to Generation X and 

Generation Y, but do not play a role in Baby Boomer consumer decision-

making. Generation X and Generation Y consumers do not want to appear they 

are seeking the approval of others through their consumption choices. Instead, 

this study suggests these consumers want to “stand out” from others by co-

creating experiences through interacting with the product to create their own 

experiences and stories to share with others. Baby Boomer consumers seek 

hedonic experiences that are emotionally satisfying and novel and are not 

motivated by functional aspects of the experience. Generation Y, and to a 

lesser extent Generation X, consumers are more influenced by functional value, 

based on value for money and quality trade-offs, than Baby Boomer consumers.  

 

In addition to distinguishing generational consumer decision-making, this study 

also expands conceptual understanding of generational cohort formation. Prior 

research focused on the impact of major historical events (e.g., wars, economic 

upheavals, and terrorist attacks) on generational cohort formation and found it 

difficult to associate collective generational memories from the past with future 

behaviour. This study presents evidence that personal experiences of life and 

society during the formative years, rather than major historical events, impact 

on the present-day consumer behaviour of each cohort and results in a 

generation of consumers with distinct present-day consumer beliefs, attitude 

and behaviour from other generations.   

 

The study validates this market segmentation approach and confirms the value 

of considering generational cohort membership to identify consumer groups. 
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The findings of this study have significant practical implications for market 

segmentation and product positioning. The findings and implications are, 

particularly, relevant to the domestic tourism industry in Australia, and other 

countries, who seek to develop targeted marketing strategies to capture, and 

cultivate, consumer interest in domestic travel. The findings emphasise the 

importance of generational identity and aligning perceptions of a consumer’s 

generation with their self-identity. This study advances the consumer behaviour 

and tourism literatures and advocates for further research into this widely-

applied and, now validated, market segmentation approach.   
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Chapter One: Introduction 
  

 
1.1 Background  
Generational labels, such as Baby Boomers, Generation X and Generation Y, 

are commonly used in mainstream and academic spheres. The concept of 

generational cohorts emerged from sociology (Mannheim, 1952) and has since 

been applied to psychology (Rogler, 2002) and several business disciplines. 

The concept of generational cohort is particularly embraced by the business 

disciplines of marketing (e.g., Bennett & Henson, 2003; Kumar & Lim, 2008; 

Noble, Haytko & Phillips, 2008), tourism (e.g., Benckendorff, Moscardo & 

Pendergast, 2010; Cleaver & Muller, 2002; Patterson & Pegg, 2009) and human 

resource management (e.g., Arsenault, 2004; Cennamo & Gardner, 2008; 

Sirias, Karp & Brotherton, 2007), as a way of explaining consumer, travel and 

employee behaviour respectively. Accordingly, today, generational cohort 

analysis is commonly discussed in business textbooks (e.g., Schiffman, 

Bednell, O’Cass, Paladino, Ward & Kanuk, 2009; Elliot, Rundle-Thiele & Waller, 

2010) and academic books (e.g., Mackay, 1997; Benckdroff et al., 2010) as well 

as appearing in the mainstream business press (e.g., Coupland, 1996; Furlong, 

2007; Ritchie, 1995; Salt, 2004, 2006; Sheahan, 2005).  Thus, this approach 

has emerged as a popular way to group people in order to explain their 

behaviour.   

 

Grouping, or segmenting, consumers by demographic characteristics, such as 

age, sex, income, occupation and education, is a traditionally popular approach 

in consumer behaviour research (Pennington-Gray, Fridgen & Stynes, 2003). 

Chronological age is one of the most widely used age-based segmentation 

variables and is a strong determinant of consumer product choices and 

behaviour. Age is also an easy and cost-effective way of differentiating 

consumers (Schiffman et al., 2008). However, segmenting consumers by 

chronological age, and other demographic variables, does not consider the 

influence of the social milieu and history on consumer behaviour and over 

simplifies the complexities of society (Rogler, 2002). Chronological age may 

also incorrectly group consumers into age-related categories. For instance, the 

assumption that older consumers are technology anxious and branding them as 
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seniors because they are over 50 (Dann, 2007; Niemelä-Nyrhinen, 2007), is not 

always valid.  Investigating the effects of generational cohorts on consumer 

decision-making, as opposed to chronological age segmentation, can provide 

richer information (Schewe & Noble, 2000) and acknowledges  subjective 

influences on time (i.e., historical and social processes) that influence behaviour 

(Mannheim, 1952). 

 

The literature identifies the emergence of distinct groups, known as historical or 

generational cohorts. Shared life experiences of cataclysmic events or “defining 

moments” produce lasting orientations among people born in the same period 

of time (e.g., Rogler, 2002; Schewe, Meredith & Schewe, 2000) and, therefore, 

form the basis of a generational cohort. The result is the formation of a new 

generational cohort of people that have similar psychological characteristics. 

The literature focuses on three main generational cohorts, known as the Baby 

Boomers (born 1946 to 1964), Generation X (born 1965 to 1976) and 

Generation Y (born 1977 to 1994). These cohorts are currently at, or reaching, 

adulthood and have a major influence on worldwide consumer trends. 

According to the 2006 Australian Bureau of Statistics census, collectively they 

are the largest adult consumer groups in Australia at present, representing over 

55 per cent of the population. For these reasons, these three generations form 

the comparative focus of this study.  

 

Considerable academic and mainstream commentary characterises the 

generations, their similarities and differences, and typifies their consumer 

behaviour. However, most of this discussion is anecdotal and lacks empirical 

validation (Roberts & Manolis, 2000). Although members of a generational 

cohort tend to recall similar major events during their youth (e.g., Vietnam War, 

Kennedy assassination, technology advances, terrorism attacks, etc.), 

researchers have not been able to predict how generational memories of past 

events translate onto future action (Schuman & Scott, 1989), such as consumer 

decision-making (Noble & Schewe, 2003). Furthermore, cross-generational 

research shows that the generations tend to be more homogenous than 

different (Cennamo & Gardner, 2008; Davis, Pawlowski & Houston, 2006; Fall, 

2004; Littrell, Ma & Halepete, 2006). If differences are apparent, they are more 

pronounced between the Baby Boomer and Generation Y compared to the 
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generations in closer proximity, for example Generation X to Generation Y 

(Wuest, Welkey, Mogab & Nicols, 2008). Noble and Schewe (2003) made a first 

attempt to empirically support the cohort concept in a consumer context. The 

results revealed that it is difficult to identify a “cohort effect” based on shared 

values and memories of macro level historical events from the past. 

Accordingly, Noble and Schewe (2003) suggest that empirical support for the 

notion of generational cohorts is needed given the proliferation of this concept in 

trade and academic journals and textbooks. Hence, the advancement of this 

body of literature warrants an empirically testable model of generational 

consumer decision-making. This study aims to respond to that need and fill the 

void in the literature. In doing so, this study investigates the factors that shape 

consumer perceptions, attitude and intentions of generational cohorts and 

identifies the distinguishing features of each cohort of consumers.  

 
1.2 The Research Objectives and Questions 
Reference to “this study” throughout this document refers to the research 

contained within this thesis. The objective of this study is to develop a cross-

generational model of consumer decision-making. Based on the literature 

review, four overarching research questions (RQ) for this study are proposed:  

 

RQ1.  What factors shape the consumer mindset of generational 

cohorts?  

RQ2.  What characteristics distinguish the consumer motives, attitude 

and intentions of generational cohorts?  

RQ3.  What are the similarities and differences in Baby Boomer, 

Generation X and Generation Y travel decision-making?  

RQ4.  What are the implications of generational cohort analysis to 

consumer attitudinal theory and market segmentation theory?  

A fifth research question was also introduced, based on the focus group 

analysis:  

 

RQ5.  Do members of a generational cohort self-identify with their 

cohort’s generational-identity?  
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In order to achieve this objective and answer these questions, this project 

reviews and assimilates the consumer behaviour literature on generational 

cohort analysis as well as attitudinal theory. The study, then, proposes and tests 

a theoretical framework for modelling the consumer decision-making behaviour 

of generational cohorts.  

 
1.3 The Context of the Study 
This study uses the context of travel to develop a model of generational 

consumer decision-making. The context was selected for several reasons. 

Firstly, travel represents a high-involvement purchase. High-involvement 

consumers spend more time searching for information in order to make the right 

decision, than when making a low-involvement purchase (Zaichkowsky, 1985). 

Travel is also a symbolic purchase that holds emotional significance and assists 

in identifying a consumer’s identity. Furthermore, the luminal experience travel 

provides may assist in the transition from one significant role or life stage to 

another (Noble & Walker, 1997). Finally, travel is a voluntary act which is 

consistent with the volitional behaviour described by attitudinal theories – the 

theory of reasoned action (Ajzen & Fisbein, 1980) and theory of planned 

behaviour (Ajzen, 1988) - which underpin this study. For these reasons, holiday 

decision-making provides an ideal context to investigate the consumer motives 

of generational cohorts.  

 

Travel is consumed in public view or seen by others, thus represents a 

conspicuous consumer decision. A holiday is a luxury purchase as opposed to a 

necessity, therefore travel experiences can be unique (i.e. not owned by 

everyone) and have a strong reference group influence (Bearden & Etzel, 

1982). The intangible nature of travel makes it especially reliant on direct 

experience or word of mouth for product information. Salient referents are, 

therefore, particularly important in informing travel attitude and behavioural 

intent (Weaver & Lawton, 2006).  Fall’s (2004) cross-generational study of travel 

related information sources for Generation X, Baby Boomers and Matures 

(defined as the generation preceding the Baby Boomers) found that word-of-

mouth serves as the most useful tactic across all generations studied.  The 

importance of salient referents in a travel context has also been highlighted in 

previous attitudinal studies based upon the theory of reasoned action and 
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theory of planned behaviour (Lam & Hsu, 2006; Sparks & Pan, 2009). For these 

reasons, this study proposes that travel provides an optimal context to expose 

the importance of salient referents on consumer decision-making.  

 

Investigating the behaviour of generational cohorts, in this context, may prove 

valuable in validating this segmentation strategy. As mentioned previously, 

Noble and Schewe (2003) were unable to validate generational cohort 

membership based on recalling historical events. They proposed that 

“assessing specific behaviours might prove more fruitful in capturing cohort 

differences” (Noble & Schewe, 2003, p. 985) suggesting that, perhaps, tapping 

into the memories of the past will assist in delineating cohorts. Thus, the 

emotional, symbolic and transformational memories of holidays (Morgan & Xu, 

2009) provide a specific point of reference to tap into memories of the past 

(LaTour, LaTour & Zinklan, 2010). This study proposes that memories of 

holidays during the formative years might prove important in capturing cohort 

differences and in generating insights into the influence of the formative years 

on present day consumer attitudes and intentions (LaTour et al., 2010) with 

respect to travel decision-making. 

 

Adopting this context also provides some practical application of the findings 

from this study. There has been a change in the Australian tourism marketplace 

since the post-World War II holiday boom where holidays in Australia were sold 

on the mass appeal of “sun, sand and surf”. Today, holidays are seen as a form 

of self-expression with travellers seeking holidays that meet their differing needs 

(White, 2005). Marketers are, increasingly, moving towards more focused 

marketing strategies to better target niche consumer interests and lifestyles 

(Schiffman et al., 2008). In the tourism sector, this has seen age-based tourism 

marketing labels emerge, such as grey nomad, backpacker and youth traveller. 

There has been discussion about how the various generations will be 

predisposed to travel (Patterson & Pegg, 2009) and even certain types of travel, 

such as ecotourism (Cleaver & Muller, 2002). Niche marketing strategies are 

increasingly being used by tourism marketers suggesting that generational 

cohort membership has a significant influence on travel behaviour.  
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Finally, this study focuses on the Australian leisure holiday market. Domestic 

visitors are the mainstay of the tourism industry; however domestic holidays 

have become less attractive among Australia consumers over the past decade. 

This market has dramatically declined as Australians, increasingly, prefer to 

holiday overseas. As a result, tourism is now a net export industry rather than 

an import industry as international departures (e.g., Australian travelling 

overseas) exceed international arrivals (e.g., foreign visitors travelling to 

Australia). White (2005) suggests that these changes can be attributed to the 

changing socioeconomic environment in Australia since World War II. This 

backdrop, therefore, provides an ideal platform to explore the influence of social 

change on the consumer behaviour of the generations.  

 
1.4 Theoretical and Practical Contributions  
Empirically investigating the consumer behaviour of generational cohorts is 

important to validate this commonly-used market segmentation practice. Thus, 

this study makes a notable contribution and provides academic rigour to this 

discourse. Furthermore, it assists in advancing marketing practitioner 

understanding of generational cohorts and makes a major contribution to 

marketing practice given the considerable mainstream commentary on 

generational cohorts and overall public interest in this segmentation approach.   

 
1.4.1 Importance. 

In order to establish the importance of this study, it is fundamental to review the 

principles that underpin consumer behaviour. Understanding factors that shape 

and guide consumer behaviour is the basis of marketing theory and practice. As 

consumers have become increasingly sophisticated and discerning, more 

targeted approaches to marketing have emerged. Hence, refining market 

segmentation approaches is important for generating demand (through 

effectively communicating with consumers) and supplying products and 

experiences that satisfy consumer needs. As mentioned in the introduction 

(Section 1.1), market segmentation approaches have moved beyond simplistic 

demographical approaches towards more complex understanding of 

homogenous factors that make a group of consumers similar to one another 

and heterogeneous to other consumers. Insights that advance understanding of 
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market segmentation variables strengthen business effectiveness, maximise 

profitability and improve business sustainability.   

 

Interest in generational cohort segmentation is motivated by its potential 

explanatory power (Schuman & Scott, 1989). Early discussion of generational 

cohorts is often attributed to the sociologist, Karl Mannheim (1952), who 

emphasised that the creation of groups is based on social processes (i.e., 

history and environment) rather than biological influences (such as age, gender, 

etc.). Applying the notion of generational cohorts to consumer behaviour theory 

and practice is important to advance understanding of how historical and 

environmental influences create consumer segments with distinctive beliefs, 

attitudes and behaviour. Understanding the application of generations to 

consumer decision-making is fundamental to advancing consumer behaviour 

theory, as well as identifying practical solutions to improve communication 

practices and product offerings to a particular group of consumers who share a 

common generational perspective.  

 
1.4.2 Justification.  

This study is justified on several grounds. Firstly, although the concept of 

generational cohorts has been embraced by marketing practitioners and applied 

in several academic studies, there is little empirical evidence or theoretical 

understanding to validate this concept in a consumer context. Discussion of 

generational cohorts has become commonplace in marketing literature and 

mainstream media.  The proliferation of specialised consultancy firms, 

generation-based market monitors, reports, books and articles in magazines, 

newspapers and academic journals and textbooks claiming to provide insight 

into the values, attitudes and preferences of each generation, substantiates the 

high level of interest in the consumer behaviour of generational cohorts. While 

some of this information is empirically supported, most is merely 

unsubstantiated commentary (e.g., Dann, 2007; Herbig, William & Day, 1993; 

Morton, 2002; Schewe et al., 2000). Thus, from an academic perspective, 

empirically supporting the notion of generational cohorts is essential. From a 

practical perspective, understanding the application and implications of 

generational cohort analysis to marketing strategy is urgently needed, given the 

wide-spread use of this approach by marketers.  
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Secondly, consumers from the Baby Boomer, Generation X and Generation Y 

cohorts are currently aged 17 to 65 years. These cohorts represent the largest 

adult consumer groups worldwide at present and are having a worldwide 

influence on consumer trends. Given the economic importance of these cohorts, 

their consumer decision-making warrants further investigation. Examining 

factors that influence the consumer mindset of each generational cohort will 

generate new consumer behaviour insights and result in improved marketing 

outcomes.  

 

Finally, in Australia, tourism generates $92 million per annum in spending and 

supports approximately half a million jobs. As highlighted in the Australian 

Government’s (2009a) National Long-Term Tourism Strategy:  

  

“Tourism is a significant and vital industry to Australia. In 2007-08 it 

contributed over $40 billion to Australia’s Gross Domestic Product 

(GDP), and directly employed around half a million people. With export 

earnings exceeding $23 billion, tourism is Australia’s largest services 

export” (p. 5). 

 

Research that supports its future growth is imperative given the significance of 

the tourism industry to Australia’s economy. The findings of this research are 

also of great consequence to other countries, whose economies rely on 

domestic tourism. Enhancing knowledge of what motivates and drives the 

behaviour of domestic travellers will assist worldwide tourism development. 

Thus, based on the abovementioned assessment, it is clear that this study is 

justified on both academic and practical grounds.  

 

1.4.3 Theoretical contributions. 
This study will make two important theoretical contributions to the literature. 

First and foremost, the study will result in the development of a theoretical 

model of generational consumer decision-making that is empirically tested and 

validated. The development of this model will:  

• explain and predict the attitudes and behavioural intention of 

generational cohorts;  

• extend consumer behaviour attitudinal theory;  
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• allow comparison of generational cohort similarities and differences; and  

• evaluate the influence of major events and changes to the 

socioeconomic environment on consumer decision-making.  

 

This model will forge a new understanding in the consumer behaviour and 

tourism literature about generational cohorts, and their consumer and travel 

behaviour, thus, providing a theoretical basis for this commonly used market 

segmentation approach. The model will also provide a solid foundation for 

future generational consumer behaviour and tourism studies, therefore, 

improving researchers’ ability to perform cross-generational comparisons. The 

second major contribution of this study is that it represents a comprehensive 

study of Baby Boomer, Generation X and Generation Y consumer decision-

making. The results will provide detailed, empirically supported insights into the 

consumer behaviour of these important consumer groups. Collectively, this 

study makes a significant academic contribution to the consumer behaviour, 

marketing, generational cohort and tourism literature. An outcome of this study 

is a solid theoretical foundation for future research into generational cohorts.  

 

1.4.4 Practical contributions. 
From a practical standpoint, this research will advance understanding of how to 

better target generational cohort market segments. Thus, marketers will be able 

to better predict a particular cohort’s consumer attitude and intention and, then, 

implement strategies to accommodate, or modify, these consumer influences. 

This research is particularly important for the domestic tourism industries in 

Australia, and in other countries, that need to find a way to remain relevant in 

the eyes of consumers as it competes for its share of leisure time and 

discretionary spending. Furthermore, this research seeks to provide insight into 

ways of reinvigorating the domestic holiday brand, and associated experiences, 

in the eyes of the Australian consumers and meeting their evolving needs. The 

knowledge generated from this study will result in recommendations which will 

assist in creation of increasingly savvy tourism communication strategies and 

product offerings for each of the generational cohorts.  
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1.5 Research method 
This study adopts a phased mixed method approach. A review of the literature 

on generational cohorts and their travel and consumer behaviour was 

conducted to identify key constructs for investigation. These constructs were 

then explored using focus group interviews with members of the Baby Boomer, 

Generation X and Generation Y cohorts. Analysis of this data resulted in 

confirmation of the key constructs pertaining to generational consumer decision-

making and the development of the theoretical model that proposes 

relationships between these constructs. Hypotheses were then developed as a 

result of this process. These hypotheses were tested using a national online 

survey of Australians. Respondents were sourced via a panel from a 

professional market research company. Age-stratified quotas were imposed on 

the sample frame so that the sample represents the full age range of each 

cohort and to ensure that there were sufficient responses from each cohort to 

perform the analysis for this study. Survey data were preliminarily analysed 

using correlation analysis, exploratory factor analysis and reliability analysis to 

validate the key constructs in the model. Partial Least Squares (PLS) analysis 

was then undertaken to test the relationships between the constructs in the 

overall consumer decision-making model and each of the generational models. 

The three generational models were, then, compared to identify similarities and 

differences in these relationships.  

 
1.6 Thesis outline   
The format of this doctoral thesis is consistent with accepted practices 

(American Psychological Association, 2010). Accordingly, this thesis consists of 

seven chapters. This chapter provides an overview on the background and 

method of this study and presents the research objectives and questions. The 

first chapter also justifies the study and establishes its importance and 

contribution from both academic and practical perspectives.    

 

Chapter Two reviews the relevant literature for this study in order to build a 

theoretical foundation for investigation. The context of domestic tourism in 

Australia is discussed. This is followed by a detailed review of the literature on 

generational cohort analysis and a description of the Baby Boomer, Generation 

X and Generation Y cohorts. Contradictions in the generational literature are 
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then highlighted. Chapter Two also presents two key well-established attitudinal 

theories – the theory of reasoned action and theory of planned behaviour - that 

provide the theoretical underpinning of this study. As a result of this literature 

review, key themes for investigation in the exploratory phase of this study are 

identified.  

 

In Chapter Three, an overview of the study’s methodology is given. The two 

core types of methodological perspectives are reviewed, and accordingly, the 

research plan for this study is articulated and justified. As mentioned in Section 

1.5, this study adopts a phase approach to model development; the subsequent 

chapters in this thesis reflect these phases.    

 

Chapter Four presents the first phase of the model development process. This 

phase is described as the exploratory phase of the study and involves designing 

and conducting focus group interviews. The chapter begins with a discussion on 

exploratory research and the methods employed in this study during this phase. 

Focus group data collection and qualitative data analysis techniques adopted 

for this study are also outlined. The results of this analysis are then articulated 

pertaining to key constructs identified. On conclusion of Chapter Four, the 

constructs are defined and a theoretical model is presented 

 

Chapter Five provides a detailed outline of the quantitative survey phase 

methodology. The chapter begins with a conceptual map of the quantitative 

phase. This map is followed by discussion on the survey development and the 

various methods employed during this phase. Each construct is then clearly 

defined and measurement items identified and explained. Subsequently, the 

format of the survey and scaling aspects of the survey are discussed. The 

details of a pilot study are discussed and the data collection sampling plan 

articulated.  

 

The results of the survey are presented in Chapter Six. A profile of the overall 

sample is given and preliminary analysis of the data is presented. This analysis 

focuses on correlation analysis, exploratory factor analysis and reliability 

analysis pertaining to each of the constructs in the model. The results of the 

PLS analysis for the overall model, followed by the results for each of the 
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generational models, is reported. Comparative analysis of the generational 

models is, then, presented to identify the similarities and differences between 

the models and, thus, between the generational cohorts.  

 

Chapter Seven is the final chapter of this thesis. This chapter discusses the 

results and presents conclusions from the findings. The contribution, 

implications and limitations of this study are also examined. The thesis 

concludes with recommendations for future research. The final section includes 

references and appendices.  

 

1.7 Delimitations  
The researcher acknowledges that there are several explicit boundaries to this 

study. Firstly, it is should be acknowledged that this study is based on a sample 

of population, thus, care must be taken when extrapolating the findings of the 

study to the general population. Furthermore, this study only explores the 

consumer decision-making on the generational cohorts known as the Baby 

Boomers, Generation X and Generation Y. These generations were specifically 

selected because they are working age adult consumers (i.e., 18 to 65 years), 

and represent the largest consumer group in Australia at present (Australian 

Bureau of Statistics, 2006). Thus, it could be argued that the findings of this 

study and, resulting model, can only be applied to these generational cohorts. 

Furthermore, given the travel context of this study which exemplifies a high-

involvement, publicly consumed, luxury purchase (as outlined in Section 1.3), 

application of the study’s findings to other consumer contexts (such as 

consumption of necessities or low-involvement purchases) should be carefully 

considered. Mindful of these delimitations, this study aims to develop a model 

that can be applied, not only to these generations, but to all generational 

cohorts, across all consumer contexts.  

 

The data collected for this study is from Australian respondents. Location is, 

particularly, important in generational research, given the importance this area 

of research places on the historical and environmental settings on shaping 

beliefs, attitudes and behaviour. Cross-cultural generational research has also 

shown that generational cohorts have different consumer perspectives based 
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on their country-of-origin. The application of findings from this study, and the 

resulting model, must be carefully considered in other countries.   

 

Given that this study relies on self-reporting data, another delimitation 

considered is common method variance. Podsakoff, MacKenize, Lee and 

Podsakoff (2003) advise that to control for these biases researchers should 

examine and identify potential sources of bias and then select appropriate 

procedural and statistical remedies according to the research setting. 

Consistent with this approach, this study undertakes appropriate common 

method variance testing to address this concern (refer to Section 6.3.2). Whilst 

it is important to acknowledge these delimitations, they in no way mar, or 

reduce the significance of this research.  

 
1.8 Conclusion 
This chapter provides an introduction to this study. In doing so, the background 

of the topic and its relevance and importance to academics and practitioners 

are discussed. The research objective and questions are then articulated and 

the context for the study presented. Importantly, the theoretical and practical 

contributions, as well as the study’s importance and justification, are given. The 

research method and thesis outline is then explained. The chapter concludes 

with discussion on the delimitations of the study. Chapter One sets the scene 

for the study and provides the background for the, subsequent, literature review 

presented in Chapter Two.    
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Chapter Two: Literature Review 
  

 

2.1 Introduction  
Generational cohort analysis is a well-accepted and widely-used market 

segmentation strategy for both academics and practitioners. Given the 

popularity of this practice, understanding what shapes the formation and lifelong 

views of generational cohorts, in relation to consumer behaviour preferences, is 

important. There has been significant discussion about generational cohorts in 

academic and mainstream literature. This study begins by exploring this 

literature, with a particular focus on the Baby Boomer, Generation X and 

Generation Y cohorts. Cross-generational research is also investigated. The 

review of the literature on generational cohorts is integrated with the consumer 

behaviour literature to form the conceptually basis of this study.  

 

As mentioned in Chapter One (Section 1.2), this study aims to develop a cross-

generational model of consumer decision-making. In doing so, the study seeks 

to determine the factors that shape the consumer mindset of generational 

cohorts, and the consumer characteristics that distinguish generational cohorts 

from each other. The outcomes of this study seek to inform market 

segmentation theory. The first step in achieving the objective of this study is to 

review and assimilate the literature in tourism and consumer behaviour in the 

context of generational cohorts.  

 

This chapter examines and draws together the underlying important areas of 

inquiry for this study. An overview of market segmentation theory and age-

based segmentation is presented. The academic literature and mainstream 

commentary on generational cohorts is then reviewed and analysed. This 

includes an overview of the commentary and studies for each generation – that 

is the Baby Boomer, Generation X and Generation Y cohorts. Two well-

established behavioural theories that underpin this study are then discussed. 

The chapter concludes with a summary of the key themes identified from the 

literature review. These themes are used as the basis for developing the 

theoretical model for this study. The literature review begins with an overview of 

domestic travel in Australia. In Chapter One, the travel context of this study was 
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justified. The following section aims to further elaborate on the contextual milieu 

of this study by describing the relevance of this study to addressing key issues 

facing the domestic tourism industry in Australia.  

 
2.2 Domestic Tourism in Australia 
Domestic tourism underpins the tourism economies of most countries, 

representing approximately 70% of total world demand for commercial 

accommodation (Hall, 2007). A domestic tourist is defined as “a tourist whose 

itinerary is confined to their usual country of residence” (Weaver & Lawton, 

2006, p. 463). Although domestic tourists far outnumber international tourists on 

a global scale, and within most countries, relatively little is known about this 

market. This is principally driven by the lack of government investment in 

domestic tourism marketing and research as it is seen as only distributing 

wealth from one location to another within the home country, instead of bringing 

money into the national economy via international tourism (Weaver & Lawton, 

2006). However, it is also argued that when people choose a domestic, rather 

than an international, holiday it prevents money leaking out of the national 

economy. Domestic tourism is also an important tool for regional economic 

development because domestic tourists tend to travel beyond the main cities 

typically frequented by international travellers and, thus, have greater 

geographic dispersal (Hall, 2007).  

 

In Australia, domestic tourism is “the mainstay of the tourism industry” (Hall, 

2007, p. 130). According to the national visitor survey, in 2010, Australians 

(over 15 years) took 67.4 million domestic overnight trips and 151.3 million day 

trips and, as a result, domestic tourism was worth $70.1 billion to Australia’s 

economy (Tourism Research Australia, 2011). However, Australians are 

travelling less and spending less on domestic travel than in the past, according 

to a report on domestic travel commissioned by Tourism Australia (2007). The 

report states that between 1999 and 2005, domestic visitor nights decreased 

from 19.7 nights in 1998 to 16.9 nights in 2005 and domestic trips declining 

from 5 trips in 1998 to an average of 4.3 trips per capita in 2005. However, 

outbound visitor nights increased by 29% (between March 2004 and 2006). 

Furthermore, the portion tourism contributed to household consumption has 

decreased, from 12.3% in 1998 to 14.3% in 2005. Similar declines have been 
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seen in New Zealand and the United Kingdom (Tourism Australia, 2007). The 

decline in domestic travel and increase in outbound travel by Australians 

continues today - as evident in Figure 2.1 and Figure 2.2 which respectively 

show that domestic visitor nights have declined from around 290 million in 1998 

to 260 million in 2010, and outbound travel has increased from 2.8 million to 6.2 

million over the same period. Whilst the growth in visitor overnight expenditure, 

by Australians, appears positive, domestic tourism activity as a percentage of 

Australia’s GDP has fallen. The Jackson Report, prepared by a steering 

committee to inform the development of a National Long-term Tourism Strategy 

for Australia, comments;  

 

“Despite the rising income levels which would normally drive greater 

tourism activity, tourism’s share of the Australian economy has fallen 

over the past decade. While there has been no decrease in tourism 

activity in absolute terms, the relative decline in tourism GDP and 

expenditure shares indicate that the sector is underperforming relative to 

the rest of the Australian economy” (Australian Government, 2010, p. 14).  
 

 

Figure 2.1. Visitor Nights and Overnight Expenditure by Australians  

 
Source: Tourism Research Australia, 2011, p. 3.  
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Figure 2.2. Outbound Travel by Australians 

 
Source: Tourism Research Australia, 2011, p. 5.  

 

As part of the process of developing a long-term tourism strategy for Australia, 

in 2008, the Australian Government commissioned a steering committee to 

prepare a report that identified the critical issues and recommended actions to 

improve the performance of the Australian tourism industry. This report became 

known as The Jackson Report. In the report it states,   

 

“...despite a long economic boom, Australia’s domestic tourism 

performance has flat-lined over the past ten years, while outbound travel 

has soared. A generation of young Australians is growing up without a 

tradition of an annual local holiday. This poses particular risks to our rural 

and regional tourism operators who rely more strongly on domestic 

tourism spending” (Australian Government, 2009b, p. 2). 

 

Australia’s peak national government tourism body, Tourism Australia, suggests 

that the primary reasons for the decline in domestic travel in Australia are that 

Australians are travelling less frequently and for shorter periods, allocating a 

smaller portion of household consumption to tourism activity and increasing 
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travelling overseas rather than domestically. Alarmingly, this has occurred 

during a period when both household consumption and net wealth in Australia 

has increased (Tourism Australia, 2007).  

 

To investigate these trends, Tourism Australia (2006; 2007; 2008) 

commissioned a series of studies to explore, “What is preventing Australians 

from experiencing their own country and what they need to encourage them to 

do so” (Tourism Australia, 2007, p. 2). There were several key findings from 

these studies relevant to this study. Consumers felt that Australian destination 

marketing focused on the destination attributes but doesn’t address their needs 

in terms of the experiences offered or gratification sought from a holiday. This 

is, particularly, pertinent for the market segments of Adultscenes (defined as 

single, age 15 to 34 year and not a parent or guardian) and Families (defined as 

a parent or guardian of any age) who felt destination marketing was targeted at 

couples. The report states that “as a consequence the, lack of targeted 

information makes them feel disinclined to travel which is critical to creating the 

new generation of consumers” (Tourism Australia, 2007, p.4).  

 

There is a growing trend away from spending disposable income or spare time 

on travel. The report proposes that consumers are seeking more instant 

gratification from their spending. Younger consumers, in particular, are seeking 

compensatory items to make them feel better about life. Interestingly, it also 

acknowledged that the Adultscence segment has shown the largest decrease in 

average number of trips (declining 5% between 2000/01 and 2005/06). There 

are concerns that young consumers are losing the habit of travelling, as families 

are travelling less. This may further degrade the purchasing priority of holidays 

in future generations. Furthermore, it was reported that Empty Nesters had the 

strongest growth in overseas travel. This segment increased 11% between 

2000/01 and 2005/06. This is compared to an average of 5% across all 

segments. Empty Nesters are defined as 45 years or older, not a parent or 

guardian and working part-time, retired, on a pension or doing household 

duties.  

 

Finally, Tourism Australia (2007) suggests that household savings has declined 

in recent years and consumers are reluctant to use debt to finance domestic 
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travel. The report suggests that this is related to holidays competing with the 

tangible goods (primarily home entertainment systems, computers, cars and 

furniture) for consumers’ disposable spend. These goods offer instant 

gratification and more security than travel. These findings suggest that there are 

some underlying attitudes and behaviour shifts in the travel decision-making 

process of Australian consumers.  

 

These insights into the domestic tourism marketplace are pertinent given that 

domestic travel by Australians is the context of this study. The shift in travel 

behaviour post-World War II (White, 2005) suggests that adopting a 

generational perspective to understand these changes is appropriate.  

Furthermore, there is immense interest in generational cohort segmentation, 

and its application to tourism research and marketing strategies, as illustrated 

by Tourism Australia’s research. Academic and practitioner enthusiasm for this 

segmentation approach suggests that gaining further insight into underlying 

travel motives and beliefs of generational cohorts is imperative.  

 

2.3 Market Segmentation and Age 
Market segmentation has become a core part of consumer behaviour research. 

Dividing the market into distinct groups of homogenous consumers, with distinct 

needs or characteristics, is essential for a targeted marketing strategy. As 

consumers become savvier and product offerings become more diverse, there 

is an increasing need to move away from a mass marketing approach (i.e., 

offering the same marketing mix to all markets) towards more targeted or niche 

approaches. This requires more sophisticated market segmentation research in 

order to identify and define distinct subsets of consumers (Schiffman et al., 

2008).  

 

Segmenting consumers based on demographic characteristics (such as age, 

gender, income, life stage and geography) is commonly used in market 

research to differentiate consumer groups and their behaviour (Schewe & 

Noble, 2000). Age, typically defined by chronological age or year of birth, is one 

of the most widely used segmentation variables as it is a strong determinant of 

consumer product choices and behaviour. It is also an easy and cost-effective 

way of differentiating consumers (Schiffman et al., 2008). The significance of a 
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consumer’s age is highlighted by Roberts and Manolis (2000, p. 481) who state, 

“For consumer marketers and researchers, no demographic characteristic is 

more important than age”. Consumers of the same chronological age, however, 

may not be at the same life stage as other people their age. They may also 

perceive themselves to look, feel and act younger or older than their 

chronological age. For this reason, life stage and perceived age have been 

proposed as better segmentation methods.  

 

Life stage is another age-based consideration that has been shown to influence 

consumer behaviour, particularly as people move from one life stage to another 

(e.g. from single to married). This life cycle reflects a general life pattern defined 

by five principle stages (Schiffman et al., 2008). The life stage model begins 

with being a young single (Stage 1); followed by getting married (Stage 2); and 

establishing a family (Stage 3). When the children leave the home, the family 

contracts back to a couple again (Stage 4). People in this group are often 

described as the empty nesters (Ryan, 1995; Sparks & Pan, 2009). The final 

stage is the dissolution of the family with the death of a spouse.  

 

The validity of segmenting consumers based on life stage has also been 

questioned. Changes to social attitudes since World War II have altered the 

general pattern of life for some people. Many young people now remain living at 

home with their parents for longer, rather than renting or purchasing their own 

residence and becoming an independent adult.  This transition is an important 

first stage of the traditional life stages model. In 1986, only 19% of Australians 

aged 20-34 still lived with their parent compared to 23% in 2006 (Australian 

Bureau of Statistics, 2009a). Stages 2 and 3 of the traditional family life stage 

model have been affected by social changes relating to marriage, family 

relationships and childbearing. Some people remain single and not in a couple 

relationship. In 2006, 61% of Australian adults lived with a partner compared to 

65% two decades earlier (in 1986) (Australian Bureau of Statistics, 2009b). 

Marriage is also becoming less popular. Marriage rates in Australia have fallen 

from 62% in 1986 to 52% in 2006 (Australian Bureau of Statistics, 2009b). Many 

young couples are now living together and having children in a de facto 

relationship, rather than getting married. In 1982, de facto relationships were 

recorded for the first time by the Australian Bureau of Statistics Family Survey. 
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At this time, only 5% of couples were living in de facto relationships (Australian 

Bureau of Statistics, 1995). By 2006, this rate increased to 9% (Australian 

Bureau of Statistics, 2009b). Divorce has become increasingly common. 

Between 1961 and 1970, the divorce rate was .8 divorces per 1,000 people in 

Australia. By 2008, this rate had risen to 2.2 divorces per 1,000 people 

(Australian Bureau of Statistics, 2010). Women are having children later in life. 

The average age for a first pregnancy in 1975, when some members of the 

Baby Boomer cohort were having children, was 24 years.  By 2000, when some 

members of Generation X and Generation Y were having children, the average 

age for a first pregnancy increased to 29 years (Australian Bureau of Statistics, 

2002). As these statistics attest, changes have dramatically affected the 

traditional life stages model making the pattern of life more complex and 

irregular. As a result, chronological age is now no longer necessarily related to 

life stage and, as a result, it has become increasingly difficult to categorise 

consumers of a similar age into life stage categories.   

 

Since the 1980s, there has been a growing movement towards segmenting 

consumers based on self-perceived age (Barak, Mathur, Lee & Zhang, 2001). A 

person’s perceived self-concept about how they look, feel and/or act in terms of 

age is described as their cognitive age (Chang, 2008). For example, a person 

may perceive that they look, feel and/or act like they are 40 years old and, 

therefore, associate with products and communication targeted at this age 

group, however their actual or chronological age may be 50 years. Cognitive 

age perceptions are particularly relevant to older consumers, who may perceive 

they are younger than their chronological age (Catterall & Maclaran, 2001). 

Perceived brand age congruency with a consumer’s cognitive age has also 

been shown to influence positive brand affinity, or “for-me” perceptions, in 

younger consumers (Chang, 2008). Although chronological and self-perceived 

age are widely discussed in the literature, neither of these approaches 

considers the shared history lived by consumers of a similar age.  A consumer’s 

historical or generational cohort membership is recognised as having a 

significant influence on consumer trends and behaviour (Noble, Hayko & 

Phillips, 2008; Patterson & Pegg, 2009).  Accordingly, generational cohort 

segmentation is now a widely used and accepted practice to identify consumer 

groups.   
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Generational cohort segmentation suggests that a group of people, born during 

the same historical period of time, form distinctive sub-cultural groups that have 

unique beliefs, values and customs that make them unique and distinctive from 

other generational cohorts (Schiffman et al., 2008). Understanding the shared 

history and life experience of each generation is, particularly, important as it is 

proposed that these factors shape a consumer’s view of the world (or mindset) 

and define their self-concept. Based on generational influences, each cohort is 

thought to exhibit a unique perspective in consumption and the role it plays in 

their lives. In addition, the level of consumerism and materialism in society has 

increased over time and, therefore, each generational cohort has a differing 

view on the influence of marketing activities on their consumer behaviour. In the 

following sections, a detailed review of the literature on generational cohorts is 

provided. This review analyses the concepts that underpin generational cohort 

analysis. Both academic and mainstream marketers have enthusiastically 

embraced this segmentation strategy as an important and valid method of 

identifying consumer groups. For that reason, gaining a better understanding of 

this approach is imperative and highlights the importance of undertaking this 

study.  

 

2.4 Generational Cohort Segmentation  
The proposition that generational cohorts form as a result of major macro or 

cataclysmic events, that disrupt the foundations of society during the formative 

years, underpins generational cohort analysis (Rogler, 2002; Wuest et al., 

2008). Examples of these events include: wars, revolutions, economic 

upheavals, religious movements and crusades, cultural reformations, the rise or 

collapse of geopolitical systems, natural disasters and man-made disasters, 

such as massive terrorist attacks. These publicly identifiable and, discrete, 

events shake the foundations of the social system and can result in lasting 

orientations between individuals of the same cohort (Wuest et al., 2008). The 

literature variously describes these lasting orientations as a common outlook 

(Davis et al., 2006), collective memories (Noble & Schewe, 2003) and 

generational mindset (Arsenault, 2004; Wuest et al., 2008). These shared life 

experiences shape the life-long views, values and attitudes and, hence, 

influence consumer behaviour among members of the generational cohort 

(Davis et al., 2006, Fall, 2004; Rentz & Reyolds, 1991; Schewe, Meredith & 
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Noble, 2000).  Other potential influences on an individual’s self-concept, such 

as ethnic, gender, racial, social and economic influences compete with 

generational influences. Littrell et al. (2005, p. 408) state, “While demographers 

and marketers warn that a generational cohort may have rich variety among its 

members, they also attest that certain broad characteristics describe a group of 

individuals who have “come of age” together”.  

 

2.4.1 The importance of the formative years.  
The literature emphasises the importance of the formative years as the defining 

period of each generational cohort (e.g., Davis et al., 2006, Fall, 2004; Rentz & 

Reyolds, 1991; Schewe et al., 2000). The grand psychoanalytic theories of 

Sigmund Freud and Erik Erikson (Berger, 2008) emphasise the effect of early 

experiences on human psychological development and the influence of these 

experiences on behaviour throughout a person’s lifespan. The application of 

these theories to market segmentation, based on generational experiences, 

underpins cohort analysis. 

 

As discussed by Berger (2008), the formative years represent a period in 

psychosocial development where a person searches for their identity (i.e., who 

am I?). Erikson (1963; 1982) explains that a psychosocial crisis usually occurs 

during adolescence in the search for a unique identity. He argues that identity 

attainment is achieved when a person understands who they are as a unique 

individual. Adolescences consider the goals and values of their parents and 

culture when evaluating their past and future plans in order to establish their 

own identity (Berger, 2008).  According to Erikson (1982), the search for identity 

usually starts at puberty (i.e., early teens) and is achieved by early adulthood 

(i.e., mid-twenties). Rogler (2002) proposes that the period from adolescence to 

early adulthood is an important life stage for a person as they move from the 

dependent role in their families to having adult responsibilities and “come of 

age” to procreate. At this point, individuals are particularly susceptible to 

changes in orientation and personal identity that shape their life. For the 

reasons outlined above, the formative years form an important part of explaining 

the shared attitudes and behaviour of generational cohorts.  
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2.4.2 Defining generational cohorts.  
This study focuses on the Baby Boomer, Generation X and Generation Y 

cohorts. Collectively, these cohorts are currently the largest group in the 

Australian population (Australian Bureau of Statistics, 2006) and the most 

influential Australian consumers. The literature suggests a generational cohort 

usually spans a period of 20 to 25 years, as this timeframe is typical of the 

period that it takes for a person to grow up and have children. However, this 

timeframe varies depending on the impact of the external events that define it 

(Schewe et al., 2000). As shown in Table 2.1, the definition of each cohort’s 

years of birth varies in the literature. While the discrepancy in birth years that 

define the cohorts across the literature only fluctuate by a few years, there 

appears to be little substantiation for such variations. For the purpose of this 

study, the most commonly cited timeframes form the basis for assigning cohort 

group membership. The generational cohorts: Baby Boomer born 1946 to 1964; 

Generation X born 1965 to 1976; and Generation Y born 1977 to 1994 define 

this study.  
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Table 2.1. References to Years of Birth of Cohorts 
Baby Boomer 

1945-1966  Cleaver & Muller, 2002. 

1945-1962 Sirias et al., 2007. 

1946-1964 Dann, 2007; Fall, 2004; Heaney, 2007; Herbig, William & Day, 1993; Kumar & Lim, 2008; 
Littrell et al., 2005; Norum, 2003; Patterson & Pegg, 2009; Roberts & Manolis, 2000; 
Rugimbana, 2007; Schewe et al., 2000; Thach & Olsen, 2009; Wuest et al., 2008; Yang & 
Jolly, 2008. 

1946-1962 Davis et al., 2006. 

Generation X 

1963-1981 Davis et al., 2006. 

1965-1975 Littrell et al., 2005. 

1965-1976  

 

Fall, 2004; Heaney, 2007; Norum, 2003; Roberts & Manolis, 2000; Wuest et al., 2008. 

1965-1977 Yang & Jolly, 2008.  

1965-1980  Herbig et al., 1993. 

1965-1981  Rugimbana, 2007. 

1966-1976  Schewe et al., 2000. 

1965-1977  Thach & Olsen, 2007. 

Generation Y 

After 1977  Heaney, 2007. 

1977-1997  Kim & Ammeter, 2008. 

1977-1994  Knight & Kim, 2007; Morton, 2002; Norum, 2003; Sullivan & Heitmeyer, 2008; Wuest et al., 
2008. 

1980-1994 Kumar & Lim, 2008; Miller, 2007. 

1982-2000  Rugimbana, 2007. 

1977-2000  Thach & Olsen, 2006. 

 

Figure 2.3 illustrates the birth years of each cohort and their formative years. In 

accordance with Erikson’s (1982) theory on the psychosocial stages of 

development, the formative years are defined, for the purpose of this study, as 

the period from the onset of puberty to young adulthood (approximately 14 to 20 

years). According to this definition, the formative years for members of the Baby 

Boomer generation are the 1960s and 1970s; members of Generation X are the 

1980s and early 1990s; and members of Generation Y are the 1990s onwards. 

Interestingly, those born in the later years of Generation Y are still experiencing 

their formative years, so current events and other influences may impact on the 

future behaviour of this generation.  

 
  



 

 43 

Figure 2.3. Timeline of Generations Birth Dates and Formative Years 
               1940 1950 1960 1970 1980 1990 2000 2010 

 

 

 

An apparent feature of the literature on generational cohorts is the stereotyping 

that has been applied to characterise each cohort. Moskowitz (2005) explains 

that stereotyping provides a way of simplifying and describing our beliefs and 

expectancies about the traits, features, characteristics, opinions and behaviours 

of a social group to deliver meaning. Stereotyping provides a schema or 

knowledge structure for organising complex information about social groupings. 

Stereotypes are not necessarily factual; instead they are based on perceptions 

about groups of people which may be true or false, or somewhere in between. 

 

Although academic and mainstream marketers have zealously adopted this 

segmentation strategy as an important and valid method of identifying 

consumer groups, empirical research into generational cohorts is scarce. 

Commentaries that describe each generational cohort are largely 

unsubstantiated observations (e.g., Dann, 2007; Morton, 2002) based on 

“overly simplistic views, sweeping generalizations and unverifiable advice” 

(Davies at el., 2006, p. 47). This creates a self-perpetuating cycle that 

reinforces unsubstantiated generational stereotypes. It is, however, important to 

review these assertions and, the research into generational cohorts, when 

beginning to explore this topic. Accordingly, the following sub-sections reviews 

the research and commentaries on the Baby Boomer, Generation X and 

Generation Y cohorts to characterise the formative influence on these cohorts, 

and how they are typically perceived by academics and in the mainstream 

press.  

 

Birth years Baby Boomers  

   

Birth years 
Generation X 

Birth years Generation Y 

  
Formative years Baby Boomers 

Formative years Generation X 

Formative years Generation Y 
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2.4.3 Baby Boomers. 
Members of the Baby Boomer cohort, or “Baby Boomers”, were born from 1946 

to 1964 (Kumar & Lim, 2008; Littrell et al., 2005; Patterson & Pegg, 2009) and 

are currently aged 47 to 65 years. This is an important life stage for this cohort 

as, in general, they will move from having children living at home to post-

parenthood with no children living at home. Most Baby Boomers are at, or 

nearing, retirement from the paid workforce. Table 2.2 presents a summary of 

the information presented in this chapter relating to the Baby Boomers.  

 
 

Table 2.3. Summary of Commentary on the Baby Boomers 
Years of birth 1946-1964 

Formative years  
(i.e., age 14-20) 
 

1960-1984 

Age in 2011 (years) 47-65 

Approximate life stage in 
2011 

Empty nesters (Stage 4) 

Characterised as… Have a questioning nature, are idealistic and value individualism 
and social activism, seeking a sense of accomplishment and self-
fulfilment, are indulgent, prefer brands they know and trust. 

Major events and social 
changes during formative 
years 

• Massive increase in the number of marriages and babies born 
in Australia in the years following World War II. 

• Increased post-World War II immigration to Australia leading to 
increased cultural diversity.  

• Vietnam War (1962-1975).  

• Reforms to divorce laws in Australia (1975).  

• First contraceptive pill introduced in Australia (1961). 

New technology introduced    
during formative years 
 

• Television.  

• Credit cards.  

Economic outlook        during 
formative years 

• Economic prosperity 

Australian holidays       
during formative years 
 

• Post-war holiday boom.  

• Holidays are defined as part of the Australian way of life. 

• Car-based holidays.  

• Domestic family-oriented.  

• Barrier Reef island resorts accessed by air travel emerge.  
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According to the 2006 Australian Bureau of Statistics census, there are over 5.5 

million Baby Boomers born from 1946 to 1966 in the Australian population 

representing 28% of the total population. The size and significance of this 

generation in the Australian marketplace is reflected in the fact that the 

combined population of Generations X and Y is equal (or 5.5 million) to the size 

of the Baby Boomer market (Australian Bureau of Statistics, 2006). This 

generation was called the “Baby Boomers” due to the massive increase in the 

number of marriages and babies born in the years following World War II. At its 

height in 1961, the birth rate peaked at 3.5 babies per woman (Australian 

Bureau of Statistics, 2002). The size of this generation in Australia was also 

influenced by the influx of families with children and young adults migrating to 

Australia in the years following the war (Australian Bureau of Statistics, 2006).  

 

Baby Boomers - Life during the formative years.  

The Baby Boomer formative years were during the 1960s and 1970s. 

Accordingly, most Baby Boomers were raised in traditional families where the 

father played the dominant role in family decision-making (Stevens, Lathrop & 

Bradish, 2005) and the mother was a homemaker (Davis et al., 2006). During 

the post-war period, there was high confidence in the future and, accordingly, 

the formative years for the Baby Boomers represented a period of economic 

prosperity and optimism (Davis et al., 2006; Herbig et al., 2002; Heaney, 2007; 

Niemelä-Nyrhinen, 2007; Norum, 2003; Schewe et al., 2000). The Baby 

Boomers entered the workforce during a period of almost full employment 

making it easier to get a job. During the 1970s, peak unemployment in Australia 

was only 6.5% (Macfarlane, 2002).  

 
Baby Boomers - Major events. 

This generation grew up during the Vietnam conflict (Davis et al., 2006; Heaney, 

2007; Norum, 2003), Cold War (Australian Bureau of Statistics, 2006) hippie 

revolution (Schewe et al., 2000), and civil rights (Davis et al., 2006) and 

women’s movements (Arsenault, 2004).  Accordingly, this generation is 

described, in the literature, as having a questioning nature (Schewe et al., 2000) 

and being idealistic (Heaney, 2007; Norum, 2003). They value individualism 

(Dann, 2007; Heaney, 2007; Norum, 2003; Schewe et al., 2000) and social 

activism (Dann, 2007). In Australia, Baby Boomers saw the birth of television in 
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1956 (Australian Bureau of Statistics, 2006) and the introduction of the first 

credit card in 1974 (Bankcard, 2009). The introduction of the conceptive pill in 

Australia, in the mid-1960s, had a significant influence on lowering the birth 

rate. In fact, by 1976, the birth rate in Australia had fallen so significantly that it 

was below replacement rate, where it has since remained (Australian Bureau of 

Statistics, 2002).  

 
Baby Boomers - Holidays and travel.  

In addition to a baby boom, the post-World War II period also saw a holiday 

boom in Australia. Holidays were usually family-focused domestic camping 

holidays sold on the mass market proposition of “sun, sand and surf”. The 

predictability and ritual of returning to the same place every year was a 

prevalent feature. Holidays were mostly car-oriented, driven by the increase in 

car ownership in the post-war period. In 1946, there was 1 car for every 14 

people in Australia; by 1960 this increased in 1 car for every 3.5 people. During 

this period, holidays became an important part of the “Australian way of life” 

(White, 2005). Mass international air travel was also made possible with the 

introduction of long-range jet passenger aircraft in the late 1950s (Faulkner, 

Moscado & Laws, 2000).    

 

Baby Boomers - Consumer profile. 
Members of the Baby Boomers prospered from the buoyant economic climate 

during adulthood and, thus, have accumulated wealth (Cleaver & Muller, 2002; 

Dann, 2007). Some Baby Boomers are free from mortgage debt (Cleaver & 

Muller, 2002) and have high spending power (Heaney, 2007; Niemelä-Nyrhinen, 

2007; Norum, 2003; Wuest et al., 2008) and are not afraid to spend money 

(Wuest et al., 2008). Unlike their parents, who lived through the Great 

Depression, they are more predisposed to borrowing in order to buy (Schewe et 

al., 2000). Baby Boomers enjoy buying for themselves, their homes and others 

(Schiffman et al., 2008). 
 

At present, most Baby Boomers are still working full-time or part-time 

(Australian Bureau of Statistics, 2006) and are juggling the demands of careers, 

children, parents and their own ageing, They, therefore, seek products that 

make their life easier and more convenient as well as reduce stress (Wuest et 
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al., 2008). However, over the next twenty years, the Baby Boomer consumer 

needs are expected to change (Patterson & Pegg, 2009) as they retire from the 

paid workforce and move towards the post-parenthood life stage. In retirement, 

researchers predict that Baby Boomers will be healthier, wealthier, better 

educated and more independent than previous generations; credentials which 

will dramatically change the nature of retirement (Dann, 2007). They will 

challenge the stereotype of a “senior” and reject labels associated with ageing 

(Patterson & Pegg, 2009). Whenever they choose to retire, Baby Boomers will 

not be merely filling in time, instead they will seek experiences that give them 

the freedom to do what they want, take risks and try something new, build 

friendships and enjoy self-fulfiling experiences (Cleaver & Muller, 2002; 

Patterson & Pegg, 2009). Baby Boomer consumers desire products with a 

“youthful” orientation that make them feel young (Dann, 2007). 

 
2.4.4 Generation X. 

Generation X is so named because they are perceived as the nameless 

generation living in the shadow of the Baby Boomers (Australian Bureau of 

Statistics, 2006). They are often referred to as Baby Busters (Herbig et al., 

1993; Norum, 2003; Roberts & Manolis, 2000) or the Lost Generation (Heaney, 

2007). As young adults during the 1990s, they were called the Twenty 

Something Generation and the F-You Generation (Roberts & Manolis, 2000). 

Table 2.3 presents a summary of the information presented in this chapter 

relating to Generation X. Members of Generation X were born from 1965 to 

1976 and are currently aged 35-46 years. Most Generation X members are still 

in the paid workforce and typically in, or entering, the young married (Stage 2) 

and parenthood (Stage 3) stages of the life. However, social trends indicate that 

this generation is getting married and having children later than their parents 

and grandparents (Australian Bureau of Statistics, 2002). A growing trend 

towards de facto relationships (Australian Bureau of Statistics, 1995) and 

couples choosing to not have any children (Australian Bureau of Statistics, 

2002) is also emerging. This has significant implications relating to changing life 

stages, an ageing population and declining fertility rates in Australia and around 

the world.  
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Table 2.3. Summary of Commentary on Generation X 
Years of birth 1965-1976 

Formative years  
(i.e., age 14-20) 
 

1979-1996 

Age in 2011 (years) 35-46 

Approximate life stage in 2011 Family (Stage 3) 

Characterised as… Sceptical, pessimistic, unbelieving, cynical, pragmatic, 
materialistic, ambitious, free spirited and enjoy life for the 
moment, savvy consumers, and value lifestyle and fun.  

Major events and social changes 
during formative years 

• End of Cold War with the collapse of the Berlin Wall 
(1989).  

• First Gulf War (1990-1991). 

• First case of AIDS reported in Australia (1993). 

• First discovered that human-produced chemicals were 
depleting the ozone layer (mid-1970s).   

• Divorce and single parent families become more common.   

• Increase in women participation in the workforce and 
childcare emerges.  

• Improved education levels.    

• Fertility rates decrease and age of marriage increases. 

New technology introduced   
during formative years 

• Computers.  

• Internet.  

Economic outlook    during 
formative years 

• Downsizing economy 

 

Australian holidays      during 
formative years 

 

• More active holidays.  

• Commodification of tourism industry with the opening to 
major theme parks and resorts.  

• Move towards luxury and comfort seeking.  

• Ecotourism emerges.  

 

Generation X - Life during the formative years. 

This generation has been described as having a lack of identity (Sirias et al., 

2007) and being lost (Schewe et al., 2000). Their formative years were during 

the 1980s and early 1990s. During this period, society saw the breakdown of 

the traditional family (Roberts & Manolis, 2000). Generation X grew up during a 

period when divorce became more commonplace (Australian Bureau of 

Statistics, 2010). The promotion of gender equity resulted in a change to 

women’s role in society and the family. In 1971, only 37% of women 

participated in the workforce. By 2001, this rate had increased to 55% driven by 

higher levels of education among women and increased use of contraception to 

manage fertility (Australian Bureau of Statistics, 2003). As a result, Generation 
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X children were more likely to be raised by two working parents, than past 

generations (Herbig et al., 1993). Childcare emerged as the norm as mothers 

went to work instead of staying home full-time to raise the children, as was the 

case in past generations. Accordingly, they are often referred to as “latch key 

kids” (Davis et al., 2006; Herbig et al., 1993; Sirias et al., 2007).  

 

Generation X - Major events. 

Members of Generation X were raised during a period of downsizing of the 

economy and insecurity in the future (Davis et al., 2006; Herbig et al., 1993; 

Heaney, 2007). This generation entered the workforce during a period of high 

unemployment (Australian Bureau of Statistics, 2006). Unemployment in 

Australia peaked at 10.3% during the 1980s compared to a peak of 6.5% during 

the 1970s (Macfarlane, 2002). Generation X saw the introduction of computers 

and the internet (Australian Bureau of Statistics, 2006), with Internet access 

becoming publicly available in Australia in 1990 (Queensland Government, 

2009). Generation X saw the death of socialism in western countries (Heaney, 

2007; Norum, 2003) with the end of the Cold War and the vivid images in the 

media of the Berlin War collapsing in 1989 (Queensland Government, 2009). 

The emergence of the AIDS epidemic in early-1980s (Arsenault, 2004) 

heightened awareness of safe sex. In the mid-1970s, it was first discovered that 

human-produced chemicals were depleting the ozone layer (Fahey, 2002) 

raising the environmental consciousness in society.   

 

Generation X - Holidays and travel.  

The increase in women’s participation in the workforce had implications for the 

family’s leisure time. The wife now needed a break from work, like her husband, 

and the household income increased to accommodate more luxurious holidays. 

There was a move towards more active holidays (i.e., sightseeing instead of just 

relaxing at the beach). This period saw the comodification of tourism 

experiences, such as the development of the theme parks on the Gold Coast 

and the Barrier Reef island resorts during the 1980s (White, 2005). More 

targeted travel experiences started to emerge. For example, product and 

marketing campaigns targeted at the ecotourism segment, started to appear 

from the late 1980s (Weaver & Lawton, 2001).  

Generation X - Consumer profile. 
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This generation has been described as sceptical (Fall, 2004; Heaney, 2007; 

Norum, 2003), pessimistic (Fall, 2004; Heaney, 2007; Norum, 2003), 

unbelieving (Fall, 2004; Heaney, 2007), untrusting (Davis et al., 2006), selfish 

(Herbig et al., 1993), slackers (Schewe et al., 2000), whiners (Schewe et al., 

2000), cynical (Davis et al., 2006; Sirias et al., 2007), loners (Herbig et al., 

1993; Sirias et al., 2007), conservative (Sirias et al., 2007), pragmatic (Herbig et 

al., 1993; Sirias et al., 2007) and materialistic (Herbig et al., 1993; Roberts & 

Manolis, 2000). However, other commentaries portray them in a more positive 

light; describing them as ambitious (Herbig et al., 1993), free spirited and value 

enjoying life for the moment (Fall, 2004). Generation X are characterised as 

ambitious and determined to succeed (Herbig et al., 1993), but also want 

lifestyle and fun. Work/life balance is important to them (Schiffman et al., 2008). 

Wuest et al. (2008) propose that Generation X consumers are the savviest of all 

generations, describing them as cautious shoppers that seek an honest, 

straightforward marketing approach. Herbig et al. (1993) describes Generation 

X as brand conscious and aware of value and quality, but are not brand loyal.  

 

2.4.5 Generation Y. 
Members of Generation Y were born between 1977 and 1994. They are the 

children of the Baby Boomers, so are often referred to as the Echo Boomers 

(Heaney, 2007: Thach & Olsen, 2006). Other names for this generation include 

the Millennium Generation (Heaney, 2007; Norum, 2003; Stevens et al., 2005; 

Thach & Olsen, 2006), MTV Generation (Heaney, 2007), Net-generation (Kim et 

al., 2008) and Thirteenth Generation (Stevens et al., 2005). Members of 

Generation Y are currently aged 17-34 years and, typically, in the young single 

to family life stage. Given their age and life stage, this cohort is predicted to 

have a major influence on consumer trends for at least the next two decades. 

Table 2.4 presents a summary of the information presented in this literature 

review relating to Generation Y.  
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Table 2.4. Summary of Commentary on Generation Y 
Years of birth 1977-1994 

Formative years  
(i.e., age 14-20) 
 

1991-2014 

Age in 2011 (years) 17-34 

Approximate life stage in 2011 Young single (Stage 1) and  

Establishing a family (Stage 2) 

Characterised as… Brand conscious and use brands as a means of self-
expression, value “coolness” and celebrity, want latest 
technology and fashion, upbeat, positive, and globally, socially 
and environmentally conscious and aware. 

Major events and social changes 
during formative years 

• Ongoing concern about climate change leading to 
increasing environmental consciousness. 

• Sydney Olympic Games (2000).  

• Major terrorist attack in New York (Sept 11, 2001).  

• Iraq War (2003 to present). 

• Bali bombings (2002).  

• Globalisation.  

• Decreasing gap between level of education for men and 
women in Australia. 

• Concerns about an ageing population. 

 

New technology introduced   
during formative years 

• Mobile telephones. 

Economic outlook         
during formative years 
 

• Capitalism rules 

Australian holidays       
during formative years 
 

• Larger, faster and more efficient aircraft improving speed, 
frequency and accessibility of air travel.  

• Working holiday visa program extended making it easier to 
get visas that enabled short-term work overseas.  

• Increased use of the internet to research and book travel.  

 

Generation Y - Life during the formative years. 

The formative years for Generation Y were during the 1990s and 2000s, which 

was a period of significant advancement in technologies and the rise of China 

as a dominant economic power (Heaney, 2007; Norum, 2003). Generation Y 

are accustomed to abundance (Sullivan & Heitmeyer, 2008) and of the belief 

that capitalism rules (Norum, 2003). With the birth of the internet and 

globalisation came a new global awareness (Heaney, 2007). Accordingly, this 

generation is described as being environmentally conscious (Thach & Olsen, 

2006), socially aware (Bennett & Henson, 2003; Sullivan & Heitmeyer, 2008) 

and have a greater tolerance for cultural diversity compared to previous 
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generations (Stevens et al., 2005). Generation Y is more accepting of non-

traditional family types, such as single parent families and extended families, as 

well as homosexual couples (Stevens et al., 2005; Morton, 2002). Generation Y 

expects gender equality (Morton, 2002). The mother now plays a more 

dominant role in family decision-making (Stevens et al., 2005) and works 

outside the home (Bennett et al, 2003). By 2008, 68% of Australian women 

participated in the workforce (Australian Bureau of Statistics, 2007) up from 

37% in 1971 (Australian Bureau of Statistics, 2003). Members of Generation Y 

are characterised as independent decision makers (Stevens et al., 2005), 

having a greater sense of constructing their identity due to less parental control 

(Miller, 2007).  

 

Generation Y - Major events.  

One of the most significant events during the formative years of Generation Y 

was the terrorist attacks in New York on September 11, 2001. This resulted in 

the United States led War on Terror and a world-wide focus on heightened 

security, privacy and protecting personal information (Morton, 2002).  In 

addition, the major military conflicts were the Gulf war during the 1990s and the 

Iraq war from 2003 (Australian Bureau of Statistics, 2006). Generation Y have 

grown up surrounded by media and technology (Wuest et al, 2008). They saw 

the introduction of mobile phones to Australia and have been exposed to 

computers and the internet since birth (Australian Bureau of Statistics, 2006). 

As a result, it is suggested that Generation Y is more technology and media 

savvy than previous generations (Stevens et al., 2005). Media consumes a 

large portion of their time. In a United States-based study, Bennett and Henson 

(2003) found that approximately one-third of Generation Y, sampled, use the 

Internet daily or more than once a day and watch at least two hours of television 

per day.  

 

Generation Y - Holidays and travel. 

Generation Y has seen and, in some cases, driven major changes in the travel 

industry. Air travel for this generation is faster and more frequent and accessible 

due to larger, faster and more efficient aircraft (Tourism Research Australia, 

2008). In Australia, the deregulation of the aviation industry in 2000 saw the 

introduction of low cost carriers, such as Virgin Blue, JetStar and Tiger Airways, 
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which significantly reduced the cost of air travel. By 2008, the best discount air 

fares were 9.1% cheaper, in real terms, than in 1995 (Australian Government, 

2008a). In recent years, the Australian Government has extended its working 

holiday visa program making it easier for young Australians to get visas, 

enabling short-term work overseas (Megher, 2008). The concept of a ‘gap year’ 

between high school and university, and university and work, to backpack 

overseas, has become popular and commonplace (STA Travel, 2007). 

Research undertaken by STA Travel (an Australian youth and student travel 

agency) into the “Gap Year” experience suggests that Generation Y Australians 

are experienced travellers (70% have already travelled overseas)  with a high 

intention to travel overseas (60% of respondents intend to spend time overseas 

in the near future). They suggest that the reason for this high level of interest is 

that travel has become more affordable and accessible with experiences that 

can be tailored to the individual (STA Travel, 2007).  Generation Y have driven 

a major technological change to the way they travel using the internet to book 

travel on-line (Pennington-Gray et al., 2003) and social networking websites, 

blogs and e-communities to inform travel decisions (Tourism Research 

Australia, 2008). 

 

Generation Y - Consumer profile. 

Members of Generation Y have been exposed to brands from birth (Miller, 

2007). They are described as conspicuous consumers (Schiffman et al., 2008), 

who are brand conscious (Sullivan & Heitmeyer, 2008), but also brand fickle, 

demanding the latest trends (Morton, 2002). Brand messages should be 

focused on lifestyle and fun, rather than features and specifications (Morton, 

2002; Thach & Olsen, 2006). They are more interested in fashion, style and 

celebrity than the previous generations (Wuest et al., 2008). Generation Y 

highly value peer relations (Kumar & Lim, 2008) and the social self is important 

in the formation of self-identity and individuality for this generation (Steven et 

al., 2005). As a means of self-expression, they use brands to express and 

construct their identity (Miller, 2007) and as a means of self-expression 

(Lazarevic & Petro-Lazarevic, 2007). Making the “right” brand choice builds their 

self-esteem and peer-regard (Taylor & Cosenza, 2002) by giving them 

credibility among peers (Morton, 2002) and “coolness” (Bennett et al., 2003; 

Norum, 2003). Kumar and Lim (2008) propose that evidence of using brands as 
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a medium for self-expression is displayed by Generation X in personalisation of 

mobile telephones.  

 

Generation Y is described as consumption orientated, spending freely (Knight et 

al., 2007; Sullivan & Heitmeyer, 2008; Wuest et al., 2008). Price is not as 

important to Generation Y members as the need to feel appreciated and singled 

out by the organisation (Lazarevic & Petro-Lazarevic, 2007). Kim et al. (2008) 

propose that organisational responsiveness to Generation Y consumers is 

critical. When purchasing online, Generation Y seek information control, not just 

information acceptance, and favour personalisation over security.  

 
2.4.6 Contradictions in generational research. 

As highlighted by the preceding literature review, there has been substantial 

commentary on the generational cohorts known as Baby Boomer, Generation X 

and Generation Y. Most of these assertions are, however, merely 

unsubstantiated views and generalisations that typify the attitudes and 

behaviour of each cohort (Davis et al., 2006), resulting in a self-perpetuating 

cycle that reinforces generational labels and stereotypes. There are some 

empirical studies of generational cohorts, however most of this research 

concentrates on only one generation (e.g., Cleaver & Muller, 2002, Niemelä-

Nyrhinen, 2007; Patterson & Pegg, 2009; Rugimbana, 2007; Stevens et al., 

2005; Sullivan & Heitmeyer, 2008). In some cases, this approach is perhaps a 

consequence of trading a traditional age-based segmentation approach (e.g., a 

study of 50 plus consumers) for a more fashionable generational tag (e.g., a 

study of Baby Boomers). However, studying only one generation makes it 

difficult to compare generations and determine if the findings are unique to one 

generation or are applicable across other generations.  Other age-based 

studies focus on a particular generation (e.g., today’s teenagers), but do not 

consider generational influences in their analysis (e.g., Breazeale & Lueg, 

2010), making it difficult to distinguish generational influences from 

developmental or life stage influences. Furthermore, only a few studies have 

compared consumer behaviour across generations (e.g., Fall, 2004; Heaney, 

2007; Kumar & Lim, 2008; Littrell & Halepete, 2005; Norum, 2003; Roberts & 

Manolis, 2000; Wuest et al., 2008; Yang & Jolly, 2008). Interestingly, many of 

these studies challenge the stereotypes and labels often applied to generational 
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cohorts and reveal that consumers across the generations behave more 

similarly than first thought. The validation of the foundations of generational 

theory is difficult because of the paucity of longitudinal studies and studies that 

connect events in the formative years to present day consumer behaviour (e.g., 

Fall, 2004).   

 

Labelling of research as generational, simply because the year of birth of the 

sample fits into the birth dates of a particular generation, is another unfortunate 

but common practice in this research area. For example, Stevens et al. (2005) 

defined their research as a Generation Y study, because the respondents were 

aged 12-17 years. The authors define Generation Y as born from 1977 to 1994. 

The study was published in 2005, so members of the cohort would range in age 

from 11 to 28 years at the time of publication. As illustrated by this example, 

sampling methodology is a concerning feature of generational consumer 

behaviour research, as often the sample does not reflect the full age range of 

the cohort. In addition, the basis of a considerable proportion of research on 

Generation X and Generation Y consists of university student samples (e.g., 

O’Cass & Choy, 2008; Heaney, 2007; Kumar & Lim, 2008; Norum, 2008; 

Rugimbana, 2007; Wolburg & Pokrywczynski, 2001), and is located in the 

United States (e.g., Fall, 2004; Kumar & Lim, 2008; Norum, 2008; Roberts & 

Manolis, 2000; Sullivan & Heitmeyer, 2008; Wolburg & Pokrywczynski, 2001) 

which includes a greater proportion of female respondents (e.g., Heaney, 2007; 

Sullivan & Heitmeyer, 2008).  

 

The key variables, that define and validate generational cohorts, have been 

difficult to identify. Sociologists, Schuman and Scott (1989), established that 

members of each generation remembered similar major events from their past. 

These memories, however, were heavily influenced by their own experience 

during their youth and, therefore, varied based on personal experiences. 

Furthermore, it was difficult to translate the impact of generational memories on 

future action. Similarly, in a marketing context, Noble and Schewe’s (2003) 

examined the values of six generational cohorts (from Generation Y to 

Depression cohorts) and the major events that influenced them to determine if 

they could predict cohort membership. Their results demonstrate it was 

problematic to distinguish unique cohort effects, in terms of values and 
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significant historical events, across all generations. Similar to Schuman and 

Scott (1989), Noble and Schewe (2003) suggest that perhaps this is because 

an event must be personally relevant in order to have a lasting affect on an 

individual’s behaviour. Noble and Schewe (2008) propose that assessing 

specific behaviours (such as feelings of nostalgia) or micro level influences 

(such as family, peer and religious influences) may be better predictors of 

generational cohort membership.  

 

From a tourism perspective, the majority of generational cohort travel research 

has focused on the Baby Boomer market (e.g., Cleaver & Muller, 2002, 

Patterson & Pegg, 2009). In contrast, there is an absence of empirical research 

into the travel behaviour of Generations X and Y, even though these groups 

represent significant travel markets and have received considerable practitioner 

attention. Academic research into these markets is mainly focused on the 

backpacker segment (e.g., Greg & Wilson, 2004), however backpacking is only 

one style of travel, and does not represent the full breadth of Generation Y 

travel. Furthermore, backpacker travel is typically focused on travelling 

overseas, thus, does not address issues concerning domestic travel. A 

backpacking holiday typically relates to extended travel, hence the findings are 

difficult to apply to short-break holidays, which represent the majority of the 

domestic holiday market. The authors of a recently released book on 

Generation Y tourism - which includes several generational studies of 

Generation Y and other cohorts - conclude that, “In spite of the work presented 

in this book, there continues to be a paucity of data on generational differences 

and their impact on tourism” (Benckendroff et al. (2010) p. xii).  Thus, a more 

comprehensive understanding of cross-generational travel decision-making 

would advance understanding about the similarities and differences in 

generational attitudes and intention to travel.  

 

There are numerous studies (e.g., Kozak, 2010; Lee, Lee & Choi, 2010; 

Mazursky, 1989; Thornton, Shaw & Williams, 1997), and academic books (e.g., 

Decrop, 2006; Pizam & Mansfield, 1999) on travel decision-making, undertaken 

in various contexts, such a cruise tourism (Hung and Petrick, in-press), wine 

tourism (Sparks, 2007) and consumer choice of green hotels (Han, Hsu & Sheu, 

2009). Travel decision-making studies tend to focus on explaining destination or 
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product consideration-sets (e.g., Lam & Hsu, 2006), because understanding 

how and why a consumer chooses one destination or product over another 

provides practically relevant insights into the consumer decision-making 

process. Other research adopts a broader perspective, focusing on the 

behavioural aspects of travel decision-making. Behaviour decision-making 

models seek to identify the factors that influence each stage of decision-making 

(Sirakaya & Woodside, 2005). Two attitudinal theories that are commonly 

applied to travel decision-making and adopt a behavioural approach are the 

theory of reasoned action and theory of planned behaviour (e.g., Han et al., 

2009; Lam & Hsu, 2006; Sparks, 2007; Sparks & Pan, 2009). These theories 

are frequently-used (e.g., Choong, 1998; Kalafatis, Pollard, East, Tsogas, 1999; 

Taylor & Todd, 1995) and widely-accepted theories in the consumer behaviour 

literature (Schiffman et al., 2008). This study, therefore, proposes to employ 

these theories as its conceptual foundations.  

 
2.4.7 Shaping the attitudes and intentions of generational cohorts. 

The theory of reasoned action and theory of planned behaviour explain and 

predict intention to perform the behaviour. They propose that if someone has a 

strong intention to perform a particular behaviour then they are more likely to 

perform it (Ajzen, 1991). These theories have been used extensively in the 

consumer behaviour literature (Schiffman et al., 2008) and have recently been 

employed in the tourism literature to explain travel behaviour (e.g., Han et al., 

2009; Lam & Hsu, 2006; Sparks, 2007; Sparks & Pan, 2009). 

  

In 1975, Fishbein and Ajzen proposed a conceptual framework to predict and 

explain volitional behaviour. They proposed that a person’s intention is focused 

on beliefs about performing the behaviour, rather than beliefs about the object 

of the behaviour. Ajzen and Fishbein (1980) later refined this framework into the 

theory of reasoned action, as shown in Figure 2.4. The theory of reasoned 

action assumes human beings are rational thinkers that make use of the 

information available to them. The theory proposes that people consider the 

implications of their behaviour before they intend to perform (or not perform) it. 

The theory centres on identifying the determinants of intention as intention is 

the best proximal measure of actual behaviour.  
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Figure 2.4. Theory of Reasoned Action 
 

 

 

 

 

Source: Ajzen & Fishbein, 1980, p. 8. 

According to this theory, the two key determinants of intention are personal 

influences (attitude towards the behaviour) and social influences (subjective 

norm). Ajzen and Fishbein (1980) proposed that attitude is a key determinant of 

intention and behaviour. Attitude is defined by Schiffman et al. (2008, p. 226) 

as, “a learned predisposition to behave in a consistently favourable or 

unfavourable way with respect to a given object”. Ajzen and Fishbein (1980) 

explain that a person’s attitude towards the behaviour will be influenced by their 

perception of achieving a positive or negative outcome from engaging in the 

behaviour. The attitude is expressed as the strength of each belief evaluated 

against the outcome or attribute.   

 

In addition to attitude, the second important aspect of the theory of reasoned 

action is the role salient referents play on predicting behavioural intent. Salient 

referents may be individuals or groups. They may include the person's spouse, 

family, friends, teacher, doctor, supervisor or co-workers depending on context. 

Underlying beliefs about how salient referents will perceive the behaviour is 

referred to as normative beliefs. A person's normative beliefs, combined with 

their motivation to comply with the different referents, are referred to as the 

subjective norm. When a person has a positive attitude towards the behaviour 

and believes that other people, important to them, think they should perform it, 

then they will have a positive intention towards that behaviour (Ajzen & 

Fishbein, 1980).  
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The relative importance (or weightings) of attitude towards the behaviour and 

subjective norms is evaluated when considering intention towards the 

behaviour. Thus, the subject may have a positive attitude towards performing a 

particular behaviour, but the subjective norms exert pressure in the opposite 

direction. The relative importance of attitudinal considerations compared to 

normative considerations will predict the intention to perform a particular 

behaviour. Ajzen and Fishbein (1980) propose that, “Generally speaking, 

individuals will intend to perform a behaviour when they evaluate it positively 

and when they believe that important others think they should perform it” (p.6).  

 

In 1988, Ajzen proposed an extension to the theory of reasoned action with the 

introduction of the theory of planned behaviour (refer Figure 2.5). The theory of 

planned behaviour recognises non-motivational factors that impede intention 

and execution of the behaviour. In doing so, this theory accommodates 

behaviour that is not fully under the person’s volitational control. The model 

proposes that, in addition to having a positive attitude and social norms towards 

the intended behaviour, a person must also have the opportunity and resources 

to successfully perform the behaviour. Perceived control beliefs can relate to 

internal or external factors. Internal factors include having the information, skills 

and abilities to perform the behaviour. External factors are the opportunity or 

dependence on others to undertake the behaviour (Ajzen, 1988; 1991; 2005).  

  
Figure 2.5. Theory of Planned Behaviour 

 
Source: Ajzen, 1991, p. 182. 
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The influence of the past on present-day decision-making.  

Discussion about the theory of reasoned action and theory of planned 

behaviour in the literature highlights the influence of past behaviour on intention.  

Bagozzi, Baumgartner and Yi (1992), for example, adopted the theory of 

reasoned action to explore intention to use grocery shopping coupons. They 

found that a past behaviour of coupon usage is a determinant of intention to use 

coupons.  The inclusion of past behaviour, as well as attitude and social norms, 

on intention accounted for 58% of variance. In contrast, only 37% of the 

variance was accounted for when prior behaviour was not included as an 

antecedent. Bagozzi et al. (1992) found that past behaviour did not directly 

predict future behaviour, instead proposing that past behaviour acts as one 

informational input into the decision-making process. They propose that past 

behaviour is a major determinant of intention, but does not directly influence 

future behaviour. Bagozzi et al. (1992) argue for the inclusion of this construct in 

the behaviour intention models stating, “Prior behaviour leads to more than 

merely a change in the quality of attitudes, since attitudes do not mediate all of 

the effects of past behaviour on intentions” (p. 514).  

 

The importance of the past travel experiences on future travel decision-making 

is also apparent in recent tourism studies. Shim, Gehrt and Siek’s (2005) study 

of mature age travellers found that past experience guides future travel 

behaviour, suggesting that future travel propensity is higher among those 

consumers who had travelled a lot in the past, than those consumers with less 

travel experience.  Similarly, Sparks (2007) found that past experience of taking 

a wine holiday has a direct influence intention to visit wine region in the future. 

The influence of past experience on intentions is, particularly, relevant to this 

study given that the conceptual basis of generational cohort analysis 

emphasises the importance of the formative years in shaping the identity of 

each cohort. Drawing upon this premise, this study aims to explore the influence 

of memories of past experiences on present-day travel decision-making. 

However, unlike previous research that has focused on more general travel 

experience or memories of particular holidays, this study will investigate 

memories of “growing-up”, or the formative years, on present-day travel 

decision-making.  In doing so, this study will further understanding of the 

influence of each cohort’s formative experiences on its members future actions. 
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This study aims to substantiate the importance of the formative years on 

shaping the generational consumer mindset, thereby, substantiating the 

conceptual underpinnings of generational cohort analysis. The introduction of 

formative referents into a consumer decision-making model also aims to 

advance attitudinal theory, verifying that past formative experiences influence 

the present-day consumer views and beliefs, and in turn,  their attitudes and 

intentions.  

 
2.5 Research Questions and Key Themes That Emerged from the 
Literature Review  
The literature review reveals potential similarities and differences across 

generational cohorts. Yet, a consumer behaviour framework for evaluating 

these commonalities and disparities is not apparent in the literature. This study 

aims to address this knowledge gap by developing a model of cross-

generational consumer decision-making. This model will move, beyond simply 

identifying the consumer preferences of generational cohorts, towards 

developing a more detailed understanding of the reasons behind these 

preferences and the influences that shape each generation’s consumer 

behaviour.  It is important that academics and practitioners develop a better 

understanding of the drivers of generational cohort behaviour, as this 

understanding will assist in finding ways to better segment and, ultimately, 

target particular cohorts. For that reason, the first research question for this 

study is:  

 

RQ1.  What factors shape the consumer mindset of generational 

cohorts?  

 

In addition to discussing the underlying influences of generational cohort 

creation, another defining feature of the literature on generational cohorts is the 

proposed distinct consumer characteristics of the Baby Boomer, Generation X 

and Generation Y cohorts. The literature proposes that these characteristics 

differentiate one cohort from the others. An objective of this study is, therefore, 

to identify the distinguishing consumer behaviour of each cohort. This resulted 

in the second research question for this study:  
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RQ2.  What characteristics distinguish the consumer motives, attitude 

and intentions of generational cohorts?  

 

The third research question for this study emerged from the tourism context of 

this study. It is, therefore, appropriate to compare the defining features of each 

cohorts travel decision-making and, hence, the following research questions is 

proposed:  

 

RQ3.  What are the similarities and differences in Baby Boomer, 

Generation X and Generation Y travel decision-making?  

 

The final research question for this study explores the theoretical implications of 

this research:  

  

RQ4.  What are the implications of generational cohort analysis to 

consumer attitudinal theory and market segmentation theory?  

 

In addition to research questions, key themes emerged from the literature 

review. Most notably are the three important determinants of consumer 

intentions, as proposed by established attitudinal theories, being: (1) attitude; 

(2) social influences; and (3) controls and barriers. The consumer behaviour 

literature also highlights the importance of past experiences on shaping the 

present-day consumer mindset. Collectively, these factors are thought to 

influence an individual’s motivation to act in a particular way. The theory of 

reasoned action and theory of planned behaviour are, however, primarily 

concerned with predicting and explaining the attitudes and intentions of an 

individual. In contrast, this study focuses on group decision-making, 

categorising individuals into groups based on generational cohort membership. 

Figure 2.6 shows how the key constructs from the consumer behaviour 

literature are integrated and linked to the generational literature to reflect the 

group decision-making of generational cohorts.  

 

Consistent with the theory of reasoned action and theory of planned behaviour, 

the model presented in Figure 2.6 identifies the key themes of attitudinal 

referents and social referents on consumer decision-making. The model also 
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identifies the importance of controls and barriers impeding behaviour, as 

identified in the theory of planned behaviour. The influence of past experiences 

on shaping the consumer mindset and influencing future consumer decisions is 

identified in both the attitudinal and generational cohort literature. In a 

generational setting, these influences are based on collective memories of the 

cohort members about their experience of the formative years or “growing up”. 

In addition, the review of past commentary and research on generational 

cohorts highlights that a salient theme in this literature is the perception of 

generational cohorts, expressed via the various labels and stereotypes that are 

applied to characterise each generational cohort and their decision-making 

style.  This study seeks to determine the validity of these generation 

perceptions and the role that they play in motivating the consumer behaviour of 

cohort members.   

 
Figure 2.6. Key Themes Identified from the Literature Review 
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Blue – Theme identified in the consumer behaviour literature. 
 

Red – Theme identified in the generational literature. 
 

Purple – Theme identified in both the consumer behaviour and generational cohort literature. 
 

Source: Developed for this study. 
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2.6 Conclusion 
This literature review highlights the emerging trend among both academics and 

practitioners to segment consumer markets based on generational cohort 

membership. The literature review revealed, however, that although there is 

immense interest in this area, there is an absence of empirical research 

comparing and explaining consumer attitudes and behaviour of generational 

cohorts. Furthermore, most studies only concentrate on one generation, so 

comparison across generations has been limited. In order to advance this body 

of literature, and provide insights into effective market segmentation strategies, 

an empirically testable model of cross-generational consumer decision-making 

is required. This study seeks to develop such a model that is theoretically 

underpinned by the well-established attitudinal theories. This model will enable 

cross-generational consumer behaviour comparisons. For the purpose of this 

study, model comparisons are made the context of domestic travel, as 

substantiated in Section 2.2. The following chapter outlines the over-arching 

methodology used to develop the model. This methodology aims to build upon 

the themes identified in this chapter and presented in Figure 2.6, and identify 

emergent themes not previously considered, in order to develop and test a 

theoretical model and, subsequent hypotheses, of generational consumer 

decisions-making.    
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Chapter Three: Methodology 
  

 

3.1 Introduction      
This chapter aims to present a conceptual overview of the research 

methodology for this study. This methodology seeks to empirically answer the 

research questions presented in Chapter Two and advance understanding of 

the research themes identified in the literature review presented in Chapter 

Two. This chapter overviews the research plan for this study which highlights 

the planning, design and implementation phases of the research idea 

generation and the, subsequent, data collection and analysis. The study adopts 

a sequential mixed methods phased approach of an exploratory qualitative 

phase followed by a confirmatory quantitative phase. Whilst this chapter 

provides an overview and rationale for adopting this approach, the following two 

chapters - Chapters Four and Five - present and justify the procedural aspects 

of the design and implementation of the qualitative and quantitative phases 

respectively. For example, the format, protocol, questions and sampling plan of 

each phase. The chapter begins with a discussion of the methodological 

research approaches.  

 

3.2 Research Approaches  
Social science research endeavours to uncover a given phenomena through 

scientific enquiry that is based on carefully acquired, unprejudiced empirical 

data or facts (i.e., what we see, hear and touch) rather than personal opinions 

and speculation (May 2001). Although academic researchers tend to agree on 

this objective, there are two principle methodological approaches to achieve this 

end: a qualitative approach and a quantitative approach (Page & Meyers, 

2000).  The research approach adopted should be guided by the research 

purpose and questions (Adams & Schvaneveldt, 1991). Qualitative research 

explores a topic to inductively reveal the phenomenon. In contrast, quantitative 

research seeks to deductively test hypotheses and theories (Creswell, 1994). 

Nonetheless, both approaches are valid methods of empirical enquiry (Punch, 

1998).  
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Qualitative research focuses on the subjective meaning of the subject under 

investigation and is usually expressed in words, narrative, images and concepts 

(Bradley, 2007). Thus, qualitative research is generally termed a constructivist, 

naturalist or interpretative approach (Creswell, 1994). Qualitative research 

seeks to uncover patterns in the way people think and behave (Adams & Brace, 

2006) through exploring attitudes, opinions and feelings. Qualitative research 

can result in a rich understanding of underlying reasons and motivations for 

thoughts and behaviour (Aaker et al., 2007) and gain a clearer picture of the 

research problem (Zikmund & Babin, 2007). This approach emphasises 

understanding rather than measurement. Creswell (1994) outlines several 

assumptions associated with qualitative research. He claims that qualitative 

studies rely on reality, as seen by participants in the study, and is, therefore, 

subjective (an ontological assumption). Qualitative research is value-laden and 

biased (an axiological assumption) and relies on the researcher interacting with 

that being researched (an epistemological assumption). For these reasons, 

qualitative studies are typically used for exploratory purposes when the 

research problem is not well-defined (Boyce, 2005) and a flexible, unstructured 

approach is required to gain further insights and understanding into the nature 

of marketing phenomena (Malhotra, Hall, Shaw & Oppenheim, 2006). Although 

qualitative data are in-depth and rich, samples are generally small and 

unrepresentative so findings cannot be generalised. Qualitative data analysis 

relies on the judgment and interpretation of the researcher and is non-statistical 

(Aaker et al., 2007).  

 

To obtain more representative data that can be generalised to a large 

population, researchers often adopt a quantitative approach. This approach 

generally has larger sample sizes than qualitative research. Quantitative 

research is based on numbers and uses statistical procedures to generate 

results (Aaker et al., 2007; Boyce, 2005). Thus, quantitative studies seek 

understanding through quantifying the meaning in numbers (Page & Meyer, 

2000). Quantitative data analysis can test predetermined hypotheses and 

examine relationships between measured variables (Malhotra et al., 2006). 

Quantitative research methods are, therefore, typically used for descriptive and 

casual research (Burns & Bush, 2000). Confirmatory casual research design is 

used when the researcher seeks, “to explain the patterns related to the 
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phenomena in question and to identify plausible relationships shaping the 

phenomenon” (Marshall & Rossman, 1999, p. 33). Quantitative data collection 

and analysis methods are usually formal, carefully planned and tightly controlled 

(Boyce, 2005). Quantitative research assumes that the reality is objective, 

singular and apart from the researcher (an ontology assumption) and the 

researcher is independent from that being researched (an epistemology 

assumption). As a result, the findings of quantitative studies are described as 

value-free and unbiased (an axiological assumption) based on cause-effect 

(Creswell, 1994).   

 

Researchers traditionally adopt a single approach (either qualitative or 

quantitative) to address a research problem due to the differing ideological 

paradigm of each approach. However, many researchers now start from a 

pragmatic position, rather than concentrating on a paradigm, in order to 

determine what approach achieves the research objectives of the project. 

Accordingly, it is increasingly common to adopt a mixed methodology approach 

that combines qualitative and quantitative approaches in the overall research 

project (Punch, 1998). Further to this point, Creswell (1994) states,  

 

“The pragmatics argued that a false dichotomy exists between qualitative 

and quantitative approaches and that researchers should make the most 

efficient use of both paradigms in understanding social phenomena” (p. 

176).  

 

There are many models available that guide a mixed method study. 

Triangulation is often used to compare the results of the quantitative and 

qualitative data and provide convergent evidence (Page & Meyers, 2000) that 

enhances the validity of the findings. Other studies adopt a sequential phased 

approach that involves the exploratory qualitative phase informing the 

confirmatory quantitative phase (Hair, Lukas, Miller, Bush & Ortinau, 2008). This 

approach, is particularly, useful for theory building as it allows for the flexibility 

and richness of qualitative approaches in the initial stage of theory 

development, followed by quantifiable statistical testing to prove (or disprove) 

the theory. Conducting a qualitative phase, as a precursor to the quantitative 

phase, can also aid hypotheses development and scale construction (Punch, 
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1998). Based on the aforementioned reasons, a mixed method, two phase 

sequential approach is adopted for this study.  

 
3.3 The Research Plan 
Figure 3.1 presents the research plan for this study. This diagram shows that 

the study has three key stages – preliminary planning, research design and 

implementation – as well as two phases of data collection and analysis – a 

qualitative (exploratory) phase followed by a quantitative (confirmatory) phase.  

The following discussion presents a conceptual overview of each stage.  

 
3.3.1 Preliminary planning. 

An initial step in the research process (as shown in Figure 3.1) is to generate a 

research idea. Academics typically draw ideas from published literature, 

personal experience and people, such as supervisors, colleagues and 

acquaintances (Page & Meyer, 2000). This idea must be conceptualised, 

framed and focused (Marshall & Rossman, 1999). Undertaking a review of the 

literature is, accordingly, an integral preliminary task of the entire research 

process (Adams & Schvaneveldt, 1991). A literature review acquaints the 

researcher with the available body of knowledge in the area, helps them to 

clarify and focus the research problem, and understand procedures and 

methods relevant to the study’s research questions. A literature review also 

broadens the researcher’s knowledge of the area and assists them in 

contextualising the findings of the study in terms of explaining how the findings 

from the study differ from what is already known in the field of inquiry (Kumar, 

2005). The first stage of the present study was an extensive review of the 

literature (as presented in Chapter Two). From that process, key conceptual 

themes emerged and the research questions were defined. These themes and 

questions informed the design of the Stage Two of the research process. 
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Figure 3.1. The Research Plan 
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3.3.2 Research design.  
Stage Two of the research process involves designing an overarching plan for 

the study (Churchill & Iacobucci, 2005). In doing so, researchers make advance 

decisions on the methods and procedures for managing the overall research 

process (Burns & Bush, 2010). Adam and Schvaneveldt (1991) explain that,  

 

“The research design refers to a plan, blueprint, or guide for data 

collection and interpretation - sets of rules that enable investigators to 

conceptualize and observe the problem under investigation” (p. 103).  

 

The research plan guides the overall management of the data collection and 

analysis processes. Researchers must also then decide on a research 

approach, select appropriate sampling and data collection methods and choose 

appropriate analysis to answer the research questions. As outlined in Section 

3.1, this study adopts a sequential mixed method approach. Accordingly, as a 

part of the preliminary research design it was decided that the study’s 

methodology would involve focus group interviews followed by a national online 

survey of Australians from the Baby Boomer, Generation X and Generation Y 

cohorts. The focus group interviews are analysed using thematic content 

analysis and the survey data is statistically analysed using structural equation 

modelling. The rationale for these decisions is provided in Chapters Four and 

Five as part of the procedural discussions.   
 
Consistent with Hedrick, Bickman and Rog (1993), in addition to considering the 

data and analysis requirements, the researcher needs to consider the required 

resources – including time, financial and human resources - to complete the 

project. Aaker et al. (2007) advises that a critical path method can be used to 

schedule the resources required to complete the project. Accordingly, in this 

study, a detailed schematic activity flowchart was prepared outlining each 

activity and its estimated time, financial and personnel requirements. The 

research design was then reviewed to ensure that it was achievable with the 

available resources of the researcher.  
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Besides research design issues, management issues relating to the research 

process were also well thought through. The researcher assessed their 

capabilities to undertake the project, ensuring they had the requisite skills and 

resources. Funding, ethics, data storage and management, as well as people 

management issues, were considered as part of the research design process. 

As a result of these evaluations, a detailed research plan for this study was 

prepared and an ethics application submitted. Ethical clearance was granted 

and the research was conducted in accordance with the approved protocol. The 

study’s research plan was presented as part of a PhD research proposal. This 

proposal was reviewed and approved by the researcher’s PhD supervisors and 

an independent examiner as part of the PhD confirmation process administered 

by Griffith University. A confirmation seminar - which included a detailed 

presentation of the research methodology – was conducted. The seminar was 

attended by the researcher’s supervisors, the examiner and other academics 

and PhD students from the university. As part of this process, the audience was 

invited to critique the research approach and design. This process confirmed 

the research plan was appropriate and achievable for this project.  

 

Once the PhD candidature was confirmed, more detailed procedural planning 

was undertaken. In the qualitative focus group interview phase, this process 

involved setting objectives and formulating discussion guidelines, selecting a 

sample, determining the number of sessions and consideration given to the 

anticipated analysis. In the quantitative survey phase, design considerations 

included: measurement requirements, method of communicating the survey, the 

type of survey, sampling and response rate requirements, and questionnaire 

design and administration.  A pilot survey was also conducted to refine the 

survey instrument. A comprehensive explanation of this detailed procedural 

planning for the exploratory and confirmatory phases of this study is presented 

in Chapter Four and Five respectively.  
 

3.3.3 Implementation.  
Figure 3.1 shows that implementation is the final stage of the research plan. 

This is an important stage of the research process as it involves data collection 

and analysis, as well as evaluating and reporting the results. In this stage, the 

researcher needs to bring together previous research on this topic with the 
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study’s findings and discuss the implications of the results. As part of this 

process, the researcher should reflect on the research process and submit the 

relevant reporting documents (i.e., ethical reviews, funding reports).   
 

3.4 Conclusion 
Methodology is at the heart of any research design (Hair et al., 2008) and, thus, 

the methodological design of this study is a fundament part of this project. As 

outlined in this chapter, the researcher carefully considered the various 

methodological approaches available to social sciences researchers to ensure 

that the most appropriate data collection and analysis methods were adopted to 

generate empirically sound answers to the research questions under 

investigation in this study. Based on this review, a two-phase sequential mixed 

methods design was adopted for this study in order to develop a theoretical 

model of generational consumer decision-making. While this chapter provides 

an overarching rationale for this methodological approach, Chapters Four and 

Five outline and justify the operational procedures required to implement the 

qualitative (exploratory) and quantitative (confirmatory) phases respectively. 

Chapter Four also reports and discusses the results of the qualitative 

(exploratory) phase.  
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Chapter Four: Model Development  
- Qualitative Methods and Results 

  

 
4.1 Introduction 
The central aim of the exploratory phase of this study is to critically assess and 

confirm themes, identified in the literature review presented in Chapter Two, 

through a series of focus group interviews with members of Baby Boomer, 

Generation X and Generation Y cohorts. It is also an opportunity to identify 

emergent themes not previously considered in the literature. Based on the 

analysis of the focus group data, a model that explains the relationships 

between these themes or constructs is presented and hypotheses generated. 

These relationships, and associated hypotheses, are then statistically tested 

and validated using quantitative data in the next confirmatory phase of this 

study, presented in Chapter Five. The exploratory phase also assists in refining 

the context of this study and developing an initial pool of items for the survey, 

where pre-existing scales do not exist.   

 

This chapter begins with an explanation of exploratory research and the 

methodology used to collect and analyse the focus group data. The findings and 

implications of the focus group analysis are then presented.  The chapter 

concludes with the theoretical model and hypotheses for this study, outlining the 

academic contribution and limitations of this exploratory phase.   

 
4.2 Exploratory Research  
Undertaking exploratory research allows researchers to obtain insights and gain 

a clearer picture of the research problem, thereby sharpening the focus of the 

study (Zikmund & Babin, 2007). Marshall and Rossman (1999) explain that the 

purpose of exploratory research is, “to investigate little-understood phenomena, 

identify or discover important categories of meaning, and to generate 

hypotheses” (p. 33). Exploratory studies are often small-scale and used as a 

precursor to a larger study (Kumar, 2005). Zikmund and Babin (2007) propose 

that undertaking a small-scale study that collects data from respondents, similar 

to those being used in the larger-scale study, can refine measures and reduce 

the risk of “fatal flaws” in the study.  
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Qualitative research methods are often used during the exploratory phase of a 

study to uncover the subjective meaning behind the problem under investigation 

(Bradley, 2007) and reveal the underlying reasons and motivations behind the 

behaviour (Aaker et al., 2007). When employing qualitative methods, there is an 

emphasis on understanding rather than measurement. Qualitative research 

methods are typically used for exploratory purposes (Aaker et al., 2007; Boyce, 

2005) when the research problem is not well-defined and a flexible, 

unstructured approach is required to gain further insights and understanding 

into the nature of marketing phenomena (Churchill & Iacobucci, 2005; Malhotra 

et al., 2006).  

 

Qualitative research typically involves a more flexible and intensive relationship 

with respondents than quantitative techniques (Hair et al., 2008). There are 

several qualitative data collection methods, such as observation, case studies 

and participative techniques and approaches (e.g., ethnography). Two of the 

most commonly used methods to collect qualitative data are individual 

interviews and focus group interviews (Aaker et al., 2007). These techniques 

are commonly used because they allow for interaction between the researcher 

and the participants. Interviews also provide the researcher with flexibility in the 

way they structure the session and the questions asked of the participants, 

thereby, generating more depth and richness in the data (Hair et al., 2008). 

These methods can assist in unpacking topics where there is little 

understanding, resulting in a better definition of the issues of importance to the 

research (Page & Meyer, 2000). Focus group interviews are particularly 

advantageous when group interaction is important to achieving the research 

objectives,  

 

“because it allows groups of peers to express their perspectives. Having 

the security of being among others who share many of their feelings and 

experiences, the participants possess a basis for sharing their views” 

(Morgan & Krueger, 1993, p.15).  

 

This study adopted a focus group interview approach as interaction among the 

focus group participants is an important aspect for exploring generational 
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consumer attitudes and intentions and would encourage participants to 

reminisce about their shared history and past experience.  

 

4.3 Method 
Data collection involved seven focus groups sessions as shown in Table 4.1. All 

participants in these sessions were currently living permanently in Australia and, 

therefore, they share a common point of reference to discuss their consumer 

behaviour, in particular, their travel experiences and views on domestic travel. A 

common characteristic shared by all focus group participants is known as a 

control characteristic (Knodel, 1993). Since the study also aimed to identify 

differences in consumer intentions across the generational cohorts, a break 

characteristic (Knodel, 1993) was also used to differentiate these sessions. The 

break characteristic for this study is generational cohort membership. From a 

substantive perspective, Knodel (1993) suggests that more than one focus 

group needs to be held for each break or differentiating variable in order to 

determine that the results are representative of meaningful emerging patterns, 

as opposed to being the result of peculiarities associated with one particular 

session. Accordingly, as shown in Table 4.1, two focus groups were conducted 

for each of the three generational cohorts under investigation (sessions one to 

six). In addition, one mixed generation focus group (session seven), comprising 

individuals from all three generational cohorts, was undertaken to explore 

composite influences.  

 
Table 4.1. Focus Group Session Design 

 
Characteristics 

 

 
Focus Group Session 

 
1 & 2 

 
3 & 4 

 
5 & 6 

 
7 

Control characteristic 

Permanent Australian resident  

 
X 

 
X 

 
X 

 
X 

Break characteristic 

Baby Boomer generation  

Generation X  

Generation Y 

 
X 

 
 

X 

 
 

 
X 

 
X 

X 
X 
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4.3.1 Data collection.  
Data collection focused on recruiting participants for the focus group sessions 

and then conducting the sessions. A pool of focus group participants was, 

initially, contacted via telephone or in-person from university, professional and 

personal contacts of the researcher. From this initial pool of contacts, snowball 

sampling was used to generate sufficient participants for each focus group 

session. This technique is often used when it is difficult to find appropriate 

research subjects, so new participants are recruited from the previous contacts 

(Page & Meyer, 2000). Participation in the session was encouraged by offering 

an incentive of a movie voucher. The sessions were catered, with lunch or 

dinner provided to participants. Kruger (1994) stresses the importance of 

offering an incentive for focus group participants when time and effort is 

required.  

 

In total, seven focus group sessions with 41 participants were undertaken. Each 

session had six to eight participants and was approximately two hours duration. 

Participants were assigned to a session based on their year of birth and 

grouped according to the generation timeframes as defined in the literature 

review (outlined in Chapter Two). Accordingly, Baby Boomer participants were 

defined as born from 1946 to 1964; Generation X participants were defined as 

born from 1965 to 1976; and Generation Y participants were defined as born 

from 1977 to 1994. Overall, the sample had a gender bias with 24% male and 

76% female participants. The gender bias was not viewed as problematic given 

the exploratory nature of this phase of the study and would be addressed in the 

quantitative survey phase with the larger sample size.  

 

At the beginning of the session, focus group participants were informed about 

the purpose of the study and an information sheet on the project was distributed 

(refer to Appendix A). Focus group participants had an opportunity to read the 

information sheet and then signed a consent form (refer to Appendix A) that 

acknowledged they understood the purpose of the study and gave their 

permission to participate in the study.  The questions in the focus group protocol 

were developed to elicit responses relating to the five key themes identified 

from the literature review, as shown in Figure 4.1.  
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The first two themes explored were attitudinal and social influences on decision-

making. These themes were derived from the theory of reasoned action. The 

next theme was barriers and limits on decision-making. This theme aimed to 

explore perceived controls on intention based on the theory of planned 

behaviour. The fourth theme, the influence of memories of the past on holiday 

decision-making, investigates the significance of past experiences on future 

behaviour. This theme is apparent in both consumer behaviour and 

generational literatures. The finally theme investigates perceptions of 

generational decision-making. This theme is included given the immense 

interest and considerable discussion stereotyping each generation’s consumer 

views and behaviour in the mainstream press. These themes were explored in 

the context of taking a holiday in Australia.  

 

Figure 4.1. Key Themes Identified From the Literature Review and 
Explored in the Focus Group Sessions 

 
 

 

 

 

 

Generational 
cohort 

consumer 
decision-
making 

Attitude  
towards the 
behaviour 

 
Controls 

and 
barriers  
that impede 

decision-
making 

 
Perceptions 

of 
generational 

decision-
making 

 

Influence of 
memories  
of the past  

on current 
decision-
making 

Social 
influences 

on decision-
making 

Blue – Theme identified in the consumer behaviour literature. 
 

Red – Theme identified in the generational literature. 
 

Purple – Theme identified in both the consumer behaviour and generational cohort literature. 
 

Source: Developed for this study. 
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Refer to Appendix B for a full list of focus group questions. The first part of the 

focus group session investigated attitudes towards holiday consumption and 

perceived controls on performing this behaviour. The attitudes of focus group 

participants were explored by asking them to explain, in their own words, what a 

“holiday” means to them and to discuss their views and beliefs about taking a 

holiday. Barriers and limitations to taking a holiday were investigated by asking 

what prevented them from taking more holidays. The second part of the session 

concentrated on the social influences of holiday consumption, in particular 

“who” or “what” influences their consumer decisions and the level of that 

influence. In the third part of the session, focus group participants were given a 

list of major historical events, as well as social and technological changes, that 

had occurred during the formative years of each of the three generations. Refer 

to Appendix C for this list. This list was generated from amalgamating the 

descriptions of the Baby Boomer, Generation X and Generation Y cohorts 

derived from the literature review presented in Chapter Two. Focus group 

participants were then asked to think back to when they were growing up and 

comment on how these events or changes had influenced them personally.  

Finally, focus group participants were asked to consider if they thought people 

from their generational cohort behaved in a similar way to investigate 

generational perceptions of consumer and travel decision-making. . Each part of 

the session is explained in more detail later in this chapter as part of the 

thematic analysis presented in the results section of this chapter (i.e., Section 

4.4).  

 

As outlined in the focus group protocol shown in Appendix B, in addition to the 

umbrella questions, focus group participants were probed to encourage them to 

provide in-depth responses to the researcher’s questions. Non-directive probing 

- as described by Fowler and Mangione (1990) - and paraphrasing was used in 

the focus group sessions to clarify and amplify a participant’s original answer, 

ensuring correct interpretation. The research design included several research 

team meetings during the data collection process to discuss emerging themes 

and probe for research biases to improve the confidence in the findings.  
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4.3.2 Data analysis.  
As the analysis of qualitative data uses the researcher’s subjective judgment, 

researchers need to be systematic, disciplined and transparent when analyzing 

qualitative data (Punch, 1998). To assist with this analysis, focus group 

information was digitally recorded and later transcribed by a professional 

transcription service. Analysis of the data followed the procedures set forth by 

Marshall and Rossman (1999). The researcher’s notes and the transcriptions 

were edited for errors, incompleteness, misclassification and gaps in 

information to clean the data. As part of an informal content analysis process 

(Page & Meyer, 2000), the researcher undertook several readings of the 

transcripts to become familiar with the data. As a result of this iterative process, 

several categories of conceptual themes emerged. These themes were 

inductively derived from the data and deductively verified with existing theories 

as identified in the literature review (Punch, 1998). Subsequently, a formal 

content analysis of the data was undertaken using an iterative process - as 

described by Punch (1998) - where the data was assigned codes using NVivo 

computer software to record the coding. These codes were initially based on the 

conceptual themes and then on more specific codes that reflected high order 

concepts.  These constructs were then organised into the theoretical model.  

 
4.4 Results 
This section reports on the findings from the focus group interview sessions. 

The section is organised according to the five key themes derived from the 

literature review, as shown in Figure 4.1. Each section begins with a brief 

review of the current literature relating to each theme. The focus group findings 

are then presented and the implications to this study are discussed. The 

chapter concludes with the presentation of a preliminary theoretical model 

integrating the literature review (in Chapter Two) with the findings of focus 

group analysis (in this chapter). Contributions to the literature from this 

exploratory research are also presented as well as a discussion on the 

limitations of focus group interviews and the implications for the next stage of 

the model development process.  
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4.4.1 Attitude. 
According to the theory of reasoned action and theory of planned behaviour, 

attitude is a core driver of behavioural intention and, accordingly, it was the first 

theme explored in the focus group sessions. The literature defines attitude as 

beliefs about achieving a favourable or unfavourable outcome from performing 

the behaviour (Schiffman et al., 2008). Thus, the outcomes consumer associate 

with a product or experience (Hoyer & MacInnes, 2010) creates a positive (or 

negative) motivation to purchase it (Blackwell, Miniard, Engel, D’Souza & 

Taghian, 2006). Hence, consumers tend to make choices that lead to the most 

favourably perceived outcome (Ajzen & Fishbein, 1980; Ajzen, 1988). The 

commentary on generational consumer attitudes and beliefs was presented as 

part of the literature review in Chapter Two. This commentary is based on the 

notion that the shared life experience of each cohort results in discrete and 

recognisable consumer groups, whose members share distinctive consumer 

beliefs and behaviour. For example, Baby Boomers are described as 

predisposed to borrowing to buy (Schewe et al., 2000) and are not afraid to 

spend money (Wuest et al., 2008); Generation X are described as conservative 

(Sirias et al., 2007), pragmatic (Herbig et al., 1993; Sirias et al., 2007) and 

materialistic consumers (Herbig et al., 1993; Roberts & Manolis, 2000); and 

Generation Y are described as brand conscious (Sullivan & Heitmeyer, 2008) 

and consumption orientated (Knight et al., 2007; Sullivan & Heitmeyer, 2008; 

Wuest et al., 2008). However, as outlined in Chapter Two, most of this 

discussion on generational consumer beliefs and attitudes is anecdotal and 

unsubstantiated and, therefore, requires further empirical investigation. The 

objective of this analysis is to validate attitude as a key driver of consumer 

intention to purchase across the generational cohorts and, if evident, identify 

distinct consumers segments based on the shared beliefs and attitudes of each 

generational cohort.  

 

To explore consumer attitudes in the focus group sessions, the researcher 

aimed to unpack favourable and unfavourable consumer outcome beliefs 

associated with taking a holiday. Accordingly, focus group participants were 

asked to explain, in their own words, what a “holiday” means to them. The 

researcher asked probing questions to elicit responses from focus group 

participants on the motivational influences on their consumer decisions, in 
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particular, the perceived positive outcomes (or benefits) and negative outcomes 

(or costs) of taking a holiday.  

 

Analysis of the focus group transcripts revealed that consumer attitudes were 

value-driven. Figure 4.2 shows there are two core value beliefs associated with 

holidays that shaped their consumer attitude: (1) hedonic value; and (2) 

functional value. Value perceptions are based on psychological and affective 

evaluations of the expected outcome, described as hedonic value. Value is also 

considered in terms of functional outcomes, based on cognitive or attribute-

based evaluations. The focus group analysis revealed two core aspects of 

hedonic value – perceived emotional and novelty value – and two core aspects 

of functional value – perceived value of money and quality – associated with 

holiday experiences.  

 

Figure 4.2. The Influence of Value Perceptions on Consumer Attitude 

 
 

Table 4.2 provides a summary of these core constructs identified from analysis 

of the focus group transcripts and compares the level of discussion across the 

generational cohorts. The table shows that, although all aspects of perceived 

value were discussed by each cohort, generational differences are evident. 

Most notably Baby Boomers participants seemed, particularly, interested in 

discussing novelty associated with holiday experiences. In contrast, Generation 

X and Generation Y tended to discuss functional aspects of a holiday, 

particularly price and quality trade-offs. The emotional value (e.g., excitement, 

relaxation, etc.) of a holiday was frequently discussed across all focus group 

sessions. This finding is consistent with consumer behaviour literature (e.g., 

Assael, Pope & Voges, 2007; Blackwell et al. 2006; Schiffman et al., 2008) 

which indicates that the value perceptions associated with a product or 
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experience determines a consumer’s attitude towards it. This finding also 

reinforces the importance of attitude in shaping consumer intentions consistent 

with the theory of reasoned action and theory of planned behaviour. The focus 

group analysis, however, reveals generational differences in value perceptions. 

This finding may explain differences in their consumer attitudes and beliefs 

proposed in the literature and commentary on generational cohorts. In the 

following sub-sections, the focus group findings relating to each of these value 

perceptions are presented and the implications to the study are discussed.  

 
Table 4.2. Comparison of Generational Cohort Value Perceptions 

Value perceptions Baby Boomera Generation Xa Generation Ya 

Hedonic value perceptions 

Perceived emotional value 

Perceived novelty value  

Functional value perceptions 

Perceived value for money 

Perceived quality 

 

XX 

XXX 

 

XX 

X 

 

XX 

XX 

 

XXX 

XX 

 

XX 

XX 

 

XXX 

XX 

a XXX denotes discussed very frequently by focus group participants;  
XX denotes discussed frequently by focus group participants;  
X denotes discussed occasionally by focus group participants.  

 
Perceived emotional value.  

Analysis of the focus group data reveals that consumers associate holidays with 

positive and negative feelings. This finding is consistent with the consumer 

behaviour literature which highlights the importance of emotions in predicting 

and explaining consumer decision-making (Grimm, 2005). Thus, what we “like” 

and “dislike” influences our consumer intentions (Blackwell et al., 2006). Babin, 

Darden and Griffin (1994) describe these hedonic aspects of consumer value as 

the experience’s potential entertainment or emotional worth. In the context of 

this study, focus group participants described the perceived emotional value, 

generated from a holiday experience, by using words like “good”, “relaxation”, 

and “freedom” to convey expected positive emotional outcomes. Other 

participants used words like “bored”, “difficult” and “a nightmare” to convey the 

expected negative emotions associated with certain types of holidays. The 

quote below from a Baby Boomer focus group participant is an example of the 
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positive emotional state of “excitement” she associates with international 

holidays.    

 

“...I think there is something rather exciting about a different country with 

a different language with a different currency and culture and food that is 

quite different”.   

 

In contrast, other focus group participants desired the affective state of 

“relaxation” from their travel experience as illustrated in the quote below from a 

Generation Y focus group participant.  

 

“…I like full relaxation holidays.  We often go to places like Long Island 

where all your food is paid for.  You just go, get up [and] go, have your 

breakfast. [You] don’t have to clean up – lunch [or] dinner - just relaxing 

all day.  That’s my idea of a holiday”.  

 

As exemplified in both of the quotes above, focus group participants generally 

perceived positive emotional outcomes from holidays and, therefore, had 

positive attitudes towards this behaviour. However, there were some focus 

group participants who had negative attitudes towards certain types of holiday 

behaviour because it was connected with unfavourable emotional states, such 

as “stress” and “hassle”. To illustrate this point, below is a quote from a 

Generation X focus group participant who had conflicting views on the 

emotional outcomes of international and domestic holidays.  

 

“…I've just been to Hong Kong with the kids and that was hard. It was 

good but it was hard. I think going overseas for me would just seem like 

really a nightmare again because of everything that has to come along 

with going overseas…We went up to Harvey Bay last Christmas for a 

week and that was very pleasant. It wasn't far, it was easy and it felt like 

a holiday because it was just away from normal life”. 

 

In this quote, she describes the emotional stress associated with overseas 

holidays and articulates her negative attitude towards this type of travel. She 

describes the experience as “hard” and a “nightmare”.   Yet, she does not seem 
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to have a negative attitude towards domestic holidays because she perceives 

them to provide positive emotional benefits by describing the experience as 

“pleasant”, “easy” and “a break from her everyday life”. 

 

In conclusion, the focus group analysis shows that consumers are driven by the 

perceived emotional states, that they believe, the consumptive experience 

generates. As presented in this analysis, consumers have favourable and 

unfavourable emotional evaluations of consumption outcomes. These outcome 

beliefs and evaluations determine their positive or negative attitude towards the 

behaviour. Thus, in the context of this study, someone is more motivated to 

travel if they believe that a holiday will generate their desired feelings and result 

in a favourable emotional state.  

 

Perceived novelty value. 

Novelty-seeking emerged as a strong theme across all focus group sessions. 

Nonetheless, interest in having a novel experience while on holidays was a 

particularly salient topic of discussion in the Baby Boomer sessions, as shown 

in Table 4.2. For many of the focus group participants, a positive attitude 

towards a holiday was linked to the perceived novelty value it provided. Novelty 

was typically linked to experiencing different places, cultures and customs, and 

accordingly, novel experiences were typically associated with international 

holidays. Perceived novelty value provided the benefit of stimulation and 

aroused interest as focus group participants were curious about having new and 

different experiences and felt a sense of adventure from partaking in these 

experiences. Focus group participants also associated novelty with a desire for 

learning new and different things. Novelty-seekers desired stimulating holiday 

experiences that provided contrast to their own life to gain a “refreshed” or 

“renewed” perspective on life and challenge their view of the world. To illustrate 

this concept, a Generation Y respondent describes the novelty value she 

perceives from international travel.  

 

“...Experiencing something different, like different cultural 

activities...something totally new that you don’t have any understanding 

about. You want to learn about [it] as well”. 
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Similarly, a Generation X focus group participant describes the perceived value 

of “new” and “novel” experiences she associates with overseas travel.  

 

“...Experiencing new cultures especially. Seeing the way other people 

live. I think is really good too because you always tend to compare don’t 

you and then you usually end up coming back to Australia going thank 

god I live here”. 

 

As highlighted in the quotes above, focus group participants perceived that 

novel holidays provided the benefits of gaining a fresh perspective and 

understanding of different people and places.  Thus, the core part of novelty is 

the desire for learning through new experiences and knowledge. Based on the 

findings reported above, this study proposes that the desire for novelty from the 

consumptive experience felt by some consumers creates a positive attitude 

towards experiences that they perceive fulfil this aspiration.  

 
Perceived value for money. 

The focus group analysis revealed that consumer attitude is also determined by 

functional or cognitive outcome perceptions. A particularly salient functional 

assessment of the consumptive experience is its perceived cost and value for 

money.  Thus, focus group participants indicated that they tended to seek 

experiences that were perceived to provide the greatest return on their 

monetary investment. Consumers sought to “quantify the value” and considered 

consumer decisions in terms of a “willingness to pay” based on the anticipated 

returns evaluated against the perceived cost of the experience. Maximising the 

returns from the monetary investment in a holiday was particularly salient for 

Generation X and Generation Y with this theme generating considerable 

discussion in the focus group sessions for these cohorts, as shown in Table 4.2. 

Yet, Baby Boomers considered value for money important. A Baby Boomer 

focus group participant’s statement illustrates this point. She describes the need 

to “quantify” the returns on a holiday in terms of the value returned for its 

monetary cost.    
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“...You want to be able to quantify that that’s a good holiday because you 

achieved A, B and C, so if the cost is high, you want to…achieve more.  

Whereas if the cost is low, your expectations are lower and you’re not as 

concerned about what the payback is”. 

 
Similarly, a Generation X focus group participant describes her willingness to 

pay more if the value returns on that investment are perceived as justified.  

  
 “…I'm willing to pay. Give me the best holiday because…if it…delivers 

what…[its] supposed to deliver I'll pay the money”.  

 

As these quotes illustrate, consumers across all generations expected and, in 

some cases, were willing to spend more money on a holiday with higher 

perceived returns or value but, generally, felt reluctant to spend money on 

holidays with lower perceived returns or value. Value for money perceptions 

are, based on the perceived cost evaluated against the perceived benefits. 

Accordingly, in the context of this study, consumers are motivated to travel 

when they consider the perceived monetary cost of the holiday is appropriate to 

the outcomes it is anticipated to generate.   

 

Perceived quality. 

In addition to considering the perceived monetary cost of the consumptive 

experience, the focus group analysis shows that consumers adjust their value 

expectations according to quality perceptions associated with it. Thus, holidays 

perceived as luxurious, or expensive, are expected to perform better as 

illustrated below by a quote from a Generation Y focus group participant.  

 
“...[It depends on] the kind of experience you want to have. I know for our 

honeymoon we went with a shorter time but much more expensive, much 

more luxurious, because we wanted that whole pampering [experience] 

whereas when we normally travel - so it wasn’t for a special occasion - 

we’d probably go budget to go as long as possible and do things like stay 

in a hostel”.  
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In the quote above, the focus group participant describes that the “kind of 

experience” she seeks dictates her value perceptions of that holiday. Below is 

another example of this quality evaluation; a Generation X focus group 

participant indicates that her value perceptions are adjusted based on her 

beliefs on performance of the destination, in this case the novelty value she 

attaches to it.  

  

“…Going to the Sunshine Coast or Byron Bay isn't different to me. We've 

got the beach here [in my home town], so I resent paying for that kind of 

holiday; whereas I would be quite happy to pay a lot more to go and see 

something different, to get a chance to go overseas”.   

 

As the quote above illustrates, the performance of the holiday drives her 

consumer attitude, the perceived quality of the holiday consequently affects her 

perception of its value for money. This appraisal of quality, and its link to value 

for money, was also reflected by other focus group participants. Luxurious 

holidays and holidays to international destinations were generally viewed by 

focus group participants as higher quality holidays, and were perceived to offer 

more value, in both monetary and non-monetary terms, than lower quality 

holidays, such as budget holidays, for exampling camping, and holidays to 

domestic destinations. Based on this notion, this study proposes that quality 

perceptions influence consumer attitude. This assessment is based on the 

expected performance of the consumptive experience, described in terms of 

what they receive for what they give. Accordingly, in a tourism context, 

consumers are motivated to travel when they consider the perceived quality of 

the holiday is appropriate to the outcomes it is anticipated to generate.   

 
Attitude - Conclusions and implications.  

The focus group analysis confirms the importance of attitude in shaping 

consumer intentions. Focus group participants indicated that a positive attitude 

towards holidays motivated them to intend to take a holiday. Furthermore, 

consistent with the consumer behaviour literature (e.g., Assael et al., 2007; 

Blackwell et al. 2006; Schiffman et al., 2008), the focus group analysis verifies 

that consumer attitudes are value-driven, based on a value-expectancy 

principle. Accordingly, consumers seek outcomes that are perceived to offer the 
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highest value. These findings are consistent with the theory of reasoned action 

(Ajzen & Fishbein, 1980) and the theory of planned behaviour (Azjen, 1988; 

1991).  

 

A summary of the four core value dimensions and two latent value constructs 

evident from the focus group analysis is presented in Figure 4.2. The model 

shows that the latent constructs of hedonic value - consisting of emotional and 

novelty value dimensions - and functional value - consisting of value for money 

and quality value dimensions - determine a favourable or unfavourable 

consumer attitude towards the intended consumptive behaviour. The focus 

group analysis showed that consumers have a positive attitude towards 

experiences that are perceived to deliver positive emotional outcomes (e.g., 

enjoyments, happiness, etc.) and avoid experiences that are associated with 

negative outcomes (e.g., stress, displeasure, etc.). Hence, perceived emotional 

value is a core dimension of hedonic value. Likewise, consumers seek 

experiences that are perceived to arouse curiosity and provide opportunities for 

stimulation and new knowledge. Thus, the perceived novelty value, a consumer 

associates with an experience, shapes their hedonic value perceptions towards 

it. Consumer attitude is also based on functional evaluations. Consumers 

assess consumptive experiences according to its perceived value for money 

(i.e., trade-offs between the perceived amount of money required to be invested 

and the returns on this investment) and perceived quality (i.e., how it is 

expected to perform). These findings are consistent with the literature on 

consumer value perceptions (e.g., Assaker et al., 2010; Lee & Crompton, 1992; 

Sweeney & Soutar, 2001) which highlights the importance of these four 

dimensions of value in shaping consumer attitude. However, this study reveals 

that, although all generational cohorts seek all four value dimensions from a 

holiday, there are differences in their level of intensity across the generational 

cohorts as shown in Table 4.2. Thus, a key outcome of the next quantitative 

phase of this study is to use this model to statistically test and validate the 

differences in generational value perceptions and the influence of these 

perceptions on consumer attitude.  
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4.4.2 Social influences. 
The theory of reasoned action and theory of planned behaviour suggest that 

social influences motivate, or inhibit, decision-making. These theories advocate 

that consumers must, not only have a positive attitude towards the object, they 

must also believe that important others think they should consume it (Ajzen & 

Fishbein, 1980; Ajzen, 1988). To explore the importance of social influences as 

key drivers of consumer decision-making, focus group participants were asked, 

“Who or what influences where you decide to holiday?” and “Who or what has 

the most influence on your decision-making?”  

 

Analysis of the focus group data reveals that information from macro and micro 

social referents affect a consumer’s beliefs about the consumptive experience. 

Figure 4.3 shows that macro informational referents - based on mass media 

communication - and micro informational referents - based on interpersonal 

communication - inform consumer decision-making. The influence of both of 

these informational referents on consumer behaviour is well-established in the 

literature. Blackwell et al. (2001), for example, describes the influence of macro-

culture in a consumer context as, “The value and symbols that apply to an 

entire society or to most of its citizens” (p. 546). Similarly, Schiffman et al., 

(2008), for example, describes the importance of verbal and non-verbal 

interpersonal cues from others on informing consumer decision-making. 

Drawing upon the consumer behaviour literature, macro social referents are 

described in this study as large scale social influences and beliefs that impact 

on an entire society typically through mass audience communication channels. 

This construct is labelled mass media referents. Micro social referents are 

described as personal interactions that influence beliefs at the individual level 

typically through word-of-mouth and direct interpersonal interactions. This 

construct is labeled interpersonal referents.  
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Figure 4.3. Defining Informational Referents  

 
 

Table 4.3 shows that the frequency of discussion of these two social referents 

varied between generational cohorts. Baby Boomers discussion concentrated 

predominantly on interpersonal referents, such as communication with friends, 

family and travel sales agents about travel. While Generation X and Generation 

Y discussion also mentioned interpersonal referents, discussion in their 

sessions concentrated predominantly on mass media referents, such as 

television, books, movies and the Internet. This finding suggests generational 

differences in the importance of these referents on consumer decision-making. 

Further analysis of the focus group data in relation to these two constructs is 

presented in the subsequent sections. 

 
Table 4.3. Comparison of Generational Informational Referents 

Informational referents Baby Boomera Generation Xa Generation Ya 

Mass media referents 

Interpersonal referents 

XX 

XXX 

XXX 

XX 

XXX 

X 

a XXX denotes discussed very frequently by focus group participants;  
XX denotes discussed frequently by focus group participants;  
X denotes discussed occasionally by focus group participants.  
 

In addition to informational referents, it is evident from the focus group analysis 

that travel consumption also has a social value. Sweeney and Soutar (2001) 

describe social value as the ability of the product to enhance the consumer’s 

self-concept. Across all focus group sessions, participants used their travel 

stories and experiences to express who they are and to seek approval from 

others. This construct is, therefore, described in this study as normative 
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referents as shown in Figure 4.4. The following sub-sections report on the mass 

media, interpersonal and normative referents on consumer decision-making.   

 

Figure 4.4. Defining Normative Referents  

 
 

Mass media referents. 

Analysis of the focus group transcripts reveals that informational influences from 

macro social referents play a role in shaping consumer perceptions and 

attitudes across all generations. The mass media was mentioned as the primary 

macro source of influence on their consumer motivation and choices. As noted 

in Table 4.3, reference to the mass media was particularly evident in Generation 

X and Generation Y focus group discussions, yet to a lesser extent, Baby 

Boomer focus group participants also referred to the mass media as a source of 

reference to inform their decision-making. 

 

The types of mass media mentioned in focus group sessions across all 

generations were broadcast media (e.g., television), print media (e.g., 

newspaper, magazines) and electronic media (e.g., Internet searching and 

websites). Fiction and non-fiction stories featuring destinations in books, movies 

and television programs were also mentioned as a motivational point of 

reference in the focus group sessions. Focus group participants mentioned that 

they consulted multiple mass media sources as part of the consumer decision-

making process to ensure that they made the “right choice” and got the “best 

deal”. For some focus group participants, the motivation to take a holiday, or the 

generation of holiday ideas, are catalysed by mass media sources. For 

example, a Generation Y focus group participant describes the influence of a 

particular movie on her travel behaviour.   

 

“…My total motivation for wanting to go the Greek Islands [was] because 

when I was young I remember watching with my Mum Shirley Valentine”.   
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Similarly, a Generation X focus group participant cites the Australian travel 

television program, Getaway, as an important influence on her travel decision-

making.  

 

“...Getaway is really good...If we know in six months time [that] we’re 

going to go on a holiday, I will start flicking onto Getaway”.  

 

Most focus group participants, however, found it difficult to differentiate the 

exact origin of a holiday idea given the multiple mass media inputs that shape 

their views about holiday choices. For example, a Generation Y comments on 

the general importance of fiction and non-fiction stories in catalysing her travel 

behaviour.  

 

“Sometimes a movie or a documentary can give you an idea. If you’re 

already thinking of a holiday - of going overseas - and you see a 

documentary and you might say I’d go there”.    

 

As illustrated by this comment, holiday ideas often came from incidental mass 

media referents and casually searching mass media sources for information 

about travel and tourist destinations. Stories in newspapers, magazines and on 

television were mentioned by focus group participants as influential mass media 

referents as illustrated below by a comment from a Generation X focus group 

participant, who describes what “sparks” a holiday idea.  

 

“...My husband normally decides where we go on holiday...He reads 

about it in say the Sunday magazines or he's seen it on a television 

show.  That will sort of set the spark [for us] to think, we haven't been 

there, why don't we go there”.  

 

Although the consumer decisions of most focus group participants were 

influenced by mass media referents, there also appeared to be some skepticism 

about the authenticity of these referents.  Some participants perceived that 

there was a blurring of distinction between unsolicited and solicited (or 

advertising) content. For some participants, television programs were highly 

influential; particularly travel themed programs such as the Australian television 
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travel program, Getaway; while others felt that these programs were too biased. 

Television programs linked to brands, such as Lonely Planet, were viewed as 

more independent as they are “not trying to sell anything”. The following 

comment from the Generation Y focus group participant illustrates the need for 

the consumer message to appear authentic:  

  

“There’s another guy that does a really gross one through Asia, a 

cooking [television] show. It’s really disgusting food. Those types of 

things, but not those mainstream [programs such as] Getaway. I think 

they’re directing you, promoting this particular holiday, flight and 

accommodation where you kind of feel like what’s your cut”. 

 

Some consumers, like the Generation Y focus group participant mentioned 

above, believe they are quite media savvy and perceive that they are overly 

influenced by the mass media. Although this skepticism was reported in all 

focus group sessions, the commentary on generational cohorts in the literature 

suggests that Generation X are a particularly media savvy cohort describing 

them as a sceptical (Fall, 2004; Heaney, 2007; Norum, 2003), unbelieving (Fall, 

2004; Heaney, 2007) and untrusting (Davis et al., 2006) of the mass media. 

Although there may be some consumer skepticism of the mass media, the 

preceding discussion attests that generally mass media referents are an 

important influence on consumer attitudes and, ultimately, their decisions 

across all generations. These referents tend to have a mass influence on 

consumer attitudes and intentions given the scale and reach of their market 

messages. Mass media is, therefore, an influential macro (societal) social 

referent, and an important communication vehicle for marketers.  

 

Interpersonal referents. 

Although focus group participants indicated that macro influences from the 

mass media played an important role in shaping their consumer beliefs and 

guiding their decisions, generally they felt that stories from friends and family 

had a stronger influence on their decisions. Personal accounts of friends and 

family’s travel experiences and recommendations were viewed as the most 

reliable source of information, thus, encouraging others to travel. Mostly 

notable, in the tourism context, was the influence of interpersonal referents on 



 

 94 

consumer attitudes towards particular destinations. Below are examples of 

some of the comments on the importance of interpersonal referents in shaping 

consumer attitude. The first example is a Baby Boomer focus group participant 

who recalls a conversation with her friend about her recent holiday.  

 

“...Some friends got home just on Saturday night and they’d been to 

Thailand. I rang them last night to say welcome home and they were 

talking about what they’d done...They actually went right up into the 

mountains of Thailand and saw the women who wear all the things 

around their neck and they said they all wore fabulous colours and 

everything else”.  

 

She then goes on to describe how the perceived outcomes of their experience 

shape her perception of the “good holiday” (i.e., her attitude towards holidays).  

 

“...They learnt something; they also had a rest; and they come home with 

some nice shopping.  That to me is my definition of a good holiday”. 

 

Similarly, a Generation X focus group participant describes the influence of 

word-of-mouth from her friends on her travel decisions.  

 

“...My friends...listening to them talking about where they will take their 

next holiday...they inspire me to go on holiday”.   

 

Word-of-mouth from family also influences travel decisions as illustrated by a 

comment from a Generation Y focus group participant. Notably, friends and 

family who are more experienced travelers, or travelled frequently, were viewed 

as more trusted sources of information.  

 

“...I listen to my parents a lot.  They’re just starting to get to retirement 

age so they’re starting to take a lot more international trips and domestic 

trips so they’re talking about holidays all the time at the moment”.   
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The focus group analysis also reveals that interpersonal interactions with travel 

agents also play an important role in driving consumer decisions, as evident 

from the comment below from a Generation Y focus group participant.  

 

“What I did in Thailand was very much based on what the 

recommendation of the travel agent said because that’s the only area 

that I hadn’t done any research in myself”. 

 

Similarly, a Baby Boomer focus group participant comments on the influence of 

the travel agent on choosing the destination when planning a trip.   

 

“...It was mainly just done by the travel agent based on this was our 

criteria and this is how long we’ve got and this is what we’re going for.  

That they made that choice and we said, yes, that sounds fine”. 

 

In addition to direct interpersonal communication with friends and family and 

travel agents, the focus group analysis reveal that some members of 

Generation X and Generation Y use technology, such as social networking 

websites, to communicate with their friends and family, as well as online 

consumer forums to source reviews from other consumers. However, it should 

be noted that only a minority of focus group participants across all generations 

thought that social media informed and/or influenced their travel decision-

making. Of these participants, it was important that this information was user-

generated rather than generated by businesses to ensure the authenticity of the 

information. Below are some examples of comments from those participants 

who used social media. Firstly, a Generation Y comments on the use of the 

social networking site, Facebook, to source travel ideas based on the 

experience of people she knows.    

 

“...Heaps of people we know do lots of trips in Australia and also 

overseas, so you get a little preview as to where you can go”. 

 

For other focus group participants, online reviews from other consumers 

influenced their travel decisions. For example, a Generation X focus group 
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participant describes how the online forum, Trip Adviser, influences her travel 

decisions.   

 

“...To look at comments and the photos that travellers have posted”.  

 

Finally, a Generation Y focus group participant, who used online consumer 

reviews, known as travel blogs, when choosing a cruise ship holiday, 

comments,  

 

“...I wanted to know whether it was a good ship or not, like the service 

and the food and all that kind of stuff, and if they thought it was good or 

not.  Because it’s quite a bit of money to spend and I thought I don’t want 

to go it was a mistake”. 

 

As highlighted in the preceding discussion, word-of-mouth from personal 

contacts - typically friends and family - as well as travel agents and social media 

- typically online forums and reviews - influenced the consumer behaviour of the 

focus group participants. Based on this focus group analysis, this study 

proposes that consumer attitude is shaped by information from personal or 

micro interactions with interpersonal referents.  

 

Normative referents.  

A large proportion of the focus group discussion concentrated on sharing beliefs 

about travel, based on personal travel experiences and stories. Focus group 

participants used travel beliefs and stories to express who they are. How they 

planned their holidays, and the destinations they visited, were used to describe 

their self-image, or “who I am”, and enhance their sense of self.  For example, a 

Generation Y focus group sees herself as a global traveller that is looking for a 

cultural experience and, thus, is not motivated to holiday in Australia.  

 

“I think you don’t get the culture experience, so may not be as motivated 

to take a holiday in Australia. You may save longer to wait until you go 

overseas rather than going within Australia”. 
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In contrast, another focus group participant, who has a strong attachment to her 

Australian identity and sees herself as a local traveller, replies:  

  

“I’m a bit the opposite. I couldn’t stand going overseas. I think it’s more 

because I don’t like plane flights but yeah I love holidaying in Australia”.  

 

The interviewer then probes to find out what she particular likes about travelling 

in Australia, and she states:  

 
“…Just exploring where I come from a bit, like my own country…my 

sister loves travelling overseas...that’s great, but it’s just not me. I like our 

culture and I love the outback and it just fascinates me more to explore 

Australia than overseas”. 

Although the first respondent is motivated to travel overseas, and the second 

respondent is motivated to travel domestically, both of these participants 

indicated that there is a social value attached to their travel behaviour. 

Furthermore, the second respondent uses her preference for Australian travel to 

differentiate herself from her sister. As these examples illustrate, social approval 

seeking or normative referents was typically expressed by using travel stories 

and experiences to enhance a person’s self-identity.  

 

Social influences - Conclusions and implications.   

Consistent with the theory of reasoned action and theory of planned behaviour, 

the focus group analysis confirms that social influences shape consumer beliefs 

about consumptive experiences. It is evident that consumers from all 

generations consider the opinions, stories and experiences of others when 

considering their consumer choices. These insights can be based on fictional 

(e.g., movies, books) and non-fictional (e.g., documentaries, personal 

narratives) informational referents. Bearden, Netemyer & Teel (1989) define 

informational referents as, “the tendency to accept information from others as 

evidence about reality” (p. 474). The focus group analysis revealed two principal 

sources of information that guide decision-making: (1) mass media; and  (2) 

interpersonal referents. These informational referents influence the consumer 

behaviour of all generations as shown in Figure 4.3. Consistent with consumer 
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behaviour literature (e.g., Schiffman et al., 2008), the focus group analysis 

identified three principle types of mass media referents: (1) broadcast media; 

(2) print media; and (3) online media.  Word-of-mouth from personal contacts, 

primarily friends and family, and advice from retailers, primarily travel sales 

agents, play an important role in shaping consumer beliefs about consumptive 

experiences. The focus group analysis indicated that personal interactions 

tended to be the most reliable informational referent, however user generated 

content on the internet also plays a role in motivating and informing consumer 

decision-making, for example, Facebook and online reviews. The focus group 

analysis shows that there is a degree of scepticism towards mass media 

referents and some online content, thus the authenticity and genuineness of the 

message is important. The universal use of the online communication mediums 

should not be assumed. Heaney (2008), for example, found the Australian 

Generation X and Y banking customers do not all use internet banking, 

reporting that only 50% used online banking and, of those, Generation Y males 

who are full-time students are the most likely to use online banking. Thus, 

marketers should not presuppose that all Generation X and Generation Y 

consumers prefer an online approach and neglect other more traditional forms 

of marketing (such as print, radio and television advertising and editorial, etc.).  

 

Another social influence that was implicitly evident in all focus group sessions 

was normative referents on consumer decision-making. Focus group 

participants enhanced their self-identity, and sought the approval of others in 

the group, through sharing travel stories and experiences. Participants were 

reluctant to convey that their travel decisions were motivated by approval 

seeking. They did, however, use their travel experiences and beliefs to make an 

impression on others and express the way they wanted to be perceived by 

others in the sessions. These factors are described in the literature as social 

motivations for consumption (Sweeney & Soutar, 2001). The group nature of 

this session could have produced this result. Morgan (1997) explains that focus 

group participants can sometimes withhold beliefs and attitudes they would 

express privately, because they want to make a favourable impression on other 

people. Although the researcher used probing questions to encourage 

responses, it is evident from the analysis that focus group participants were 

reluctant to overtly claim that social approval seeking motivated their decision-
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making. They did, however, express the social value of travel decisions. 

Subjective norms are also a key construct in the theory of reasoned action 

(Ajzen & Fishbein, 1980) and theory of planned behaviour (Ajzen, 1988). For 

these reasons, this study proposes that normative referents influences 

generational consumer decision-making.   

 

In conclusion, based on this analysis this study proposes that consumer beliefs 

are informed by a favourable or unfavourable evaluation of the consumptive 

experience by others. Thus, social influences guide consumer decision-making. 

One type of social influence is informational referents, which includes mass 

media and interpersonal referents. The other type of social influence is 

normative referents, which also guide the decision-making process.  

 

 4.4.3 Control and barriers. 
The preceding discussion highlights the importance of motivational factors, such 

as attitude and informational referents, in predicting and explaining consumer 

intention. However, although someone may be motivated to consume, there 

may be limitations and barriers that can impede an individual’s contemplation 

and execution of the behaviour. These limitations and barriers are described in 

the theory of planned behaviour as perceived behavioural control. The theory of 

planned behaviour proposes that, in addition to having a positive attitude and 

social norms towards the intended behaviour, a person must also have the 

opportunity and resources to successfully perform the behaviour (Azjen, 1988, 

1991). To explore the perceived controls on consumer behaviour, focus group 

participants were asked about perceived barriers and limitations to taking a 

holiday. Analysis of the data reveals that individuals consider their personal 

circumstances – relating to their financial situation, employment, education and 

family situation - when making consumer decisions. These circumstances 

facilitate or impede engaging in the behaviour.  

 
The influence of a person’s economic position on consumer decision-making 

has been well-documented in the literature (e.g., Blackwell et al., 2006; 

Schiffman et al., 2008; and others). The focus group data suggests that 

consumers from all generational cohorts base their consumption decisions on 

their economic position. Thus, focus group participants claimed that although 
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they are highly motivated to travel, without sufficient financial resources, their 

intention to travel is limited. Competing financial commitments also reduced 

some consumer’s motivation to travel. The following example highlights the 

importance of having sufficient financial resources. The comment below is from 

a Generation X focus group participant, who is a school teacher, so has more 

than two months of holiday leave each year. He is highly motivated to travel, but 

his economic situation limits him engaging in this behaviour.  

 

“...The biggest thing for me is financial because I get a lot of holidays so 

I’d like to go away every [school] holiday if I can, but it comes down to 

what money you’ve got and other commitments”.  

 

As highlighted in this quote, “other commitments” can compete for discretionary 

spending. A Generation Y focus group participant echoes this notion when he 

described the financial priority of saving for a house as a, “holiday buster”. 

Similarly, another Generation Y describes the influence of other financial 

priorities on her consumer decisions below.  

 

“...It depends where you’re at in life and relationships. Whereas last year 

and this year we went all out [and] travelled quite a lot, but next year we’ll 

be saving for a house so probably won’t go anywhere”. 

 

When it comes to deciding where to spend money, the Generation X focus 

group participant’s comment below has a similar perspective as the Generation 

Y participants mentioned above.  

 

“...I think it comes into balancing priorities, like you might be going 

through a phase where you want to renovate or something like that so 

you choose your priorities at different stages of your life”. 

 

Income and wealth also influenced consumer decisions. For example, a 

Generation Y focus group participant comments on having different travel 

intentions to her wealthier friends.  
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“I have friends that are quite wealthy so what they’re going to do is going 

to be different to what I do because financially we can’t afford to do it”.   

 

As these quotes highlight, consumer decisions are based on an individual’s 

financial position and priorities. Thus, it is proposed that consumers must be in 

a financial position to afford the holiday and prioritise it among their other 

financial commitments. It was evident across all focus group sessions, that 

although a consumer may be highly motivated to travel, if they lack the financial 

capacity to engage in the activity and/or have other higher consumer financial 

priorities, then it negatively affects their consumer intention.   

 

In addition to financial constraints, focus group participants indicated that work 

or business constraints restricted their ability to travel. Focus group participants 

described the competing need of earning money against the need to take a 

holiday as a barrier to consumption. The influence of employment constraints 

on consumption is exemplified in the comment from a Generation Y respondent 

below.   

 

“...My boyfriend works purely on commission so our holiday taking is very 

difficult because as soon as he’s not working he’s made nothing [and] 

then we would only have my income, so that makes it a bit difficult for 

us”. 

 

A person’s level of education and family situation (i.e., whether are they a 

single, couple or family) were also discussed among focus group participants as 

influencing factors on their travel behaviour. Some focus group participants felt 

that less educated people were less knowledgeable about the world and travel 

and, as a result, they were less motivated to travel compared to their more 

educated counterparts. Likewise, it was generally perceived that family 

considerations complicated travel planning, resulting in reduced motivation to 

travel. Focus group participants described the importance of considering other 

family members, such as their partner and children, in their consumer decisions. 

Even being single (without a partner or children) impacted on consumer 

decisions. To illustrate the importance of family situation on consumer 
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intentions, a Baby Boomer focus group participant describes how having a 

dependent child influences her travel intentions.  

 

“..We just always have to fit in with the children.  There's really only one 

child now, but that's what influences our [decisions]. We've never been 

overseas ever. I was born overseas but we haven't been anywhere 

since.  We just travel around Australia”. 

 

Other focus group participants spoke about how their travel intentions have 

changed since their children have moved out of the family home and become 

independent adults and, as a result, the parents now do not have to consider 

their children in their travel decision-making. This change in perspective is 

explained in the quote below from a Baby Boomer focus group participant.  

 

“...The reason for the holiday and the timing of the holidays change 

because our kids are all grown up. I’m not stuck with the school holidays 

and that is an expensive time to go, so I think that’s changed.  Now my 

husband and I can just go and so it’s not this paraphernalia about what 

are we going to do with the kids, is there somebody to look after them; 

should we leave them behind; is it exam time for them; should we be 

worrying about that?  So I think the nature of the holidays has changed”.  

 

A reduced motivation to travel due to family commitments was also mentioned 

by Generation X and Generation Y focus group participants. For example, 

below a Generation X focus group participant describes her change in 

consumer perspective after having children.  

  

“...I was such a traveller before I had kids and now I find that I just don’t 

have that same enthusiasm and drive to go travelling”. 

 

Motivation to travel with dependent children was also mentioned by other focus 

group participants, who felt that children complicated the experience and made 

travel more difficult. To illustrate this point, below is a quote for a Generation X 

participant. She indicates that having a young child reduces her motivation to 

travel internationally. Yet, even though she has a negative attitude towards 
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domestic travel, she still tends to engage in this type of travel behaviour 

because of her personal circumstances.   

 

“...The prospect of taking a two and a half year old on a plane for 26 

hours is completely off-putting...I'm not really interested in domestic 

holidays other than to visit people that you know, but in the event it's just 

so much simpler with a child”. 

 

Accommodating a person’s family situation not only impacts on people with 

children. Single people also shared this sentiment. For example, a Generation X 

focus group participant discusses the difficulties of finding travel companions as 

a single person and its effects on his travel intentions.   

 

“...If you’re on your own, if you’re single, if you’ve got no one to go with 

some people just don’t go so they might be waiting for someone to go 

along but no one can go when they can go”. 

  

As these quotes emphasise, people tend to consider their family situation when 

making consumer decisions. Consumers tend to only consider consumptive 

experiences that they perceive are able to accommodate the needs of the 

family unit, even though this choice may not reflect their ideal consumer choice.  

For example, in the travel context, consumers in the family life stage indicated 

that they preferred international holidays, however, given the complexity and 

logistics associated with this choice, instead opted for domestic holidays as this 

decision was viewed as an easier and simpler consumer choice when 

dependent children are involved. Thus, an individual’s family situation can 

constrain consumer decision-making.   

 

Controls and barriers - Conclusions and implications.  

The theory of planned behaviour, which underpins this study, proposes that 

non-motivational influences, described as perceived behavioural controls, 

impact on behavioural intention, and directly on the behaviour itself (Ajzen, 

1988; 1991). This study explored these barriers and limitations to consumption 

in a travel context. As shown in Figure 4.5, analysis of the focus group data 

revealed that perceive personal limitations relating to a person’s family and 
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financial situation, education and employment can constrain consumer 

decisions.  

 
Figure 4.5. Defining Perceived Personal Constraints on Consumer 

Intention 
 

 
 

4.4.4 Memories of the past - Formative influences.  
The preceding discussion has explored the importance of attitudinal, social and 

situational influences on cross-generation consumer behaviour. These themes 

were drawn from the consumer behaviour literature. This section seeks to 

integrate that body of knowledge with a concept that underpins generational 

cohort analysis, namely collective memories of the formative years. Previous 

commentary on generational cohorts highlights the importance of a shared 

history in creating a collective memory of the past amongst members of each 

cohort (Noble & Schewe, 2003). These collective memories of the past, in turn, 

shape the shared beliefs, attitudes and behaviour of these distinct consumer 

groups (Davis et al., 2006).  Accordingly, the aim of the focus group study was 

to explore the importance of collective memories of each cohort on their current 

consumer beliefs, attitudes and intentions.  
 

A defining feature of the literature on generational cohorts is the assumption 

that major historical events influence and, in some cases, trigger the orientation 

of each cohort. Past studies, however, have had difficulties validating 

generational cohort membership based on recalling macro historical events 

(e.g., wars, economic depressions, natural disasters and man-made disasters, 

etc.). This difficulty suggests that micro level influences, such as family, peer 
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and religious influences, may be better predictors of generational cohort 

membership and influence each cohort’s consumer behaviour (Noble & 

Schewe, 2003). Thus, a key objective of this study is to better define the 

influence of macro and micro events on the collective memories, current 

consumer attitudes and intentions of generational cohorts. Central to this study 

is investigating the influence of the formative years in shaping the consumer 

mindset for generational cohorts.   

 

To explore the collective memories of focus group participants, a list of major 

events as well as technology and social changes that occurred during the 

formative years of the Baby Boomer, Generation X and Generation Y cohorts 

was distributed in the focus group session, as shown in Appendix C. The list 

was based on influences identified in the literature review presented in Chapter 

Two. After viewing this list, focus group participants were then asked to think 

back to when they were growing up and comment on how these events and 

changes influenced them personally. They were probed to reflect on the 

influence of these events or changes at the time when they experienced it, as 

well as commenting on its perceived influence on their behaviour in the present. 

Participants were also able to review the events or changes that, potentially, 

influenced other cohorts and make comment.  The analysis of the focus group 

transcripts aimed to identify common influences across each generational 

cohort, the factors that shaped the collective memories of generational cohort 

and the influence of these factors on the cohort’s current consumer intentions.  

 

Consistent with the literature on generational cohort analysis, the results 

indicate that most members of each generation have episodic memories of the 

major historical events that occurred during their formative years, in particular 

where and when they happened. Participants in the Baby Boomers group 

mentioned events that occurred during the 1960s, such as the assassination of 

the United States president, John Kennedy, and the moon landing. Generation 

X focus group participants recalled events during the 1980s and 1990s, such as 

the death of Princess Diana and the collapse of the Berlin Wall. Generation Y 

focus group participants recalled events in the first decade of this century, such 

as the London tube bombings and the New York terrorism attacks of September 

11, 2001. 
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Nonetheless, across all sessions, there was consensus that none of these 

events had a long-term influence on their attitudes and behaviours. This finding 

is attributed to the fact that none of the focus group participants were directly 

affected by or personally involved in the major events they remembered; 

instead their re-collections were based on the mass media images of these 

events. The psychological effect appeared to be short-term and did not seem to 

have a lasting influence on their consumer behaviour or, more specifically, 

travel decisions. To illustrate the temporary nature of the influence of macro 

events, below is a conversation between two Generation Y focus group 

participants discussing the terrorist attacks on New York on September 11, 

2001 and the London tube bombings and how they affected their attitude and 

behaviour when visiting these destinations after these events. The first 

Generation Y focus group participant states:  

 

“...It’s strange because I’ve been to New York since the September 11 

crashes, [and] I’ve been on the tube since the tube bombings, and 

nothing ever affected me… I wasn’t in that city when it happened so I’m a 

little bit separated and disengaged from it…when I’ve gone there, there’s 

no issue around it, so there’s no connection there, so it has no real affect 

[on] me”. 

 

The second Generation Y focus group participant then adds:  

 

“That’s the same with me, we went to New York three years after [the 

terrorist attacks] and we went to Ground Zero and again I didn’t feel that 

[scared]…if you’re not there [when the event occurs], then it’s very easy 

to disassociate yourself.” 

 

Both participants describe in these quotes how these events did not influence 

their travel attitude or behaviour, and instead purport a “disassociation” between 

the past and present from a consumer viewpoint. This disassociation from past 

historical events was also felt by other generations as exemplified below by a 

quote from a Generation X focus group participant who had not visited New 
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York, but still had a similar view as the Generation Y participants cited above on 

the lasting impact of the September 11 terrorist attacks.  

 

“…I think it gave me a greater appreciation of...the here and now, you 

know, not taking things for granted so much, but those sorts of feelings 

tend to wear off a little until the next [event]”.   

 

This finding highlights that, although macro events are memorable, they appear 

to have minimal influence on a consumer’s long-term attitudes, intentions or 

behaviour. The results suggests that a possible explanation for this finding is 

that the macro historical events are not personally relevant. In contrast, focus 

group participants could easily articulate the personal relevance of major social 

changes affecting their consumer decisions. They spoke at length on societal 

shifts that resulted in changing societal expectations and normative social 

behaviour. These collective memories tended to be more semantic (i.e., they 

were unsure of how they knew it) rather than episodic (i.e., linked to particular 

time and place). A particularly salient theme in the Baby Boomer focus group 

sessions was the changing role of women in society. For example, below a 

Baby Boomer respondent reflects on her mother’s role, as a wife, based on 

normative or accepted behaviour in society of the pre-Baby Boomer generation.   

 

“…My mum was told she wasn’t allowed to work.  She had a good job 

and dad said, “When we get married…then you won’t be able to work”, 

and mum agreed to that”. 

 

Similar to this expectation, many Baby Boomer women spoke of experiencing 

similar societal norms during their formative years. For example, a respondents 

comments on their perspective on society’s attitude at that time,  

 

“You leave school in Grade 10 and you get married and you have your 

kids”.  
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However, in contrast, another Baby Boomer respondent comments from a 

different perspective, stating,  

 

“We started thinking…university was for everyone, not just necessarily 

for boys, and our expectations changed significantly”.  

 

Baby Boomer women spoke of the struggle between the expectations of the 

past and the new opportunities for Baby Boomer women. A Baby Boomer 

woman, who went to university and sought a professional career as well as 

having children, describes the societal norms that she confronted.  

 

“…When I had my children, I kept working. My mother and father were 

absolutely horrified. What are you doing?  This is not what you’re 

supposed to do.  You are supposed to stop working when you have 

children.  I said,  “I can’t”. I actually tried and I went mad at home. I had 

to go back to work… But I felt that it was okay, society would give me 

enough approval - that it would be sort of accepted - even though my 

parents didn’t like it, and eventually they have come around...There were 

child care centres and that was the other thing that had changed too.  I 

could actually find someone to look after my children…[so] it was 

physically possible to do it”. 

 

As she mentions above, societal norms changed post-World War II as a result 

of increased women’s participation in paid workforce and the introduction of 

childcare. These shifts had a massive impact on the life of Baby Boomer 

women compared to their mothers and grandmothers from previous 

generations. This change, in turn, affected family life and, consequently, the 

consumer behaviour of families. As mentioned in the literature review in 

Chapter Two, there were two major consumer consequences of this change. 

Firstly, there was a shift in the dynamics of husband-wife relations with woman, 

increasingly, having a greater influence of consumer decisions. Secondly, 

double-income households became the norm resulting in an increase in 

consumer spending. In the tourism context, the upshot of these changes was 

that family went from basic camping holidays towards more luxurious holidays 

at resorts. Interestingly, the changing role of women in society was absent from 
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discussion in the focus group sessions conducted with the Generation X and 

Generation Y cohorts, with the exception of the comment below from a 

Generation Y participant which describes the different perspective of these 

generations.  

 

“…This one dot point that’s got me a little bit perplexed…the decreasing 

gap between level of education for men and women in Australia. I’ve 

never felt that there was a gap because I’ve grown up as equal in 

education the whole way”. 

 

Thus, as demonstrated by this quote, for the younger generations, the changing 

role of women in society was not a salient collective memory as they had grown 

up with expectations of gender equality. Yet, they did have other salient 

memories of major societal changes, in particular changes to the family 

structure impacted upon by divorce and the emergence of single parent 

families. For example, below a Generation X focus group participant comments 

on the societal change in the acceptance of divorce over her lifetime.  

 

“…When we were growing up and hearing about divorce, it was like, oh 

my god, did you hear Susie’s been divorced….but nowadays it’s a dime 

a dozen, it doesn’t mean anything”.  

 

As illustrated by this quote and described in Chapter Two, Generation X and 

Generation Y saw the rise of non-traditional family. Thus, similar to the 

changing role of women in society experienced by the Baby Boomer generation, 

this social change in the nature of family relationships has a major influence on 

consumer behaviour (Schiffman et al., 2006). Accordingly, it is evident that 

macro shifts in societal norms influence consumer attitudes across the 

generational cohorts and each cohort has a unique experience of these 

changes. The societal norms experienced by Baby Boomer cohort members 

during their formative years vary, greatly, to the societal norms experienced by 

Generation x and Generation Y cohort members during their formative years 

(and vice versa).  
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The focus group analysis also revealed that consumers articulate the personal 

relevance of these major generational shifts in societal norms by comparing 

normative social behaviour while they were growing up - during their childhood 

and adolescence - to present day social standards. For example, a Baby 

Boomer focus group participant evaluates the major shifts in the use of credit to 

fund purchase over her lifetime:  

 

“...In my generation we basically we didn’t have the money. We saved for 

it...we didn’t have any debt.  Whereas, I just see a whole new generation 

out there with so much debt, it’s frightening”.   

 

As illustrated above, focus group participants suggested that there is a 

generation shift in societal standards and expectations. They used words like 

“code of behaviour”, “niceties” and “morals” to describe the societal norms of 

their generation. Upon review of the focus group data across all generations, it 

is evident that changes to societal norms that influenced each generational 

cohort’s consumer attitudes in their formative years are particularly salient 

because they impacted on individuals personally, or at the micro level. Based 

on this finding, this study proposes that shared experience of formative societal 

shifts among people born in the same period of time resulted in collective 

normative beliefs among members of each cohort about societal standards. 

Collective generational beliefs about appropriate and inappropriate behaviour 

shape self-expectations and expectations of others. Thus, there was a social 

approval or disapproval attached to consumer behaviour and these societal 

referents play an important role in present day consumer attitudes.  

 

Memories of the past - Formative influences - Conclusions and 

implications. 

This study undertook an in-depth exploration of the importance of collective 

memories of a generational cohort on shaping its members distinct consumer 

viewpoints. The focus group analysis emphasises the importance of anchoring 

events into a personal frame of reference to achieve lasting salience. Collective 

memories of the past shared by members of a generational cohort, or 

generational nostalgia, appear to be grounded in self-referencing. Thus, 

individuals remember things better when they can relate them to themself 
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(Moghaddam, 2005). Since macro events did not impact on the cohort members 

personally, it was difficult for them to recall their lasting impression. For this 

reason, this study proposes that macro events do not explain or predict 

generational cohort membership and, therefore an individual’s consumer 

behaviour. This finding provides further support to the previous study by Noble 

& Schewe (2003), as outlined in Chapter Two, which was unable to validate 

generational cohort membership based on macro historical events.  

 

As an alternative, this study proposes that major societal shifts, that rock the 

foundations of society by changing the way we live and think, are a better 

predictor of generational cohort membership. These shifts relate to personal 

influences - such as friends, family, religion - and societal influences – such as 

education and employment opportunities, the economy, society’s values - as 

shown in Figure 4.6. Because these changes are anchored at a micro level of a 

person’s life - through family, work and lifestyle - these changes are personally 

relevant. As a result, they leave a lasting impression about societal norms on a 

generation of people born during the same period of time. These norms define 

what cohort members consider acceptable and unacceptable social behaviour 

and, thus, a group of people with a unique consumer sub-culture and a group of 

consumers with distinct views and expectations is created. This study, 

therefore, advances understanding on the importance of collective memories of 

generational cohorts and contributes to the literature on this topic by better 

defining the influence of the formative years on present day consumer attitudes 

and behaviour.  

 

Figure 4.6.  Defining Formative Referents  
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4.4.5 Perceptions of generational decision-making. 
The emphasis in the popular press has given to generational cohorts, 

and the subsequent stereotyping of each, stimulated much discussion in the 

focus groups about perceptions of generational cohorts. The intention of this 

part of the focus group session was to investigate generational perspectives on 

consumer and travel decision-making. Emerging from this discussion, however, 

was the incongruency between an individual’s generational identity and their 

sense of self. Although most focus group participants had heard of the terms 

Baby Boomer, Generation X and Generation Y prior to participating in the study, 

many participants did not know, before participating in the study, which 

generational cohort they belonged to. Others focus group participants thought 

they were part of one generation only to discover they were actually part of 

another generation based on their year of birth. Furthermore, participants 

tended to resist adherence to the stereotypical portrayal of their generational 

cohort and viewed themselves as behaving differently from the group. Below a 

Baby Boomer focus group participant describes how she identifies with 

“mavericks” that reject generational stereotypical behaviour:  

 

“I think the Baby Boomers as a generation are more diverse than some 

of the other generations because we’re all different...but there are some 

commonalities.  I find some of my friends that they fit a more traditional 

Baby Boomer profile in the way they have conducted their lives, their 

lifestyles and so on, and then there’s the mavericks, which I love 

mavericks.” 

 

As illustrated by this quote, most focus group participants rejected generational 

labels and stereotypes. Focus group participants found it difficult to characterise 

their own generation, yet they had strong views on the behaviour of other 

generations. These views were mostly shaped by reflecting back on their 

upbringing and then comparing it with today’s youth, which many focus group 

participants incorrectly perceived as Generation Y. Even participants that 

belonged to Generation Y were critical of their generation, without knowing it, 

because of this assumption. Evidence of the generational and self-identity 

inconsistencies apparent in the Generation Y focus group sessions is illustrated 
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by the following quote from a Generation Y participant. Below is her perception 

of Generation Y:  

 

“...They’re very materialistic Gen Y, like the younger ones. Everything is 

about materials, phones, dresses, shoes, internet. They don’t even know 

what else there is”.  

 

Yet paradoxically, below she also confesses that she behaves in a manner 

consistent with her perception of the Generation Y identity when purchasing an 

expensive new wedding dress instead purchasing a dress from a second-hand 

shop (the “op shop”):      

 

“...When my mum was married she had a second hand dress from the op 

shop. [But] I want this beautiful new $2,000 wedding dress for my 

wedding and she’s like but why do you need that. We’re very materialistic 

as a generation I think”.  

 

She therefore acknowledges that her actual behaviour is consistent with the 

materialistic tendencies of Generation Y, but she rejects being part of 

Generation Y because she does not see herself as materialistic. In this 

instance, associating with her generational identity does not enhance her ideal 

self-image and results in her rejecting her generational identity. In summary, 

discrepancies and contradictions in the image of the generational cohorts, as 

well as inconsistencies between these images and how consumers see 

themselves, were apparent in all focus group sessions.  

 

Perceptions of generational cohorts and their decision-making - 

Conclusions and implications.  

The consumer behaviour literature emphasises the importance of self-concept 

in evoking association between the consumptive experience and self (Assael et 

al., 2007; Blackwell et al., 2006). Sirgy (1982) claims that consumers often base 

their purchasing decisions on the stereotypes they attach to the general product 

user (Sirgy, 1982). Thus, when employing a market segmentation strategy that 

explicitly targets a particular group of consumers, such as a generational cohort, 

it is imperative that consumers self-identify with that consumer group. When 
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testing for this congruency within this study, it appears that consumers can only 

vaguely characterise their generational cohort, yet some consumers have 

strong images of other cohorts. Inconsistencies between a person’s perceived 

self-identity and the perceived identity of the generational cohort may reduce 

their likelihood of responding to messages targeted at a particular cohort.  This 

study proposes that individuals evaluate their perceptions of self and perception 

of their generational cohort when deciding if they are part of a cohort. If these 

images are aligned, then the individual will consider themselves a member of 

the group and are likely to respond to messages targeted at that group. If these 

images lack coherence, then an individual may reject, or not consider, 

messages targeted at that group as being relevant to them. It is, therefore, 

evident from the focus group analysis that understanding generation-self 

identity is important to achieve effective product and brand positioning 

outcomes when targeting a particular generational cohort.  The focus group 

analysis revealed that, whilst this construct assists in characterising each 

generational consumer segment, it does not influence the generational 

consumer decision-making process. Thus, this construct is not yet captured in 

the research questions proposed in Section 2.5. Accordingly, a fifth research 

question, emerging from the focus group analysis, is:  

 

RQ5.  Do members of a generational cohort self-identify with their 

cohort’s generational-identity?  

 

This research question aims to capture psychological comparisons between 

one’s self and the perceptions of their generational cohort to derive implications 

for market segmentation theory using generational cohort membership.  

 
4.7 Preliminary theoretical model 
A key aim of this preliminary stage of the study was to explore and validate the 

key themes identified in the review of the literature on generational cohorts and 

consumer behaviour presented in Chapter Two. This stage also sought to 

identify emergent themes not previously considered by undertaking an 

exploratory focus group study. As a result of this exploratory research, the 

constructs for this study have been identified and defined as shown in Table 
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4.4. In addition, a preliminary theoretical model of the relationships between 

these constructs has been developed as shown in Figure 4.7.   

 

Table 4.4. Definition of Key Constructs Identified in the Focus Groups 
 

Construct name: Construct definition: 
 

Adapted from:  

Formative 
referents 
 

The influence of collective memories of personal and 
society during the formative years on present day 
consumer decision-making.  
 

New construct and 
definition based on focus 

group analysis. 
 

Informational 
referents  
 

Informational sources from the mass media and 
interpersonal referents that guide consumer decision-
making.  
 

Schiffman et al., 2008. 

Mass media 
referents 

The influence of macro informational referents, 
based on mass media communication, on consumer 
decision-making.    
 

Bearden et al., 1989; 
Schiffman et al., 2008. 

Interpersonal 
referents 
 

The influence of micro informational referents, based 
on personal interactions, on consumer decision-
making.    
 

Ajzen & Fishbein, 1980; 
Bearden et al., 1989. 

Normative 
referents 
 

The influence of the opinion of others and social 
approval seeking on consumer decision-making.   

Ajzen & Fishbein, 1980; 
Bearden et al., 1989. 

Perceived 
hedonic value  
 

Affective value perceptions about emotional and 
novelty outcomes associated with the experience 
that influence consumer decision-making. 
  

Babin et al., 1994.  

Perceived 
emotional value 

The perceived feelings or affective state consumption 
is expected to generate. 

Sweeney & Soutar, 2001;  
Sheth et al., 1991. 

 
Perceived 
novelty value 

The perceived arousal, curiosity and desire for 
knowledge consumption is expected to generate.  
 

Sheth et al., 1991. 

Perceived 
functional value 
 

Cognitive value perceptions about value for money 
and quality associated with the experience that 
influence consumer decision-making. 
 

Sweeney & Soutar, 2001.  
 

Perceived value 
for money 

The perceived monetary cost of the consumptive 
experience. 
 

Sweeney & Soutar, 2001.  
 

Perceived 
quality 

The perceived standard or performance of the 
consumptive experience. 
 

Sweeney & Soutar, 2001.  
 

Generation 
consumer 
attitude 
 

Beliefs about perceived favourable or unfavourable 
outcomes from consumptive experience shared by 
generational cohort members.  
   

Ajzen & Fishbein, 1980; 
Schiffman et al., 2008.  

Generational 
consumer 
intention 
 

The likelihood or tendency that generational cohort 
members will consume the experience.    
 

Ajzen, 1988.  
 

Perceived 
personal 
situation 

Perceived individual situational factors that affect the 
ease or difficulty of consumption.  
 

Ajzen & Fishbein, 1980. 
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Figure 4.7. Preliminary Theoretical Model of Generational Consumer 
Decision-making 

 

 
 

 

The model shows that, consistent with the theory of reasoned action and theory 

of planned behaviour, consumer attitude is a key driver of consumer intention. 

This relationship was evident in the focus group sessions as participants 

indicated that perceived favourable or unfavourable outcomes associated with 

consumptive experience promoted or inhibited the likelihood they would 

consume it. These beliefs are shaped by the value associated with the product 

or experience. Consistent with previous conceptualisations of perceived value in 

the literature, the focus group analysis reports that value perceptions have a 

hedonic (or affective) and a functional (or cognitive) component. Hedonic value 

perceptions are defined by the perceived emotional value of the experience 

and, thus, describe perceived positive and negative emotional outcomes. 

Hedonic value perceptions are also shaped by the perceived novelty value from 

experience, and are driven by the level of novelty the consumer desires from 

the experience. Functional value perceptions are based on the value for money 

and quality associated with the consumptive experience. These value 

perceptions determine if a cohort has a favourable or unfavourable attitude 

towards the behaviour.  

 

 

Informational 
referents 

Consumer 
Attitude 

Normative 
referents 

Perceived 
functional value 

Perceived 
hedonic value 

Consumer 
Intention 

Formative 
referents 

Emotion Novelty Mass media Interpersonal 

Value for money Quality 

Source: Developed for this study. 
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The focus group analysis indicates that consumer value perceptions are based 

on two main social influences: (1) informational referents; and (2) normative 

referents. The analysis reveals that information seeking from mass media and 

interpersonal referents are the core social referents on consumer decision-

making. Thus, consumers tend to “accept information from others as evidence 

of reality” (Bearden et al., 1989, p. 474) when making purchase decisions. 

Likewise, it is evident that consumer decision-making has a social value 

expressed in the focus group sessions through travel stories and experiences. 

Although social approval seeking was not overtly evident in the focus group 

interviews given the public nature of these sessions, the literature (e.g., Ajzen & 

Fishbein, 1980; Bearden et al., 1989) suggests that normative influences are 

salient social referents. For these reasons, the construct normative referents is 

included in the preliminary generational consumer decision-making model. It is 

proposed that the anonymous nature of an online survey, in the next phase of 

the model development, should alleviate concerns about expressing normative 

beliefs. Thus, normative referents are expected to be evident in this phase and 

will be validated through this process.   

 

The model shows that a consumer’s formative referents shaped their 

informational and normative seeking behaviour. Formative referents, thus, form 

the basis of generational consumer decision-making. The focus group analysis 

indicates that formative referents are formed as a result of each cohort’s shared 

experience of life and society during the formative years. These collective 

memories of the formative years shared among cohort members shapes their 

social points of reference on present-day decision-making.  

 

The foundations of the preliminary theoretical model are built from the theory of 

reasoned action and theory of planned behaviour, which are based on decision-

making of an individual. This model extends on these theories as the shared 

views, beliefs and attitude of a generational cohort reflects a group dynamic in 

the decision making process. This approach advances market segmentation 

theory by developing a better understanding of collective group behaviour. 

Development of this model also provides insights for generational cohort 

analysis that proposes each generation has a unique consumer attitude towards 

the behaviour, which distinguishes its members from members of other cohorts 
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and, as a result, each generation has its own consumer decision-making style 

or identity. This identity is defined by the sub-culture of the group and makes 

generations differ from each other.  

 

In addition to developing a generational consumer decision-making model, the 

focus group analysis reveals that other constructs are important to consider in 

understanding the generational phenomena. Consistent with the theory of 

planned behaviour (Ajzen, 1988), the focus group analysis suggests that an 

individual’s personal situation affects the ease, or difficulty, of consumption. 

Thus, it is proposed that situational influences - that is a person’s economic, 

family, education and employment situation - can promote or impede consumer 

intention. Thus, each of these perceived personal situation influences are 

explored separately to this model, as a moderating variable on consumer 

intention. Likewise, the focus group analysis revealed that the congruency 

between a person’s self-identity and their perception of their generational cohort 

may be important in characterising generational cohorts, and thus generational-

self identity congruency is explored as a construct in order to profile each cohort 

in the next phase of quantitative survey data collection for this study.    
 
4.8 Hypotheses 
Based on the preliminary theoretical model presented in Figure 4.7, this section 

presents the hypotheses for this study. These hypotheses specify the 

relationships between the constructs presented in the conceptual model and are 

referred to, henceforth, using a capital letter “H”.  

 
4.8.1 Formative referents. 

Building upon the literature on generational cohort formation presented in 

Chapter Two, and based on the focus group analysis presented in this chapter, 

this study proposes that experiences during the formative years of each 

generational cohort influence its members’ present-day consumer decision-

making. Particularly salient influences during the formative years are memories 

of life and society during this period. Thus, collective memories among 

generational cohort members of friends and family and the economic and social 

climate during the formative years shape the lifelong mindset of a generation of 

people that “come of age” together. The study proposes that these memories 
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manifests themselves in the cohort member’s present-day approach to 

decision-making; in particular the social referents – that is the cohort member’s 

information and approval seeking approach - they use to guide their decision-

making. As a result, this study proposes that formative referents have a positive 

influence on present-day informational and normative referents in the 

generational consumer decision-making process, as shown in Figure 4.8. 

Based on these propositions, the following hypotheses are proposed: 

 

H1 Formative referents have a positive influence on informational 
referents.  
 

H2 Formative referents have a positive influence on normative 
referents.  

 
Figure 4.8. Formative Referent Influences on Informational and Normative 

Referents 
 

 
 

4.8.2 Social referents. 
Social referents play a salient role in consumer decision-making across the 

generational cohorts as evident from the focus group analysis. Focus group 

participants articulated the importance of information from others in guiding their 

consumer value perceptions. The mass media and interpersonal referents are 

identified as the two key informational referents that inform consumer value 

perceptions. Furthermore, the consumer behaviour literature indicates 

consumers use products and experiences to seek the approval of others and 

impress other people (Schiffman et al., 2010). Normative influences, on holiday 
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consumption, were not overly evident in the focus group data because of the 

group nature of these sessions. This study, however, proposes that normative 

referents play a role in shaping the consumer value perceptions of generational 

cohorts, as shown in Figure 4.9. This proposition is tested in the survey phase 

of data collection where social bias is less apparent. Based on these 

propositions, the following hypotheses are proposed:  

 

H3 Mass media and interpersonal referents make a significant 
contribution to informational referents. 
 

H4 Informational referents have a positive influence on perceived 
hedonic value. 
 

H5 Informational referents have a positive influence on perceived 
functional value.  
 

H6 Normative referents have a positive influence on perceived 
hedonic value. 
 

H7 Normative referents have a positive influence on perceived 
functional value.  
 

 
Figure 4.9. Social Referent Influences on Value Perceptions 
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4.8.3 Consumer value perceptions. 
The focus group analysis showed that a key determinant of consumer attitude is 

consumer value perceptions. The importance of value-driven consumption is 

also highlighted in the consumer behaviour literature (e.g., Sweeney & Soutar, 

2001; Zeithaml, 1998). The literature typically characterises perceived value as 

trade-offs between what is given and what is received (Schiffman et al., 2008). 

Consistent with this concept of value, focus group participants described that 

their attitude towards a holiday is based on the perceived benefits of a holiday 

(i.e., what is received) and the anticipated costs or sacrifices made (i.e., what is 

given). Perceived value was originally conceptualised in the consumer 

behaviour literature, principally, in terms of monetary trade-offs. Thus, it was 

originally thought that price was the only value determinant consumer’s 

considered when making purchase decisions. However, more recent studies of 

perceived value conceptualise it as a multi-attribute construct with both hedonic 

and functional value components (e.g., Sheth et al., 1991; Sweeney & Soutar, 

2001). The findings from the focus groups interviews for this study support a 

multi-attribute model of perceived value. This study proposes that value 

perceptions determine a favourable or unfavourable attitude towards the 

consumptive experience, as shown in Figure 4.10. This study proposes there 

are four key perceived value dimensions: two hedonic dimensions (perceived 

emotional and novelty value) and two functional dimensions (perceived value 

for money and quality). Thus, a consumer’s attitude is influenced by affective 

outcomes associated with the experience (e.g., feeling good, stimulated, etc.) 

as well as its performance based on value for money and quality assessments. 

Accordingly, the following hypothesis is proposed:  

 
H8 Perceived emotional value and perceived novelty value make a 

significant contribution to perceived hedonic value.  
H9 Perceived hedonic value has a positive influence on consumer 

attitude. 
H10 Perceived value for money and perceived quality make a 

significant contribution to perceived functional value 
H11 Perceived functional value has a positive influence on consumer 

attitude.  
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Figure 4.10. Value Perceptions Influences on Attitude 
 

 
 

 
4.8.4 Attitude  

The theory of reasoned action and theory of planned behaviour highlight the 

importance of attitude in explaining and predicting consumer intention (Ajzen & 

Fishbein, 1980; Ajzen, 1988;). Analysis of the focus group transcripts revealed 

that consumers, across all generations, have predetermined attitudinal beliefs 

about a consumptive experience. This study, therefore, proposes that the 

shared attitude among members of a generational cohort is described as a 

generational consumer attitude and defined as the perceived favourable and 

unfavourable beliefs about the consumptive experience shared by the cohort 

members. Consistent with attitudinal theories, this study proposes that attitude 

has a direct influence on motivation to engage in the consumptive behaviour. As 

shown in Figure 4.11, the shared consumer intention of cohort members is 

denoted in the model as generational consumer intention. Thus, the following 

hypotheses for this study are proposed: 

 

H12 Consumer attitude has a positive effect on consumer intention.  
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Figure 4.11. Attitude Influences Intention 
 

 
 

 

4.8.5 Perceived personal situation. 
The focus group analysis suggests that a consumer’s personal situation 

moderates their consumer intentions. Focus group participants justified and 

adjusted their consumer choices based on their personal circumstances. A 

person’s family and economic situation, as well as their education and 

employment situation, were identified as influencing decision-making. 

Accordingly, this study proposes that a consumer’s perceived personal situation 

moderates their purchase intention, as shown in Figure 4.12. In other words, 

intending to behave consistent with the consumer attitude and intention of the 

generational cohort is contingent upon the consumer’s personal situation. For 

example, a person may have a positive attitude towards taking an international 

holiday, however, their perceived personal circumstances - for example, having 

dependent children, not having enough money for holidays, restrictions due to 

work or business commitments - may limit, or impede, them engaging in this 

activity. Consequently, they adjust their consumer intentions accordingly. Based 

on the premise presented above, the following hypothesis is proposed:  

 

H13 The relationship between consumer attitude and consumer 
intention is moderated by:  

(a) family situation  
(b) household income 
(c) level of education  
(d) employment  
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Figure 4.12. The Moderating Influence of Perceived Personal Situation on 
Intention 

 

 
 
4.8.6 Generational model comparisons. 

This study proposes that each generational cohort shares a collective approach 

to consumer decision-making which makes them similar (or homogenous) with 

other members of their cohort and different, or heterogeneous, from members 

of other cohorts. This proposition is underpinned by market segmentation theory 

which states that consumers can be divided into distinct subsets based on 

common needs and characteristics that are different to other consumers 

(Schiffman et al., 2008). Thus, employing generational cohort membership as 

the unit of analysis to undertake market segmentation, then the consumer 

decision-making of each generational cohort should be distinctly different from 

other cohorts and this difference makes each cohort a distinct market segment. 

As a result, the following hypothesis is proposed:  

 

H14 There are significant differences between the generational 
models.  

 
4.9 Contributions to the Literature 
The exploratory phase of this study has made three important contributions to 

the literature on generational cohorts. The first important contribution of this 

study is developing a preliminary theoretical model of generational consumer 

decision-making. The study advances understanding of this popular market 

segmentation approach by unpacking the underlying influences that underpin 

generational cohort decision-making and presents the first theoretical 

framework for cross-generational comparisons of consumer behaviour. 

 



 

 125 

The second contribution of this study is expanding the conceptual 

underpinnings of generational cohorts by showing that major historical events, 

such as wars, terrorist attacks, natural disasters, etc., during the formative years 

of each cohort only has a short-term influence on consumer behaviour. 

Evidence is presented that personal experiences of a shared historical social 

milieu - defined by the lifestyle and society - during the formative years is more 

influential in creating a generation of consumers with distinct beliefs, views and 

attitudes from other generational cohorts. 

 

The third important contribution to the literature that this stage of the study 

makes is identifying the importance of self-image in understanding generational 

cohorts. The focus group analysis revealed some inconsistencies in the 

stereotypical image consumers attached to their generational cohort and their 

self-identity. The self-identity literature indicates that individuals identify with 

groups that have an identity that is congruent with their perceived self-identity 

(Assael et al., 2007). This is because the unique beliefs, values and sub-culture, 

of the group, provides an avenue for an individual to express themselves 

(Schiffman et al., 2008). The group-identity also delivers social value that 

enhances an individual’s sense of self (Sweeney & Soutar, 2001). 

Understanding congruency between generational-identity and self-identity is, 

therefore, important for marketers seeking to use generational cohort 

associations in consumer marketing activities. 

 
4.10 Conclusion 
This chapter presented and discussed the focus group method and the major 

findings from the exploratory focus group research phase of the study. The 

focus group analysis and limitations of this method were reported. As a result, a 

preliminary theoretical model and hypotheses for this study were presented. 

The preliminary theoretical model and hypotheses presented in this chapter 

seeks to conceptualise and explain the consumer decision-making of 

generational cohorts and permit cross-generational comparisons. The chapter 

concluded with a discussion on the contributions to the literature as a result on 

this exploratory phase. 
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The proposed theoretical model presented in this chapter provides a descriptive 

framework to model generational cohort decision-making. However, empirically 

testing this model permits a better understanding of the cause-effect 

relationships proposed in this model and is fundamental to achieving a more 

comprehensive understanding of the consumer behaviour of generational 

cohorts. Chapter Five presents the methodology that is employed to validate the 

model.  
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Chapter Five: Quantitative Phase Methods 
  

  
5.1 Introduction 
The quantitative (confirmatory) phase of this study seeks to empirically test 

these hypotheses and validate the model presented in Chapter Four. The 

quantitative methods are reported in this chapter (i.e., Chapter Five). Figure 5.1 

shows a conceptual map of the key stages and activities in the quantitative 

phase. Survey measurement items and formatting, as well as the pilot study 

and a survey data collection implementation plan, are described. An initial step 

in the survey design process is comparing quantitative research methods and, 

accordingly, this chapter begins with this discussion.  
 

5.2 Survey development 
There are several important activities in the survey development process. The 

first phase of this process involves selecting an appropriate survey method, 

followed by, defining the constructs and identifying suitable measurement items. 

Scaling and response formatting and anticipated analysis are also chief 

considerations of this phase. The second phase of survey development is 

conducting a pilot survey to test the measurement items and refine the survey 

format. The following sections present these considerations in accordance with 

this study.  
 

5.2.1 Survey methods.  
The first consideration in survey design is selecting an appropriate method of 

survey administration. Accordingly, various types of methods for survey 

administration were considered for the quantitative phase of this study, 

including personal and telephone interviews, as well as mail and online surveys. 

The strengths and limitations of each type of approach is summarised in Table 

5.1.  
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Figure 5.1. Conceptual Map of the Quantitative Phase 
 

 

 

 
  

STAGE TWO 
Survey Development 

STAGE THREE 
Survey Implementation 

STAGE ONE 
Conceptual development 

 
 

Adapted from: Aaker et al., 2007; Malhotra, 2010; Page & Meyer (2000), Zikmund & Babin (2007). 

Measurement Model Analysis 
• Preliminary analysis (including normality, descriptive statistics and 

factor analysis) 
 

 

Survey Development – Phase I 
• Survey methods. 

• Defining and measuring constructs. 
• Scaling and response format 

• Survey format 
• Anticipated analysis 

Structural Model Analysis 
• Structural equation modelling (including model fit, relationships 

between constructs and hypothesis testing). 
 

Survey Development – Phase II 
• Pilot study. 

Identify Constructs and  
Preliminary Theoretical Model 

• Theoretical underpinnings. 
• Develop conceptual model, identify constructs, and hypothesis 

relationships. 
 

Discussion and Conclusions 
 

Data Collection 
• Implement sample plan. 

 



 

 129 

Table 5.1. Strengths and Limitations of Quantitative Data Collection 
Methods 

Type of survey 
method 

Strengths Limitations 

Personal interview  

 

• Rapport and confidence building.  

• Opportunity to recruit 
participants.  

• Allows for observation visual aids 
and probing. 

• No missing data.  

• Suitable for longer interviews or 
interviews with complex 
questions or instructions.  

 

• Time consuming and costly.  

• Administration difficulties.  

• Environment influences 
responses.  

• Limited geographic dispersal.  

 

Telephone interview 

 

• Lower cost than personal 
interviews.  

• Faster data collection time.  

• Wide geographic dispersal.  

• Better response rate than mail.  

• Shorter data collection period.  

 

• Environment plays a minor play.  

• Sampling problems (e.g., 
screening calls, unlisted 
numbers, etc.).  

• Reduced fixed line connections.  

 

Mail survey  

 

• Wide geographic dispersal. 

• Respondents have time to 
consider responses.  

 

• Requires a good mailing list.  

• No interviewer to encourage 
participation.   

• Costly (postage and purchasing 
mailing lists).  

• Poor response rate. 

• Longest data collection time.  

• Possible data entry errors when 
transferring paper-based survey 
responses into electronic 
analysis record.  

 

Online survey 

 

• Technology-based interaction 
more appropriate for younger 
generation.  

• High-level of anonymity.  

• Fast and comparatively 
inexpensive.  

• Wide geographical dispersal.  

• Respondents have time to 
consider responses.  

• Minimises data entry error as 
respondent’s answers are 
directly transferred into analysis 
record.  

 

• Requires a good email list.  

• Technical expertise to develop 
survey.  

• No interviewer to encourage 
participation.   

 

Sources: Aaker et al., 2007; Kumar et al., 2002.  
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 When conducting a personal interview, the interviewer completes the 

questionnaire face-to-face with the respondent and, therefore, can recruit 

participants and build a rapport with them. Personal interviews are often used 

for more complex surveys or when data collection requires observation, visual 

aids and probing. Because the interviewer completes the survey based on the 

respondent’s answers, there typically is no missing data. However, this method 

is very costly in terms of time and money, as well as difficult to administrate, for 

example recruiting and training interviewers and securing locations to collect 

data (Aaker et al., 2007). Personal interviews are also influenced by the 

environment, for example, the mood of the respondent and interviewer and the 

time and place of the interview (Kumar, Aaker & Day, 2002). Enabling 

respondents to self-complete the questionnaire reduces completion time, but 

this form of personal interviewing also increases the likelihood of missing data 

and assumes the respondent has good reading and writing skills. Furthermore, 

the respondent does not have the opportunity to clarify responses and 

respondents tend to be sourced from one location, for example shopping centre 

intercepts (Aaker et al., 2007). 

 

Telephone interviews tend to cost less than personal interviews because they 

typically have faster response times and less administrative problems (Aaker et 

al., 2007). Unlike personal interviews, the environment plays only a minor role in 

telephone interview data collection (Kumar et al., 2002). Although this method 

allows for wider geographical dispersal of respondents (e.g., respondents from 

across Australia), it also has sampling problems due to some people lacking a 

telephone, screening calls and unlisted numbers (Aaker et al., 2007). In 

addition, as a result of the increasing popularity of mobile phones, many 

Australians now do not have a fixed-line phone, particularly among the younger 

generations who increasingly prefer mobile services (Australian Government, 

2008b). For this study, accessing mobile phone numbers and the cost of calling 

a mobile phone is prohibitive.  

 

Mail surveys, traditionally administered via posting the survey to participants, 

are a popular data collection method. However the availability and cost of 

obtaining mail listings and postage is prohibitive and poor response rates have 

been the bane of this approach (Kumar et al., 2002). Similar to fixed-line phone 
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surveys, hard-copy mail surveys have also become outdated, particularly, with 

the younger generations who tend to interact electronically using the internet 

(Australian Government, 2008b).  

 

Although mail surveys offer wide geographical dispersal and opportunity for 

respondents to consider their responses, these benefits are also present for 

online surveys. Online surveys have much better response rates and faster 

response times compared to mail surveys (Kumar et al., 2002). Administrative 

costs are the lowest of all survey methods and online surveys offer the greatest 

control over data and flexibility in design (Kumar et al., 2002). Another key 

benefit of self-administered online surveys is that the respondent is anonymous 

and, as a result, they are more likely to admit socially undesirable behaviour, 

than with an interviewer present (Aaker et al., 2007). Online surveys require 

technical expertise to develop the survey online, but with the advent of 

computer programs, such as QUALTRICS used in this study), designing an 

online survey has become simpler. Given these advantages, an online self-

administered web-based survey method was selected for this study, as this 

method of data collection provided age-stratified responses in a fast and, 

comparatively, inexpensive way. Given the selection of this survey method, 

questions were formatted to elicit short, closed-ended response categories.  
 

5.2.2 Defining and measuring constructs. 
A preliminary theoretical model of generational consumer decision-making was 

presented in Chapter Four. Several constructs were identified in this model, 

such as perceived emotional value, attitude and intention. In order to statistically 

test these constructs, items for measurement must be identified. This process is 

described as a construct or scale development process. The aim of this process 

is to develop a survey that operationalises the key constructs identified in the 

study’s theoretical model (May, 2001) and establish valid and reliable measures 

(Hedrick et al., 1993). In order to accurately measure a construct, Churchill 

(1979) explains that researchers must specify the domain of the construct by 

delineating what is included and excluded in the definition. Construct validity is 

attained if the items used to measure the construct appropriately and accurately 

measure what they are intend to measure (Bourma, 2000). Researchers should 

also aim to create reliable measures that, consistently, measure the behaviour 
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under investigation (Adams & Schvaneveldt, 1991). Bourma (2000) describes a 

four phase process for developing such measures: (1) define the construct or 

concept by clarifying the research problem or questions; (2) select variables for 

measurement; (3) identify a measurement instrument for each variable; and (4) 

determine the items (or units of measurement) to measure each variable. As a 

result of this process, each construct in this study has multi-item measures as 

this approach is favoured over single-item measures in the literature, as 

Churchill (1979, p. 66) describes,  

 

“(1) the specificity of items can be averaged out when they are 

combined, (2) by combining items, one can make relatively fine 

distinctions among people, and (3) the reliability tends to increase and 

measurement error decreases as the number of items in a combination 

increases”.  

 

In accordance with this approach, the following sub-sections describe the 

measurement items used for each of the key constructs in the survey phase. 

These constructs include: formative referents, informational referents (including 

mass media and interpersonal referents), value perceptions (including 

perceived emotional value, novelty value, value for money and quality) as well 

as the constructs of attitude and intention. Generation-self identity congruency 

is also measured as a construct in order to characterise the generational 

cohorts. A full list of items used on the pilot survey is presented in Appendix E.  

 

Measuring formative referents. 

Based on the focus group analysis (reported in Chapter Four) and informed by 

the premise that underlies generational cohort analysis (as discussed in 

Chapter Two), formative referents are defined in this study as personal and 

societal influences during the formative years on present day consumer 

decision-making. Measurement of formative referents was adapted from a 

previous cross-generational study conducted by Noble and Schewe (2003), 

which sought to differentiate generational cohorts based on values, such as 

self-respect, accomplishment, social obligation, etc. Noble and Schewe (2003) 

asked respondents to rate the importance of these values to their daily life. This 

question was adapted for this study and reworded to ask, “Thinking about when 
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you were growing up (i.e., aged 14-20 years), how important are the factors 

below on your attitude towards holidays in Australia today?” Due to the absence 

of measures for this construct, items were generated from focus group analysis 

(reported in Chapter Four), following the approach proposed by Churchill 

(1979). Accordingly, a seven item scale of formative social referents was 

developed, and then tested in the pilot study. The items asked respondents to 

reflect on the influence of formative referents – including: (1) friends, (2) family, 

(3) socioeconomic circumstances, (4) religious affiliations, (5) education 

opportunities, (6) employment opportunities, and  (7) the economy - while they 

were growing up on their attitude towards holidays in Australia today.  

 

Measuring informational (mass media and interpersonal) referents. 

Consistent with previous research, the focus group analysis showed that people 

tend to source information from others when making consumer decisions and, 

“accept information from others as evidence of reality” (Bearden et al. 1989, p. 

474). The theory of reasoned action (Ajzen & Fishbein, 1980) and theory of 

planned behaviour (Ajzen, 1988) also highlight the significance of “important 

others” or subjective norms on behavioural intention. The focus group analysis 

(reported in Chapter Four) identified two principle informational referents on 

generational consumer decision-making: (1) mass media referents and (2) 

interpersonal referents.  

 

Mass media referents are defined in this study as the influence of macro 

informational referents, based on mass media communication, on consumer 

decision-making. This definition is based upon Schiffman et al. (2008) concept 

of mass media which describes mass media as macro communication between 

source and receiver that does not involve direct person to person contact. Mass 

media communication includes: print (magazine, newspapers, billboards), 

broadcast (radio and television), and electronic media (the Internet). This list 

was included in the survey to ensure respondents understood the definition of 

mass media. 

 

Information from personal interactions with others also influences generational 

consumer decision-making, as evident in the focus group analysis. This 

construct is labelled interpersonal referents and, for the purpose of this study, 
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defined as the influence of micro informational referents, based on personal 

interactions, on consumer decision-making. This definition draws upon Bearden 

et al.’s (1989) explanation of interpersonal referents which describes this 

influence as,  
 

“the need to identify with or enhance one's image in the opinion of 

significant others through the acquisition and use of products and 

brands, the willingness to conform to the expectations of others 

regarding purchase decisions, and/or the tendency to learn about 

products and services by observing others or seeking information from 

others” (p. 487). 

 

This study seeks to measure the level of acceptance of information from the 

mass media and interpersonal referents as evidence of reality. Items used to 

measure mass media and interpersonal referents are adapted from a scale 

developed by Bearden et al. (1989). This scale measures the susceptibility of 

interpersonal influences and reported as reliable (coefficient alpha .82, test-

retest reliability .75, p-value <.01, one-tailed). All four items were used in this 

study to test mass media and interpersonal referents respectively; however 

slight alternations were made to the wording to reflect experiential consumption, 

as follows:  

 
Original scale item Item used in this study 
To make sure I buy the right product or brand, I 
often observe what others are buying and using.  
 

To make sure I buy the right holiday, I often 
observe stories about holidays in the mass 
media.  
 

If I have little experience with a product, I often 
ask my friends about the product.  
 

If I have little experience with a destination, 
before purchasing a holiday there I often look in 
the mass media for information about it.  
 

I often consult other people to help choose the 
best alternative available from a product class.  
 

To help choose the best holiday alternative 
available, I often consult with other people.   
 

I frequently gather information from friends or 
family about a product before I buy.  
 

Before booking a holiday, I frequently gather 
information from other people.  
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Measuring normative referents.  

The consumer behaviour literature proposes that consumers seek social 

approval through consumption and choose products and experiences that 

conform to the expectations of others (Bearden et al., 1989).  This social value 

enhances the consumer’s social self-concept (Sweeney & Soutar, 2003). 

Consistent with the consumer behaviour literature, the influence of the opinion 

of others and social approval seeking on consumer decision-making is 

described in this study as normative referents. This study uses the scale 

developed by Bearden et al. (1989) to measure normative referents on 

consumer decision-making. The scale reports an appropriate reliability based 

on an eight item scale (coefficient alpha .88, test-retest reliability .79, p-value 

<.01, one-tailed). Slight alternations were made to the wording of each item to 

reflect the context of this study, for example: 

 
Original scale item Item used in this study 
When buying products, I generally purchase 
those brands that I think others will approve of.  
 

I generally choose a holiday that I think other will 
approve of.  

I like to know what brands and products make a 
good impression on others. 
 

I like to go on holidays that make a good 
impression on others.  

If I want to be like someone, I often try to buy 
the same brands that they buy.  
 

If I want to be like someone, I often try to go on 
the same holidays as them.     

 

Measuring perceived emotional value. 

Consumer value perceptions are based on a, “process by which an individual 

receives, selects and interprets stimuli to form a meaningful and coherent 

picture of the world” (Schiffman et al., 2008, p. 136) and provide a schema to 

recognise, organise and interpret stimulus (Hoyer & MacInnis, 2010). This study 

identified perceived emotional value as a core hedonic value associated with 

consumer choices. Emotional value has been identified and measured in other 

consumer studies, most notably the PERVAL scale developed by Sweeney and 

Soutar (2001) to measure consumer value perceptions. Sweeney and Soutar 

(2001) define emotional value as, “the utility derived from the feelings or 

affective states that a product generates” (p. 211). Sheth et al. (1991) defines 

emotional value as consumption’s, “capacity to arouse feelings or affective 

states” (p. 161). Drawing upon these definitions, this study defines perceived 

emotional value as the perceived feelings or affective state consumption is 

expected to generate. 
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Sweeney and Soutar (2001) use five items to measure perceived emotional 

value and report an appropriate reliability for the scale at .94. The original scale 

was developed to measure perceptions of a product. Accordingly, the items in 

the original scale were assessed for appropriateness in this study given the 

behavioural context of this study, which seeks to measure attitude towards the 

behaviour rather than attitude towards the object. Based on this criterion, two 

items were removed from the survey as they related to use of an object (e.g., 

would make me want to use it). The wording of the remaining three items was 

altered slightly as follows: 
 

Original scale item: 
 

Item used in this study: 

is one that I would enjoy. Taking a holiday in Australia is enjoyable.  
 

would make me feel good.  
 

Taking a holiday in Australia makes me feel 
good.  
 

would give me pleasure.  Taking a holiday in Australia gives me pleasure.  
 

 
 

Two additional items – being excitement and sense of accomplishment - to 

measure perceived emotional value are also included in this study based on the 

findings from the focus group interviews and the generational cohort literature. 

For example, Noble and Schewe (2003) highlight the importance of these two 

emotional values, particularly for Generation Y members. Other studies propose 

that Baby Boomers seek stimulating and self-fulfiling experiences (e.g., Cleaver 

& Muller, 2002; Patterson & Pegg, 2009). Accordingly, the emotional benefits of 

this behaviour are excitement and a sense of accomplishment. Therefore, the 

addition of two items in the context of this study to measure perceived 

emotional value is warranted.   

 

Measuring perceived novelty value.  

The second core hedonic value perception identified in this study is perceived 

novelty value (as noted in Chapter Four). Novelty is commonly associated with 

variety-seeking and is defined as, “the degree of contrast between present 

perception and past experience, making it the opposite of familiarity” (Assaker 

et al., 2010, p. 2). Novel travel is, therefore, “A trip characterized by new and 

unfamiliar experiences that differ from prior life experiences” (Assaker et al., 
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2010, p. 3). Lee and Crompton (1992) describe novelty in terms of a 

consumer’s preferred level of arousal, and define novel pleasure travel as 

involving, “An altered routine and experiencing of different things, people and 

environment, [that] may move an individual back towards the desired level of 

arousal” (p. 734). Sheth et al. (1991) describe novelty value as epistemic value 

and describe it as consumption’s “capacity to arouse curiosity, provide novelty, 

and/or satisfy a desire for knowledge” (p. 162). Employing this explanation of 

novelty, this study defines perceived novelty value as the arousal, curiosity and 

desire for knowledge consumption is expected to generate.  

 

The PERVAL scale, developed by Sweeney and Soutar (2001), does not 

include a measure of perceived novelty (epistemic) value because Sweeney 

and Soutar (2001) developed this scale based on consumer perceptions of 

durable goods. However, Sweeney and Soutar (2001) note that,  “the product’s 

capacity to arouse curiosity, offer novelty or satisfy a desire for knowledge...may 

be important for consumers who are considering new experiences...such as 

holidays, adventures or event shopping trips” (p. 208). Thus, given the tourism 

context of this study and based upon the findings from the focus group 

interviews (as reported in Chapter Four), it is important that a measure of 

novelty is included in this study.  

 

Assaker et al. (2010) uses a nine item scale to measure novelty seeking in a 

tourism context and reported an appropriate reliability of .93. Given that the 

scale is developed to measure attitude and intention towards a destination, for 

the purpose of this study, three items were removed from the scale as these 

items reflected destination activities or attributes (e.g., local crafts and 

handiwork, local cuisine and new food, interesting and friendly people) rather 

than behavioural attributes. The remaining five items were re-worded and 

simplified, as follows, to reflect more generalised travel attitudes rather than 

destination specific travel attitudes.  
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 Original scale item Item used in this study 
Opportunity to see or experience people from 
different ethnic backgrounds.  
 

Taking a holiday in Australia is something 
different.  
 

Opportunity to experience unique aboriginal or 
native groups. 
 

Taking a holiday in Australia in unique.  

Opportunity to increase your knowledge about 
places, people, and things.  
 

Taking a holiday in Australia increases my 
knowledge.    

Variety of things to see and do.  
 

Taking a holiday in Australia offers variety.    

Visiting a place you can talk about when you get 
home.  
 

Taking a holiday in Australia is something I can 
talk about when I get home.   

 
Measuring perceived value for money.  

Sweeney and Soutar (2001) purport that perceived value is based on functional 

perceptions of value of money described by the price of the product. They 

define perceived price as, “the utility derived from the product due to the 

reduction of its perceived short term and longer term costs” (p. 211). Perceived 

value for money is defined in this study as the perceived monetary cost of the 

consumptive experience. Perceived price was measured in the PERVAL scale 

using four items and reliability of this measure was reported at .80. This study 

remained consistent with Sweeney and Soutar’s (2001) wording for all items, 

except on one occasion where the word “product” was substituted for 

“experience”.   

 

Measuring perceived quality. 

Sweeney and Soutar (2001) conceptualised value for money as a trade-off 

between quality and price, and define quality as, “The utility derived from the 

perceived quality and expected performance of the product” (p. 211). Drawing 

upon this definition, this study defines quality as the perceived standard or 

performance of the consumptive experience. 

 

In a recent study, Williams and Soutar (2009) employed the PERVAL measures 

of quality in a tourism context and, thus, these items were deemed more 

appropriate for this study. Williams and Soutar’s (2009) perceived quality scale 

is based on four items and reported an appropriate reliability of .87. Williams 

and Soutar (2009) deleted three items from the PERVAL scale that were not 

relevant in a tourism context (i.e., has poor workmanship, would not last a long 

time, would perform consistently), changed the wording of one item from “is well 

made” to “is well done”, and introduced a new item, “well organised”. All four 
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items used by William and Soutar (2009) to measure perceived quality were 

adopted in this study. 

 

Measuring generational consumer attitude.  

Attitude is defined as, “a learned predisposition to behave in a consistently 

favourable or unfavourable way with respect to a given object” (Schiffman et al., 

2008, p. 226). Drawing upon this definition, generational consumer attitude is 

defined, in this study, as beliefs about perceived favourable or unfavourable 

outcomes from consumptive experience shared by the generational cohort 

members. Sparks and Pan (2009) used six items to measure attitude towards 

travel and reported a reliability of .95. Only three of these six items were used in 

this study to reduce the length of the overall questionnaire.  

 

Measuring generational consumer intention. 

Intention to buy is considered the conative component of consumer decision-

making, and is defined as, “the likelihood or tendency that an individual will 

undertake a specific action or behave in a particular way with regard to the 

attitude object” (Schiffman et al., 2008, p. 230). Generational consumer 

intention is defined, in this study, as the likelihood or tendency that generational 

cohort members will consume the experience. Three items were adopted in this 

study, to measure generational consumer intention, based upon items used in 

previous tourism studies (Sparks & Pan, 2009; Williams & Soutar, 2009).  

 

Measuring perceived personal situation.  

Personal situation was defined, in this study, as perceived individual situational 

factors that affect the ease or difficulty of consumption. The focus group 

analysis indicated that an individual’s family situation, household income, level 

of education and employment may influence this consumer decision-making. 

Accordingly, four single items were included in the survey to measure to 

measure these influences. 

 

Measuring generation-self identify congruency.  
This study also sought to characterise the generation-self identity congruency 

by measuring associations between one’s concept of self and their concept of 

their generational cohort. This measure is important because, as Sirgy (1982) 
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claims, individuals tend to seek experiences that enhance their self-concept and 

behave in a manner consistent with their self-concept. Drawing from these 

concepts, this study seeks to measure an individual’s thoughts and feelings 

about belonging to a generational cohort.  

 

Survey respondents were told they were completing a survey that examines 

their consumer attitudes and intentions towards taking a travel holiday, and, 

therefore, were not overly aware of the importance of generational cohort 

membership to the outcomes of this study. Associations between their 

perceived generational cohort and self-identity were measured in three ways. 

Firstly, respondents were simply asked to identify their generational cohort 

based on the generational labels. Secondly, profiles describing each of the 

generational cohorts were developed based upon the commentary on Baby 

Boomer, Generation X and Generation Y consumers reported in the literature. 

Table 5.2 presents these profiles. Respondents were asked which profile they 

most identified with based on the profile only, without the generational labels.  

 

Table 5.2. Generational Profiles  
Generational Cohort  Profile 

Baby Boomer A sense of accomplishment and personal pride is important to me. I seek 

products and experiences that give me freedom and self-fulfilment. I enjoy 

indulging by buying things for myself, my home and for others. I tend to 

purchase brands that I know and trust. 

 
Generation X  
 

Lifestyle and having fun is important to me. I am a savvy consumer that is 

sceptical of media hype and branding, and prefer an honest approach that 

focuses on value. I am determined to succeed, and accordingly, the things I 

purchase reflect how successful I am. I often buy things as a reward for my 

hard work.   

 
Generation Y  
 

Being trendy, stylish and up-to-date with the latest fashion and technology is 

important to me. The things I purchase express who I am and I like buying 

things that are envied by my friends, but do not like media hype. I am willing to 

pay more for good quality and I have favourite brands. 
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Thirdly, the self-brand connection scale developed by Escalas and Bettman 

(2003) was adapted to measure the connection between generational cohort 

and self. This seven item scale reported reliability of .90. Two items in this scale 

were deleted as they related to the use of a brand or product, and were not 

appropriate in the context of this study. The items included: “I use Brand X to 

communicate who I am to other people” and “I think Brand X helps me become 

the type of person I want to be”. The remaining five items were slightly 

reworded, as follows, to reflect the objectives of this study:  

 
Original scale item Item used in this study 
Brand X reflects who I am.  
 

My generation reflects who I am.  

I can identify with Brand X.  
 

I can identify with my generation.  

I feel a personal connection to Brand X.  
 

I feel a personal connection to my generation.  

I consider Brand X to be “me”. 
 

I consider my generation to be “me”.  

Brand X suits me well.  
 

My perception of my generation suits me well.  

 
5.2.3 Scaling and response format. 

Once the measurement items are identified, deciding on the scales for 

measurement is the next important step. Scaling aids the measurement of 

social phenomena by defining the levels of measurement of the constructs 

under investigation (Page & Meyer, 2000). Social science uses many different 

types of scales depending upon the dimension they seek to measure. The four 

main types of scales are nominal scales, ordinal scales, interval scales and ratio 

scales (May, 2001). Interval scales are, typically, used in attitudinal research 

because they measure the intensity of the belief, preference or intention 

towards the object or behaviour (Aaker et al., 2007). Thus, attitudinal 

differences can be compared (Kumar et al., 2002). There are several types of 

interval scales, for example Sematic-Differential scale, Stapel scale, and 

Thurstone scale. The Likert scale is a popular interval scale used in many 

consumer behaviour (e.g., Sweeney & Soutar, 2007) and tourism studies (e.g., 

Sparks, 2007; Williams & Soutar, 2007), as it measures the level of agreement, 

or disagreement with a statement about a particular construct on a continuum 

from “strongly agree” to “strongly disagree” (May, 2001). A Likert scale has two 

parts: (1) the item part that has a statement about the object; and (2) the 
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evaluative part that lists response categories (Aaker et al., 2007), as illustrated 

in the example below:  

 
Holidays in Australia offer value for money.  
 

Strongly 
Disagree 

1 

Moderately 
Disagree 

2 

Slightly 
Disagree 

3 

Undecided 
 

4 

Slightly 
Agree 

5 

Moderately 
Agree 

6 

Strongly 
Agree 

7 
 
 

Having evaluated various scale options, the Likert scale was adopted for this 

study because it is most appropriate given the measurement objectives of this 

study. A Likert scale is also well-suited to the data collection approach of this 

study – being a self-administered online survey - as respondents can visually 

see the points indicating their level of agreement. Furthermore, because it is a 

commonly used scale, respondents can easily understand it. Yet, Malhotra 

(2010) warns, although Likert scales are easy to construct and administer, they 

also have some limitations. When answering questions on a Likert scale, 

respondents have to read each statement resulting in longer completion times 

than other itemised rating scales. Interpreting unfavourable statements is also 

difficult and, therefore, he cautions against interpreting disagreement with an 

item (e.g., “The service is bad”) as an indication that they agreement with the 

opposite statement (e.g., “The service is good”).   

 

Once the type of scale has been decided upon, the number of categories and 

labelling of the scale is considered. Likert scales, typically, have a minimum of 

five categories and a maximum of nine categories (Kumar et al., 2002). 

Malhotra (2010) recommends seven or more categories for studies that use 

sophisticated statistical techniques, such as correlation coefficients, as this 

analysis is influenced by the number of scale categories. Malhotra (2010) also 

recommends using a neutral point when, at least, some of the respondents will 

have a neutral or indifferent opinion on this topic. In addition, all scale 

categories should be labelled. Based upon Malhotra’s recommendations, a 

seven point scale ranging from “strongly agree” to “strongly disagree” with a 

neutral point of “undecided” was employed for this study.  
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5.2.4 Survey format. 
Once the nature and type of questions are confirmed, deciding upon the 

question wording and survey formatting is critical (May, 2001). Consistent with 

Aaker et al.’s (2007) protocol, items and instructions in the questionnaire, for 

this study, were checked to ensure that the vocabulary was simple, direct and 

familiar for respondents and words did not have a vague or ambiguous 

meaning. Questions were also checked to ensure they were not “double-

barrelled”, leading or loaded, and the questions were applicable to all 

respondents and the question length was appropriate.   

 

The sequence of the questions was considered to ensure that the questionnaire 

maintained the cooperation of the respondents (e.g., starting with simple, easy 

questions and asking personal questions at the end of the questionnaire). The 

questions were ordered so that respondents could maintain a frame of 

reference and responses to prior questions did not influence responses to 

subsequent questions, thus creating an order bias (Kumar et al., 2002), for 

example, asking more general questions about  travel decision-making before 

asking questions relating to a particular context, such as domestic holiday 

decision-making.   

 
5.2.5 Anticipated analysis. 

Having a data analysis plan ensures that the data collected and analysed meets 

the research objectives and improves the execution of the study in the 

implementation phase (Hedrick et al., 1993). Analysing the quantitative data 

using structural equation modelling (SEM) was a critical initial decision, in this 

study, and informed the overall survey design. SEM is appropriate for this study 

as it can estimate multiple and interrelated dependent relationships using 

multiple variables and, then, incorporate them into an integrated model 

(Malhotra, 2010). SEM, therefore, provides a tool to confirm the conceptual 

model proposed in Chapter Four, and, thus, uncovers the consumer decision-

making of generational cohorts.   
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5.2.6 Pilot study.  
Researchers often conduct a pilot study to test the face validity of the 

instrument (Birley & Moreland, 1998). Pilot testing the survey also assists in 

improving the wording and formatting to questions and scales and identify 

deficiencies in the survey (Creswell, 1994). The questionnaire was administered 

online to respondents just as it would be in the full-scale study. Potential 

respondents were invited to participate in the pilot study via an email invitation 

from the researcher. These subjects were sourced through personal and 

professional contacts and then a snowball sampling technique was employed to 

encourage wider distribution. On conclusion of the questionnaire, respondents 

were asked to comment on issues and problems with answering and 

understanding the instructions and questions, as well as, the formatting and 

“flow” of questionnaire.   

 
Based on the respondent feedback from the pilot study, the question relating to 

the item measuring formative referents was re-worded, as follows, to make it 

easier to understand:  

 
Original question: Revised question (used in the final survey): 
 
To what extent do you agree that the following 
factors when you were growing up (when you 
were 14-20 years) influence your attitude 
towards daily life today? 
 

 
Thinking about when you were growing up – 
that is aged 14-20 years – please indicate your 
level of agreement with the following 
statements.  
 

 

An additional item was added to the formative referents scale, “Society’s values 

when I was growing up influence my attitude towards daily life today”. The 

wording of two items, relating to formative referents, was also changed, as 

follows:  

 
Original items: Revised items (used in the final survey): 
My family when I was growing up influence my 
attitude towards daily life today. 
 

My family’s values when I was growing up 
influence my attitude towards daily life today. 
 

The socioeconomic circumstances of my family 
when I was growing up influence my attitude 
towards daily life today. 

My family’s financial circumstances when I was 
growing up influence my attitude towards daily 
life today. 
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In addition, the four items relating to interpersonal referents were reworded and 

the term “friends and family” replaced with “others” due to the double-barrelled 

nature of friends and family. Additional categories were added to some of the 

demographic questions to better capture the respondent profile of the 

participants. The central tendencies and dispersion of each item was checked 

and exploratory factor analysis was performed to check that the items, used to 

measure each construct, were uni-dimensional and reliable measures of that 

construct. Appendix D shows the table of results including the mean and 

standard deviation of each item, as well as, the standardised loadings, 

composite reliability and the average variances explained of each factor or 

construct.  Each construct was then reviewed based on acceptable ranges as 

recommended by Hair, Anderson, Tatham & Black (1995). The reliability of the 

constructs ranged from .85 to .95 and the average variance explained ranged 

from .57 to .91 which are within acceptable ranges. In total, the final survey 

contained 115 items. The final survey is shown in Appendix E. Consumer value 

perceptions, attitudes and intentions towards holidaying in Australia and 

internationally were collected, however only the items relating to a domestic 

travel context are used for the purpose of this study. A total of 38 items form the 

basis of this study as shown in Table 5.3.  
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Table 5.3. Overview of Survey Items 

Construct Definition Number 
of Items 

Scale Adapted 
From 

Formative 
referents 

 

The influence of collective memories of 
personal and society during the formative 
years on present day consumer decision-
making.  

8 Developed from the 
focus group 

analysis. 

Mass media 
referents 

The influence of macro informational 
referents, based on mass media 
communication, on consumer decision-
making.    

4 Bearden et al. 
(1989). 

Interpersonal 
referents 

 

The influence of micro informational 
referents, based on personal interactions, 
on consumer decision-making.    

4 Bearden et al. 
(1989). 

Normative 
referents 

The influence of the opinion of others and 
social approval seeking on consumer 
decision-making.   

8 Bearden et al. 
(1989). 

Perceived 
emotional value 

The perceived feelings or affective state 
consumption is expected to generate. 

5 Sweeney & Soutar 
(2001). 

Perceived 
novelty value 

The perceived arousal, curiosity and desire 
for knowledge consumption is expected to 
generate.  

5 Assaker et al. 
(2010). 

Perceived value 
for money 

The perceived monetary cost of the 
consumptive experience. 

4 Sweeney & Soutar 
(2001). 

Perceived 
quality 

The perceived standard or performance of 
the consumptive experience. 

4 Sweeney & Soutar 
(2001). 

Generation 
consumer 
attitude 

Beliefs about perceived favourable or 
unfavourable outcomes from consumptive 
experience shared by generational cohort 
members.  

3 Sparks & Pan 
(2009). 

Generational 
consumer 
intention 

The likelihood or tendency that generational 
cohort members will consume the 
experience.   

3 Sparks & Pan 
(2009); Williams & 

Soutar (2009). 

Perceived 
personal 
situation 

Perceived individual situational factors that 
affect the ease or difficulty of consumption. 

4 Developed from the 
focus group 

analysis. 

 
5.3 Survey implementation  
Once the survey design is complete, the survey is ready for implementation. As 

shown in the conceptual map of the quantitative phase presented in Figure 5.1, 

this stage involves implementing a sample plan to collect the data and 

analysing the data to identify the underlying factors or constructs. This is the 

measurement model (Jarvis et al., 2003).  Furthermore, examination of how the 

constructs relate to each other is also realised. This is the structural model 

(Jarvis et al., 2003). The following section describes the data collection 

procedures. The analysis of this data is reported in the next chapter (i.e. 

Chapter Six).  
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5.3.1 The sampling plan. 
The sampling plan is important as appropriate sampling allows for 

generationalisation of the study’s findings to the general population (Page & 

Meyer, 2000). It is, therefore, important that the population is correctly defined 

and the sample is representative of the population (Kumar et al., 2002). Only 

when this criterion is satisfied can the results from the study assume to give 

reliable information about the larger population (Bouma, 2000).  Consistent with 

most marketing research studies, only a sample of the population under 

investigation is possible and, thus, a sampling plan is required (Aaker et al., 

2007). The sampling plan aimed to achieve a representative sample described 

by Bryman and Cramer (1994) as, “a sample that can be treated as though it 

were the population” (p. 100). To achieve this end, researchers should first 

identify the population of interest to the study (Boruma, 2000) to save time and 

effort and obtain consistent and unbiased estimates of the population of 

interest. One way of doing this is to stratify the population according to 

categories of criterion (Bryman & Cramer, 1994). In this study, the population of 

interest were people born between 1946 and 1994 who are part of the Baby 

Boomer, Generation X and Generation Y cohorts. Accordingly, this criterion was 

established for this sample. In addition, a shared background or up-bringing 

was of particular interest to this study. Thus sampling people who currently live 

and were born in Australia was introduced as a criteria in the sampling plan. 

This criterion was identified from the focus group analysis, as participants from 

different backgrounds tended to have different points of reference in relation to 

their formative years.  

 

In addition to ensuring respondents were from the three generations under 

investigation, it was also important to ensure the entire age range of each 

generation. Sampling frames that are not fully representative of each cohort has 

been a criticism of past research into generational cohorts, as discussed in 

Chapter Two. To overcome this issue, this study adopt an age-stratified quota 

sample for each generational cohort to ensure, not only comparable sample 

sizes were obtained for each cohort, but also the early, middle and late aged 

members of each cohort were represented. A stratified sample method ensures 

that all subgroups, or strata, of the population is adequately represented 

(Schofield, 2006). This study also imposed quotas on each age subgroup 
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(Bouma, 2000) to obtain an adequate sample size of each subgroup. Based on 

year of birth, Generation Y was accordingly divided into two age subgroups (i.e., 

1977-1985 and 1986-1994); Generation X was divided into two age subgroups 

(i.e., 1965-1970 and 1971-1976); and the Baby Boomer cohort was divided in 

four age subgroups (i.e., 1946-1949, 1950-1954, 1955-1959 and 1960-1964) 

given the extended timeframe of this cohort. In total, there were eight age 

groups. A minimum quota of 70 responses per group was established as this 

sample size was sufficient for meaningful statistical comparisons between 

groups. Comrey and Lee (1992) (in Tabachnick and Fidell, 2007) suggest that 

at least 300 cases is required for factor analysis. The expected total overall 

minimum sample size for this study is 560 cases, which is described as “very 

good” for factor analysis.   

 

Participants in this study were recruited by a third party professional marketing 

listing company. Using an established panel is advantageous as the 

respondents who participate in the study have previously indicated that they will 

be available and willing to cooperate in this type of research, thereby reducing 

non-response error (Kumar et al., 2002).  Potential participants were screened 

by the company based upon information they previously collected when 

establishing the membership of the panel listing. As a result, an invitation to 

participate in the study was only emailed to panel members who were born 

between 1964 and 1994 and were born, and currently living, in Australia. A 

50/50 gender split was also incorporated in the quota sampling criteria. The 

company was paid by the researcher for each completed survey. The company 

sent an email inviting potential participants on their panel list to participate in 

this study and recipients chose to participate in this study by clicking on weblink 

embedded in the email invitation. Participants who completed the survey were 

awarded points by the company which they can redeem via the company’s 

rewards program.  

 



 

 149 

5.4 Conclusion 
This chapter discussed the various quantitative research methods and 

proposed that a self-administered online survey is the most advantageous and 

appropriate method for this phase of the study. The research methods, or 

procedures, used to develop the survey instrument for this study were also 

discussed and each construct was defined and appropriate items for 

measurement identified. Likewise, survey scaling and formatting and data 

analysis were considered in the survey design. The pilot study method and 

modifications to the survey based on the pilot study were also discussed. The 

chapter concludes with a detailed outline of the sampling plan. The next chapter 

reports the implementation and results of the quantitative (confirmatory) phase.   
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Chapter Six: Quantitative Phase Results 
  

  
6.1 Introduction 
The exploratory phase of this study, presented in Chapter Four, identified and 

specified key constructs for investigation. These constructs were 

conceptualised into a model that proposed the interrelationship between 

constructs. Since these constructs could not be directly observed, multiple 

observed or indicator variables were used to measure each construct, as 

described in Chapter Five. The next important phase in this study is to analyse 

this data to test and validate the theoretical model.  

 

Structural Equation Modelling (SEM) is commonly used by marketing and 

consumer behaviour researchers for theoretical model testing (Baumgartner & 

Homeburg, 1996). SEM allows researchers to answer a series of interrelated 

research questions and interpret a series of dependent relationships among a 

set of constructs into an integrated model (Malhotra, 2010). This chapter 

describes the results from the quantitative survey analysis phase of this study 

employing a SEM process. This study adopts the sequential process proposed 

by Malhotra (2010) when performing SEM. The process begins with a 

preliminary data analysis that identifies the individual constructs and specifies 

the measurement model. Accordingly, this chapter presents the factor analysis 

of the data and reports the factor loadings of each construct to ensure the 

observed, or item variables, are reliable and valid measures of each latent 

construct. Once the measurement model has been validated, Malhotra (2010) 

states that the structural model is specified and assessed for reliability and 

validity. This chapter accordingly reports the results of the hypothesis testing 

using Partial Least Squares (PLS) regression analysis. Consistent with previous 

studies, prior to commencing the preliminary and confirmatory analysis, a profile 

of the sample is presented.   

 
  



 

 152 

6.2 Profile of Sample  
The survey was distributed to 14,300 email accounts by the market listing 

company. A total of 964 respondents commenced the survey before the quota 

limits were achieved and the survey closed. There were 727 fully completed 

questionnaires. Cases with missing data appeared random. Accordingly, cases 

with missing data were removed from analysis consistent with the approach 

proposed by Tabachnick and Fidell (2007). In addition, 95 cases indicated they 

were not born and/or currently living in Australia and, accordingly, these cases 

were also removed from analysis. The empirical results of this study are based 

on 627 responses.  

 

Table 6.1 outlines the demographic profile of the sample. Baby Boomers 

represented 56.3% of the sample; Generation X represented 19.3%; and 

Generation Y represented 24.4% (based on cohort groupings according to year 

of birth). These weightings reflect the quotas imposed on the sample. 

Approximately a third of respondents were employed full-time (33.9%) and 

23.1% were part-time/casual and 8.1% self-employed. Some respondents were 

not employed (19.0%) or retired (16.0%). Over half of the respondents were 

married or in a de facto relationship with no children (32.2%) or no children 

living at home (27.8%). Approximately one-quarter (24.1%) of respondents were 

single with no children and one in ten were divorced or widowed with no 

children (7.0%) or with children living at home (3.3%). The highest level of 

education levels varied: 39.7% had high school or below; 35.4% had 

certification, diploma or trade qualification; and 24.8% had a university degree. 

There was also a diverse range of annual household incomes with 16.1% 

earning less than $25,000, 25.0% earning $25,001-$50,000, 22.8% earning 

$50,001-$75,000, 16.1% earning $75,001-$100,000 and 19.9% earning more 

than $100,000.  
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Table 6.1. Profile of the Overall Sample 
Variable Category Sample 

number 
Percentage 
of sample 

Generational cohort  
 

Baby Boomers  
Generation X 
Generation Y 
 

353 
121 
153 

 

56.3% 
19.3% 
24.4% 

Employment status Full-time employed 
Part-time/Casual employed 
Not employed  
Retired 
Self-employed 
 

214 
146 
120 
101 

51 

33.9% 
23.1% 
19.0% 
16.0% 

8.1% 

Family status Single (no children at home) 
Single (with children at home) 
Married/Defacto (no children at home) 
Married/Defacto (with children at home) 
Divorced/Widowed (no children at home) 
Divorced/Widowed (with children at home) 
Other 
 

152 
25 

204 
176 

44 
21 
10 

24.1% 
4.0% 

32.3% 
27.8% 

7.0% 
3.3% 
1.6% 

Education level High school or below  
Certificate, diploma or trade qualification  
University degree  
 

251 
224 
157 

39.7% 
35.4% 
24.8% 

Annual household 
income 

Less than $25,000 
$25,001-$50,000 
$50,001-$75,000 
$75,001-$100,000 
More than $100,000 
 

102 
158 
144 
102 
126 

16.1% 
25.0% 
22.8% 
16.1% 
19.9% 

 
 

6.3 Preliminary Data Analysis 
The study uses exploratory factor analysis (EFA) to explore the underlying 

factors (or constructs) in the structural model. Factor analysis assesses the 

factorial validity of the items in the scales by measuring the commonality among 

the items with a factor or construct (Bryman & Cramer, 1994). In simple terms, 

do the items in the questionnaire measure the same concept?  Hence, 

Tabachnick and Fidell (2007) explain that factor analysis aims to describe and 

summarise data by grouping together items (or variables) that are correlated, to 

examine patterns of correlation among variables. In the case of this study, the 

items in the questionnaire were chosen with potential underlying constructs in 

mind. Therefore, the purpose of conducting EFA in this study is to determine if 

the items used in the questionnaire (i.e., the observed measures) reflect a 

common latent construct (i.e., an unobserved measure) in the theoretical model.  
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Because factor analysis is sensitive to outlying cases, missing data and 

degradation of correlations between poorly distributed variables (Tabachnick & 

Fidell, 2007), a preliminary stage of data analysis for this study was to inspect 

the data for normality (by inspecting skewness and kurtosis), linearity (by 

inspecting scattering plots) and the presence of outliers. The data was also 

visually inspected using histogram graphs which provide an, overall, visual 

presentation of the data. The results of this analysis are presented in Appendix 

F. Most of the statistics were within acceptable ranges (e.g., skewness and 

kurtosis ± 2.00) and normally distributed. Three variables (or items) relating to 

perceived emotional value reported kurtosis statistics between 2.58 and 4.22, 

as did the personal situation variable relating to income which reported a 

kurtosis of 3.06. There were no outliers detected in any of the variables and the 

standard deviations were within an acceptable range of less than three 

deviations. Thus, although the data did not appear problematic, the analysis did 

indicate that some of the variables relating to perceived emotional value were 

not normally distributed.  This issue of non-normality is addressed in Section 

6.4.  

 

Once normality was inspected, EFA was conducted. EFA seeks to determine 

whether a relationship between items (or observed variables), used to measure 

each (unobserved or latent) construct, exists. If so, then the variables will load 

on the expected factor. The terms factor and construct, as well as the terms 

items and variables, are used interchangeably. As described by Tabchnick and 

Fidell (2007), the first step in factor analysis is to visually inspect the correlation 

matrix. The correlation matrix reports the correlation coefficients - which range 

between -1 and +1 – and therefore indicates items that are highly correlated 

with one another. Highly correlated items report high correlated coefficient 

values (i.e., values closer to 1).  Correlations exceeding .3 are considered 

acceptable for factor analysis (Tabchnick & Fidell, 2007). The Barlett’s test of 

sphericity is also important as it statistically tests for the presence of overall 

correlation among all variables in the correlation matrix (Hair et al., 1995). Thus, 

if this test reports a p value greater than .05 then there is significant correlation 

among the variables.  
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The second step in factor analysis is to inspect the factor matrix, which reports 

the factor loadings of variables on each factor (Hair et al., 1995). Similar to the 

correlation matrix, values in the factor matrix range between -1 and +1. The 

homogeneity of scores in the sample influences the size of the loading 

(Tabachnick & Fidell, 2007). High factor loadings, therefore, reflect a high 

degree of homogeneity and indicate a high association between the variables 

and the factor. Factor loadings .3 or greater are generally viewed as 

interpretable, however loadings .5 or greater are considered to be significant 

(Hair et al., 1995). Malhotra (2010) advocates that factor loadings of .7, or 

greater, are ideal as this indicates that, “the construct is explaining 50 percent 

or more of the variation in the observed variable” (p. 702).  

 

Another important consideration when conducting factor analysis is assessing 

the proportion of variance in the observed variables that is explained by each 

factor. This statistic is reported as the average variance explained (AVE) and is 

an estimate of convergent validity (Hair, 1995). AVE is calculated as a 

percentage for each factor based on the sum of squares of the factor loadings 

and described as the eigenvalue for the factor (Kline, 1994).  It is generally 

accepted that an AVE value of .5 or more is satisfactory (Malhotra, 2010), as 

the variance captured by the construct is greater than the measurement error. 

In other words, the observed variables explain at least 50% of the latent 

construct.  

 

When several variables are summed to form a total score, the summated scale 

must be tested for internal consistency reliability. The reliability of the scale is 

indicated by a coefficient of reliability called Cronbach’s alpha. Cronbach’s 

alpha values of .6, or more, generally indicate satisfactory or acceptable internal 

consistency reliability, however a composite reliability of .7 or higher is more 

desirable, especially when using SEM (Malhotra, 2010).  The sampling 

adequacy of factor analysis is measured using an index known as Kaiser-

Meyer-Olkin (KMO). KMO values over .5 indicate factor analysis is appropriate 

(Malhotra, 2010). Table 6.2 presents an overview of the preceding discussion 

and highlights the key statistics and the associated acceptable value for 

interpretation. The following sub-section reports the preliminary analysis 

undertaken for this study and assesses the key EFA statistics. 
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Table 6.2. Overview of Key Factory Analysis Statistics and Acceptable 
Values 
Statistical test Acceptable values 
Correlation coefficients ≥.3 
Reliability ≥.6 
Factor loading ≥.3 
Average variance explained (AVE) ≥.5 
KMO ≥.5 
Barlett’s test ≤.05 
Note. Sources: Malhotra, 2010; Hair et al., 1995; Tabachnick & Fidell, 2007. 
  
 

6.3.1 Preliminary results – Exploratory factor analysis. 
There are a total of 10 primary constructs for measurement in the proposed 

model of generational consumer decision-making (i.e., formative referents, 

mass media referents, interpersonal referents, normative referents, perceived 

emotional value, novelty value, value for money, quality, attitude, and intention). 

In addition, a construct measuring generation-self identity congruency was 

measured to assist in characterising the each generational cohort. As part of the 

preliminary analysis, the psychometric properties of each of these constructs 

were examined.  

 

Preliminary analysis – Formative referents. 
Eight items (FR1 to FR8) were used to measure formative referents. These 

items showed significant correlations on the correlation matrix with a high KMO 

statistic (.90) and a significant probability level (p<.000) for the Barlett’s test. 

The scale is also reliable reporting a Cronbach’s alpha of .94. The correlation 

matrix shows correlations between .42 to .86. EFA revealed a single factor 

structure with factor loadings ranging of .78 to .90 and variance explained of 

69.95%. Consequently, items FR1-FR8 are considered to provide a reliable and 

valid measure of formative referents. 
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Item Mean (SD) FL Code Correlations 
Formative referents (FR)    FR1 FR2 FR3 FR4 FR5 FR6 FR7 FR8 

My friends when I was growing up 
influence my attitude towards holidays in 
Australia today. 
 
My family's values when I was growing up 
influence my attitude towards holidays in 
Australia today. 
 
My family's financial circumstances when 
I was growing up influence my attitude 
towards holidays in Australia today. 
 
My religious affiliation when I was 
growing up influence my attitude towards 
holidays in Australia today. 
 
Education opportunities in society when I 
was growing up influence my attitude 
towards holidays in Australia today. 
 
Employment opportunities in society 
when I was growing up influence my 
attitude towards holidays in Australia 
today. 
 
The economy when I was growing up 
influence my attitude towards holidays in 
Australia today. 
 
Society's values when I was growing up 
influence my attitude towards holidays in 
Australia today. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

3.22(1.86) 
 
 
 
4.05(1.97) 
 
 
 
4.06(2.00) 
 
 
 
2.63(1.73) 
 
 
 
3.26(1.86) 
 
 
 
3.42(1.90) 
 
 
 
 
3.62(1.92) 
 
 
 
3.51(1.87) 
 
 
 
.94 
69.95% 
.90 
.000 

.79 
 
 
 
.78 
 
 
 
.81 
 
 
 
.72 
 
 
 
.90 
 
 
 
.89 
 
 
 
 
.88 
 
 
 
.86 

FR1 
 
 
 
FR2 
 
 
 
FR3 
 
 
 
FR4 
 
 
 
FR5 
 
 
 
FR6 
 
 
 
 
FR7 
 
 
 
FR8 
 

1.0 
 
 
 
.61 
 
 
 
.56 
 
 
.55 
 
 
 
.66 
 
 
 
.64 
 
 
 
 
 
.63 
 
 
 
.65 

 
 
 
 
1.0 
 
 
 
.76 
 
 
 
.43 
 
 
 
.60 
 
 
 
.58 
 
 
 
 
.61 
 
 
 
.64 

 
 
 
 
 
 
 
 
1.0 
 
 
 
.42 
 
 
 
.62 
 
 
 
.66 
 
 
 
 
.72 
 
 
 
.62 

 
 
 
 
 
 
 
 
 
 
 
 
1.0 
 
 
 
.70 
 
 
 
.62 
 
 
 
 
.51 
 
 
 
.56 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1.0 
 
 
 
.86 
 
 
 
 
.74 
 
 
 
.76 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1.0 
 
 
 
 
.81 
 
 
 
.72 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1.0 
 
 
 
.77 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1.0 

Note. SD = Standard deviation; FL = Factor loading 
 

Preliminary analysis – Mass media referents. 
Four items (MR1 to MR4) were used to measure the mass media referents. The 

correlation matrix reported significant correlations with a high KMO statistic (.84) 

and a significant probability level (p<.000) for the Barlett’s test. The correlation 

matrix showed values between .67 to .86. The scale is reliable with a 

Cronbach’s alpha of .92 reported. These statistics indicate sufficient correlations 

to proceed with factor analysis. EFA revealed a single factor structure with 

strong factor loadings ranging of .83 to .94 and variance explained of 81.13%. 

Consequently, items MR1-MR4 are considered a reliable and valid measure of 

mass media referents. 
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Item Mean (SD) FL Code Correlations 

Mass media referents (MR)    MR1 MR2 MR3 MR4     
To make sure that I buy the right holiday, 
I often observe stories about holidays in 
the mass media. 
 
If I have little experience with a 
destination, before purchasing a holiday 
there I often look in the mass media for 
information about it. 
 
To help choose the best holiday 
alternative available, I often consult the 
mass media. 
 
Before booking a holiday, I frequently 
gather information from the mass media. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

3.94(1.74) 
 
 
 
4.51(1.70) 
 
 
 
 
4.30(1.75) 
 
 
 
4.53(1.74) 
 
 
.92 
81.13% 
.84 
.000 

.83 
 
 
 
.91 
 
 
 
 
.94 
 
 
 
.92 

MR1 
 
 
 
MR2 
 
 
 
 
MR3 
 
 
 
MR4 
 
 

1.0 
 
 
 
.67 
 
 
 
 
.69 
 
 
 
.66 

 
 
 
 
1.0 
 
 
 
 
.81 
 
 
 
.79 

 
 
 
 
 
 
 
 
 
1.0 
 
 
 
.86 

 
 
 
 
 
 
 
 
 
 
 
 
 
1.0 

    

Note. SD = Standard deviation; FL = Factor loading 
 

Preliminary analysis – Interpersonal referents. 

Interpersonal referents were measured using four items (IR1 to IR4). Evaluation 

of the correlation matrix show significant correlations ranging between .57 to .87 

as well as a high KMO statistic (.91) and a significant probability level (p<.000) 

for the Barlett’s test. The scale is reliable with a Cronbach’s alpha of .91 

reported. EFA revealed a single factor structure with strong factor loadings 

ranging of 0.78 to 0.94 and variance explained of 78.89%. Consequently, items 

IR1-IR4 were considered to provide a reliable and valid measure of 

interpersonal referents. 

 
Item Mean (SD) FL Code Correlations 

Interpersonal referents (IR)    IR1 IR2 IR3 IR4     

To make sure that I buy the right holiday, 
I often observe what other people are 
doing on holidays. 
 
If I have little experience with a 
destination, before purchasing a holiday 
there I often ask other people about it. 
 
To help choose the best holiday 
alternative available, I often consult with 
other people. 
 
Before booking a holiday, I frequently 
gather information from other people. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

3.87(1.65) 
 
 
 
4.88(1.52) 
 
 
 
4.69(1.57) 
 
 
 
4.74(1.56) 
 
 
.91 
78.89% 
.91 
.000 

.78 
 
 
 
.90 
 
 
 
.94 
 
 
 
.93 

IR1 
 
 
 
IR2 
 
 
 
IR3 
 
 
 
IR4 
 

1.0 
 
 
 
.57 
 
 
 
.63 
 
 
 
.61 

 
 
 
 
1.0 
 
 
 
.81 
 
 
 
.78 

 
 
 
 
 
 
 
 
1.0 
 
 
 
.87 

 
 
 
 
 
 
 
 
 
 
 
 
1.0 

    

Note. SD = Standard deviation; FL = Factor loading 
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Preliminary analysis – Perceived normative referent. 

Normative referents were measured using four items (NR1 to NR8). Significant 

correlations among the items is reported in the correlation matrix with a high 

KMO statistic (.91) and a significant probability level (p<.000) for the Barlett’s 

test. Correlation values of between .58 to .89 are evident in the correlation 

matrix. A Cronbach’s alpha of .95 indicates the scale is reliable. These statistics 

indicate that factor analysis is appropriate.  EFA reveals a single factor structure 

with strong factor loadings ranging of .81 to .91 and variance explained of 

73.48%. Consequently, items NR1 to NR8 were considered to provide a reliable 

and valid measure of normative referents. 

 
Item Mean (SD) FL Code Correlations 

Normative referents (NR)    NR1 NR2 NR3 NR4 NR5 NR6 NR7 NR8 

I rarely purchase a holiday until I am sure 
others will approve of it. 
 
It is important that others like the holiday I 
choose. 
 
I generally choose a holiday that I think 
others will approve of. 
 
The holidays I take are what others 
expect me to choose. 
 
I like to go on holidays that make a good 
impression on others. 
 
I achieve a sense of belonging by 
purchasing the same holidays that others 
purchase. 
 
If I want to be like someone, I often try to 
go on the same type of holidays as them. 
 
I often identify with other people by going 
on the same holidays as them. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

2.73(1.74) 
 
 
2.80(1.89) 
 
 
2.80(1.82) 
 
 
2.85(1.71) 
 
 
2.55(1.71) 
 
 
2.33(1.60) 
 
 
 
2.18(1.57) 
 
 
2.35(1.63) 
 
 
.95 
73.48% 
.91 
.000 

.81 
 
 
.85 
 
 
.88 
 
 
.82 
 
 
.87 
 
 
.91 
 
 
 
.86 
 
 
.86 

NR1 
 
 
NR2 
 
 
NR3 
 
 
NR4 
 
 
NR5 
 
 
NR6 
 
 
 
NR7 
 
 
NR8 

1.0 
 
 
.75 
 
 
.75 
 
 
.63 
 
 
.61 
 
 
.67 
 
 
 
.58 
 
 
.59 
 

 
 
 
1.0 
 
 
.89 
 
 
.68 
 
 
.66 
 
 
.68 
 
 
 
.59 
 
 
.60 

 
 
 
 
 
 
1.0 
 
 
.70 
 
 
.72 
 
 
.71 
 
 
 
.62 
 
 
.62 
 

 
 
 
 
 
 
 
 
 
1.0 
 
 
.72 
 
 
.68 
 
 
 
.62 
 
 
.62 

 
 
 
 
 
 
 
 
 
 
 
 
1.0 
 
 
.80 
 
 
 
.73 
 
 
.72 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1.0 
 
 
 
.86 
 
 
.83 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1.0 
 
 
.85 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1.0 

Note. SD = Standard deviation; FL = Factor loading 
 

Preliminary analysis – Perceived emotional value.  
Perceived emotional value is measured using five items (EV1 to EV5). The 

items are significantly correlated with a high KMO statistic (.89) and a significant 

probability level (p<.000) for the Barlett’s test. The correlation matrix shows 

values between .58 to .94. The scale is reliable a Cronbach’s alpha of .95 

reported. These statistics indicate sufficient correlations to proceed with factor 

analysis. EFA revealed a single factor structure with strong factor loadings 

ranging from .76 to .97 and variance explained of 84.83%. Consequently, items 
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EV1 to EV5 are considered to provide a reliable and valid measure of perceived 

emotional value. 

 
Item Mean (SD) FL Code Correlations 

Perceived emotional value (EV) Mean 
(SD) 

FL  EV1 EV2 EV3 EV4 EV5    

Taking a holiday in Australia is enjoyable. 
 
Taking a holiday in Australia is exciting. 
 
Taking a holiday in Australia makes me 
feel good. 
 
Taking a holiday in Australia gives me 
pleasure. 
 
Taking a holiday in Australia gives me a 
sense of accomplishment. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

6.17(1.20) 
 
6.00(1.21) 
 
6.06(1.82) 
 
 
5.53(1.47) 
 
 
5.29(1.50) 
 
 
.95 
84.83% 
.89 
.000 

.94 
 
.96 
 
.97 
 
 
.96 
 
 
.76 

EV1 
 
EV2 
 
EV3 
 
 
EV4 
 
 
EV5 
 

1.0 
 
.90 
 
.90 
 
 
.89 
 
 
.58 

 
 
1.0 
 
.92 
 
 
.90 
 
 
.66 

 
 
 
 
1.0 
 
 
.94 
 
 
.68 

 
 
 
 
 
 
 
1.0 
 
 
.67 

 
 
 
 
 
 
 
 
 
 
1.0 

   

Note. SD = Standard deviation; FL = Factor loading 
 

Preliminary analysis – Perceived novelty value. 
Perceived novelty value is measured using five items (NV1 to NV5). The 

correlation matrix reports significant correlations with a high KMO statistic (.83) 

and a significant probability level (p<.000) for the Barlett’s test. The correlation 

matrix shows values between .53 to .82. The scale is reliable with a Cronbach’s 

alpha of .91 reported. Since correlations between the items is established, the 

next step was to perform EFA which revealed a single factor structure with 

strong factor loadings ranging from .82 to .90 and variance explained of 

74.47%. Consequently, items NV1 to NV5 are considered to provide a reliable 

and valid measure of perceived novelty value. 

 
Item Mean (SD) FL Code Correlations 

Perceived novelty value (NV)    NV1 NV2 NV3 NV4 NV5    
Taking a holiday in Australia is something 
different. 
 
Taking a holiday in Australia is unique. 
 
Taking a holiday in Australia increases 
my knowledge. 
 
Taking a holiday in Australia offers 
variety. 
 
Taking a holiday in Australia is something 
I can talk about when I get home. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

5.29(1.50) 
 
 
5.18(1.63) 
 
5.76(1.25) 
 
 
5.88(1.23) 
 
 
5.81(1.28) 
 
 
.91 
74.47% 
.83 
.000 

.85 
 
 
.82 
 
.90 
 
 
.89 
 
 
.85 

NV1 
 
 
NV2 
 
NV3 
 
 
NV4 
 
 
NV5 
 

1.0 
 
 
.81 
 
.66 
 
 
.64 
 
 
.58 
 

 
 
 
1.0 
 
.64 
 
 
.58 
 
 
.53 

 
 
 
 
 
1.0 
 
 
.82 
 
 
.76 

 
 
 
 
 
 
 
 
1.0 
 
 
.80 

 
 
 
 
 
 
 
 
 
 
 
1.0 
 

   

Note. SD = Standard deviation; FL = Factor loading 
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Preliminary analysis – Perceived value for money.  

Perceived value for money is measured using four items (PV1 to PV4). The 

correlation matrix reported significant correlations with a high KMO statistic 

(.96), a significant probability level (p<.000) for the Barlett’s test and correlations 

values between .83 to .91. A Cronbach’s alpha of .96 indicates that the scale is 

reliable. EFA reveals a single factor structure with strong factor loadings ranging 

from .94 to .97 and variance explained of 90.14%. Consequently, items PV1 to 

PV4 are considered to provide a reliable and valid measure of perceived value 

for money. 

 
Item Mean (SD) FL Code Correlations 

Value for money – price (PV)    PV1 PV2 PV3 PV4     
Holidays in Australia are reasonably 
priced. 
 
Holidays in Australia offer value for 
money. 
 
Holidays in Australia are a good 
experience for the price. 
 
Holidays in Australia are economical. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

4.55(1.71) 
 
 
4.66(1.63) 
 
 
4.85(1.56) 
 
 
4.54(1.65) 
 
.96 
90.14% 
.86 
.000 

.95 
 
 
.97 
 
 
.94 
 
 
.95 

PV1 
 
 
PV2 
 
 
PV3 
 
 
PV4 
 

1.0 
 
 
.91 
 
 
.83 
 
 
.86 

 
 
 
1.0 
 
 
.88 
 
 
.88 

 
 
 
 
 
 
1.0 
 
 
.86 

 
 
 
 
 
 
 
 
 
1.0 

    

Note. SD = Standard deviation; FL = Factor loading 
 

Preliminary analysis – Perceived quality. 
Four items (QV1 to QV4) are used to measure perceived quality. Evaluation of 

the correlation matrix shows a high KMO statistic (.84) and the Barlett’s test 

shows significant correlations (p<.000). Correlation values of between .71 to .86 

are evident in the correlation matrix and the scale is reliable with a Cronbach’s 

alpha of .94 reported. EFA revealed a single factor structure with strong factor 

loadings ranging from .88 to .95 and variance explained of 84.76%. 

Consequently, items QV1-QV4 are considered to provide a reliable and valid 

measure of perceived quality. 
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Item Mean (SD) FL Code Correlations 

Perceived quality (QV)    QV1 QV2 QV3 QV4     
Holidays in Australia offer consistent 
quality. 
Holidays in Australia are well done. 
Holidays in Australia offer an acceptable 
standard of quality. 
Holidays in Australia are well organised. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

4.85(1.51) 
 
5.03(1.34) 
5.26(1.28) 
 
5.07(1.28) 
 
.94 
84.76% 
.84 
.000 

.88 
 
.95 
.92 
 
.93 

QV1 
 
QV2 
QV3 
 
QV4 
 

1.0 
 
.81 
.71 
 
.73 

 
 
1.0 
.83 
 
.86 

 
 
 
1.0 
 
.84 
 

 
 
 
 
 
1.0 

    

Note. SD = Standard deviation; FL = Factor loading 
 

Preliminary analysis – Attitude. 
Three items (AT1 to AT3) were used to measure attitude. The correlation matrix 

reported significant correlations with a high KMO statistic (.76) and a significant 

probability level (p<.000) for the Barlett’s test. The correlation matrix shows 

values between .87 to .92. The scale was reliable with a Cronbach’s alpha of 

.96 reported. EFA revealed a single factor structure with strong factor loadings 

ranging from .96 to .98 and variance explained of 93.32%. Consequently, items 

AT1-AT3 are considered to provide a reliable and valid measure of attitude. 

 
Item Mean (SD) FL Code Correlations 

Attitude (AT)    AT1 AT2 AT3      
Holidays in Australia are good. 
 
I like holidays in Australia. 
 
I have a favourable attitude towards 
holidays in Australia. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

5.83(1.22) 
 
5.92(1.22) 
 
5.86(1.21) 
 
 
.96 
93.32% 
.76 
.000 

.96 
 
.98 
 
.96 

AT1 
 
AT2 
 
AT3 
 

1.0 
 
.91 
 
.87 

 
 
1.0 
 
.92 

 
 
 
 
1.0 

     

Note. SD = Standard deviation; FL = Factor loading 
 

Preliminary analysis – Intention. 

Intention was measured using three items (IN1 to IN3). The correlation matrix 

reported significant correlations with a KMO statistic (.66) and a significant 

probability level (p<.000) for the Barlett’s test. The correlation matrix shows 

values between .56 to .86. A Cronbach’s alpha of .87 indicates that the scale is 

reliable. EFA reveals a single factor structure with strong factor loadings 

between .80 to .94 and variance explained of 79.16%. Consequently, items IN1-

IN3 are considered a reliable and valid measure of intention. 
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Item Mean (SD) FL Code Correlations 
Intention (IN)    IN1 IN2 IN3      
I would recommend a holiday in Australia 
to others. 
I intend to go on a holiday in Australia in 
the near future. 
I am likely to go on a holiday in Australia 
in the next 12 months. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

 

5.91(1.26) 
 
5.58(1.59) 
 
5.52(1.67) 
 
 
.87 
79.16% 
.66 
.000 

.80 
 
.94 
 
.92 

IN1 
 
IN2 
 
IN3 
 

1.0 
 
.63 
 
.56 

 
 
1.0 
 
.86 

 
 
 
 
1.0 

     

Note. SD = Standard deviation; FL = Factor loading 
 

Preliminary analysis – Generation-self identity congruency.  

Five items (SI1 to SI5) were used to measure self-identity congruency with the 

generational cohort. The correlation matrix reported significant correlations with 

a high KMO statistic (.89) and a significant probability level (p<.000) for the 

Barlett’s test. The correlation matrix shows values between .73 and .86. The 

scale was reliable with a Cronbach’s alpha of .95 reported. EFA revealed a 

single factor structure with strong factor loadings ranging from .87 to .94 and 

variance explained of 83.3%. Consequently, items SI1 to SI5 are considered to 

provide a reliable and valid measure of self-identity with the generational cohort. 

 
Item Mean (SD) FL Code Correlations 

Self-identity (SI)    SI1 SI2 SI3 SI4 SI5    
My generation reflects who I am. 
 
I can identify with my generation. 
 
I feel a personal connection to my 
generation. 
 
I consider my generation to be “me”. 
 
My perception of my generation suits me 
well. 
 

Reliability  
Variance Explained  

KMO  
Barlett’s 

4.60(1.72) 
 
5.02(1.57) 
 
4.78(1.66) 
 
 
4.51(1.70) 
 
4.71(1.64) 
 
 
.95 
83.31% 
.89 
.000 

.87 
 
.91 
 
.94 
 
 
.93 
 
.92 

SI1 
 
SI2 
 
SI3 
 
 
SI4 
 
SI5 
 

1.0 
 
.73 
 
.74 
 
 
.76 
 
.75 

 
 
1.0 
 
.86 
 
 
.77 
 
.79 

 
 
 
 
1.0 
 
 
.85 
 
.82 

 
 
 
 
 
 
 
1.0 
 
.84 

 
 
 
 
 
 
 
 
 
1.0 

   

Note. SD = Standard deviation; FL = Factor loading 
 

6.3.2 Common method variance. 
Common method variance is “variance that is attributed to the measurement 

method rather than to the constructs the measures represent” (Podsakoff et al., 

2003, p. 879). Chang, van Wittleoostuijin and Eden (2009) propose that it is one 

of the most common method bias as false consistency is created among 

variables due to their common source, for example, a self-administered 

questionnaire conducted with the same participants at the same point in time.  
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Podsakoff et al. (2003) review of the literature on common method variance 

resulted in recommendations for process and statistical procedures to control 

for this bias. These recommendations informed in this study. The statistical 

remedy chosen to control for the effect of these bias was Harmon’s single factor 

test. Accordingly, all items from the questionnaire were incorporated in a single 

factor analysis. As a result, nine factors were extracted with eigenvalues greater 

than one and a total variance explained of 80.74%. The first factor accounted 

for 26.16% of the variance, the second factor accounted for 18.91% of the 

variance and the remaining seven factors accounted for 35.67% of the variance. 

Hence, common method variance is not evident, since one common factor did 

not explain the majority of the variance in the data.  

 
6.3.3 Composite measures. 

Composite measures of latent constructs are often used by researchers and are 

commonly employed in marketing (e.g., Grace & Griffith, 2009; O’Cass & Choy, 

2008; Sweeney & Soutar, 2001) and tourism (e.g., Han et al., 2009; Sparks, 

2007; Williams & Soutar, 2009) studies. This approach involves combining 

several individual variables to form a composite measure of each latent 

construct, resulting in a summated scale, or typical response, for each 

construct. Hair et al. (2008) advocate the use of summated scales to reduce 

measurement error as measuring a construct, using an average of multiple 

variables (indicators), reduces the reliance on a single response. Furthermore, 

using multiple measures of a construct allows multiple aspects of a single 

concept to be measured. This approach is particularly useful in capturing the 

multifaceted nature of complex concepts, such as those concepts employed in 

this study.  Using latent variables, particularly when modelling complex 

behaviour, is described as a more sensitive analysis than simpler analysis that 

excludes latent variables (Skrondal & Rabe-Hesketh, 2004).   

 

This study adopted the approach described by Hair et al. (2008) to create 

summated scales of each construct. An initial phase of the scale development 

process was creating conceptual definitions of each construct. The construct 

definitions for this study are presented in Chapter Five. These definitions 

articulated the nature and character of the concepts in the model. In addition, 

the variables (or items) in each scale were assessed for content (or face) 
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validity. Thus, theoretical and practical considerations were considered to 

ensure the individual items in the scale represented the construct. Statistical 

analysis of each construct (as shown in factor analysis presented Section 6.3.1) 

reports high factor loadings for each latent construct, thus the composite 

measures of each construct are valid representations of the underlying latent 

construct. Table 6.3 presents the means and standard deviations for each of the 

composite measures in this study.  

 

Table 6.3. Means and Standard Deviations of Composite Measures 
Constructs Mean SD 
Formative referents 3.47 1.56 
Mass media referents 4.32 1.56 
Interpersonal referents 4.54 1.39 
Normative referents 2.57 1.47 
Perceived emotional value 5.97 1.14 
Perceived novelty value 5.58 1.19 
Perceived value for money 4.43 1.40 
Perceived quality 4.37 1.20 
Attitude 5.87 1.17 
Intention 5.67 1.35 
Generation-self-identity congruency  4.72 1.51 
Note. SD = Standard deviation 
 

6.3.4 Reliability and validity.  
The composite measures for each construct were also assessed to ensure they 

are reliable and valid. Reliability assesses the internal consistency of the 

multiple measures of the construct. As mentioned in the introduction to this 

section, the reliability coefficient, Cronbach’s alpha, is used to statistically 

measure reliability of a scale. Coefficient alpha values of .6 or more generally 

indicate satisfactory or acceptable internal consistency reliability, however a 

composite reliability of .7 or higher is more desirable, especially when using 

SEM (Malhotra, 2010). The Cronbach’s alpha values for this study range from 

.87 to .96, thus, the multiple variables for each of these scales are consistent 

measures of the respective latent constructs. Hair et al. (2008) propose that - 

having established that the scale conforms to its conceptual definition, is 

unidimensional and has an appropriate level of reliability – researchers should 

then empirically assess construct validity of the scale.  

 

Bagozzi, Yi and Phillips (1991) advise that there are the two principle measures 

of construct validity: (1) convergent and (2) discriminant validity. They define 

convergent validity as “the degree to which multiple attempts to measure the 

same concept are in agreement” (p. 425). Convergent validity is established 
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when the average variance explained is greater than the average unexplained 

variance; that is when the AVE is greater than .50 (Fornell & Larcker, 1981). 

The AVE for each of the constructs in this study were: formative referents (.70), 

mass media referents (.81), interpersonal referents (.79), normative referents 

(.73), perceived emotional value (.85), perceived novelty value (.74), perceived 

value for money (.90), perceived quality (.85), attitude (.93), intention (.79) and 

generation-self identity congruency (.83). Hence, convergent validity was 

established since the AVE for all constructs in this study were above the 

criterion of .50.  

 

Discriminant validity statistically tests for concept distinctiveness (Bagozzi et al., 

1991, p. 425). Gaski (1984) states that discriminant validity is achieved if the 

correlation between two composite measures is not greater than their 

respective reliabilities.  The bivariate correlations for this study ranged from .42 

to .94. Furthermore, reliabilities of between .87 and .96 were reported. A 

bivariate comparison of each construct reveals that no bivariate correlation is 

higher than the reliabilities of their respective construct. Discriminant validity is, 

therefore, established.  

 
6.4 Partial Least Squares (PLS) analysis 
There are various approaches to SME. Co-variance based approaches, 

employing SME software, are widely used by social science researchers. The 

original SEM software, LISREL, was developed by Jöreskog in 1970 (Fornell 

and Cha, 1994). LISREL, and other co-variance-based analysis approaches 

such as EQS, CALIS, AMOS and SEPATH (Chin, 1998), are described as “hard 

modelling” approaches because of the distribution and sample size 

requirements (Tenenhaus, Esposito, Chatelin & Lauro, 2005). A lesser known 

alternative approach to SEM analysis is partial least squares (PLS) analysis. 

This approach to path modelling was developed by Jöreskog’s doctoral advisor, 

Wold in 1979 (Tenenhaus et al., 2005). PLS analysis is described as a “soft 

modelling” alternative to SEM as it has less stringent assumptions than LISREL 

and other maximum likelihood approaches (Fornell and Cha, 1994). PLS 

analysis has since been used in several marketing studies because marketing 

data frequently does not meet requirements (such as normality) of maximum 

likelihood based approaches (Fornell & Bookstein, 1982). Several marketing 
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and consumer behaviour studies have employed PLS. Some recent examples 

of published studies include: Guenzi and George (2010), King and Grace 

(2010), Voola and O’Cass (2010). Chin (1994) claims that this counterpart to 

co-variance based approaches is more meritorious and suitable for studies with 

smaller sample sizes and more complex models, and should be viewed as 

complementary to other co-variance approaches. In comparison to covariance 

structure analysis, the latent variables in PLS analysis are indirectly observed. 

PLS analysis therefore imposes less requirements on the data and, as a result, 

the estimates in PLS analysis are more closely tied to the raw data (Chin, 

1994).  Fornell and Bookstein (1982) explain,  

 

“In partial least squares, the set of model parameters is divided into 

subsets estimated by use of ordinary multiple regression that involve the 

value of the parameters in other subsets. An iterative method provides 

successive approximations for the estimates, subset by subset, of 

loading and structural parameters” (p. 441).  

 

PLS analysis achieves factor indeterminacy by using weight relations based 

upon the case value of the latent variables, therefore eliminating ambiguous 

factors (Fornell and Cha, 1994) and parameter identification problems (Chin, 

1998). PLS analysis uses an iterative algorithm based on a series of ordinary 

least squares estimations. As a result, PLS analysis avoids improper solutions - 

that is “solutions outside the admissible parameter space” (Fornell & Bookstein, 

1982, p. 440). This is because the recursive analysis aids identification of latent 

variables and does not presume measured variables have any distributional 

form, thus does not presume normal distribution (Chin, 1998).    

 

PLS analysis is typically used for predictive purposes and in theory 

confirmation. PLS assists in determining the value relationships between latent 

variables and aims, “to help the research obtain determinate values of the latent 

variables for predictive purposes” (Chin, 1998, p. 301). Latent variables are 

described as unobserved as they are manifestations of multiple indicators (i.e., 

items in the survey). These indicators are directly measured and each case has 

an observed value (or score) for each indicator. Latent component scores are 
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calculated based upon the weighted sum of the scores for each indicator (i.e., 

the composite construct) (Chin, 1998).   

 

PLS consists of three relations: (1) the inner model; (2) the outer model; and (3) 

the weight relations. The inner model (also termed inner relations, structural 

model, inner structural model, score model, epistemological model, or 

substantive theory) depicts the relationship among the latent variables based on 

substantive theory. The outer model (also termed outer model or measurement 

model) represents the relationship between the indicators and the latent 

variable. These relationships can be reflective or formative. Reflective latent 

constructs suggest that the indicators all measure the same underlying 

phenomena. The graphic presentation, refer to as the arrow schema, for 

reflective indicators has the arrows pointing from the latent construct to the 

indicators. The arrows point in the opposite direction for formative indicators, 

that is from the indicators to the latent construct. This presentation reflects that 

the indicators are the cause variables, which are precursors of the latent 

variable. The indicators are not assumed to be correlated and measuring the 

same underlying phenomena (Chin, 1998; Fornell & Cha, 1994).  This study 

only uses reflective indicators because all indicators reflect an underlying latent 

construct.  

 

PLS analysis was selected to test the hypotheses proposed in this study for 

three principle reasons. Firstly, this study aims to test the proposed theoretical 

model using three data sets (i.e., each of the generational cohorts) with varying 

sample sizes ranging from 353 responses to 121 responses. PLS analysis 

accommodates small sample sizes, thus, it is particularly suitable for this study. 

Secondly, the preliminary analysis revealed a level of non-normality in the data 

with some variables reporting a kurtosis outside the normal ±2.  PLS analysis is 

particularly suited to accommodate non-normal distribution. And thirdly, PLS 

analysis has the ability to handle larger, more complex models with multiple 

latent variables and indicators (Chin, 1994). PLS analysis is appropriate for this 

study, given the multiple relationships and manifestation variables employed in 

the theoretical model 
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The PLS analysis for this study used the computer program SmartPLS version 

2.0, developed by Ringle, Wende and Will (2005). Multiple indices are used 

when evaluating the inner and outer models using PLS analysis. For the inner 

model, the key indices include: the path loadings and critical ratios (CR). For the 

inner model, the key indices include: path regression weighting and loadings, r 

squared (R2), average variance accounted for (AVA), AVE and CR.  These 

statistics determine the significance and strength of the relationships (or paths) 

between the latent variables. In this study, PLS analysis was used to evaluate 

four models. Firstly, the overall model was tested and then the three 

generational models - (1) the Baby Boomer model; (2) the Generation X model; 

and (3) the Generation Y model - were tested. The following sections present 

the results of this analysis. The three generational models are then compared to 

investigate similarities and differences between the generational cohorts (or 

models) using visual comparison of the models and a t-test equivalent 

calculation.  The PLS analysis results begins by reporting the indices for the 

overall model to establish a platform to undertake the generational cohort 

specific analysis.  

 
6.4.1 Overall model results. 
Overall Model - Outer Model Results – H3, H8 and H10. 

Three latent constructs used reflective measures in the model, including: (1) 

information referents; (2) perceived hedonic value; and (3) perceived functional 

value. Table 6.4 shows the loadings for these measures to evaluate the 

relationships. The path loadings for all constructs were high. Both mass media 

and interpersonal referents reported loadings of .86 on informational referents. 

Perceived emotional and novelty value loaded .96 and .94 respectively on 

perceived hedonic value. Perceived value for money and perceived quality 

reported high loadings of .89 and .93 respectively on perceived functional value. 

Significance CR (greater than 1.96 at .05 level of significance) were also 

reported for all variables. Hence, H3, H8 and H10 for the overall model are 

supported, as shown in Table 6.5.  
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Table 6.4. Component Loadings for the Overall Model 
Components and Manifest Variables Hypothesis Loading CRa 

Informational referents (H3)    
Mass media referents  H3a .86 13.10b 
Interpersonal referents H3b .86 8.73b 
AVEb  .73  
    
Perceived hedonic value (H8)    
Perceived emotional value H8a .96 101.53b 
Perceived novelty value H8b .94 48.19b 
AVEb  .90  
    
    
Perceived functional value (H10)    
Perceived value for money H10a .89 22.90b 
Perceived quality H10b .93 53.22b 
AVEc  .83  
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Exceeds minimum acceptable level of 1.96.  
c Average Variance Explained 
 

 
Table 6.5. Results of Hypotheses Testing for Outer Model 

No Hypothesis Result 
H3 

 
Mass media and interpersonal referents make a significant 
contribution to informational referents. 

Supported 

H8 Perceived emotional value and perceived novelty value 
make a significant contribution to perceived hedonic value.  
 

Supported 

H10 Perceived value for money and perceived quality make a 
significant contribution to perceived functional value 
 

Supported 

 
Overall inner model results  

- H1, H2, H4, H5, H6, H7, H9, H11 and H12. 
The next step, in the data analysis process, was to test the hypothesised 

relationships in the model – being H1, H2, H4, H5, H6, H7, H9, H11 and H12– 

using PLS analysis. Figure 6.6 graphically shows the path coefficients between 

the constructs, R2 values and significant (and non-significance) paths for the 

model. Because PLS is a soft modelling approach that is not based on 

distributional assumptions, several indices are used for hypothesis testing. 

Table 6.7 presents these indices - including path coefficients (between the 

latent constructs) as well as R2, CR and AVA values - for the overall model.  
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Table 6.6. Partial Least Squares Results for the Overall Inner Model 
Equation Predicted variables Predictor variables Hypothesis Path 

weightings 
R2 CRa 

1 Informational referents Formative referents 
 

H1 .25 .06 2.40b 

       
2 Normative referents Formative referents H2 .45 .21 5.65b 
       
3 Hedonic value Informational referents H4 .32 .11 3.01b 
  Normative referents H6 -.20 2.02b 
       
4 Functional value Informational referents H5 .24 .07 2.13b 
  Normative referents H7 .05 .67 
       
5 Attitude  Hedonic value  H9 .67 .61 6.90b 
  Functional value 

 
H11 .18  2.07b 

6 Intention Attitude 
 

H12 .77 .60 13.32b 

AVAc     .28  
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Exceeds minimum acceptable level of 1.96.  
c Average Variance Accounted for 
 
 

Table 6.7 shows that path coefficients were significant, and indicated positive 

relationships between the constructs, with the exception of path H6 which 

indicates a negative relationship between normative referents and perceived 

hedonic value. Path H1 (formative referents to informational referents) reported 

a R2 value of .06. All other constructs reported R2 values were greater than .10, 

and were within acceptable limits, as recommended by Voola and O’Cass 

(2010). Likewise, with the exception the path H7 (normative referents to 

perceived functional value), all other paths were significant with CR values 

greater than 1.96, These results are shown is Figure 6.1.   
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The data show that formative referents account for 21% of the variance in 

normative referents and 6% of the variance in information referents. 

Furthermore, formative referents positively affects informational referents (path 

= .25, CR = 2.40) and normative referents (path = .45, CR = 5.65). Hence, H1 

and H2 are supported.  

 

Informational and normative referents explain 11% of the variance in perceived 

hedonic value and 7% of the variance in perceived functional value. 

Informational referents positively affects perceived hedonic value (path = .32, 

CR = 3.01) and perceived functional value (path = .24, CR = 2.13). Hence, H4 

and H5 are supported. However, normative referents negatively affects 

perceived hedonic value (path = -.20, CR = 2.02) and, thus, although this path 

is significant (with a t-value is greater than 1.96), the negative relationship 

between these constructs indicates that H6 is not supported. The relationship 

between normative referents and perceived functional value is not significant 

(given the t-value is less than 1.96), and therefore H7 is not supported.  

 

  

 
Attitude 

Normative 
Referents 

Functional 
Value 

Hedonic 
Value 

 
Intention 

Formative 
Referents 

.25 

.32 

.45 

.06 

.24 

-.20 

.67 

.18 

.77 

R2 = .00 

R2 = .06 

R2 = .21 

R2 = .11 

R2 = .07 

R2 = .61 R2 = .60 

Figure 6.1. Overall Model Showing Partial Least Squares Results of Analysis 

Indicates non-significance 

Indicates significance 

Mass media Interpersonal 
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Referents 

Emotion Novelty 

.86 .86 .96 .94 

Value for Money Quality 

.89 .93 
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Both perceived hedonic value (path = .67, CR = 6.90) and perceived functional 

value (path = .18, CR = 2.07) affects attitude. Hence, H9 and H11 are 

supported. Perceived hedonic value and functional value, account for 61% of 

the variance in attitude. Attitude positively affects intention (path = .77, CR = 

13.32) and explains 60% of the variance on intention. Hence, H12 is supported. 

The hypothesis testing results are summarised in Table 6.7. The table shows 

that H1, H2, H4, H5, H9, H11 and H12 are supported, and H6 and H7 are not 

supported for the overall model.  
 

Table 6.7. Results of Hypotheses Testing for the Overall Inner Model 
No Hypothesis Result 
H1 Formative referents have a positive influence on 

informational referents 
 

Supported 
 

H2 Formative referents have a positive influence on 
normative referents.  
 

Supported 

H4 Informational referents have a positive influence on 
perceived hedonic value. 
 

Supported 

H5 Informational referents have a positive influence on 
perceived functional value.  
 

Supported 

H6 Normative referents have a positive influence on 
perceived hedonic value. 
 

Not supported 

H7 Normative referents have a positive influence on 
perceived functional value.  
 

Not supported 

H9 Perceived hedonic value has a positive influence on 
consumer attitude. 
 

Supported 

H11 Perceived functional value has a positive influence 
on consumer attitude.  
 

Supported 

H12 Consumer attitude has a positive effect on consumer 
intention.  
 

Supported 

 

Overall model - Perceived personal limitations– H13. 

The proceeding analysis has concentrated on the motivational aspect of 

consumer decision-making, however, this study also aimed to test non-

motivational factors that may impede or limited consumer intention – being H13 

– using PLS analysis. These factors are described in this study as perceived 

personal barriers and include family situation, household income, education and 

employment. Table 6.7 reports the results for these tests for the overall model, 

including the indices of path coefficients, R2, CR and AVA values for the overall 

model.  The table shows that the family situation (path = -.09, CR = .23), 

household income (path = -.02, CR = .04), education (path = .04, CR = .13) and 
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employment (path = -.05, CR = .10) do not have a significant moderating effect 

on attitude and intention (given that the t-values were below 1.96). Thus, H13a, 

H13b, H13c and H13d is not supported in the overall model.  

 

Table 6.8. Partial Least Squares Results for H13 in the Overall Model 
Equation Moderating variable Hypothesis Path 

weightings 
R2 CRa 

1 Family situation  H13a -.09 .60 .23 b 
      

2 Household income H13b -.02 .60 .04 b 
      

3 Education H13c .04 .60 .13 b 
      

4 Employment H13d -.05 .60 .10 b 
      
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Below minimum acceptable level of 1.96, therefore the path is not significant.   
 

 

6.4.2 Comparison of generational models – H14. 
A critical aspect of this study is to test the model across generational cohorts to 

investigate similarities and differences between the cohorts in terms of their 

consumer decision-making. Accordingly, the data was split into the three 

generational cohort groups according to their year of birth. There were 358 

cases for the Baby Boomer cohort, 121 cases for Generation X and 153 cases 

for Generation Y. Each data file was then subjected to PLS analysis employing 

similar procedures as for the overall model. The following sections present the 

analysis for each cohort. A comparative analysis of the cohorts is also given. 

Each section begins with a profile of the cohort sample to demonstrate that the 

respondents in each cohort reflect the age range of the entire cohort and are a 

composite of various life stages.   

 

Baby Boomer sample profile. 

Table 6.9 outlines the age (based on year of birth) and life stage profile of the 

Baby Boomer respondents. The table shows that all years of birth within the 

cohort are represented and this is equitably distributed with proportion of each 

birth year ranging from 3% (at the lowest) and 8% (at the highest). All family life 

stages are represented in the sample. The majority (67.6%) of Baby Boomer 

respondents were either married or in a de facto relationship. Almost half 

(44.7%) of the Baby Boomer sample were couples, that had no children living at 

home. There was, however, also a large proportion (22.9%) of the Baby 
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Boomer sample that were couples with children living at home. Furthermore, 

almost one-third (32.3%) of Baby Boomer respondents were single, divorced or 

widowed. This analysis suggests that the Baby Boomer sample reflects the 

entire age range of the cohort and does not reflect one particular family life 

stage.  

 
Table 6.9. Baby Boomer Sample Demographic Profile 

Variable Category Sample 
number 

Percentage of 
Baby Boomer 

sample 

Year of birth  
(age in 2011) 

1964 (47 years) 
1963 (48 years) 
1962 (49 years) 
1961 (50 years) 
1960 (51 years) 
1959 (52 years) 
1958 (53 years) 
1957 (54 years) 
1956 (55 years) 
1955 (56 years) 
1954 (57 years) 
1953 (58 years) 
1952 (59 years) 
1951 (60 years) 
1950 (61 years) 
1949 (62 years) 
1948 (63 years) 
1947 (64 years) 
1946 (65 years) 

Total 

20 
23 
15 
14 
24 
17 
16 
18 
9 

19 
20 
11 
20 
17 
15 
29 
27 
19 
25 

358 

5.6 
6.4 
4.2 
3.9 
6.7 
4.7 
4.5 
5.0 
2.5 
5.3 
5.6 
3.1 
5.6 
4.7 
4.2 
8.1 
7.5 
5.3 
7.0 

100.00 
 

Family life stage Single (no children at home) 
Single (with children at home) 
Married/Defacto (no children at home) 
Married/Defacto (with children at home) 
Divorced/Widowed (no children at home) 
Divorced/Widowed (with children at home) 
Other 

Total  

42 
8 

160 
82 
39 
19 
8 

358 

11.7 
2.2 

44.7 
22.9 
10.9 

5.3 
2.2 

100.00 
 

In addition to exploring the demographic profile of the sample, respondents 

were also characterised based on the congruency of their self-identity with their 

perceptions of their generation. Accordingly, a scale measuring generation-self 

identity congruency was included in the survey. Analysis of this factor shows 

that Baby Boomer respondents tended to identify with other members of their 

generation (m = 4.93; based on a 7-point level of agreement scale where 7 is 

strongly agree and 1 is strongly disagree). Furthermore, Baby Boomer 

respondents were significantly more likely to identify will other members of their 

generation compared to Generation Y (m = 4.26) respondents (F= 10.80, df= 

2,629, p= .00). Baby Boomer respondents reported a higher self-identity mean 

compared to Generation X respondents (m = 4.69), however this difference was 
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not significant at the .05 level. Table 6.10 shows that 77.9% of Baby Boomer 

respondents correctly identified themselves as members of the Baby Boomer 

cohort. Only 3.7% thought they were from another cohort and the remaining 

18.4% were unsure about which generation they belonged to. Respondents 

were also given three profiles based on the commentary on generational 

cohorts, as shown in Table 5.2. Respondents were asked which profile they 

most identified with. Only 54.7% of Baby Boomer respondents identified with 

the Baby Boomer profile:  

 

“A sense of accomplishment and personal pride is important to me. I 

seek products and experiences that give me freedom and self-fulfilment. 

I enjoy indulging by buying things for myself, my home and for others. I 

tend to purchase brands that I know and trust”. 

 

Collectively these findings suggest most Baby Boomer respondents would 

characterise themselves as part of the Baby Boomer cohort.  

 

Table 6.10. Baby Boomer Sample Identity Profile 
Variable Category Sample 

number 
Percentage 

of Baby 
Boomer 
sample 

Perceived generational 
cohort 

Baby Boomer 
Generation X  
Generation Y 
Unsure  

Total 

279 
12 
1 

66 
358 

77.9 
3.4 
.3 

18.4 
100.00 

 
Generational profile 
identification 

Identified with the Baby Boomer profile 
Identified with the Generation X profile  
Identified with the Generation Y profile 
Did not identify with any of the profiles   

Total  

196 
86 
3 

73 
358 

54.7 
24.0 

.8 
20.4 

100.00 
 

Baby Boomer outer model results – H3, H8 and H10. 

Table 6.10 presents the results of the PLS analysis of the three reflective 

measures - informational referents, perceived hedonic value, and perceived 

functional value – in the outer Baby Boomer model. The letters “BB” indicates 

that each hypothesis was tested using only data from the Baby Boomer 

respondents. Path loadings for all constructs were high, all paths were 

significant (i.e., CR greater than 1.96 at .05 level of significance) and AVE for 

each latent construct was high, particularly for perceived hedonic value which 
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reported an AVE of .91. Perceived emotional value (.96) and perceived novelty 

value (.95) reported high loadings on perceived hedonic value. Interpersonal 

referents had a slightly higher loading (.90) than mass media referents (.82) on 

informational referents in the model. Likewise, perceived quality had a slightly 

higher loading (.93) than perceived value for money (.88) on perceived 

functional value in the model. Hence, H3(BB), H8(BB) and H10(BB) are 

supported, as shown in Table 6.11.  

 
Table 6.11. Component Loadings for the Baby Boomer Outer Model 

Components and Manifest Variables Hypothesis Loading CRa 

Informational referents - H3(BB)    
Mass media referents H3a .82 8.31b 
Interpersonal referents H3b .90 15.88b 
AVEb  .74  
    
Perceived hedonic value – H8(BB)    
Perceived emotional value H8a .96 97.64b 
Perceived novelty value H8b .95 62.67b 
AVEb  .91  
    
    
Perceived functional value - H10(BB)    
Perceived value for money H10a .88 24.01b 
Perceived quality H10b .93 45.23b 
AVEc  .82  
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Exceeds minimum acceptable level of 1.96.  
c Average Variance Explained 
 

 
Table 6.12. Results of Hypotheses Testing for the Baby Boomer Outer 
Model 

No Hypothesis Result 

H3(BB) 
 

Mass media and interpersonal referents make a 
significant contribution to informational referents. 

Supported 

H8(BB) Perceived emotional value and perceived novelty value 
make a significant contribution to perceived hedonic 
value.  
 

Supported 

H10(BB) Perceived value for money and perceived quality make a 
significant contribution to perceived functional value 
 

Supported 

 
Baby Boomer inner model results  

- H1, H2, H4, H5, H6, H7, H9, H11 and H12. 

Table 6.13 presents the results of the PLS analysis for the Baby Boomer cohort, 

which shows the path weighting, R2, CR and AVA. Figure 6.2 shows the path 

coefficients, R2, and CR values as well as the significant and non-significant 

paths.  
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Table 6.13. Partial Least Squares Results for the Baby Boomer Model 
Equation Predicted variables Predictor variables Hypothesis Path 

weightings 
R2 CRa 

1 Informational referents Formative referents 
 

H1(BB) .21 .04 2.12b 

       
2 Normative referents Formative referents H2(BB) .39 .15 5.04b 
       
3 Hedonic value Informational referents H4(BB) .30 .09 2.78b 
  Normative referents H6(BB) -.08 .77 
       
4 Functional value Informational referents H5(BB) .17 .04 1.54 
  Normative referents H7(BB) .08 .89 
       
5 Attitude  Hedonic value  H9(BB) .71 .60 7.68b 
  Functional value 

 
H11(BB) .11  1.40 

6 Intention Attitude 
 

H12(BB) .74 .55 13.18b 

AVAc     .25  
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Exceeds minimum acceptable level of 1.96.  
c Average Variance Accounted for 

 

 

Formative referents positively affects informational referents (path = .21, CR = 

2.12) and normative referents (path = .39, CR = 5.04) in the Baby Boomer 

model. Hence, H1(BB) and H2(BB) are supported. Informational referents 

positively affects perceived hedonic value (path = .30, CR = 2.78), and in turn, 

perceived hedonic value positively affects attitude (path = .71, CR = 7.68) 

among Baby Boomer respondents. Hence, H4(BB) and H9(BB) are supported. 

There is, however, no significant relationship between informational referents 
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Formative 
Referents 

.21 

.30 

.39 

.08 

.17 

-.08 

.71 

.11 

.74 
 

R2 = .04 

R2 = .15 

R2 = .09 

R2 = .04 

R2 = .60 R2 = .55 

Figure 6.2. Baby Boomer Model Showing Results of Analysis 
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and perceived functional value (path = .17, CR = 1.54) given that the t-value is 

less than 1.96. Likewise, the relationship between normative referents and 

perceived hedonic value (path = -.08, CR = .77) and between normative 

referents and perceived functional value (path = .08, CR = 89) is not significant. 

Therefore, H5(BB), H6(BB) and H7(BB) is not supported.  Furthermore, there is 

no significant relationship between perceived functional value and attitude for 

the Baby Boomer model (path = .11, CR = 1.40). Therefore, H11(BB) is not 

supported. The model, therefore, shows that perceived hedonic value is the 

main contributor to consumer attitude in the Baby Boomer model, and attitude 

positively influences intention among Baby Boomer respondents (path = .74, 

CR = 13.18). Hence, H12(BB) is supported. The hypothesis testing results are 

summarised in Table 6.13.  

 
Table 6.14. Results of Hypotheses testing for the Baby Boomer Inner 
Model 

No Hypothesis Result 

H1(BB) Formative referents have a positive influence on 
informational referents 
 

Supported 
 

H2(BB) Formative referents have a positive influence on 
normative referents.  
 

Supported 

H4(BB) Informational referents have a positive influence 
on perceived hedonic value. 
 

Supported 

H5(BB) Informational referents have a positive influence 
on perceived functional value.  
 

Not supported 

H6(BB) Normative referents have a positive influence on 
perceived hedonic value. 
 

Not supported 

H7(BB) Normative referents have a positive influence on 
perceived functional value.  
 

Not supported 

H9(BB) Perceived hedonic value has a positive influence 
on consumer attitude. 
 

Supported 

H11(BB) Perceived functional value has a positive influence 
on consumer attitude.  
 

Not supported 

H12(BB) Consumer attitude has a positive effect on 
consumer intention.  

Supported 

 
Baby Boomers – Moderating influence of perceived personal 

situation results – H13. 

The moderating influence of perceived personal situation variables (i.e., family 

situation, household income, education and employment) on consumer intention 

were analysed using PLS for the Baby Boomer data (as per Figure 6.2). Table 

6.15 reports the indices of path coefficients, R2, CR and AVA values from this 



 

 180 

analysis. The table shows that the family situation (path = -.44, CR = 1.02), 

household income (path = -.09, CR = .20), education (path = -.10, CR = .22) 

and employment (path = -.12, CR = .24) do not have a significant moderating 

effect on intention (given that the t-values were below 1.96) for Baby Boomers. 

Thus, H13a(BB),H13b(BB), H13c(BB) and H13d(BB) are not supported.  

 
Table 6.15. Partial Least Squares Results for H13 for Baby Boomer 
Respondents 
Equation Moderating variable Hypothesis Path 

weightings 
R2 CRa 

1 Family situation  H13a(BB) -.44 .56 1.02b 
      

2 Household income H13b(BB) -.09 .55 .20b 
      

3 Education H13c(BB) -.10 .55 .22b 
      

4 Employment H13d(BB) -.12 .55 .24b 
      
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Below minimum acceptable level of 1.96, therefore the path is not significant.   
 
 

Generation X sample profile. 
Table 6.16 shows the age (based on year of birth) and life stage profile of 

Generation X respondents. Each year of birth was at least 6% of the total 

Generation X sample, resulting in the full age range of the cohort represented in 

the sample. Likewise, most family life stages were represented in the sample. 

The majority (66.8%) of Generation X respondents were living as a couple, and 

over half (53.7%) of all Generation X respondents lived as a couple with 

children at home. However, there is also a large proportion (30.6%) of 

Generation X respondents were single (i.e., single, divorced or widowed). In 

summary, it is evident that the Generation X sample reflects the entire age 

range of the cohort and does not reflect one particular family life stage.  
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Table 6.16. Generation X Sample Profile 
Variable Category Sample number Percentage of 

Generation X sample 

Year of birth  
(age in 2011) 

1976 (35 years) 
1975 (36 years) 
1974 (37 years) 
1973 (38 years) 
1972 (39 years) 
1971 (40 years) 
1970 (41 years) 
1969 (42 years) 
1968 (43 years) 
1967 (44 years) 
1966 (45 years) 
1965 (46 years) 

Total 

9 
8 

12 
10 
11 
9 
7 

12 
9 

11 
13 
10 

121 

7.4 
6.6 
9.9 
8.3 
9.1 
7.4 
5.8 
9.9 
7.4 
9.1 

10.7 
8.3 

100.0 
Family life stage Single (no children at home) 

Single (with children at home) 
Married/Defacto (no children at home) 
Married/Defacto (with children at home) 
Divorced/Widowed (no children at home) 
Divorced/Widowed (with children at home) 
Other 

Total  

30 
6 

18 
65 
1 
0 
1 

121 

24.8 
5.0 

14.9 
53.7 

.8 
0 

.8 
100.00 

 

Similar to the Baby Boomers, Generation X respondents reported a significantly 

higher level of identification with other members of their generation (m= 4.69) 

compared to Generation Y respondents (m= 4.26) based on the generation-self 

identity congruency construct (F= 10.80, df= 2,629, p= .00; means are based on 

a 7-point level of agreement scale where 7 is strongly agree and 1 is strongly 

disagree). Generation X, however, appeared to be a little uncertain about which 

generational cohort they belonged to as shown in Table 6.17. Although 65.3% 

correctly identified themselves as a member of Generation X when asked to 

identify their generation (i.e., Baby Boomer, Generation X, Generation Y), one-

quarter (24.8%) of Generation X respondents reported that they were unsure. 

The Generation X profile presented in the survey was:  

 

“Lifestyle and having fun is important to me. I am a savvy consumer that 

is sceptical of media hype and branding, and prefer an honest approach 

that focuses on value. I am determined to succeed, and accordingly, the 

things I purchase reflect how successful I am. I often buy things as a 

reward for my hard work”.   

 

Only 39.7% correctly identified with the Generation X profile, as stated above, 

and a similar proportion (37.2%) identified with the Baby Boomer profile, as 

presented in the Baby Boomer sample profile section. 
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Table 6.17. Generation X Sample Identity Profile 
Variable Category Sample 

number 
Percentage 

of 
Generation X 

sample 

Perceived generational 
cohort 

Baby Boomer 
Generation X  
Generation Y 
Unsure  

Total 

6 
79 
6 

30 
121 

5.0 
65.3 

5.0 
24.8 

100.00 
 

Generational profile 
identification 

Identified with the Generation X profile 
Identified with the Baby Boomer profile  
Identified with the Generation Y profile 
Did not identify with any of the profiles   

Total  

48 
45 
11 
17 

121 

39.7 
37.2 

9.1 
14.0 

100.00 
 

Generation X outer model results – H3, H8 and H10. 

The PLS analysis of the three reflective measures - information referents, 

perceived hedonic value, and perceived functional value – in the outer 

Generation X model is shown in Table 6.18. The letters “GX” indicates that each 

hypothesis was tested using only data from the Generation X respondents. Path 

loadings for all constructs were high with path loadings above .90 for all 

constructs except for interpersonal referents which reported a loading of .83. All 

paths were significant (i.e., CR greater than 1.96 at .05 level of significance).  

AVE for each latent construct was high, with informational referents reporting an 

AVE of .74, perceived emotional value reporting an AVE of .90 and perceived 

functional value reporting an AVE of .85. Table 6.19 shows that H3(GX), 

H8(GX) and H9(GX) are supported.  
 
Table 6.18. Component loadings for the Generation X Outer Model 

Components and Manifest Variables Hypothesis Loading CRa 
Informational referents - H3(GX)    
Mass media referents  H3a .89 25.97b 
Interpersonal referents H3b .83 15.91b 
AVEb  .74  
    
Perceived hedonic value – H8(GX)    
Perceived emotional value H8a .95 137.26b 
Perceived novelty value H8b .94 56.05b 
AVEb  .90  
    
Perceived functional value - H10(GX)    
Perceived value for money H10a .91 33.26b 
Perceived quality H10b .93 57.97b 
AVEc  .85  
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Exceeds minimum acceptable level of 1.96.  
c Average Variance Explained 
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Table 6.19. Results of Hypotheses Testing for the Generation X Outer 
Model 
No Hypothesis Result 

H3(GX) 
 

Mass media and interpersonal referents make a 
significant contribution to informational referents. 

Supported 

H8(GX) Perceived emotional value and perceived novelty value 
make a significant contribution to perceived hedonic 
value.  
 

Supported 

H10(GX) Perceived value for money and perceived quality make 
a significant contribution to perceived functional value 
 

Supported 

 

Generation X inner model results  

- H1, H2, H4, H5, H6, H7, H9, H11 and H12. 

Table 6.20 and Figure 6.3 presents the results of the PLS analysis for the 

Generation X cohort. Both the table and figure show the path weighting, R2 and 

CR values. The table also shows AVA for this group. The figure shows the 

significant and non-significant paths.  

 
Table 6.20. Partial Least Squares Results for the Generation X Inner Model 
Equation Predicted variables Predictor variables Hypothesis Path 

weightings 
R2 Critical 

Ratioa 

1 Informational referents Formative referents 
 

H1(GX) .39 .15 4.06b 

       
2 Normative referents Formative referents H2(GX) .40 .16 3.70b 
       
3 Hedonic value Informational referents H4(GX) .41 .17 4.25b 
  Normative referents H6(GX) -.18 2.00b 
       
4 Functional value Informational referents H5(GX) .34 .11 2.83b 
  Normative referents H7(GX) -.03 .27 
      
5 Attitude  Hedonic value  H9(GX) .52 .59 5.40b 
  Functional value 

 
H11(GX) .35  3.81b 

6 Intention Attitude 
 

H12(GX) .76 .57 15.40b 

AVAc     .29  
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Exceeds minimum acceptable level of 1.96.  
c Average Variance Accounted for 
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Formative referents positively affects informational referents (path = .21, CR = 

4.06) and normative referents (path = .40, CR = 3.70) in the Generation X 

model. Hence, H1(GX) and H2(GX) are supported. Informational referents 

positively affect perceived hedonic value (path = .41, CR = 4.25) and perceived 

functional value (path = .34, CR = 2.83) among Generation X respondents. 

Hence, H4(GX) and H5(GX) are supported. Normative referents has a 

significant, but negative, influence on perceived hedonic value (path = -.18, CR 

= 2.00) in the Generation X model. This finding indicates that normative 

referents significantly influence hedonic value perceptions, however, this 

influence is negative rather than positive. As a result, H6(GX) is not supported. 

The path between normative referents and perceived functional value is not 

significant (path = -.03, CR = .27). Therefore, H7(GX) is not supported. 

Perceived hedonic value (path = .52, CR = 5.40) and perceived functional value 

(path = .35, CR = 3.81) both positively affect attitude among Generation X 

respondents. Hence, H9(GX) and H11(GX) are supported. Attitude positively 

affects intention in the Generation X model (path = .76, CR = 15.40). Hence, 

H12(GX) is supported. The hypothesis testing results are summarised in Table 

6.21.  
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Formative 
Referents 

.39 

.41 

.40 
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Figure 6.4. Generation X Model Showing Results of Analysis 
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Table 6.21. Results of Hypotheses Testing for Generation X Inner Model 
No Hypothesis Result 

H1(GX) Formative referents have a positive influence on 
informational referents 
 

Supported 
 

H2(GX) Formative referents have a positive influence on 
normative referents.  
 

Supported 

H4(GX) Informational referents have a positive influence 
on perceived hedonic value. 
 

Supported 

H5(GX) Informational referents have a positive influence 
on perceived functional value.  
 

Supported 

H6(GX) Normative referents have a positive influence on 
perceived hedonic value. 
 

Not supported 

H7(GX) Normative referents have a positive influence on 
perceived functional value.  
 

Not supported 

H9(GX) Perceived hedonic value has a positive influence 
on consumer attitude. 
 

Supported 

H11(GX) Perceived functional value has a positive influence 
on consumer attitude.  
 

Supported 

H12(GX) Consumer attitude has a positive effect on 
consumer intention.  
 

Supported 

 

Generation X – Moderating influence of perceived personal 
situation results – H13. 

The Generation X data was used to test the moderating influence of perceived 

personal situation variables (i.e., family situation), household income, education 

and employment) on consumer intention. Table 6.22 reports the indices of path 

coefficients, R2, CR and AVA values for moderating influence of family situation, 

household income, education and employment on consumer intention for the 

Generation X data. The table shows that the family situation (path = .29, CR = 

.64), household income (path = .19, CR = .46), education (path = .23, CR = .67) 

and employment (path = -.48, CR = 1.16) do not have a significant moderating 

effect on attitude and intention (given that the t-values were below 1.96) of 

Generation X respondents. Thus, H13a(GX), H13b(GX), H13c(GX) and 

H13d(GX) are not supported.  
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Table 6.22: Partial Least Squares Results H13 for Generation X 
Respondents 
Equation Moderating variable Hypothesis Path 

weightings 
R2 CRa 

1 Family situation  H13a(GX) .29 .58 .64b 
      

2 Household income H13b(GX) .19 .58 .46b 
      

3 Education H13c(GX) .23 .58 .67b 
      

4 Employment H13d(GX) -.48 .58 1.16b 
      
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Below minimum acceptable level of 1.96, therefore the path is not significant.   
 
 

Generation Y sample profile. 

Table 6.23 presents the age (based on year of birth) and life stage profile for 

Generation Y respondents. Each year of birth represents at least 3.3% of 

Generation Y sample, thus all ages within the cohort are represented in the 

sample. Almost half (48.4%) of the Generation Y respondents were single with 

no children. Approximately one-third of Generation Y respondents were living as 

a couple (i.e., married or de facto) with no children (17.0%) or with children at 

home (17.6%). The analysis suggests that the Generation Y sample reflects the 

entirety of the ages in this cohort and is not dominated by one particular family 

life stage group.  
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Table 6.23. Generation Y Sample Profile 
Variable Category Sample number Percentage of 

Generation Y 
sample 

Year of birth  
(age in 2011) 

1994 (17 years) 
1993 (18 years) 
1992 (19 years) 
1991 (20 years) 
1990 (21 years) 
1989 (22 years) 
1988 (23 years) 
1987 (24 years) 
1986 (25 years) 
1985 (26 years) 
1984 (27 years) 
1983 (28 years) 
1982 (29 years) 
1981 (30 years) 
1980 (31 years) 
1979 (32 years) 
1978 (33 years) 
1977 (34 years) 

Total  
 

8 
8 
7 

11 
13 
7 
7 

10 
11 
5 
8 
6 

10 
5 
7 

11 
13 
6 

153 

5.2 
5.2 
4.6 
7.2 
8.5 
4.6 
4.6 
6.5 
7.2 
3.3 
5.2 
3.9 
6.5 
3.3 
4.6 
7.2 
8.5 
3.9 

100.0 

Family status Single (no children at home) 
Single (with children at home) 
Married/Defacto (no children at home) 
Married/Defacto (with children at home) 
Divorced/Widowed (no children at home) 
Divorced/Widowed (with children at home) 
Other 

Total 

74 
10 
26 
27 
3 
2 

11 
153 

48.4 
6.5 

17.0 
17.6 

2.0 
1.3 
7.2 

100.0 
 

Generation Y (m = 4.26) were significantly less likely to identify with other 

members of their generation compared to Baby Boomer (m = 4.93) and 

Generation X (m = 4.69) respondents (F= 10.80, df= 2,629, p= .00; means are 

based on a 7-point level of agreement scale where 7 is strongly agree and 1 is 

strongly disagree). As shown in Table 6.24, although over half (60.1%) of all 

Generation Y respondents correctly identified their generational cohort, only one 

in ten respondents (11.1%) identified with the generation profile, as stated 

below. The majority of respondents, instead, identified with the Baby Boomer 

(42.6%) and Generation X (39.9%) profiles (refer to the respective sample 

profiles of these cohorts of this description).  

  

“Being trendy, stylish and up-to-date with the latest fashion and 

technology is important to me. The things I purchase express who I am 

and I like buying things that are envied by my friends, but do not like 

media hype. I am willing to pay more for good quality and I have favourite 

brands”. 
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Table 6.24. Generation Y Sample Identity Profile 
Variable Category Sample 

number 
Percentage 

of 
Generation Y 

sample 

Perceived generational 
cohort 

Baby Boomer 
Generation X  
Generation Y 
Unsure  

Total 

2 
29 
92 
30 

153 

1.3 
19.0 
60.1 
19.6 

100.00 
 

Generational profile 
identification 

Identified with the Generation Y profile 
Identified with the Baby Boomer profile  
Identified with the Generation X profile 
Did not identify with any of the profiles   

Total  

17 
65 
61 
10 

153 

11.1 
39.9 
42.5 

6.5 
100.00 

 

Generation Y outer model results – H3, H8 and H10. 

Table 6.25 presents the results of the PLS analysis of the three reflective 

measures - informational referents, perceived hedonic value, and perceived 

functional value – in the outer Generation Y model. The letter “GY” indicates 

that each hypothesis was tested using only data from the Generation Y 

respondents. Path loadings for all constructs were high and all paths were 

significant (i.e., CR greater than 1.96 at .05 level of significance). Mass media 

referents had a higher loading (.89) than interpersonal referents (.75) in the 

Generation Y model. Both perceived emotional value (.95) and perceived 

novelty value (.93) reported high loadings on perceived hedonic value. 

Likewise, both perceived value for money (.92) and perceived quality (.93) 

reported high loadings on perceived functional value. The AVE for perceived 

hedonic value and perceived functional value were high at .88 respectively, 

however the AVE for informational referents (.69) was moderate, but within the 

acceptable range. Hence, H3(GY), H9(GY) and H11(GY) are supported, as 

shown in Table 6.26.  
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Table 6.25. Component Loadings for the Generation Y Outer Model 
Components and Manifest Variables Hypothesis Loading CRa 

Informational referents – H3(GY)    
Mass media referents  H3a .89 17.10b 
Interpersonal referents H3b .75 5.35b 
AVEb  .69  
    
Perceived hedonic value – H8(GY)    
Perceived emotional value H8a .95 93.19b 
Perceived novelty value H8b .93 48.47b 
AVEb  .88  
    
Perceived functional value – H10(GY)    
Perceived value for money H10a .92 39.80b 
Perceived quality H10b .93 74.57b 
AVEc  .87  
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Exceeds minimum acceptable level of 1.96.  
c Average Variance Explained 
 
 
Table 6.26: Results of Hypotheses Testing for the Generation Y Outer 
Model 

No Hypothesis Result 

H3(GY) 
 

Mass media and interpersonal referents make a 
significant contribution to informational referents. 

Supported 

H8(GY) Perceived emotional value and perceived novelty value 
make a significant contribution to perceived hedonic 
value.  
 

Supported 

H10(GY) Perceived value for money and perceived quality make 
a significant contribution to perceived functional value 
 

Supported 

 

Generation Y inner model results  

– H1, H2, H4, H5, H6, H7, H9, H11 and H12. 
Table 6.27 and Figure 6.4 present the results of the PLS analysis for the 

Generation Y cohort. Both the table and figure show the path weightings and R2 

values. The table shows the CR and AVA values for this group. The figure 

shows the significant and non-significant paths.  
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Table 6.27. Partial Least Squares Results for the Generation Y Inner Model 
Equation Predicted variables Predictor variables Hypothesis Path 

weightings 
R2 CRa 

1 Informational referents Formative referents 
 

H1(GY) .22 .05 2.06b 

       
2 Normative referents Formative referents H2(GY) .55 .30 7.90b 
       
3 Hedonic value Informational referents H4(GY) .38 .16 3.64b 
  Normative referents H6(GY) -.23 2.03b 
       
4 Functional value Informational referents H5(GY) .38 .14 3.56b 
  Normative referents H7(GY) .01 .04 
       
5 Attitude  Hedonic value  H9(GY) .48 .66 4.85b 
  Functional value 

 
H11(GY) .41  3.89b 

6 Intention Attitude 
 

H12(GY) .83 .69 18.52b 

AVAc     .33  
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Exceeds minimum acceptable level of 1.96.  
c Average Variance Accounted for 

 
 

 

 
 
Formative referents positively affects informational referents (path = .22, CR = 

2.06) and normative referents (path = .55, CR = 7.90). Hence, H1(GY) and 

H2(GY) are supported. Informational referents positively affects perceived 

hedonic value (path = .38, CR = 3.64) and perceived functional value (path = 

.38, CR = 3.56) among Generation Y respondents. Hence, H4(GY) and H5(GY) 
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Figure 6.5. Generation Y Model Showing Results of Analysis 
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are supported. Normative referents significantly affects perceived hedonic value 

(CR = 2.30), although this relationship is negative (path = -.23) in the 

Generation Y model. H6 proposes that normative referents positively influence 

perceived hedonic value. The Generation Y model shows a significant, but 

negative, relationship between these constructs. Thus, H6(GY) is not supported 

The path between normative referents and perceived functional value is not 

significant (path = -.01, CR = .04). H7(GY) is not supported. Perceived hedonic 

value (path = .48, CR = 4.85) as well as perceived functional value (path = .41, 

CR = 3.89) affects attitude among Generation Y respondents. Hence, H9(GY) 

and H11(GY) are supported. Attitude affects intention in the Generation Y 

model (path = .83, CR = 18.52). Hence, H12(GY) is supported. The hypothesis 

testing results are summarised in Table 6.28.  

 

Table 6.28. Results of Hypotheses Testing for Generation Y Inner Model 
No Hypothesis Result 

H1(GY) Formative referents have a positive influence on 
informational referents 
 

Supported 
 

H2(GY) Formative referents have a positive influence on 
normative referents.  
 

Supported 

H4(GY) Informational referents have a positive influence on 
perceived hedonic value. 
 

Supported 

H5(GY) Informational referents have a positive influence on 
perceived functional value.  
 

Supported 

H6(GY) Normative referents have a positive influence on 
perceived hedonic value. 
 

Not supported 

H7(GY) Normative referents have a positive influence on 
perceived functional value.  
 

Not supported 

H9(GY) Perceived hedonic value has a positive influence on 
consumer attitude. 
 

Supported 

H11(GY) Perceived functional value has a positive influence 
on consumer attitude.  
 

Supported 

H12(GY) Consumer attitude has a positive effect on 
consumer intention.  
 

Supported 
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Generation Y moderating influence of perceived personal situation 

results – H13. 

The Generation Y data was used to test the moderating influence of perceived 

personal situation variables (i.e., family situation, household income, education 

and employment) on consumer intention. Table 6.29 reports the indices of path 

coefficients, R2, CR and AVA values for moderating influence of family situation, 

household income, education and employment on consumer intention for the 

Generation Y data. The table shows that the family situation (path = .14, CR = 

.53), household income (path = .17, CR = .67), education (path = .19, CR = .77) 

and employment (path = .18, CR = .66) do not have a significant moderating 

effect on attitude and intention (given that the t-values were below 1.96) of 

Generation Y respondents. Thus, H13a(GY), H13b(GY), H13c(GY) and 

H13d(GY) are not supported.  

 

Table 6.29. Partial Least Squares results for H13 for Generation Y 
Respondents 
Equation Moderating variable Hypothesis Path 

weightings 
R2 CRa 

1 Family situation  H13a(GY) .14 .69 .53b 
      

2 Household income H13b(GY) .17 .69 .67b 
      

3 Education H13c(GY) .19 .69 .77b 
      

4 Employment H13d(GY) .18 .69 .66b 
      
a Critical ratio: Bootstrap estimate divided by bootstrap standard error. 
b Below minimum acceptable level of 1.96, therefore the path is not significant.   
 
 

Comparison of generational models summary results – H14. 

The proceeding results presents each of the generational models separately. 

The moderating influence of the perceived personal situational variables on 

consumer intention (i.e., H13) was not included in this analysis as this 

relationship was not significant for any of the generational cohorts. A visual 

inspection of the paths in each model was conducted to compare the three 

generational models. Table 6.30 presents the results of this analysis. The table 

shows that the inner model (which relates to H3, H8 and H10) for all 

generational cohorts is the same with all path coefficients significant (i.e., t-

value greater than 1.96), however there are some differences between the outer 

models across the three generational models. The Baby Boomer model is 



 

 193 

different to the Generation X and Generation Y model in three ways. Firstly, the 

path representing the influence of informational referents on perceived 

functional value (i.e., relating to path H5) is not significant for the Baby Boomer 

model, but is significant in both the Generation X and Generation Y models. 

Secondly, the Generation X and Generation Y models both indicate that 

normative referents have a significant influence on perceived hedonic value 

(i.e., relating to path H6), but not significant for the Baby Boomer model. Thirdly, 

perceived functional value did not significantly influence consumer attitude (i.e., 

relating to path H11) in the Baby Boomer model, however it did influence 

attitude for the Generation X and Generation Y models. Collectively, these 

results show that, based on visual comparisons of the models, the Baby 

Boomer model differs from the Generation X and Generation Y models, yet 

differences between the Generation X and Generation Y models are not 

evident. Thus, this preliminary inspection of the models indicates that H14 is 

supported.  

 
Table 6.30. Comparison of the Baby Boomer, Generation X and Generation 
Y Models 

 
 

Baby Boomer 
n = 353 

Generation X  
n = 121 

Generation Y 
n = 153 

Comparison of 
Models 

Informational referents (H3)    
Mass media referents Significant Significant Significant Same 
Interpersonal referents Significant Significant 

 
Significant Same 

Perceived hedonic value (H8)    
Perceived emotional value Significant Significant Significant Same 
Perceived novelty value Significant Significant 

 
Significant Same 

Perceived functional value (H10)    
Perceived value for money Significant Significant Significant Same 
Perceived quality Significant Significant 

 
Significant Same 

H1 Significant Significant Significant Same 
H2 Significant Significant Significant Same 
H4 Significant  Significant Significant Same 
H5 Not significant Significant Significant Different 
H6 Not significant Significant Significant Different 
H7 Not significant Not significant Not significant Same 
H9 Significant Significant Significant Same 
H11 Not significant  Significant Significant Different 
H12 Significant Significant 

 
Significant Same 
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Analysis of the path strengths was then conducted using a procedure 

recommended by Chin (2002) to further investigate similarities and differences 

between the generational models. The procedure compares the strength of 

relationships between the latent constructs between two models to identify 

differences in the inner paths. Hence, the paths in the Baby Boomer model 

were compared with the paths in the Generation X model and Generation Y 

model and the paths in the Generation X model were compared with the paths 

in the Generation Y model.  Chin (2004) asserts this analysis is a t-test 

equivalent procedure as this approach,  

 

treats the estimates of the re-sampling in a parametric sense 

via t-tests. You make a parametric assumption and take the 

standard errors for the structural paths provided by PLS-Graph 

in the re-sampling output and hand calculate the t-test for the 

difference in paths between groups. 

 

Table 6.31 shows the paths and standard errors for each model. These statistics 

and the sample size were used to calculate the t-statistics according to the 

following formula, as recommended by Chin (2004). The pooled estimate for the 

variance was firstly calculated as such: 

 
Sp = √ {[(m -1)/(m+n-2)]*sq of SE for sample 1 + [(n-1)/(m+n-2)]*sq of SE for 

sample 2 
 

Where m = sample size 1 
Where n = sample size 2 

 
 
Then:   t value =                    p1-p2 
                       Sp*√(1/m +1/n) 
 

Where p1 = Highest path coefficient 
Where p2 = Lowest path coefficient 
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Table 6.31. Path Coefficients and Standard Errors for the Baby Boomer, 
Generation X and Generation Y Models 

 
Path 

Baby Boomer Generation X Generation Y 
Paths Std Error Paths Std Error Paths Std Error 

H1 .21 .10 .39 .10 .22 .11 
H2 .39 .08 .40 .11 .55 .07 
H4 .30 .11 .41 .10 .38 .10 
H5 .17 .11 .34 .12 .38 .11 
H6 -.08 .10 -.18 .09 -.23 .11 
H7 .08 .09 -.03 .10 .00 .11 
H9 .71 .09 .52 .10 .48 .10 

H11 .11 .08 .35 .09 .41 .10 
H12 .74 .06 .76 .05 .83 .04 

 

Table 6.32 shows the t-values and results of the analysis, conducted via one-

tailed t-tests. T-values greater than 1.64 indicate significant differences between 

the strength of the paths in the models. Most paths across the three models 

have significantly different path strengths. There are only three exceptions. First, 

the relationship between formative referents and informational referents (i.e., 

path H1), which reported a t-value of 1.07, indicates no significant difference 

between the Baby Boomers and Generation Y models on this path. Second, the 

relationship between formative referents and normative referents (i.e., path H2), 

which reported a t-value of 1.00, indicating this path was not significantly 

different in the Baby Boomers and Generation X models. The path coefficients 

for H7 (normative referents to perceived functional value) is not significant in any 

of the models, accordingly, cross-model comparison is not required. Apart from 

the abovementioned paths, all other paths reported t-values between 2.64 and 

34.19, indicating differences in the strength of the paths between the three 

models.  

 

The Baby Boomer model reports a significantly stronger path coefficient on one 

path - H9 (perceived hedonic value to attitude) - compared to the Generation X 

and Generation Y models. However, comparison of the models reveals that the 

Generation X and Generation Y models have significantly stronger path 

coefficients on multiple paths. The Generation X model has significantly stronger 

path coefficients than both the Baby Boomers and Generation Y models on two 

paths: H1 (formative referents to informational referents) and H4 (informational 

referents to perceived hedonic value). The Generation X model path coefficients 

are also significantly stronger than the Baby Boomer model on four paths – 

including: H5 (informational referents to perceived functional value), H6 

(normative referents to perceived hedonic value), H11 (perceived functional 
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value to attitude) and H12 (attitude to intention) – and the Generation Y model 

on one path - H9 (perceived hedonic value to attitude). The Generation Y model 

reports significantly stronger path coefficients than both the Baby Boomers and 

Generation X models on five paths: H1 (formative referents to normative 

referents), H5 (informational referents to perceived functional value), H6 

(normative referents to perceived hedonic value), H11 (perceived functional 

value to attitude), and H12 (attitude to intention). The Generation Y model also 

reports a significantly stronger path coefficient than the Baby Boomer model on 

H4 (informational referents to perceived hedonic value). In summary, this 

analysis shows significant differences in the models across three generational 

cohorts.  
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Table 6.32. Comparison of Path Coefficients via T-tests for the Baby 
Boomer, Generation X and Generation Y Models 

Path  T-value   
Comparison of Models Results Baby Boomer 

to  
Generation X 

 

Baby Boomer 
to  

Generation Y 
 

Generation X 
to  

Generation Y 
 

H1 17.43a,b 1.07 13.62a,b Generation X significantly stronger than Baby Boomers  
and Generation Y.  
 
No difference between Baby Boomer and Generation Y. 
 

H2 1.00 22.73a,b 14.47a,b Generation Y significantly stronger than Baby Boomers 
and Generation X.  
 
No difference between Baby Boomer and Generation X. 
 

H4 9.56a,b 7.36a,b 2.45a,b Generation X significantly stronger than Baby Boomersb  
and Generation Y.  
 
Generation Y significantly stronger than Baby Boomers.  
 

H5 14.02a,c 19.58a,c 2.96a,b Generation Y significantly stronger than Baby Boomers 
and Generation X.  
 
Generation X significantly stronger than Baby Boomers.  
 

H6 10.19a,c 15.09a,c 3.70a,b Generation Y significantly stronger than Baby Boomers 
and Generation X.  
 
Generation X significantly stronger than Baby Boomers.  
 

H7 11.03a,d 8.14a,d 2.42a,d No significant paths at 0.05 level in any of the models.  
  

H9 18.59a,b 26.87a,b 4.10a,b Baby Boomers significantly stronger than Generation X 
and Generation Y.  
 
Generation X significantly stronger than Generation Y.  
 

H11 26.74a,c 34.19a,c 4.75a,b Generation Y significantly stronger than Baby Boomers 
and Generation X.  
 
Generation X significantly stronger than Baby Boomers.  
 

H12 2.64a,b 16.85a,b 12.54a,b Generation Y significantly stronger than Baby Boomers 
and Generation X.  
 
Generation X significantly stronger than Baby Boomers.  
 

a Significant difference in strength of paths between models at 0.05 level.  
b Paths in both models are significant at the 0.05 level.  
c  At the 0.05 level, Baby Boomer paths is not significant, but the Generation X/Generation Y path is 
significant.  
d Neither path is significant at the 0.05 level.  
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In addition to comparing the t-tests conducted on the paths, analysis was also 

conducted on the component loadings for the outer model. This analysis 

principally is a visual inspection of the component loadings as there is no 

statistics test to compare the component loadings. The AVE for each model 

was also compared. As shown in Table 6.33, the results indicate that there is 

no difference in the AVE across the three models in terms of informational 

referents, perceived hedonic value and perceived functional value. Likewise, 

there is no difference in the component loadings for perceived hedonic and 

functional value. There are, however, differences evident between the 

informational referent component loadings across the three models. The 

analysis proposes that mass media referents are marginally stronger in the 

Generation X and Generation Y models compared to Baby Boomer model. 

Conversely, the influence of interpersonal referents on the Baby Boomer 

model is marginally stronger than Generation X and stronger than Generation 

Y. Interpersonal referents also have a marginally stronger influence on the 

Generation X model compared to the Generation Y model.  
 

Table 6.33. Comparison of Outer Model Path Loadings for the Baby 
Boomer, Generation X and Generation Y Models 

Paths Baby 
Boomer 

Loadings 

Generation 
X Loadings 

Generation 
Y Loadings 

Comparison of Models Results 

Informational referents (H3) 
Mass media referents  .82 .90 .89 Generation X and Generation Y 

marginally stronger than Baby 
Boomers. 
 

Interpersonal referents .90 .83 .75 Baby Boomers marginally 
stronger than Generation X and 
stronger than Generation Y.  
 
Generation X marginally 
stronger than Generation Y. 
 

AVE .74 .74 .69 No difference.   
 
Perceived hedonic value (H8) 
Emotional value .96 .95 .95 No difference.  
Novelty value .95 .94 .93 No difference.  
AVE .91 .90 .88 No difference 
     
Perceived functional value (H10) 
Value for money .88 .91 .92 No difference.  
Quality .93 .93 .94 No difference.  
AVE .82 .85 .87 No difference.  
Note. AVE = Average variance explained.  
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In summary, it is evident from the comparative analysis of the Baby Boomer, 

Generation X and Generation Y models that there are differences between the 

generational cohorts. The results reported in Table 6.24 shows that the Baby 

Boomer model differed from the Generation X and Generation Y models in 

terms of the paths that are significant. This finding is further supported by the 

t-test (equivalent) analysis reported in Table 6.26, which shows significantly 

different path coefficients on most paths across the three models. Similarly, 

visual inspection of the outer model loadings shows differences in terms of the 

informational referents of the mass media and interpersonal referents. 

However, similar AVE for each model is reported. These findings indicate that 

the consumer decision-making model is robust for all three generational 

cohorts, however there are differences between the strength and contribution 

of each component across the three models. Hence, this study proposed that 

there is a significant difference between the generational cohorts across the 

generational consumer decision-making model. The results indicate this 

hypothesis (H14) is supported.  

 

6.5 Conclusion 
The chapter presented the results of the quantitative (confirmatory) phase of 

this study. The aim of this phase was to test and validate the theoretical 

model of by this study. The chapter began by profiling the sample and 

presented a preliminary analysis including descriptive statistics (e.g., means, 

standard deviations, etc.). EFA was also undertaken as part of the preliminary 

analysis to confirm the underlying constructs in the model.  The validity of the 

data was assessed and, accordingly, common method variance, convergent 

validity, composite measures and discriminant validity was discussed.  This 

analysis confirmed that the items in the survey (or observed variables) were 

appropriate measures of the key (unobserved or latent) constructs in the 

theoretical model. SEM was then employed to test the relationship between 

these constructs. A software program, PLS, formed the basis of this analysis. 

The overall theoretical model was tested according to the hypotheses and 

showed significant relationships between the constructs on most paths, 

except H7 which indicated that normative referents have no significant 

influence on functional value perceptions. Furthermore, all of the significant 
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paths in the overall model reported a positive relationship between the 

constructs, except the path relating to H6, which indicated that normative 

referents have a negative relationship on perceived hedonic value. Thus, to 

summarise the findings of the overall model, H1, H2, H3, H4, H5, H8, H9, 

H10, H11 and H12 are supported, and H6 and H7 are not supported. H13, 

which relates to the moderating influence of perceived personal situation 

variables on consumer intention, is also not supported. The analysis 

established that the overall model is a valid representation of consumer 

decision-making across all generational cohorts.  

 

The next stage of the analysis involved splitting the cases according to 

generational cohort membership to explore the application and validity of this 

consumer decision-making model to a particular generational cohort and to 

compare the consumer decision-making of three cohorts (i.e., to test H14). 

The results of the quantitative phase of this study show that the theoretical 

model of generational decision-making, proposed in Chapter 4, is applicable 

and statistical valid across the Baby Boomer, Generation X and Generation Y 

cohorts. A visual inspection of the significant paths between the constructs (in 

the inner model) and the component loadings (of the outer model) revealed 

differences in the three generational models. Moreover, statistical 

comparisons of the path coefficients revealed differences across most of the 

paths. This analysis indicates that there are significant differences in the 

consumer decision-making of the Baby Boomers, Generation X and 

Generation Y (i.e., H14 is supported). The implications of these findings are 

discussed in the next chapter.  
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Chapter Steven: Discussion and Conclusion 
  

 

7.1 Introduction  
The objective of this research was to develop a generational model of 

consumer decision-making. In doing so, this study aimed to identify the 

factors that shape the consumer mindset of generational cohorts in order to 

characterise and distinguish the unique consumer identity and motives of 

each generational cohort. As a result, implications for market segmentation 

theory are apparent. A first step in developing a generational consumer 

behaviour model required a review of the relevant literature, as presented in 

Chapter Two. From this review, it was evident that generational cohorts had 

received substantial attention in the academic and mainstream literature. 

There was little cross-generational empirical evidence to support the 

conceptual foundations of generational cohort analysis that captured 

generational differences in consumer attitudes and behaviour. Accordingly, a 

key outcome of this study was to address this gap in the literature by 

developing a model that showed the influence of the formative years on 

present-day consumer behaviour and identified differences in views and 

values between cohorts.  

 

To develop this model, the relevant consumer behaviour literature was 

reviewed and integrated with the relevant literature on generational cohorts. 

As a result, key constructs were identified, as presented in Chapter Two. 

These constructs theoretically underpinned this study. A domestic tourism 

context was selected to develop the model based upon academic, as well as 

practitioner, relevance, as discussed in Chapters One and Two. The key 

constructs identified in the literature review were then explored in focus group 

interviews with members of the Baby Boomer, Generation X and Generation 

Y cohorts, as presented in Chapter Four. Based on analysis of the focus 

group interviews, a theoretical model for this study was presented. This model 

was then tested via an online survey of Australian consumers from these 

three cohorts. Data analysis - using SEM - was based on 627 responses. The 
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survey results in Chapter Six indicate that the generational consumer 

decision-making model is empirically supported.   

 

The final stage in the research process is deriving meaning from the results 

so that the findings and implications of the study are presented. This chapter 

aims to achieve that end. In doing so, the results of the study are discussed 

and conclusions presented. The theoretical and practical implications, as well 

as research limitations and directions for future research, are considered.   

 
7.2 Discussion of Model Results  
Figure 7.1 presents the model of generational decision-making developed as 

a result of this study. This model was tested and validated, as reported in 

Chapter Six.  However, in order to fully understand this model, and the 

relationships within it, it is important to review each construct. The following 

sub-sections present that review. The model presented in Figure 7.1 shows 

that formative referents – based on personal and societal influences during 

the formative years – are the foundation of each generational cohort’s distinct 

consumer decision-making style. Formative referents affect each generational 

cohort’s social point of reference in the decision-making process, described in 

this study as informational and normative referents. These social influences 

inform generational value perceptions or the outcomes consumption is 

expected to generate. Value perceptions include hedonic and functional 

aspects of value. Generational value perceptions, in turn, shape a 

generational cohort’s favourable, or unfavourable, attitude and intention 

toward the behaviour. Each section begins with a discussion of each 

construct’s role in the overall model and then the generational model 

comparisons are examined.  The first construct presented is formative 

referents, which forms the foundation of generational decision-making.  
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Figure 7.1. Generational Consumer Decision-Making Model 

 
 

7.2.1 Formative referents and their influence on social referents. 
Central to this study was investigating the influence of formative referents on 

the present-day consumer decision-making of generational cohort. The 

premise that the lifelong beliefs and values of a generational cohort are 

shaped by “coming of age” together in a shared historical context underpins 

the generational cohort literature (Mannheim, 1952; Rogler, 2002). The 

formative years are thought to be a particularly important transitional period in 

psychological development, as a child (dependent on its parents), becomes 

an independent adult with a unique sense of self that is autonomous of their 

parents (Berger, 2008; Schuman & Scott, 1989). Each generational cohort, 

consequently, has a unique shared experience of the formative years that is 

different from previous and future generations. Consequently, a “generation 

gap” is created between generational cohorts (Pendergast, 2010) and each 

cohort develops a distinct generational identity. This identity is displayed 

through similar views, values and behaviour as other cohort members. 

Although, conceptually this logic seems plausible, previous research, as 

discussed in Chapter Two, found it difficult to empirically test the association 

between the shared experience of the formative years on present day beliefs, 

attitudes and behaviour of generational cohort members. Drawing upon this 

premise, this study aimed to uncover the influence of formative referents on 

the present-day consumer decision-making of generational cohorts.  
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The focus group analysis, reported in Chapter Five, found that focus group 

participants could remember macro historical events, such as major wars and 

terrorist attacks, during their formative years. This finding is consistent with 

the underlying premise of generational cohort analysis that emphasises 

collective memories of cataclysmic events define each cohort. However, as 

highlighted in the literature review, mapping the impact of these macro events 

on future behaviour has been difficult. Consistent with this tenor, this study 

found that memories of macro historical events only have a limited influence 

on present-day consumer decisions.  For example, focus group participants 

described how events, such as the Vietnam War or September 11, 2001 

terrorist attacks in New York, did not influence their long-term attitude or 

behaviour and, instead, purport a “disassociation” between the past and 

present. Such a finding is attributed to the fact that none of the focus group 

participants were directly affected by, or personally involved in, the major 

events they remembered.  Instead, their re-collections were based on the 

mass media images of these events. Focus group participants indicated that, 

as a result of the bombardment of media images about world events, they 

have become desensitised to images of major tragedies. While they felt shock 

at the devastation of major world events and apathy towards those who suffer 

from being involved in them, the bombardment of these messages reduces 

their overall impact and personal connectivity to these events.  

 

It is also evident from this study that memories of macro historical events are 

episodic memories, because they are, typically linked to a particular time and 

place. Episodic memories tend to only affect short-term consumer decisions, 

for instance whether they would visit a particular destination directly following 

an event, rather than alter their lifelong consumer attitude and intentions 

(towards travel). Such a finding highlights, while macro events are 

memorable, they appear to have minimal influence on a consumer’s long-term 

attitudes, intentions or behaviour. The findings of this study may also reflect 

the absence of cataclysmic historical events since the end of World War II. 

Hence, the historical events experienced by the post-World War II generations 

(i.e., the Baby Boomers, Generation X and Generation Y) have not had the 

same profound impact on society as the historical events experienced by 
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early generations who experienced events such as World Wars I and II and 

the Great Depression. This study suggests that macro events - such as 

regional conflicts and wars, terrorist attacks and economic downturns or 

crises - do not have a pervasive impact on society as a whole and, as a 

consequence, do not shape the lifelong mindset of a generation.  

 

In contrast, focus group participants could easily articulate the personal 

relevance of major social changes that affect their current beliefs and attitude. 

This generational perspective was formed by comparing life and society of the 

formative years to their present-day life and society. Focus group participants 

spoke at length about societal shifts that resulted in changing social 

expectations and norms. These collective memories tended to be more 

semantic (i.e., they were unsure of how they knew about them) rather than 

episodic. These memories are particularly salient because they impact on an 

individual personally. The focus group analysis, for this study, shows that 

social influences relating to society as a whole (i.e., society’s values, 

employment and education opportunities, and the economy during the 

formative years) are, particularly, salient memories of the past for each cohort. 

Likewise, personal influences relating to a person’s family and life during the 

formative years are also important. These shared memories of the past form 

the formative referents for each generational cohort.  This finding supports the 

premise that underpins the literature on generational cohort - that is the 

formative years play an important role in shaping generational beliefs, attitude 

and behaviour. This study, however, extends this literature by identifying that 

societal and personal influences, rather than macro historical events, are the 

key formative referents in shaping the generational mindset. These micro 

level influences affect members of a cohort personally, therefore are more 

relevant, and have a greater impact, on the life experience of an individual 

than major historical events. This finding dismisses previous notions in the 

generational cohort literature that macro events during the formative years 

have a profound and long-term influence on the generational mindset.  
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These results reinforce, and build upon, previous studies of generational 

collective memories of the past. For instance, Schuman and Scott’s (1989) 

study into the collective memories of generational cohorts reports that even, 

“some of the most deeply felt memories reported by the public have little 

implication for future behaviour” (p. 379). Similarly, a cross-generational study 

by Noble and Schewe (2003) found that although individuals can cite events 

that occurred during their formative years as influential to them, it is difficult to 

determine a “cohort effect” based on these events. Accordingly, Noble and 

Schewe (2003) question whether historical events are impactful enough to 

create a unique cohort effect since “most historical events (e.g., Gulf War, 

Kosovo) have little social impact on individuals who are not directly involved in 

the event” (p. 985) and instead suggest that “perhaps socialization at the 

micro level (e.g., family, peer, and religious influences) is more impactful than 

influences at the macro level” (p. 985). The findings of this study confirm this 

notion.  

 

In order to build upon the generational cohort literature (most notably the 

studies discussed above), it is imperative that this study links the collective 

memories of each cohort with its members future behaviour. Hence, the 

quantitative phase of this study aimed to verify that formative referents have 

an enduring influence on the beliefs and attitude of each cohort. Furthermore, 

the theoretical model proposes that formative referents have a positive 

influence on present-day social referents. Two principle components of social 

referents were identified: (1) informational referents; and (2) normative 

referents. The results show that formative referents have a significant and 

positive influence on both of these components. This finding is consistent with 

the premise that the formative years are an important period in shaping the 

mindset of a generational cohort, which underpins generational cohort 

analysis. The finding also extends our understanding of formative referents by 

highlighting the role that experiences of life and society, during the formative 

years, play in shaping future social perspectives. The importance of these 

formative influences on present-day behaviour is evident by the role of 

informational and normative referents in motivating and guiding consumer 

decision-making. Although this premise has been previously suspected 
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among generational cohort researchers, this study represents the empirical 

cross-generational evidence validating the role formative referents play in a 

consumer decision-making model.  The findings of this study build upon the 

conceptual foundations of generational cohorts (as proposed by Mannheim, 

1952) and extend understanding of this phenomena by showing that collective 

memories, of the past impact, on future behaviour.    

 

Formative referents – Generational comparisons. 

In addition to investigating the influence of formative referents on consumer 

decisions for all consumers, this study also sought to compare the influence of 

formative referents on each of the generational models. The results indicate 

that formative referents have a significant and positive influence on 

informational and normative referents in each of generational model, however, 

there were significant differences in the strength of these relationships.  

 

Formative referents were particularly influential on Generation X consumer’s 

information seeking behaviour. The Generation X consumer decision-making 

model reports a significantly stronger relationship between formative referents 

and informational referents compared to the Baby Boomers and Generation Y 

model. There is no significant difference between the Baby Boomers and 

Generation Y models. This result can be partly explained by the historical 

environment during the formative years of Generation X. Generation X grew 

up during an historical period that saw the introduction of major new 

technologies, such as computers and the internet (Australian Bureau of 

Statistics, 2006). These technologies changed the nature of communication 

and had a profound effect on society. As a result, information became more 

accessible and global. As a cohort, Generation X is also more educated than 

previous generations,  resulting in better literacy and problem solving skills 

than past generations (Australian Bureau of Statistics, 2009c). Integrating this 

historical perspective with the findings of this study, it is evident that the 

formative years of Generation X created a generation of people that use 

information to motivate and guide their decision-making. This finding assists in 

explaining why Generation X are characterised in the literature as the savviest 

(Wuest et al., 2008), but also the most sceptical and unbelieving (Heaney, 
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2007), of all generations. The finding has implications from a tourism 

standpoint, highlighting the importance for tourism marketers to be conscious 

of the information seeking needs of this cohort and develop strategies that 

meet their information needs in order to motivate travel consumption.  

 

Like Generation X, formative referents are particularly influential on 

Generation Y consumer decision-making. The Generation Y consumer 

decision-making model reports a significantly stronger relationship between 

formative referents and normative referents compared to the Baby Boomers 

and Generation X models. Yet, there was no significant difference between 

the Baby Boomers and Generation X models. Thus, shared formative 

experiences of Generation Y appear to guide their approval seeking 

behaviour. The importance of seeking the approval of others (i.e., normative 

referents) in Generation Y consumer decision-making may be linked to the 

current age of the cohort members, being 17 to 34 years. It is apparent that 

research into the longitudinal nature of this relationship would provide greater 

understanding about the enduring influence on normative referents on 

Generation Y consumer decision-making as they mature. The Generation X 

model, however, also reported a significant relationship between formative 

referents and normative referents, suggesting that this relationship is enduring 

beyond early adulthood since members of Generation X are currently over 35 

years. It is therefore suggested that normative referents have a lifelong 

influence on Generation X and Generation Y consumer decision-making.  

 

The importance of normative, or approval seeking, influences on Generation 

Y consumer behaviour has been frequently cited in the generational literature 

(e.g., Kumar & Lim, 2008; Morton, 2002; Steven et al., 2005). The literature 

describes Generation Y as highly influenced by their peers and emphasising 

the importance of reference groups and social relations on Generation Y 

consumer decisions. Because normative referents are a key driver of 

Generation Y consumer behaviour, it is important that marketers consider this 

social influence in marketing strategies targeting Generation Y. Strategies, for 

example, that highlight friends and peer relations may appeal to the 

Generation Y market.  
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In summary, this study has highlighted that formative referents play an 

important role in shaping present-day consumer decisions, across all 

generational cohorts. These formative referents relate to societal, as well as 

personal, influences, rather than macro historical events. Formative referents 

are particularly influential to shaping the informational referents of Generation 

X and the normative referents of Generation Y. This finding indicates 

differences between the generations in terms of the influence of formative 

referents on each generation’s consumer decision-making.   
 

7.2.2 Informational referents and their influence on value 
perceptions.  
Informational referents are shown in this study to play an important role in 

consumer decision-making process. This finding is consistent with attitudinal 

theories that describe consumers as rational thinkers who make use of the 

information available to them (Ajzen & Fishbein, 1980). The overall consumer 

decision-making model for this study indicates that informational referents 

have a significant positive influence on both hedonic and functional value 

perceptions. The results of this study reinforce consumer decision-making 

theory that emphasises the importance of information seeking as part of the 

decision-making process. Recognising a discrepancy between actual state 

and desire state (i.e., need recognition) motivates consumers to consider 

purchasing a product or experience and, accordingly, they then seek 

information and evaluate the purchase alternatives (Schiffman et al., 2008). 

This process is particularly protracted, deliberate and detailed for high-

involvement purchases (Elliot et al., 2010), such as a holiday. Thus, 

informational cues play an important role in guiding consumer value 

perceptions (Zeithaml, 1988). The inclusion of informational referents in the 

model, developed from this study, reinforces the well-established literature 

that external stimulus from informational referents shapes the value 

perceptions associated with particular consumer behaviours (e.g., taking a 

holiday). Consistent with the literature, this study proposes that informational 

referents shape the “psychological process that filters, oragnises and 

attributes meaning to external stimuli” (Elliot et al., 2010, p. 119) creating 
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beliefs about what consumers “get”, and what they “give”, from engaging in 

that behaviour.  

 

The focus group analysis, reported in Chapter Four, identified mass media 

and interpersonal referents as the two primary types of informational referents 

in consumer decision-making. This qualitative finding is supported by the 

study’s quantitative findings and confirms that mass media and interpersonal 

referents make a significant contribution to informational referents in the 

overall model. This finding is consistent with consumer behaviour literature 

(e.g., Schiffman et al., 2008) that purports the importance of mass media on 

consumer decision-making. Mass media is a form of in-direct communication 

with consumers using various mediums, such as print, broadcast and 

electronic media. This media pervades our daily life and forms the basis of 

most marketing strategies. It is not surprising that these messages and 

images affect consumer value perceptions, as evident in this study. This 

finding emphasises the importance of marketing tactics, such as advertising, 

brochures, promotional activities and public relations, to generate awareness 

and disseminate information about product offerings. These marketing 

strategies and tactical campaigns should, accordingly, be aimed at directly 

influencing consumer value perceptions. Marketers should also be mindful 

that the focus group analysis revealed some skepticism towards the mass 

media, indicating that mass media messages should appear authentic and not 

contrived. For that reason, this study suggests that mass media 

communication avenues that subtly market consumer experiences, for 

example, through movies or novels about a destination, a cooking program 

featuring a tourist location, etc., may be more effective in informing and 

motivating consumption.  

 

Nonetheless, consistent with the consumer behaviour literature, this study 

shows that marketers should not only concentrate on mass media 

communications. Marketers must also be mindful of interpersonal 

communication, which is highly influential on consumer beliefs about a 

product or experience. Sharing stories, opinions and views on travel and 

holidays was highlighted as a key source of influence across all generations in 
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the focus group sessions. This finding was further validated in the quantitative 

phase of this study which showed that interpersonal referents have a 

significant influence on informational referents in the overall model. This 

finding is consistent with previous attitudinal research which highlighted the 

importance of person-to-person communication in informing and shaping the 

consumer mindset. Emergence and proliferation of new technologies, in 

particular social media, have facilitated these interactions among consumers 

and heightened marketers’ interest in this approach. However, the focus 

group analysis for this study indicated that consumers preferred traditional 

forms of communication – such as face-to-face interactions with friends, 

family and travel agents – rather than online interactions – such as travel 

reviews on a website – as they were skeptical of the authenticity of online 

sources and, consequently, personal recommendations and advice are 

viewed as more trustworthy.  

 

The overall model of consumer decision-making, presented in Chapter Six, 

shows that both mass media and interpersonal referents were equally 

influential on informational referents and that informational referents have a 

significant influence on consumer value perceptions. A comparison of the 

generational cohorts, however, reveals generational distinctions with regards 

to the two dimensions of informational referents and the influence of 

information referents on value perceptions.  

 

Informational referents – Generational comparisons. 

Mass media and interpersonal referents made a significant contribution to 

informational referents across all of the generational models. Thus, both of 

these dimensions are important communication vehicles regardless of 

generation. Nonetheless, Generation X and Generation Y consumers are 

more likely to be influenced by the mass media compared to Baby Boomer 

consumers. This finding concurs with research that shows media consumes a 

large portion of time for younger generations (e.g., Bennett & Henson, 2003). 

This reliance on the mass media, by Generation X and Generation Y, can also 

be explained from an historical perspective. Members of Generation X and 

Generation Y have grown up surrounded by media and advertising (Heaney, 
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2008). Over the past sixty years, media and advertising channels have 

proliferated due to the introduction of television to Australia in the 1950s, 

computers in the 1980s, the internet in the 1990s and, more recently, mobile 

technologies. Given these influences, Generation X is described as media 

and information technology savvy and Generation Y is labeled the MTV 

Generation (Heaney, 2008) and the Net-generation (Kim et al., 2008).  This 

study suggests that, as a result of this growth in mass media communication 

channels during the formative years of Generation X and Generation Y, 

members of these cohorts place a greater reliance on mass media to inform 

their consumer decision-making, compared to members of the Baby Boomer 

cohort.  

 

This finding is supported by previous consumer research conducted by 

Roberts and Manolis (2000) which found that Generation X consumers are 

more favourably predisposed towards marketing and advertising than Baby 

Boomer consumers. They found that Generation X perceive marketing as 

more beneficial and socially responsible than Baby Boomers and suggest that 

Generation X are consumer-savvy and view marketing as playing an 

important role in society. As a consequent of these findings, Robert and 

Manolis (2000) proposed that Generation X consumers understand the 

purpose and value of marketing activities and are, therefore, more favourably 

predisposed to these activities than Baby Boomer consumers.  

 

In contrast to Generation X and Generation Y, this study found that Baby 

Boomer consumers place a greater reliance on interpersonal referents, or 

word-of-mouth, to inform their travel decision-making.  Generation X 

consumers are marginally more influenced by interpersonal referents 

compared to Generation Y consumers. This finding contradicts Fall’s (2004) 

study which reports Generation X have stronger beliefs, than Baby Boomers, 

with respect to friends and relatives are the principle referent for vacation 

planning. The finding also contradicts Shim et al.’s (2005) study which found 

chronological age is negatively related to utilising friends and neighbours as 

information agents. It is, however, argued that the greater reliance on 

interpersonal referents by Baby Boomers, compared to Generation X and 
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Generation Y, reflects the social viewpoint of the Baby Boomers who grew up 

in an era that was less influenced by the mass media and where personalised 

selling, by travel agents, played a greater role in travel planning. Another 

explanation for this finding is the apparent social value Baby Boomer 

consumers attach to travel - as evident in the Baby Boomer focus group 

sessions – through sharing travel stories and advice.  In summary, it is 

concluded that, although generational cohorts vary in the degree mass media 

and interpersonal referents inform their decisions, it is evident that both of 

these referents influence the information seeking behaviour of all three 

generational cohorts.  

 

In addition to identifying the components of informational referents, this study 

also found that informational referents significantly influence perceived 

hedonic value across all three cohorts, but the strength of this relationship 

differs between these groups. Generation X, particularly, use informational 

referents to guide their hedonic value perceptions, reporting a stronger 

relationship between informational referents and perceived hedonic value, 

compared to the other two cohorts. As mentioned previously, Generation X 

are described in the literature as being savvy (Wuest et al., 2008) and 

cautious (Herbig et al., 1993) consumers. Generation X have also been 

portrayed as sceptical (Fall, 2004; Heaney, 2007; Norum, 2003), untrusting 

(Davis et al., 2006) and cynical (Davis et al., 2006; Sirias et al., 2008). The 

results of this study, which show Generation X consumers’ high propensity for 

information to guide their decision-making, and explains why Generation X 

are labeled with these descriptors. Moreover, informational referents also had 

a stronger influence on Generation Y hedonic value perceptions compared to 

Baby Boomers. Thus, the findings of this study indicate that informational 

referents are particularly influential on both Generation X and Generation Y 

consumer decisions. Both of these generations have been coined as 

technologically-savvy (Fall, 2004; Stevens et al., 2005), and this heightened 

use of technology may explain the high levels of dependence on informational 

referents to shape hedonic value perceptions among these cohorts.  
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This rationale explains why informational referents significantly influenced 

perceived functional value for both Generation X and Generation Y, but not 

significant for Baby Boomers. Generation Y reported the highest levels of 

influence for informational referents on the perceived functional value. These 

findings suggest that Generation Y and, to a lesser extent, Generation X 

make highly informed decisions when considering the functional aspects of 

purchasing a product or experience. Participants in the Generation Y focus 

group interviews reported high degrees of information searching using various 

mass media mediums (e.g., the internet, brochures, books, and television 

programs) prior to making a consumer decision, particularly in relation to 

finding the “best value for money”.  

 

In summary, the findings of this study are consistent with previous research 

that suggests informational referents are an important aspect of consumer 

decision-making. However, this study extends the consumer behaviour 

literature by highlighting generational differences in the type (i.e., mass media 

or interpersonal referents) and degree of influence informational referents 

have on consumer decision-making across the generational cohorts.  

 
7.2.3 Normative referents and their influence on value 

perceptions. 
This study hypothesised that normative referents have a positive influence on 

perceived hedonic value. The results indicate that normative referents 

significantly influenced perceived hedonic value. However this relationship 

was negative rather than positive. Furthermore, in the overall model as well as 

each of the generational models, there was no significant relationship 

between normative referents and perceived functional value. These findings 

contradict attitudinal theories, mostly notably the theory of reasoned action 

(Ajzen & Fishbein, 1980) and theory of planned behaviour (Ajzen, 1988), 

which highlight the importance of positive normative influences on attitude 

formation. Alternatively, this finding suggests that consumers perceive that 

they do not make value decisions to seek approval, or to meet the 

expectations, of others. Thus, consumers perceive that functional value 

perceptions are made independent of normative influences. In contrast, 
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consumer’s hedonic value perceptions are negatively influenced by normative 

referents. Hence, consumers want to avoid making decisions that are viewed 

as motivated by social approval seeking. These findings do not negate the 

importance of social value in consumer decision-making as it was evident 

from the focus group analysis that there is a social value attached to 

consumption of travel which is expressed through sharing stories and 

experiences of holidays with others. These findings, however, suggest that 

consumers, today, pursue unique products or experiences that differentiate 

them from other consumers. Thus, normative influences continue to remain 

an important component of attitude formation, however the nature of this 

influence has changed since Ajzen and Fishbein (1980) original propositions 

about subjective norms, over thirty years ago. This evolution in consumer 

normative beliefs, where consumers seek unique products or experiences that 

differentiates them from others, is reflected in contemporary consumer 

behaviour literature. For example, Tian, Bearden and Hunter (2001) describe 

this pursuit of differentness as a counter-conformity motivation stating,  

 

“Consumers acquire and display material possessions for the purpose 

of feeling differentiated from other people and, thus, are targeted with a 

variety of marketing stimuli that attempt to enhance self-perceptions of 

uniqueness” (p. 50).  

 

The need for unique tourism experiences is also evident.  Consumers have 

criticised staged tourist experiences that appear too commercial, contrived 

and artificial (Weaver & Lawton, 2006). These findings suggest that 

consumers desire unique experiences that derive social value (Sweeney & 

Soutar, 2001) and enhance their self-concept - how they want to be perceived 

by others. One means of achieving this end is creating individualised, 

customised experiences through a process of co-creation (Binkhorst & 

Dekker, 2009). Tourism products, for example, could be unbundled and then 

a consumer could interact with the product to re-bundle it, co-creating a 

tailored experience. The findings, from this study, support a shift towards a 

more dynamic process of co-creation so that consumers create their own 

stories and narratives about their travel experiences to share with others.  
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Normative referents – Generational comparisons. 

The results of this study indicate that normative referents do not influence 

Baby Boomer hedonic or functional value perceptions. These findings indicate 

that normative influences do not play a role in Baby Boomer consumer 

decision-making processes and suggest that seeking social approval or 

making an impression on others is not part of the Baby Boomer consumer 

mindset. The individualistic nature of the Baby Boomer generation, which has 

been proposed by several authors in their commentaries on this cohort (e.g., 

Dann, 2007; Heaney, 2007; Norum, 2003), may explain these findings. 

Furthermore, tourism academics have indicated that this cohort seek self-

fulfiling travel experiences (Cleaver & Muller, 2002; Patterson & Pegg, 2009) 

and are not concerned about gaining social approval or making an impression 

on others when considering travel options. The findings, from this study, 

support these notions of Baby Boomers and highlight that normative 

influences do not play a role in Baby Boomer consumer decision-making in a 

travel context.  

 

In contrast, normative referents significantly influence Generation X and 

Generation Y hedonic value perceptions, but do not significantly influence 

Baby Boomer hedonic value perceptions. This relationship is particularly 

salient for Generation Y consumers, who reported a significantly stronger 

relationship between normative referents and perceived hedonic value 

compared to the Baby Boomer and Generation X models. This study, 

however, indicates that normative referents are perceived to only influence 

Generation X and Generation Y’s hedonic value perceptions and not 

functional utilities associated with consumption, such as price and quality. 

These findings suggest that normative referents are important in the 

Generation X and Generation Y consumer decision-making processes, but do 

not play a role in Baby Boomer decision-making.  

 

The importance of reference groups guiding the behaviour of Generation X 

and Generation Y is highlighted in the literature. Generation Y is described as 

focused on creating a social self-image that is viewed favourably by their 
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peers (Kumar & Lim, 2008; Taylor & Cosenza, 2002). The importance of 

normative referents on consumer decisions is also highlighted in research on 

today’s teenagers who are part of Generation Y. For example, Taylor and 

Cosenze (2002) found that for female teenagers making the “right choice” in 

terms of clothing and brand impacts on both self-esteem and peer-regard. 

Commentaries on Generation Y suggest that members of this cohort use 

consumption of products and brands to construct and express their social 

identity (Miller, 2007; Lazarevic & Petro-Lazarevic, 2007), give them credibility 

among peers (Morton, 2002) and “coolness” (Bennett et al., 2003; Norum, 

2003). Noble and Schewe (2008), in their study of Generation Y consumers, 

describe this theme as the need to “blend in or stand out”. They propose that 

consumers behave in a non-conforming way to regain behavioural freedom 

and establish their individuality.  

 

Similarly, members of Generation X are also shown to value individuality, 

according to a cross-generational study of teamwork in organisations 

conducted by Sirias et al. (2007). Sirias et al. found that members of 

Generation X are more individualistic than Baby Boomers and, thus, suggest 

that the current model of team building is outdated. As an alternative, they 

suggest that Generation X prefer to de-emphasise normative influences or 

pressure to conform to group norms. They use the analogy of moving from a 

“melting pot” to a “salad bowl” to describe the shift in focus from “everyone 

working together” to “valuing the individual as part of the team”. Although 

Sirias et al.’s (2007) study is contextually different to this study, its findings 

reinforce the results of this study.  

 

Thus, in summary, it is evident that consumption does have social value 

among Generation X and Generation Y. This social value, however, is not 

about seeking the approval of others through consumer decision-making but, 

instead, about creating a personalised experience that can be shared with 

others to reinforce an individual’s self-perception, or as a form of self-

expression. Thus, members of these cohorts are searching for unique 

consumer experiences that deliver hedonic outcomes that differentiates them 
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from others and, thereby, creates their own stories, such as stories about their 

travel experiences.  

 
7.2.4 Perceived hedonic value and its influence on attitude. 

Having established that informational and normative referents influence 

perceived hedonic value, the results of this study show that perceived hedonic 

value positively influences consumer attitude. This finding is consistent with 

consumer behaviour literature where it is well-established that positive 

feelings, emotions or affective states, associated with consumption, create a 

positive attitude towards it (Grimm, 2005). Assker et al. (2010) claim “before a 

purchase is made, consumers develop expectations about a product. After the 

purchase, consumers compare actual performance to these expectations” (p. 

3). Thus, when choosing a holiday, consumers seek experiences that 

optimise satisfaction and stimulation.  

 

This study hypothesised that perceived hedonic value is a two dimensional 

construct comprising of perceived emotional and novelty value. Perceived 

emotional value describes the feelings and emotions associated with the 

consumptive experience, such as perceived feelings of enjoyment and 

excitement from a holiday. Perceived novelty value describes the stimulation 

and arousal associated with the consumptive experience, such as 

experiencing something unique or different when taking a holiday. This study 

found that both of these dimensions make a significant contribution to 

perceived hedonic value in the overall model.  

 

Perceived hedonic value – Generational comparisons. 

Both perceived emotional and novelty value dimensions contributed to 

perceived hedonic value in the Baby Boomer, Generation X and Generation Y 

generational models, with each model reporting significant pathways for this 

relationship. There was no difference in the strength of the loadings of these 

dimensions across these models. Similarly, perceived hedonic value has a 

positive influence on consumer attitude in all of the generational models. 

These findings indicate that hedonic values associated with consumptive 

(holiday) experiences are consistently important across all generations and 
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that generating positive perceived hedonic outcomes from consumption is 

vital to creating a positive attitude towards the experience across all 

generations. Nonetheless, comparison of the generational models did indicate 

some differences between the models in strength of perceived hedonic value 

on consumer attitude.  

 

Perceived hedonic value was particularly important in shaping Baby Boomers’ 

attitude towards travel. The Baby Boomer model reported a significantly 

stronger path in this relationship than Generation X and Generation Y. This 

finding indicates that the perceived hedonic outcomes associated with the 

holiday experience are, particularly, important for members of the Baby 

Boomer generation. The Baby Boomer generation has been described as 

seeking experiences that gives them an opportunity to try something new, 

take risks and achieve self-fulfilment (Cleaver & Muller, 2002; Patterson & 

Pegg, 2009). Cleaver and Muller’s (2002) analysis of the Baby Boomer 

ecotourism market highlights the importance of emotional values - such as fun 

and enjoyment - and novelty value - such as discovery - among this cohort. 

Similarly, Patterson and Pegg (2009) suggest that Baby Boomers, “have a 

greater desire for novelty, escape and authentic experiences than previous 

cohorts of retirees” (p. 254). This finding concurs with Shim et al.’s (2005) 

study of mature travellers that showed that affective components of travel 

heavily influence their attitude towards travel and resulting behaviour. The 

findings from this study, however, confirm that Baby Boomers have a greater 

desire for emotionally satisfying and novel experiences than Generation X and 

Generation Y, thus are seeking consumer and travel experiences that enrich 

their lives. 

 
7.2.5 Perceived functional value and its influence on attitude. 

In addition to perceived hedonic value, the results of this study showed that 

the other positive influence on consumer attitude  is perceived functional 

value. Based on the consumer behaviour literature (e.g., Sweeney & Soutar, 

2001, Sheth et al., 1991) and supported by the focus group analysis, 

perceived functional value is described in this study in terms of two 

dimensions: (1) perceived value for money; and (2) perceived quality.   
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Perceived functional value – Generational comparisons. 

Perceived value for money and perceived quality are shown to be the 

underlying dimensions of perceived functional value in each of the 

generational models.  A comparison of path loadings revealed there is no 

significant difference between the generational models in terms of the 

strength of these dimensions. These findings indicate that Baby Boomers, 

Generation X and Generation Y have a universally consistent concept of 

perceived functional value and this concept is based on value for money and 

quality considerations.  

 

In addition to testing for generational differences in the derivatives of 

perceived functional value, this study also tested for generational differences 

in the relationship between perceived functional value and attitude. The 

results show that both the Generation X and Generation Y models remain 

consistent with the overall model reporting significant pathways between 

perceived functional value and attitude in these models. Perceived functional 

value is particularly important in shaping Generation Y’s attitude towards 

travel, reporting a significantly stronger relationship between perceived 

functional value and attitude than Generation X and the Baby Boomers. This 

finding contradicts previous conceptions of Generation Y that describes them 

as focused on hedonic aspect of consumptions - such as lifestyle and fun – 

rather than functional aspects of consumption - such as features and 

specifications (Morton, 2002; Thach & Olsen, 2006). The findings of Kumar 

and Lim’s (2008) study are contrary to the findings of this study. Kumar and 

Lim (2008) compared mobile service perceptions of Generation Y and Baby 

Boomers using SEM and used similar measures of economic value as 

adopted in this study. They report a non-significant relationship between 

economic value and satisfaction for Generation Y and significant relationship 

between these constructs for Baby Boomers. Different types of consumption 

explored in each study (i.e., travel consumption versus mobile phone service 

consumption) may explain these contrary results. In addition, Kumar and 

Lim’s (2008) study only sampled college students aged 18-24 years. This 
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sample, therefore, only represents a sub-group of the Generation Y 

population.  

 

Moreover, other studies contrast Kumar and Lim’s (2008) findings, and 

support the result of this study. Noble et al. (2008) advocate that functional 

aspects of a product are central to Generation Y consumer behaviour, 

suggesting Generation Y consumers try to find the best price/quality 

relationship when making purchase decisions. O’Cass and Choy (2008) found 

that Generation Y consumers are willing to pay a premium for brands that 

have high brand status and to which they have a positive attitude. Stevens et 

al. (2005) report that functionality, relating to appearance and fit when 

purchasing sport apparel, footwear and equipment, is a key purchase 

determinant for Generation Y.  Functional features were also identified by 

Martin and Turley (2004) as important in attracting Generation Y consumers 

to shopping malls.  

 

It is evident, from the results of this study, that functionality is also important in 

shaping Generation X consumer attitude. This finding is consistent with the 

generational literature. Yelkur (2002), for example, explain that Generation X 

consumers prefer products that offer the best value for money and are 

particularly sensitive to overpricing, because they are not necessarily brand-

loyal and, therefore, are willing to try new products, if their expectations are 

not met.  

 

Perceived functional value, however, was not found, in this study, to influence 

Baby Boomers’ consumer attitude. That is, a non-significant relationship 

between these constructs was reported in the Baby Boomer model. Such a 

finding does not mean that Baby Boomers do not seek functional value 

outcomes when considering the favourable and unfavourable consumer 

outcomes (i.e., their consumer attitude). Dimensions of functional value – 

value for money and quality - are still expectations of Baby Boomer 

consumers. This outlying assumption is supported by the focus group analysis 

which shows that Baby Boomers discussed functional value as part of their 

overall decision-making. The quantitative results, however, suggest that 
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functional aspects of the experience are not central drivers of Baby Boomer 

consumer decision-making, but are important to Generation X and Generation 

Y consumers. This finding is consistent with the view of Schewe et al. (2002) 

who suggest that Baby Boomers are more willing to spend money, than other 

generations, and that they have a “buy now, pay later” consumer attitude. This 

mindset is thought to be a result of Baby Boomers benefiting from the “good 

times” – due to the long period of economic growth post-World War II – and, 

as a result, most Baby Boomer consumers are now comparatively wealthy 

(Cleaver & Muller, 2002; Dann, 2007), compared to Generation X and 

Generation Y consumers. Hence, these factors may have produced a 

generation less concerned about the functional aspects of consumption, 

compared to the younger generations.  

 
7.2.6 Attitude.  

The final relationship investigated in the model for this study was the influence 

of attitude on intention. The overall model shows that consumer attitude has a 

positive effect on consumer intention. This finding is consistent with the theory 

of reasoned action and theory of planned behaviour which proposes that 

attitude is a key determinant of intention. Thus, a positive attitude towards the 

behaviour will result in a positive intention to engage in it (Ajzen & Fishbein, 

1985). In the context of this study, it is evident that a positive attitude towards 

holidays in Australia produces a positive intention to take a holiday in 

Australia.  

 
Attitude – Generational comparisons. 

The relationship between attitude and intention is significant and positive 

across all the generational models, however the strength of this relationship 

varied between cohorts. This relationship is particularly strong for Generation 

Y who report significantly stronger relationships compared to Baby Boomers 

and Generation X. Thus, Generation Y consumers are particularly motivated 

to holiday in Australia. In contrast, Baby Boomers reported a significantly 

weaker relationship between attitude and intention compared to members of 

Generation X and Generation Y. It is evident that Baby Boomers are less 

motivated than these generations to holiday in Australia. These findings can 
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be explained through investigating the determinants of attitude in the model – 

being hedonic and functional value perceptions. It is evident in the Baby 

Boomer model that they are highly motivated by perceived hedonic outcomes 

from holidays, whereas functional aspects of the experience do not play an 

important role in their decision-making.  Thus, it is suggested that enhancing 

the perceived hedonic outcomes of Australian holidays – that is the perceived 

emotional outcomes and novelty outcomes associated with Australian 

holidays – will impact on their attitude and, in turn, their intention to take a 

holiday in Australia.  

 
7.2.7 Perceived personal situation. 

The main perceived barrier to travel mentioned in the focus group sessions 

was one’s personal situation relating to their family situation, household 

income, level of education and employment situation. This study hypothesised 

that perceived personal situational influences may limit, or moderate, their 

intention to travel. However, when this hypothesis was test in the survey 

phase of this study, it showed that an individual’s family situation, household 

income, level of education and employment did not moderate intention to 

travel. Based on these results, it may be concluded that if an individual has a 

positive attitude and intention to take a holiday in Australia, then their personal 

situation does not affect this relationship. These results are supported in the 

overall model, as well as each of the generational models.  

 

The findings of this study are consistent with the literature in constraint 

negotiations, which suggests that constraints do not prevent participation in 

travel (Nimrod, 2008). Constraint negotiation challenges the theory of planned 

behaviour that proposes controls and barriers can impede intention. 

Alternatively, the concept that consumers navigate around constraints 

reinforces the motivational aspects of decision-making. Thus, if someone is 

highly motivated to consume a product or experience (e.g., to travel), then 

they will find a way to perform that behaviour regardless of these constraints. 

The notion of constraint negotiation is also supported by Tourism Australia’s 

(2007) analysis that shows propensity to travel has declined, even though 

household income and net worth have increased in Australia in recent years. 
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Tourism Australia suggests that one of the greatest challenges for Australian 

domestic tourism is competing with tangible goods, such as home 

entertainment systems, new furniture, etc, rather than time and monetary 

considerations. Tangible goods provide instant gratification and more security, 

as they can be sold or traded if required. This view is supported by the 

findings of this study which indicates that perceived controls and barriers do 

not inhibit consumer intention.    

 
7.3 Theoretical Contributions and Implications 
This study represents the first empirically tested model of generational 

consumer decision-making. It makes a significant contribution to the literature 

on generational cohort analysis, as well as, the consumer behaviour literature. 

Previously attempts to understand the generational phenomena, and its 

consumer behaviour implications, have been limited by the absence of a 

comprehensive model, small sample sizes and difficulties finding differences 

across all generational cohorts. Most notably is the study by Noble and 

Schewe (2003) which attempted to validate generational cohort analysis in a 

consumer setting. This research however only had small sample sizes for 

each generational cohort (i.e., Generation Y – n = 72; Generation X – n = 55; 

and Baby Boomers – n = 107). Furthermore, Noble and Schewe (2003) were 

not able to discriminate between some groups, finding significant differences 

between the Baby Boomer and Generation Y cohort, but not between the 

Generation X cohort with the others. In contrast, this study has, not only 

developed and validated a comprehensive model of generational consumer 

behaviour that operationalises the decision-making process, the model also 

indicates significant generational differences on most of the paths in the 

model. This model, therefore, provides evidence to support the notion that 

each generational cohort, exhibiting distinct consumer group that exhibits 

beliefs and values that are homogenous to others within the group, but 

heterogeneous to other cohorts. Accordingly, this study validates a 

generational cohort segmentation approach. The study also presents a model 

that allows for cross-generational comparisons of these unique market 

segments. The study has implications for future consumer behaviour research 
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and theory building as it establishes that generational influences are an 

important consideration in this process.  

 

In addition to developing a model, this study also makes an important 

contribution to the sampling methodology of generational cohort research. A 

criticism of previous generational research is the lack of age 

representativeness of generational samples, as presented in the literature 

review for this study in Chapter Two. In order to address this oversight in 

previous generational studies, this study had a strategic sampling plan to 

ensure that all ages within each generational were represented. As a result, 

respondents from all years of birth across the three generational cohorts were 

captured in the sample and each year of birth represented at least 2.5% of 

each generational sample. Thus, this study represents the first consumer 

study of generational cohorts that fully represents the entire age range of the 

Baby Boomer, Generation X and Generation Y cohorts.   

 

Another criticism of the literature, noted in Chapter Two, is the single-

perspective nature of most generational studies by only concentrating on one 

generational cohort. This approach to studying generational cohorts makes it 

difficult to distinguish a unique generational effect and the application of the 

results from these single-cohort studies, to other generational cohorts, is 

limited. The multiple generational perspective of this study has assisted in 

building this body of knowledge as it allows for cross-generational 

comparisons. In addition, it provides support for thinking that, although 

consumer decision-making across all generational cohorts is basically similar, 

there are also differences between the cohorts in terms of the strength of 

various influences.  

 

The development of a cross-generational model of consumer decision-making 

also empirically supports the proposition that the formative years are 

particularly important in shaping present-day consumer behaviour. Previous 

research has proposed that macro historical events during the formative years 

were the major contributors to shaping the collective memories of a 

generational cohort. This study established that macro historical events do not 
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have a lasting impact on the mindset of the Baby Boomer, Generation X and 

Generation Y cohorts. Alternatively, this study proposed that the collective 

memories of each generation, defined by shared memories of life and society 

during the formative years is the major contributor to the generational mindset 

of these cohorts. The relationship between formative influences and 

consumer decision-making was validated in the quantitative phase of the 

study. This finding represents a major contribution to the generational 

literature on collective memories and the importance of formative referents in 

shaping present-day beliefs, attitude and intention.  

 

The findings of this study challenge Ajzen’s (1988) proposition in the theory of 

planned behaviour that perceived behaviour controls impede behaviour 

intention. Contrary to this theory, this study shows that motivational factors 

are the principle drivers of consumer decision-making, and consumers will 

purchase regardless of perceived barriers and constraints, such as their 

family situation, income, education and employment. The study contributes to 

consumer attitudinal theory by emphasising the key motivational constructs 

that underpin consumer decision-making and shows that non-motivational 

factors (i.e., barriers and constraints) do not influence consumer intention.   

 

7.3.1 Contribution to Tourism Attitudinal Theory 
In addition to contributing to consumer attitudinal literature, this study also 

makes an important contribution to the tourism literature. The development of 

this model, in a tourism context, advances understanding of tourism attitudes 

and behaviour from a generational perspective and the importance of 

considering formative experiences on present-day travel decision-making. In 

particularly, the study contributes to the literature on domestic travel 

behaviour, providing insights into the factors that drive domestic travel 

consumption and the differences in the travel motives of each generational 

cohort when choosing a domestic holiday. Hence, the study makes a 

significant contribution to tourism literature.  
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The other important contribution of this study is to highlight differences in self-

identity congruency with the generation between the generational cohorts. 

Congruency is important for marketing aimed at targeting a generational 

cohort as this fit has been showed to influence consumers’ perceptions of 

products and brand. For example, a study of wine drinking among Generation 

Y consumers found that wine was perceived as pretentious, serious and elite 

and was perceived among that cohort as not meeting their needs (Thach & 

Olsen, 2006). This study argues that self-identity congruency with the 

generational cohort is, therefore, important in marketing to generational 

cohorts. It is evident from the findings of this study that members of the Baby 

Boomer generation are more likely to identify with their generation than 

members of Generation X and Generation Y. Members of the Baby Boomer 

generation have higher levels of congruency between self-identity and their 

perceived identity of the Baby Boomer generation. Members of Generation Y 

displayed the least congruency between self and their generation of the three 

cohorts.  

 

These findings could be explained in two ways. Firstly, generational identity 

congruency with self-identity increases as the generation members mature; 

perhaps generational identity requires time to develop and resonant with its 

members. Secondly, perhaps the negative stereotypes and portrayal of 

Generation X and Generation Y has resulted in tendencies not to associate 

with these generational labels. Conversely, the positive stereotyping of the 

Baby Boomer cohort has promoted positive associations with this label among 

cohort members. It should be noted, however, that although most Baby 

Boomers can identify themselves as a “Baby Boomer”, one in five do not. For 

Generation Y, two in five do not identify themselves as from “Generation Y”. 

These finding suggest that generational identity is not as pervasive as 

perhaps thought and marketers should be cautious in implementing a 

campaign explicitly targeting a particular cohort, and advocates that a more 

implicit use of generational cohort analysis is advisable. Messages directed at 

a generational cohort should instead relate to the underlying consumer 

motives of each generation rather than explicitly using the generational labels 

and stereotypes in marketing activities. Notwithstanding these considerations, 



 

 228 

further understanding of the relationship between the way generations 

characterise themselves and the associations attached to generational labels 

is required, before marketing strategies and products are developed with 

explicit reference to these generational archetypes. This view is supported by 

Rogler (2002) who questions the pervasiveness of generational cohorts on 

self-identity stating, “All persons belong to age cohorts, but not all are part of 

historical generations”.  

 

In summary, this study has made significant contributions to two main bodies 

of literature. Firstly, the study contributes to the consumer behaviour literature. 

In particular, the findings inform the literature on generational cohort 

behaviour, market segmentation analysis and self-identity theory. Secondly, 

this study also contributes to the tourism literature, most notably advancing 

understanding of travel behaviour particularly in a domestic context. The 

implications of this study are important to future research and theory building 

in these two bodies of literature and indicate that generational cohorts are an 

important consideration in market segmentation approaches and attitudinal 

theories.   

 
7.4 Practical Contributions and Implications  
In addition to making significant theoretical contributions, this study also 

makes some important practical contributions and has implications for future 

marketing and tourism practices. Development of a cross-generational model 

of consumer decision-making using SEM provides practitioners with an 

understanding of the interdependencies in consumer decision-making. In 

addition, SEM allows comparisons based on relationships between two 

constructs that are part of a larger model rather than testing just one construct 

against another in isolation. Furthermore, cross-generational comparisons of 

path relationships shows that the significance and strength of the relationship 

is important to consider when comparing generational consumer decision-

making, therefore, providing greater insights into generational similarities and 

differences in the overall decision-making process.  
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Comparison of relationship strengths in the model shows that Baby Boomers 

are more influenced by word-of-mouth and less influenced by mass media 

compared to Generation X and Generation Y. This finding suggests that 

sharing travel stories and recommendations from others is vitally important in 

shaping Baby Boomer value perceptions and motivating members of this 

cohort to travel. In contrast, mass media is more influential on Generation X 

and Generation Y information seeking approach than Baby Boomers. Mass 

media is particularly important in motivating Generation X and Generation Y to 

travel in Australia. Furthermore, information drives Generation X feelings 

towards holidays in Australia more than the other cohorts. Thus, ensuring that 

there is adequate and relevant information available on travel in Australia is 

important to motivate Generation X to travel.  

 

Generation X and Generation Y perceived that they do not make travel 

decisions to seek approval or impress other people. This model shows that 

approval seeking (i.e., normative referents) has a negative relationship on 

Generation X and Generation Y (hedonic) value perceptions associated with a 

holiday in Australia. The implication is that these cohorts do not want to 

appear that they are copying others or seeking social approval through their 

travel decisions. Accordingly, marketing activities targeting Generation X and 

Generation Y should focus on creating unique experiences that make them 

“stand out” from others, “express who they are” and differentiates them from 

other consumers rather than focusing on group conformity. This finding also 

suggests that these cohorts seek to co-create experiences – that is, 

interacting with the product to create their own experiences and stories to 

share with others. It also suggests that unbundling travel products, and then 

providing opportunities for consumers to create their own bundle or travel 

package, may appeal to these cohorts. This strategy could assist in meeting 

their need for uniqueness, while also offering the convenience of one-stop-

shop for travel planning.  

 

The model also shows that functional aspects of a holiday in Australia, 

relating to value for money and price, are particularly important motivators of 

Generation Y travel behaviour, and to a lesser extent Generation X travel 
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behaviour. Value for money and quality aspects of an Australian holiday are 

critical in motivating Generation Y to travel in Australia and should be 

emphasised in marketing activities targeting this cohort.  

 

Conversely, value for money and quality associated with Australian holidays 

do not influence Baby Boomers’ attitude towards taking a holiday in Australia. 

Baby Boomer consumer decision-making is motivated by positive feelings and 

novel outcomes associated with the experience. Thus, hedonic factors were 

significantly more important to shaping a Baby Boomer’s travel attitude 

towards a holiday in Australia, compared to Generation X and Generation Y. 

In fact, offers based on price and quality do not feature in the Baby Boomer 

model of consumer decision-making given this cohort’s strong interest in 

achieving emotional and novel outcomes from holidays. Marketing strategies 

targeting Baby Boomers should focus on highlighting the feelings or emotional 

outcomes achieved through a holiday in Australia – that is a holiday that 

“makes me feel good”. Presenting novel experiences that provide uniqueness, 

increase knowledge and contrast to their daily life is also important in 

motivating Baby Boomers to take Australian holidays. Improving Baby 

Boomers’ perceptions about the perceived emotional and novelty outcomes 

associated with a holiday in Australia will also improve their attitude and 

intention to take a holiday in Australia.   

 

In addition to identifying generational similarities and differences in consumer 

decision-making, the model also highlights the importance of the formative 

years in shaping each generation’s mindset. This finding has important 

marketing implications as tapping into the collective memories of the past may 

be a way to target a particular generational cohort. Schewe et al. (2000) 

suggests that leveraging the pleasurable memories of what seemed like a 

“simpler, better time”, through nostalgia marketing, is important in marketing 

to a particular generational cohort. Connecting with possessions and activities 

associated with each generational cohort’s youth (Holbrook, 1993) may 

motivate consumption. For example, a television advertising campaign 

targeting Generation X consumers could incorporate a popular song from the 

1980s.   



 

 231 

Another important practical implication from this study is the importance of 

focusing on motivational aspects of consumer decision-making, rather than 

attempting to address non-motivational aspects of this process (i.e., barriers 

and constraints). Thus, enhancing the perceived value of a product or 

experience should be central to marketing strategies in order to create a 

positive attitude. This study provides insights into what motivational factors 

are most important to each generational cohort. These insights should guide 

strategic planning to target a particular cohort.  

 

When developing these strategies, practitioners should be mindful of their 

own generational mindset when making marketing decisions that targets a 

cohort that is different to their own. Given that “baby boomers hold the 

greatest number of positions of influence in most of today’s organizations” 

(Sirias et al., 2007, p. 750), it is evident that most marketing strategies 

targeting Generation X and Generation Y are not developed by members of 

those generations. Thus, marketers must be conscious of their “generational 

lens” and, consequently, ensure that this lens is not overly influencing their 

strategic choices. It is important that marketing strategies are based on the 

consumer behaviour of the target market, not the marketer’s (generational) 

views.   

 

In conclusion, this study highlights the importance of considering generational 

cohort analysis as part of a marketing strategy. Tourist destinations and 

product managers should consider the needs of each generational cohort and 

adapt their marketing and product development strategies to suit their target 

market. Evidence to this point is Prideaux’s (2007) case study review of 

tourism product offerings for the Baby Boomer market on Norfolk Island which 

shows a disconnect between this target market and the product offerings in 

the destination.  

 

This study has significant implications for the domestic tourism industry in 

Australia (and in other countries). A key aspiration of Australia’s National 

Long-Term Tourism Strategy is to ensure holidays in Australia are competitive 

with international holidays and become more valued by Australians 
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(Commonwealth of Australia, 2009). The study’s exploration of generational 

value perceptions and attitudes contributes to achieving this vision and 

provide sound direction on future marketing and product development 

opportunities to motivate more Australians to holiday domestically and 

effectively compete with international holidays. The implications of this study 

will, therefore, assist Australian tourism marketers to operate more 

competitively, thus enhancing sustainability.  

 
7.5 Limitations  
There are several limitations to this study which can be categorised into two 

main areas: (1) measurement error; and (2) generalisability of the results 

beyond the research population. These limitations do not detract from the 

findings or contribution of the study, instead reflect an inescapable weakness 

of all research – that is, no research is perfect. Limitations also establish the 

boundaries of the study and present opportunities for future research.  

 

The first main limitation of this study is measurement error. It is the goal of all 

researchers to reduce or limit measurement error to minimise its affect on the 

research. Page and Meyer (2000) explain that inaccuracies and flaws in 

measurement instruments can lead to measurement error and result in 

unexplained variation in responses. They recommend using statistical tools to 

determine the degree of error, however note that the use of manifest variables 

(observable, measurable indicators) to measure latent constructs (that are not 

directly measurable) introduces an inherent degree of error. Page and Meyer 

(2000) propose there are several actions that can be taken to minimise 

measurement error, including creating operational definitions, consideration of 

instrument wording and formatting and statistically checking reliability 

(consistency) and validity (accuracy) of measurement. A rigourous survey 

development procedure was adopted by this study to minimise measurement 

error, as discussed in Chapter Five. Furthermore, the good reliability and 

validity statistics reported in Chapter Six indicate that measurement error is 

not overly problematic in this study.       
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The second main limitation of this study relates to generalising the findings of 

this study beyond the sample population. The results of this study are based 

on an Australian sample of Baby Boomers, Generation Y and Generation X. It 

is therefore important to consider the application of the proposed theoretical 

model, and the results of this study, to other geographic locations. Cleaver 

and Muller (2002) argue that the Baby Boomer cohort is only a four-nation 

phenomenon, affecting the populations of Canada, Australia, New Zealand 

and the United States (CANZUS countries). However, Baby Boomer research 

has been conducted in countries outside of these four nations, in both western 

(e.g., Niemelä-Nyrhinen, 2007) and eastern countries (e.g., Hung, Gu & Lim, 

2007). Likewise, the concept of Generation X and Generation Y has been 

widely applied to studies across the world (e.g., Knight & Kim, 2007; Kuen & 

Voon, 2007). The universal application of these labels suggests that the 

concept that there are Baby Boomer, Generation X and Generation Y cohorts 

is now a global phenomenon. Pendergast (2010) suggests that 

communication technologies has lead to a, “creep of anglophone influence 

and the monoculturalization of the society…[and as a result] the number of 

people who can be included in the generational cohort is increasing 

dramatically” (p. 2). It is apparent from cross-cultural research (e.g., Hung, Gu 

& Lim, 2007; Yelkur, 2002) that geographic differences may exist between 

cohorts from different countries. Drawing from the findings of this study and 

the conceptual underpinning of generational cohort analysis, these differences 

could be mostly attributed to differing experiences of the formative years. 

Thus future cross-cultural research is required on this topic.  

 

Generational limitations of this study should also be considered. This study 

investigated the consumer behaviour of the Baby Boomer, Generation X and 

Generation Y. The validity of the consumer decision-making model across 

these three generational contexts indicates that the model is robust and could 

be appropriately applied to other generational cohort (i.e., pre-Baby Boomers 

and post-Generation Y).  
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Finally, this study investigated generational consumer decision-making in the 

context of travel consumption. This type of consumption is described as a 

conspicuous (or public), luxury purchase. Travel is also an intangible, 

experiential based product. Selection of this type of consumption was thought 

to be particularly beneficial in exploring generational consumer behaviour (as 

justified in Chapter One). It is, however, important to consider the 

generalisability of the consumer decision-making model developed as a result 

of this study in other consumption contexts, for example privately consumed 

products/experiences and purchase of necessities and tangible products. 

Future studies may apply the model developed by this study to other 

consumer contexts to develop a more comprehensive picture of generational 

consumer decision-making.  

 

7.6 Future Research  
Upon considering the implications and limitations of this study, it is evident 

that future research is required in this discourse to fully understand cross-

generational consumer behaviour, as well as the behaviour of individual 

cohorts of consumers. This study identified key constructs that underpin 

cross-generational consumer behaviour. In doing so, the nature of these 

constructs and their relationships with each other were described. Future 

research on this topic could unpack these constructs in more detail and, as a 

result, further understanding about the generational mindset and its role in 

forming and directing the collective group behaviour of generational cohorts.  

 

One means of achieving this end is through personal narratives collected via 

interviews. It is proposed that this approach is particularly appropriate for this 

research, given the importance of formative referents in shaping the 

generational mindset. Interviewees telling stories of experiences while 

“growing up” (of holidays, life, society) and reflecting on their present-day 

behaviour may prove insightful in expanding understanding of generational 

influences on consumer behaviour and travel. This view is shared by Rogler 

(2002) who argues that collective memories provide tapestries of meaning 

and personal narratives provide “fund of remembrances from which society 

constructs emblems symbolizing historical events” (p. 1017). Similarly, but in 
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a tourism context, Sedgley et al. (2011) suggests that more participatory 

approaches using stories and narratives provide further insights into the role 

tourism plays in consumer’s daily lives and gives prominence to the 

importance of life experience in shaping current attitudes and behaviour in 

travel. In particular, Sedgley et al. (2011) advocate that the participatory 

approach of biographical studies exploring “whole life course reveals how 

individual subjectivities as well as social, political and economic structures 

influence our choices in later life” (p. 433). Thus, this study proposes that 

research methodologies incorporating personal narratives and storytelling is 

important to further our understanding of generational cohorts and exploring 

the reasoning behind the differences in generational views, value perceptions 

and attitudes.  

 

Cross-cultural studies are also important to advance understanding of 

generational cohorts. This study has explored generational consumer 

behaviour in an Australian cultural context. Future research could investigate 

the application of the model in other countries as well as test the model using 

cross-culture comparisons. These comparisons are particularly important 

given research shows that generational cross-cultural differences are evident. 

A study by Yelkur (2002), for example, that compared Generation X 

consumers from the United States and France found more differences than 

similarities between these two nationalities. Other studies argue (e.g., 

Castles, 1992; Russell, 1987 as cited in Cleaver and Muller, 2002) that the 

Baby Boomer cohort is a four-nation phenomenon only affecting the 

populations of Canada, Australia, New Zealand and the United States (known 

as the CANZUS nations) who registered a high-birth rate following World War 

II. However, the advent of other generations - pre and post the Baby Boomer 

cohort (e.g., Depression generation, Generation X, Generation Y) - has 

expanded the application of generational cohorts beyond just a post-war baby 

boom. Hence, cross-cultural research into the generational cohorts is 

fundamental to establishing whether these generations, and their associated 

consumer decision-making processes, are a global, western, CANZUS or 

country-specific phenomena.    
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This study has clearly shown that mass media and interpersonal informational 

referents play a role in consumer decision-making (to varying extents) across 

all generational cohorts, however, future research could explain why 

generational cohorts engage in different information seeking behaviours and 

preferred communication mediums of each cohort, for example, online versus 

in-person interactions, website versus print advertising, etc. This research 

would build upon the different information seeking behaviour of each cohort 

identified in this study, and identify particular mass media (i.e., print, 

broadcast and online media) and interpersonal avenues of communication 

across the generational cohorts.  

 

Another important area for further investigation is exploring the role that 

technology plays in interacting with others (e.g., via mass media, through 

interpersonal interactions) across the generations. This research direction is 

particularly pertinent given that new technologies, most notably social media 

and mobile technology, have emerged as potential avenues for these 

interactions and have changed how people communication and interact. For 

example, Xiang & Gretzel (2010) emphasise the importance of social media in 

the online tourism domain, indicating that future marketing strategies will 

focus on consumer centric technologies that support tourism organisations 

dynamically interacting with their customers. However Niemelä-Nyrhinen 

(2007) warns that researchers cannot assume that all consumers across the 

generational cohorts have a clear, shared conceptual meaning of 

“technology”. Future research should be mindful of the generational lens that 

may be applied to the concept of technology, particularly when considering 

what is new and what is old technology.  

 

Future research exploring normative referents on consumer decision-making 

is also essential. The focus group analysis for this study shows that there is a 

social value to travel consumption displayed through sharing travel stories 

with others. However, as discussed in Section 7.2.3, consumers do not 

believe they are seeking approval through their consumer choices and instead 

try to differentiate their choice from others. This study found that counter-

conformity is a particularly strong motivator among Generation X and 
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Generation Y consumers. Thus, development of the new scale or adaption of 

an existing scale to measure normative referents is required in order to better 

reflect the counter-conformity culture of these generational cohorts and aid 

further understanding of the normative influences on consumer decision-

making from a generational perspective.  

 

It is evident from this study that another social aspect of consumption, that is 

important to understanding the group behaviour of generational cohorts, is 

generation-self identity. Thus, how do individual see themselves and is this 

self-perception congruent with their perception of their generational cohort? 

This study found a limited association between generational-identity and self-

identity across all generational cohorts and, thus, this study challenges the 

views that generational labels and identities can be explicitly applied to market 

strategies. Generational research that draws upon the research on cognitive 

age - that is the way members of a generation perceive they look, feel and act 

- could be useful; perhaps there is a relationship between other age-based 

segmentation categories and perceptions of each generational cohort. For 

example, the focus group results suggest that members of Generation Y are 

perceived, by its members and members of other cohorts, to be younger than 

their chronological age. Likewise, Baby Boomers are perceived to be older 

than their actual age. Hence, questions relating to a shared view on the 

cognitive age of each cohort emerge. More broadly, a better understanding of 

commonly held views, images and associations of Baby Boomers, Generation 

X and Generation Y is also required. Understanding generational identity, 

and, in particular, its congruency with an individual’s self-identity, would shed 

further light on the application of generational cohort segmentation to 

marketing strategy. 

    

Another area that requires further investigation, in order to apply generational 

cohort segmentation to marketing strategies, is research into specific 

emotional and novelty triggers that motivate travel for each cohort. In 

particular, understanding the types of tourism experiences each cohort seeks 

could assist in tailoring marketing and product development strategies to 

target each cohort. For example, Patterson and Pegg (2009) claim that Baby 
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Boomers seek tourism experiences that make them feel young and that will 

enrich their lives. They cite a jet boating experience, marketed as delivering 

the feeling of “forever young”, as appealing to this cohort. Similarly, further 

understanding how each generational cohort conceptualises value for money 

and quality trade-offs could also assist in better understanding generational 

value perceptions. For example, Noble et al. (2008) propose that Generation 

Y consumer’s concept of value for money is not necessarily price driven, but 

more about gaining a “sense of accomplishment” from finding the best 

price/value combination. They cite the purchase of an iPod as an instance 

when finding a product with the right features for the price were the principle 

considerations in the purchase decision, not necessarily the amount spent. 

This subjective conceptualisation of functional value was also evident in the 

focus group analysis for this study, reported in Chapter Four. Thus, future 

research that compares how each generational cohort conceptualises value – 

in terms of emotional, novelty, price and quality trade-offs - would be valuable 

in improving theoretical understanding of these concepts across generations 

and deriving marketing mix implications in the form of generation-specific 

promotional, pricing, distribution and product development strategies. This 

research is also imperative given that Tourism Australia (2007) claim that 

consumers are seeking more instant gratification from their spending and are 

moving away from spending discretionary income on travel. Thus, identifying 

specific hedonic and functional triggers that produce gratifying experiences – 

both immediately and in the longer term – is fundamental to the future 

competitiveness to the Australian tourism industry, particularly when 

competing with tangible goods (e.g., home entertainment systems, 

computers, cars and furniture) for consumers’ disposable spend. 

 

7.7 Conclusion  
The profound interest in the generational cohorts known as the Baby 

Boomers, Generation X and Generation Y catalysed the concept for this 

study. These labels are commonly used in popular media, as well as by 

academics, and have infiltrated the marketing and consumer behaviour 

literature. In academia, discussion of generational cohorts is commonplace in 

marketing textbooks and journal articles. Likewise, generational cohorts are 
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routinely cited in newspaper and magazine articles and business strategies 

and reports. The immense interest in this topic and its public resonance 

suggests it is a widely understood and meritorious way to group people. 

However, the review of the generational literature conducted for this study, 

and presented in Chapter Two, suggests that, despite the strong adoption and 

application of generational cohort analysis, a comprehensive understanding of 

this phenomenon is absent. Hence, the chief outcome of this study is the 

development of a cross-generational model of consumer decision-making to 

fill this theoretical void.  

 

The model of generational consumer decision-making empirically validated in 

this study explains and predicts the consumer attitudes and intentions of 

generational cohorts. Factors that shape the consumer mindset of 

generational cohorts were identified and tested in the model development 

process.  The model also allows comparison of generational cohort similarities 

and differences with the results of this study showing significant differences in 

the strength of most paths between generational cohort models. This study 

highlights that each generational cohort has a distinctive consumer mindset 

and this mindset influences the way members of the cohort think and act. 

Thus, the model extends consumer behaviour attitudinal theory by theoretical 

conceptualising generational cohort attitude formation and the factors that 

affect this process, permitting generational comparisons.  

 

This study also evaluated the influence of major events and changes to the 

socioeconomic environment on consumer decision-making. The study found 

that micro-level influences, relating to life and society during the formative 

years, had a long-term influence on a consumer’s generational mindset. This 

finding is in contrast to previous notions of generational cohort formation 

which proposed that macro historical events were, principally, responsible for 

shaping each generation’s mindset. Yet, consistent with previous 

commentaries on generational cohorts, this study found that the collective 

memories of the formative years were shared among members of a 

generational cohort that “come of age” together. The integration of formative 

referents into a consumer decision-making model, and the subsequent 
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validation of that model in this study, represents the first empirical evidence 

connecting the formative influences of each cohort with their present-day 

beliefs, attitudes and intended actions. In doing so, this study confirms the 

underlying premise of generational cohort analysis and provides a theoretical 

basis for this commonly used market segmentation approach. The model is, 

therefore, the first of its kind in consumer behaviour, generational and tourism 

literatures and provides a solid foundation for future generational consumer 

behaviour and tourism studies. The robustness of this model across 

generational cohorts is proven in this study, allowing for cross-generational 

comparisons to be performed. As a result, this study has provided a solid 

theoretical foundation for future research into generational cohorts.  

 

This study highlights the importance of formative referents on attitude 

formation, showing that consideration of formative referents is important when 

considering the consumer mindset of each cohort. It is apparent that 

generational cohort segmentation is more effective that other segmentation 

approaches, such as age and life stage, as it considers consumer segments 

from a dynamic rather than a static perspective. For example, marketers 

cannot assume that young adult or retiree consumers today will be the same 

as past generations of consumers at these ages or life stages. Marketers, 

therefore, need to understand the distinct generational drivers of 

consumption, and adapt their marketing strategy accordingly, if they wish 

influence the consumer choices of these groups.    

 

This study also represents the first comprehensive study of Baby Boomer, 

Generation X and Generation Y consumer decision-making. The results have 

confirmed the validity of this segmentation approach and present detailed, 

empirically supported insights into the consumer behaviour of Baby Boomers, 

Generation X and Generation Y. These insights are valuable in advancing 

academic, as well as practitioner, understanding of these important consumer 

groups.  
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The development of the model, in a tourism context, has significant academic 

and practical implications. From an academic perspective, the model 

advances theoretical understanding of travel decision-making and travel 

market segmentation based on generational cohort membership. From a 

practical perspective, the findings of this study will assist in refining tourism 

marketing and product development approaches to better meet the needs of 

each generational cohort. The findings also highlight the importance of 

formative years in shaping the generational mindset. Accordingly, it is 

proposed that opportunities for nostalgia marketing exist by tapping into 

generational memories of simpler, better times while growing-up. Increased 

understanding of travel consumer preferences is particularly important to the 

tourism industry in Australia which faces immense competition from 

international holiday destinations and struggles to maintain (and grow) its 

share of consumer spend. The findings from this study will assist in industry 

efforts to remain innovative and relevant to Australian consumers in a 

nationally and globally competitive marketplace.    
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Appendix A: Information Sheet and Consent Form for 
Focus Group Sessions 

 
Ethical clearance GU Ref No: MKT/14/09/HREC 

 

 
 
Exploring the Travel Attitudes and Behaviour of Generational 

Cohorts 
 

INFORMATION COVER SHEET 
 
Conducted by:    
Ms Sarah Gardiner     
Department of Marketing    
Griffith Business School     
Griffith University     
Gold Coast Campus     
Phone Contact:   0404 274 170    
Email Contact:    s.gardiner@griffith.edu.au  
 
Research Purpose: This research is undertaken as part of a larger PhD 
study.  
    
Research objective:  The purpose of this research is to examine the 
attitudes and behaviour of generational cohorts towards taking a holiday.   
 
Participant Involvement:  Those participants who agree to take part in this 
research will be required to participate in a focus group of up to 1 hours 
duration. The information that the researchers will request through the focus 
group will be based on the participant’s opinions of the area of research. The 
information obtained through focus group will not identify any individual or 
organisation and, therefore, the participant will remain anonymous throughout 
the entire process.  
 
The basis by which participants will be selected or screened: All people 
currently living permanently in Australia and born between 1946 and 1994 will 
be eligible to participate in this research. Participants will be selected to 
participate in a particular focus group based on a range of birth years 
consistent with generational groupings. The generational groupings are:  
 

• Baby Baby Boomer - born 1946 to 1964;  
• Generation X - born 1965 to 1976; and  
• Generation Y - born 1977 to 1994.  
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Risk to participants:  There is no risk to participants. 
 
Confidentiality:  Potential participants involved in this research will not be 
named, or in any way, identified from the findings of this research.  To ensure 
confidentiality, we will disguise any information sought through the focus 
group which may identify participants and/or their organisations.  By doing so, 
this will enable all information disclosed by the participant to be treated with 
both anonymity and confidentiality.   
 
The website and its associated server have been secured for privacy and all 
data will be kept in a secure location.  The information kept will not be 
disclosed to third parties without the participants consent, except to meet 
government, legal or other regulatory authority requirements.  For further 
information consult the University’s Privacy Plan at 
www.griffith.edu.au/ua/aa//vc/pp or telephone (+61) 7 3735 5585. 
 
Participation is Voluntary:  Participation in this research is completely 
voluntary.  As a result, at any time the participant may change their mind and 
are, therefore, free to withdraw from the study without comment or penalty. 
 
Ethical Conduct:  Griffith University conducts research in accordance with 
the National Statement on Ethical Conduct in Research Involving Humans.  If 
prospective participants have any queries or subsequent complaints in 
relation to the project concerning the ethical conduct of the research, they 
should contact the Manager, Research Ethics on (07) 3735 5585 or research-
ethics@griffith.edu.au.  
 
Feedback:  A summary of this research will be available to participants on 
request.  Participants will be required to provide their email address where a 
lay summary of the results of the research can be forwarded. 
 
Expected benefits of research:  The findings of this research will help inform 
tourism marketers and operators on ways to better meet the needs of 
generational cohorts.  It will also provide valuable information to assist in 
growing the Australian domestic tourism industry.  
 
Questions/further information: If participants have any questions or require 
additional information about this research, they should contact the researcher 
listed at the top of this information sheet. 
  

http://www.griffith.edu.au/ua/aa/vc/pp�
mailto:research-ethics@griffith.edu.au�
mailto:research-ethics@griffith.edu.au�
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Exploring the Attitudes and Behaviour of Generational 
Cohorts 

Towards Domestic Travel in Australia 
 

CONSENT FORM 
 
Conducted by:    
Ms Sarah Gardiner     
Department of Marketing    
Griffith Business School     
Griffith University     
Gold Coast Campus     
Phone Contact:   0404 274 170    
Email Contact:    s.gardiner@griffith.edu.au  
 
I confirm that I have read and understood the information sheet and in 
particular have noted that: 
 

• I understand that this research forms part of the research carried out by 
Ms Gardiner for her PhD candidature.  

• I understand that my involvement in this research will include 
participation through a focus group;  

• I have had any questions answered to my satisfaction; 
• I understand the risks involved; 
• I understand that there will be no direct benefit to me from my 

participation in this research; 
• I understand that my participation in this research is voluntary;  
• I understand that if I have any additional questions I can contact the 

researcher; 
• I understand that I am free to withdraw at any time, without comment or 

penalty; 
• I understand that in accordance with Griffith University policy, the 

research data will be retained for 5 years; 
• I understand that confidentiality will be maintained throughout the entire 

research process and at all times I will remain anonymous; 
• I agree to participate in the project; and 
• I understand that participation in the focus group will be accepted as an 

expression of consent. 
 
 
 
Sign: ______________________ Date: ___ / ___/ 200 
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Appendix B: Focus Group Protocol 

Good morning/afternoon and thank you for agreeing to talk with me today. 

As you may be aware, this focus group is part of my larger PhD study. I am 
conducting a number of focus groups with a range of people from the 
generations known as the Baby Boomers, Generation X and Generation Y. 
The purpose of this research is to examine the attitudes and behaviour of 
generational cohorts towards taking a holiday. Therefore, today I am 
interested in your thoughts and opinions, so there are no right or wrong 
answers, you just need to tell me what you think.  

Participants in today’s focus group should be from (Baby Baby Boomer - born 
1946 to 1964 / Generation X - born 1965 to 1976 / Generation Y - born 1977 
to 1994). Was everyone born during those years of birth?  
 

I would like to reassure you that what you say in the next hour or so is 
completely confidential and your participation in this focus group is entirely 
voluntary. At no time will the information that you provide be identified as 
coming from you specifically and at any time you may change your mind 
about participating and are, therefore, free to withdraw from the study without 
comment or penalty. 

Now, I just want to confirm that you have read the project information sheet 
and completed the consent form. Does anyone have any questions about this 
information?  

Action – check you have everyone’s consent forms. 

Great, let’s get started… 

Attitude towards travel  
First, I wanted to ask you about your idea of a holiday and what a holiday 
means to you.  

Umbrella - Can you explain to me in your own words what a ‘holiday’ 
means to you.  

Probe - What are the benefits of taking a holiday?  

Probe- What are the trade-offs between the costs (for example time 
and financial costs) versus the benefits from going on a holiday?  

Probe – What are the psychological benefits?  

Probe – What motives you to take more holidays?  
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Probe - Why do you say that? 

Umbrella – What prevents you from taking more holidays?  

Probe – What are limits your ability to take holidays? What are the 
barriers? 

Probe – Do you feel you could overcome these barriers if you wanted 
to?  

Probe- Why do you say that? 

Umbrella – How do you compare holidaying in Australia versus 
holidaying overseas in terms of your attitude and intention towards 
taking a holiday?  

Probe - What are the similarities and differences in your motivations 
and decision-making?     

Probe – What are the pros and cons of Australian holidays?  

Probe - What are the pros and cons of an overseas holiday?  

Probe - Is there anything else you would like to add? 

Social Norms  
The next lot of questions relate to influences on your holiday decision-making.   

Umbrella- Who or what influences where you decide to holiday? And 
who or what has the most influence on your decision-making?  

Probe – What about family? Which members of the family?  

Probe – What about friends? Which friends?  

Probe – Is what you see on television important? Which programs?   

Probe – Is what you see and read in magazines and newspaper 
important? Which magazines? What sections in newspapers?  

Probe – Do movies influence your holiday decisions?   

Probe – Do you consult internet websites, blogs or chat rooms? If so, 
which ones? Why/why not?  

Umbrella – Where are the ‘trendy’ or ‘cool’ places to holiday at the 
moment?  

Probe – Do you tend to holiday at these places? Why/why not?  
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Probe -Do you tend to holiday where celebrities holiday?  

Probe - Are these places more desirable because of their ‘celebrity 
status’?   

 

Concluding questions:  

Probe – Who or what most influences your decision? Why?  

Probe – Who or what least influences your decision? Why?  

Probe - Is there anything else you would like to add? 

 

Collective Memories 

Here is a list of events and social changes that occurred while you were 
growing up.  

Give them a list of events and potential influences in their formative years.  

Umbrella- Thinking back to that time, how have these events or changes 
influenced you personally?  

Probe – Are there any major influencers missing from the list?  

Probe – What was life like when you were growing up?  

Probe – What was family life like back then?  

Probe - What was the in-thing or popular?  

Probe – Does the way of life when you were growing up, and the things 
that happen, influence what is important to you today? Why?  

Probe – Did it influence the way you holiday? And if so, how?  

Probe – How do you feel about the past? Do you seek to replicate it or 
rebel against it? Why/why not?  

Probe – Do you prefer products and experiences that connect you with 
your past? Why?  

Probe - Is there anything else you would like to add? 
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Generational Identity  

I now wanted to ask you about your generation.   

Umbrella- Do you think that people of your generation behave in a 
similar way?   

Probe – Why do you say that? 

Probe- What do they do the same as each other?  

Probe – What do they do differently to other generations? 

Probe – Do you feel like you identify with your generation?   

 

Umbrella – Do you think people of your generation have similar travel 
aspirations?  

Probe- Why do you say that? 

Probe- What do they do the same as each other?  

Probe – What do they do differently to other generations?  

Probe – What has a greater influence on your holiday decision-making 
- your generation or your stage of life (e.g., single, married, have 
children, etc.)? Why?  

Probe- Is there anything else you would like to add? 

 

Conclusion  

Well, I think we will finish there. Thank you very much to participating today. I 
would like to give you this movie voucher to show my appreciation. If you 
would like any further details on the study, please come and see me. Thank 
you.   

Action – distribute movie vouchers.  
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Appendix C: Key Influences on Australian Baby 
Boomer, Generation X and Generation Y Consumers 

 
Generational 
Cohort 

Baby Boomer 

1946-1964 

Generation X 

1965-1976 

Generation Y 

1977-1994 

Major events 
and social 
changes  

• Massive increase in 
the number of 
marriages and babies 
born in Australia in the 
years following World 
War II. 

• Increased post-World 
War II immigration to 
Australia leading to 
increased cultural 
diversity.  

• Vietnam War (1962-
1975).  

• Reforms to divorce 
laws in Australia 
(1975).  

• First contraceptive pill 
introduced in Australia 
(1961). 

• Traditional families - 
the father was the sole 
worker outside the 
home and mother 
worked at home duties.  

• End of Cold War with 
the collapse of the 
Berlin Wall (1989).  

• First Gulf War (1990-
1991). 

• First case of AIDS 
reported in Australia 
(1993). 

• First discovered that 
human-produced 
chemicals were 
depleting the ozone 
layer (mid-1970s).   

• Divorce and single 
parent families become 
more common.   

• Increase in women 
participation in the 
workforce and 
childcare emerges.  

• Improved education 
levels.    

• Fertility rates decrease 
and age of marriage 
increases. 

• Ongoing concern 
about climate change 
leading to increasing 
environmental 
consciousness. 

• Sydney Olympic 
Games (2000).  

• Major terrorist attack in 
New York (Sept 11, 
2001).  

• Iraq War (2003 to 
present). 

• Bali bombings (2002).  

• Globalisation.  

• Decreasing gap 
between level of 
education for men and 
women in Australia. 

• Concerns about an 
ageing population. 

 

New technology 
introduced  

• Television.  
• Credit cards.  

• Computers.  
• Internet.  

• Mobile telephones. 

Economic 
outlook  

• Economic prosperity • Downsizing economy 

 

• Capitalism rules 

Australian 
holidays  

 

• Post-war holiday 
boom.  

• Holidays are defined 
as part of the 
Australian way of life. 

• Car-based holidays.  

• Domestic family-
oriented.  

• Emergence of Barrier 
Reef island resorts 
accessed by air travel.  

• More active holidays.  

• Commodification of 
tourism industry with 
the opening to major 
theme parks and 
resorts.  

• Move towards luxury 
and comfort seeking.  

• Ecotourism emerges.  

• Larger, faster and 
more efficient aircraft 
improving speed, 
frequency and 
accessibility of air 
travel.  

• Working holiday visa 
program extended 
making it easier to get 
visas that enabled 
short-term work 
overseas.  

• Increase use of the 
internet to research 
and book travel.  
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Appendix D: Pilot Study Factor Analysis 
 

Item  Mean (SD) SL CR AVE 

Formative referents 

My friends when I was growing up influence my attitude 
towards holidays in Australia today. 

My family when I was growing up influence my attitude 
towards holidays in Australia today. 

The socioeconomic circumstances of my family when I was 
growing up influence my attitude towards holidays in Australia 
today. 

My religious affiliations when I was growing up influence my 
attitude towards holidays in Australia today. 

The education opportunities in society when I was growing up 
influence my attitude towards holidays in Australia today. 

The employment opportunities in society when I was growing 
up influence my attitude towards holidays in Australia today. 

The economy when I was growing up influence my attitude 
towards holidays in Australia today. 

 

 

3.18(1.86) 

 

3.78(2.05) 

 

3.82(2.04) 
 

2.08(1.43) 
 

3.34(1.96) 
 

3.34(1.79) 
 

3.30(1.81) 

 

 

.72 

 

.74 

 

.84 
 

.55 
 

.85 
 

.84 
 

.86 

 

 

 

 

 

 

 

 

 

 

 

 
 

.89 

 

 

 

 

 

 

 

 

 

 

 
 

.60 

Mass media referents 

To make sure that I buy the right holiday, I often observe 
stories about holidays in the mass media. 

If I have little experience with a destination, before purchasing 
a holiday there I often look in the mass media for information 
about it. 

To help choose the best holiday alternative available, I often 
consult the mass media. 

Before booking a holiday, I frequently gather information from 
the mass media. 

 

4.16(1.90) 

 

4.40(1.95) 

 

4.18(1.89) 

 

4.38(1.99) 

 

.85 

 

.97 

 

.97 

 

.96 

 

 

 

 

 

 

 

.95 

 

 

 

 

 

 

 

.88 

 

Interpersonal referents 

To make sure that I buy the right holiday, I often observe what 
other people are doing on holidays. 

If I have little experience with a destination, before purchasing 
a holiday there I often ask other people about it. 

To help choose the best holiday alternative available, I often 
consult with other people. 

Before booking a holiday, I frequently gather information from 
other people. 

 

 

4.34(1.83) 
 

5.28(1.51) 
 

5.06(1.60) 
 

5.14(1.40) 

 

 

.74 
 

.91 
 

.93 
 

.95 

 

 

 
 

 
 

 
 

.89 

 

 
 

 
 

 

 
 

.78 

Note. SD = Standard Deviation; SL = Standardised Loadings; CR = Composite Reliability; AVE = 
Average Variance Extracted. 
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Item Mean (SD) SL CR AVE 

Normative referents 

I rarely purchase a holiday until I am sure others will approve 
of it. 

It is important that others like the holiday I choose. 

I generally choose a holiday that I think others will approve of. 

The holidays I take are what others expect me to choose. 

I like to go on holidays that make a good impression on 
others. 

I achieve a sense of belonging by purchasing the same 
holidays that others purchase. 

If I want to be like someone, I often try to go on the same type 
of holidays as them. 

I often identify with other people by going on the same 
holidays as them. 

 

2.69(1.92) 
 

2.73(1.92) 

2.69(1.94) 

2.38(1.66) 

2.27(1.65) 
 

1.81(1.12) 

 

1.69(1.10) 
 

1.94(1.38) 

 

.81 
 

.85 

.88 

.82 

.87 
 

.91 

 

.86 
 

.86 

 

 
 

 

 

 

 

 
 

 

 
 

.89 

 

 

 
 

 

 

 
 

 

 
 

 

.57 

Perceived emotional value 

Taking a holiday in Australia is enjoyable. 

Taking a holiday in Australia is exciting. 

Taking a holiday in Australia makes me feel good. 

Taking a holiday in Australia gives me pleasure. 

Taking a holiday in Australia gives me a sense of 
accomplishment. 

 

5.88(1.38) 

5.54(1.50) 

5.76(1.48) 

5.74(1.47) 

4.94(1.65) 

 

.95 

.96 

.90 

.95 

.84 

 

 

 

 

 

.95 

 

 

 

 

 

.84 

Perceived novelty value 

Taking a holiday in Australia is something different. 

Taking a holiday in Australia is unique. 

Taking a holiday in Australia increases my knowledge. 

Taking a holiday in Australia offers variety. 

Taking a holiday in Australia is something I can talk about 
when I get home. 

 

4.68(1.71) 

4.52(1.81) 

5.38(1.40) 

5.28(1.49) 

5.30(1.62) 

 

.88 

.82 

.87 

.85 

.82 

 

 

 

 

 

.90 

 

 

 

 

 

.72 

Perceived value for money 

Holidays in Australia are reasonably priced. 

Holidays in Australia offer value for money. 

Holidays in Australia are a good experience for the price. 

Holidays in Australia are economical. 

 

4.40(1.69) 

4.50(1.62) 

4.56(1.50) 

4.06(1.64) 

 

.93 

.95 

.93 

.89 

 

 

 

 

.94 

 

 

 

 

.64 

Perceived quality 

Holidays in Australia offer consistent quality. 

Holidays in Australia are well done. 

Holidays in Australia offer an acceptable standard of quality. 

Holidays in Australia are well organised. 

 

4.19(1.55) 

4.48(1.34) 

4.69(1.53) 

4.48(1.43) 

 

.84 

.93 

.93 

.91 

 

 

 

 

.93 

 

 

 

 

.72 

Attitude 

Holidays in Australia are good. 

I like holidays in Australia. 

I have a favourable attitude towards holidays in Australia. 

 

5.81(.94) 

5.79(1.11) 

5.71(1.13) 

 

.93 

.98 

.96 

 

 

 

.95 

 

 

 

.91 

Note. SD = Standard Deviation, SL = Standardised Loadings, CR = Composite Reliability, AVE = 
Average Variance Extracted. 
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Item Mean (SD) SL CR AVE 

Intention 

I would recommend a holiday in Australia to others. 

I intend to go on a holiday in Australia in the near future. 

I am likely to go on a holiday in Australia in the next 12 
months. 

 

6.17(1.02) 

5.83(1.75) 

5.83(1.95) 

 

.83 

.91 

.93 

 

 

 

.85 

 

 

 

.80 

Generation-self identity congruency  

My generation reflects who I am. 

I can identify with my generation. 

I feel a personal connection to my generation. 

I consider my generation to be “me”. 

My perception of my generation suits me well. 

 

4.24(1.89) 

4.62(1.82) 

4.16(1.89) 

3.96(1.85) 

4.04(1.81) 

 

.89 

.91 

.93 

.89 

.90 

 

 

 

 

 

.94 

 

 

 

 

 

.81 

Note. SD = Standard Deviation; SL = Standardised Loadings; CR = Composite Reliability; AVE = 
Average Variance Extracted. 
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Appendix E: Final Survey 
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I want to read the information and consent information

Profile

Were you born in Australia between 1946-1994? 
Are you currently living in Australia?
 
If you answered YES to both questions, then you are eligible to participate in this study.
 
In completing this questionnaire, you have consented to partake in this research. Please tick the box
below if you wish to read about this study and consent information. You are encouraged to read and print
this information before commencing the questionnaire.
 
Click on the forward arrows below to start the questionnaire.

Information and Consent Sheet
 
Who is conducting the research:
 
Ms Sarah Gardiner
Department of Marketing
Gold Coast Campus, Griffith University
Queensland 9726, Australia
Email: s.gardiner@griffith.edu.au
 
Why the research is being conducted: The purpose of this research is to examine consumer
attitudes and intentions towards taking a travel holiday. This survey forms part of my doctoral studies
within the Griffith Business School. Dr Ceridwyn King and Associate Professor Debra Grace will be the
chief investigators.
 
What you will be asked to do: Participation is voluntary. If you wish to participate, you are required
to complete an on-line survey. To participate in the survey you will be asked to click on the nominated
URL address. Completion of the survey should take approximately 10 minutes. No information will appear
in the findings that will enable individuals to be identified.
 
Who will be participating:  Persons with a year of birth between 1946 and 1994, and were born
and are currently living in Australia.
 
The expected benefits of the research: Greater knowledge among tourism marketers and
operators on ways to better meet consumer needs. 
 
Risks to you: There are no risks associated with participating in this research.
 
Your confidentiality: No identifying information will be used in reports of the findings. The data that
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I most identify with Profile 1.

I most identify with Profile 2.

you provide to the researcher will be confidential and at no point will you be referred to by name.  All
responses given in the survey will remain confidential. The data from the surveys will be stored securely
and retained for 5 years, after which time it will be destroyed. 
 
Your participation is voluntary: Your participation in this research is completely voluntary.  In
addition, if you change your mind after initially participating, you are free to withdraw from the study at
any time without comment or penalty. Persons under 18 years should seek parental/guardian advice on
participating in the study, if they feel it is necessary. 
 
Questions/further information: If you have any questions or require further information about this
project, please contact the researcher listed at the top of this information sheet.
 
The ethical conduct of this research: Griffith University conducts research in accordance with
the National Statement on Ethical Conduct in Human Research.  If you have any concerns or complaints
about the ethical conduct of the project, please contact the Manager, Research Ethics on (07) 3735 5585
or email:  research-ethics@griffith.edu.au
 
Your feedback: The findings of the research will be available to all participants, if desired.  You may
opt to receive an emailed copy of summarised findings by emailing s.gardiner@griffith.edu.au.  A
separate email will ensure that your survey responses will not be identifiable to you.
 
Who is funding this research: This survey is being funded and conducted by Griffith
University. Tourism Australia has also assisted with funding this research.
 
Consent:  In completing this survey, you have consented to partake in this research.  Please make
sure you print out this information and consent sheet for your records.

Please read the paragraphs below and indicate which profile you most identify with.
 
Profile 1. Lifestyle and having fun is important to me. I am a savvy consumer that is sceptical of media
hype and branding, and prefer an honest approach that focuses on value. I am determined to succeed,
and accordingly, the things I purchase reflect how successful I am. I often buy things as a reward for my
hard work.
 
Profile 2. Being trendy, stylish and up-to-date with the latest fashion and technology is important to me.
The things I purchase express who I am and  I like buying things that are envied by my friends, but do
not like media hype. I am willing to pay more for good quality and I have favourite brands.
 
Profile 3. A sense of accomplishment and personal pride is important to me. I seek products and
experiences that give me freedom and self-fulfilment. I enjoy indulging by buying things for myself, my
home and for others. I tend to purchase brands that I know and trust. 
 
Which profile do you most identify with?
Select one box only. 
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I most identify with Profile 3.

I do not identify with any of the profiles.

We understand that these questions are repetitive, however it is important that you answer all questions.
 
Thinking about when you were growing up - that is aged 14-20 years - please indicate
your level of agreement with the following statements.
Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

My friends when I was growing up influence my attitude
towards daily life today.  

My family's values when I was growing up influence my
attitude towards daily life today.  

My family's financial circumstances when I was growing up
influence my attitude towards daily life today.  

My religious affiliation when I was growing up influence my
attitude towards daily life today.  

Education opportunities in society when I was growing up
influence my attitude towards daily life today.  

Employment opportunities in society when I was growing up
influence my attitude towards daily life today.  

The economy when I was growing up influence my attitude
towards daily life today.  

Society's values when I was growing up influence my attitude
towards daily life today.  

The following questions ask you about holidays.
 
A holiday refers to overnight travel away from home for the purpose of recreation and leisure.
 
The mass media refers to print (magazine, newspapers, billboards), broadcast (radio and television),
and electronic media (the Internet).
 
Please indicate your level of agreement with the following statements.
Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

To make sure that I buy the right holiday, I often observe
stories about holidays in the mass media.  

If I have little experience with a destination, before purchasing
a holiday there I often look in the mass media for information
about it.

 

To help choose the best holiday alternative available, I often
consult the mass media.  

Before booking a holiday, I frequently gather information from
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the mass media.  

To make sure that I buy the right holiday, I often observe what
other people are doing on holidays.  

If I have little experience with a destination, before purchasing
a holiday there I often ask other people about it.  

To help choose the best holiday alternative available, I often
consult with other people.  

Before booking a holiday, I frequently gather information from
other people.  

We understand that these questions are repetitive, however it is important that you answer all questions.  
 
Please indicate your level of agreement with the following statements.
Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

I rarely purchase a holiday until I am sure others will approve
of it.  

It is important that others like the holiday I choose.  

I generally choose a holiday that I think others will approve of.  

The holidays I take are what others expect me to choose.  

I like to go on holidays that make a good impression on others.  

I achieve a sense of belonging by purchasing the same
holidays that others purchase.  

If I want to be like someone, I often try to go on the same type
of holidays as them.  

I often identify with other people by going on the same holidays
as them.  

A holiday refers to overnight travel away from home for the purpose of recreation and leisure.
 
To what extent do you agree that the following factors influence your holiday
choices?
Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

My family situation influences my
holiday choices.  

My household income influences
my holiday choices.  

My level of education influences
my holiday choices.  

My employment influences my
holiday choices.  
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A holiday refers to overnight travel away from home for the purpose of recreation and leisure.
 
Thinking about international holidays, please indicate your level of agreement with
following statements. Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

Taking an international holiday is
enjoyable.  

Taking an international holiday is
exciting.  

Taking an international holiday
makes me feel good.  

Taking an international holiday
gives me pleasure.  

Taking an international holiday
gives me a sense of
accomplishment.

 

Taking an international holiday is
something different.  

Taking an international holiday is
unique.  

Taking an international holiday
increases my knowledge.  

Taking an international holiday
offers variety.  

Taking an international holiday is
something I can talk about when I
get home.

 

We understand that these questions are repetitive, however it is important that you answer all questions.
 
Thinking about international holidays, please indicate your level of agreement with
following statements. Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

International holidays are
reasonably priced.  

International holidays offer value
for money.  

International holidays are a good
experience for the price.  

International holidays are
economical.  

International holidays offer
consistent quality.  

International holidays are well
done.  

International holidays offer an
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acceptable standard of quality.  

International holidays are well
organised.  

International holidays require a lot
of time to organise.  

International holidays require a lot
of energy to organise.  

A holiday refers to overnight travel away from home for the purpose of recreation and leisure.
 
Thinking about international holidays, please indicate your level of agreement with
following statements. Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

I have to go to a lot of trouble to
organise an international holiday.  

Planning an international holiday
requires considerable effort.  

International holidays are good.  

I like international holidays.  

I have a favourable attitude
towards international holidays.  

I would recommend an
international holiday to others.  

I intend to go on an international
holiday in the near future.  

I am likely to go on an
international holiday in the next
12 months.

 

We understand that these questions are repetitive, however it is important that you answer all questions.
 
Thinking about when you were growing up - that is aged 14-20 years - please indicate
your level of agreement with the following statements.
Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

My friends when I was growing up influence my attitude
towards international holidays today.  

My family's values when I was growing up influence my
attitude towards international holidays today.  

My family's financial circumstances when I was growing up
influence my attitude towards international holidays today.  

My religious affiliation when I was growing up influence my
attitude towards international holidays today.  

Education opportunities in society when I was growing up
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influence my attitude towards international holidays today.  

Employment opportunities in society when I was growing up
influence my attitude towards international holidays today.  

The economy when I was growing up influence my attitude
towards international holidays today.  

Society's values when I was growing up influence my attitude
towards international holidays today.  

A holiday refers to overnight travel away from home for the purpose of recreation and leisure.
 
Thinking about holidays in Australia, please indicate your level of agreement with
following statements. Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

Taking a holiday in Australia is
enjoyable.  

Taking a holiday in Australia is
exciting.  

Taking a holiday in Australia
makes me feel good.  

Taking a holiday in Australia
gives me pleasure.  

Taking a holiday in Australia
gives me a sense of
accomplishment.

 

Taking a holiday in Australia is
something different.  

Taking a holiday in Australia is
unique.  

Taking a holiday in Australia
increases my knowledge.  

Taking a holiday in Australia
offers variety.  

Taking a holiday in Australia is
something I can talk about when I
get home.

 

We understand that these questions are repetitive, however it is important that you answer all questions.
 
Thinking about holidays in Australia, please indicate your level of agreement with
following statements. Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

Holidays in Australia are
reasonably priced.  

Holidays in Australia offer value
for money.  
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Holidays in Australia are a good
experience for the price.  

Holidays in Australia are
economical.  

Holidays in Australia offer
consistent quality.  

Holidays in Australia are well
done.  

Holidays in Australia offer an
acceptable standard of quality.  

Holidays in Australia are well
organised.  

Holidays in Australia require a lot
of time to organise.  

Holidays in Australia require a lot
of energy to organise.  

A holiday refers to overnight travel away from home for the purpose of recreation and leisure.
 
Thinking about holidays in Australia, please indicate your level of agreement with
following statements. Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

I have to go to a lot of trouble to
organise a holiday in Australia.  

Planning a holiday in Australia
requires considerable effort.  

Holidays in Australia are good.  

I like holidays in Australia.  

I have a favourable attitude
towards holidays in Australia.  

I would recommend a holiday in
Australia to others.  

I intend to go on a holiday in
Australia in the near future.  

I am likely to go on a holiday in
Australia in the next 12 months.  

We understand that these questions are repetitive, however it is important that you answer all questions.
 
Thinking about when you were growing up - that is aged 14-20 years - please indicate
your level of agreement with the following statements.
Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

My friends when I was growing up influence my attitude  
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Yes

No

Yes

No

towards holidays in Australia today.

My family's values when I was growing up influence my
attitude towards holidays in Australia today.  

My family's financial circumstances when I was growing up
influence my attitude towards holidays in Australia today.  

My religious affiliation when I was growing up influence my
attitude towards holidays in Australia today.  

Education opportunities in society when I was growing up
influence my attitude towards holidays in Australia today.  

Employment opportunities in society when I was growing up
influence my attitude towards holidays in Australia today.  

The economy when I was growing up influence my attitude
towards holidays in Australia today.  

Society's values when I was growing up influence my attitude
towards holidays in Australia today.  

Please indicate your level of agreement with the following statements.
Select one box only for each statement.

Level of Agreement  

Strongly
disagree

Moderately
disagree

Slightly
disagree Undecided Slightly

agree
Moderately

agree
Strongly
agree

My generation reflects who I am.  

I can identify with my generation.  

I feel a personal connection to my
generation.  

I consider my generation to be
“me”.  

My perception of my generation
suits me well.  

It is important that you answer all questions.
 
Were you born in Australia?
Select one box only.

Do you currently live in Australia?
Select one box only.

What year were you born?
Select one only.
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Baby Boomer

Generation X

Generation Y

Unsure

Full-time employed

Part-time/Casual employed

Not employed

Retired

Self-employed

Other

Single (no children at home)

Single (with children at home)

Married/Defacto (no children at home)

Married/Defacto (with children at home)

Divorced/Widowed (no children at home)

Divorced/Widowed (with children at home)

Other

High school or below

What is your generation? 
Select one box only.

What is your employment status? 
Select one box only.

Please state your employment status:

What is your family status? 
Select one box only.

Please state your family status:

What is your highest level of education?
Select one box only.
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Certificate, diploma or trade qualification

University degree

Other

Less than $25,000

$25,001 - $50,000

$50,001 - $75,000

$75,001 - $100,000

More than $100,000

Please state your highest level of education:

What is your annual household income?
Select one box only.

Survey Powered By Qualtrics ®

http://www.qualtrics.com/
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Appendix F:  
Preliminary Analysis - Descriptive Statistics 

 

 
Mean 

Standard 
Deviation Skewness Kurtosis 

Formative referents 
    

My friends when I was growing up influence my attitude 
towards holidays in Australia today. 

3.22 1.826 .213 -1.146 

My family's values when I was growing up influence my  
attitude towards holidays in Australia today. 

4.05 1.968 -.247 -1.131 

My family's financial circumstances when I was growing up 
influence my attitude towards holidays in Australia today. 

4.06 1.995 -.244 -1.170 

My religious affiliation when I was growing up influence my 
attitude towards holidays in Australia today. 

2.63 1.737 .673 -.671 

Education opportunities in society when I was growing up 
influence my attitude towards holidays in Australia today. 

3.26 1.856 .241 -1.070 

Employment opportunities in society when I was growing up 
influence my attitude towards holidays in Australia today. 

3.42 1.899 .130 -1.153 

The economy when I was growing up influence my attitude 
towards holidays in Australia today. 

3.62 1.923 .028 -1.182 

Society's values when I was growing up influence my 
attitude towards holidays in Australia today. 

3.51 1.866 .052 -1.129 

Mass media referents 
    

To make sure that I buy the right holiday, I often observe 
stories about holidays in the mass media. 

3.94 1.739 -.226 -.967 

If I have little experience with a destination, before 
purchasing a holiday there I often look in the mass media 
for information about it. 

4.51 1.700 -.464 -.719 

To help choose the best holiday alternative available, I often 
consult the mass media. 

4.30 1.749 -.355 -.883 

Before booking a holiday, I frequently gather information 
from the mass media. 

4.53 1.742 -.464 -.720 

Interpersonal referents 
    

To make sure that I buy the right holiday, I often observe 
what other people are doing on holidays. 

3.87 1.653 -.111 -.988 

If I have little experience with a destination, before 
purchasing a holiday there I often ask other people about it. 

4.88 1.523 -.682 -.039 

To help choose the best holiday alternative available, I often 
consult with other people. 

4.69 1.565 -.612 -.272 

Before booking a holiday, I frequently gather information 
from other people. 

4.74 1.564 -.662 -.110 
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Mean 

Standard 
Deviation Skewness Kurtosis 

Normative referents 
    

I rarely purchase a holiday until I am sure others will 
approve of it. 

2.73 1.744 .782 -.453 

It is important that others like the holiday I choose. 2.80 1.889 .722 -.705 

I generally choose a holiday that I think others will approve 
of. 

2.80 1.824 .680 -.717 

The holidays I take are what others expect me to choose. 2.85 1.734 .461 -.969 

I like to go on holidays that make a good impression on 
others. 

2.55 1.709 .836 -.339 

I achieve a sense of belonging by purchasing the same 
holidays that others purchase. 

2.33 1.596 1.044 .212 

If I want to be like someone, I often try to go on the same 
type of holidays as them. 

2.18 1.570 1.207 .474 

I often identify with other people by going on the same 
holidays as them. 

2.35 1.628 .953 -.212 

Perceived emotional value 
    

Taking a holiday in Australia is enjoyable. 6.17 1.195 -1.921 4.216 

Taking a holiday in Australia is exciting. 6.00 1.212 -1.508 2.575 

Taking a holiday in Australia makes me feel good. 6.06 1.182 -1.542 2.594 

Taking a holiday in Australia gives me pleasure. 6.08 1.178 -1.546 2.611 

Taking a holiday in Australia gives me a sense of 
accomplishment. 

5.53 1.476 -.949 .334 

Perceived novelty value 
    

Taking a holiday in Australia is something different. 5.29 1.498 -.744 -.027 

Taking a holiday in Australia is unique. 5.18 1.633 -.774 -.117 

Taking a holiday in Australia increases my knowledge. 5.76 1.250 -1.053 1.086 

Taking a holiday in Australia offers variety. 5.88 1.225 -1.254 1.740 

Taking a holiday in Australia is something I can talk about 
when I get home. 

5.81 1.282 -1.212 1.531 

Perceived value for money 
    

Holidays in Australia are reasonably priced. 4.55 1.706 -.567 -.642 

Holidays in Australia offer value for money. 4.66 1.625 -.577 -.452 

Holidays in Australia are a good experience for the price. 4.85 1.563 -.705 -.025 

Holidays in Australia are economical. 4.54 1.652 -.495 -.511 
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Mean 
Standard 
Deviation Skewness Kurtosis 

Perceived quality  
    

Holidays in Australia offer consistent quality. 4.85 1.509 -.685 .009 

Holidays in Australia are well done. 5.03 1.344 -.583 .311 

Holidays in Australia offer an acceptable standard of quality. 5.26 1.275 -.797 .758 

Holidays in Australia are well organised. 5.07 1.278 -.610 .462 

Attitude 
    

Holidays in Australia are good. 5.83 1.215 -1.053 1.019 

I like holidays in Australia. 5.92 1.221 -1.260 1.733 

I have a favourable attitude towards holidays in Australia. 5.86 1.213 -1.118 1.280 

Intention 
    

I would recommend a holiday in Australia to others. 5.91 1.261 -1.265 1.624 

I intend to go on a holiday in Australia in the near future. 5.58 1.586 -1.030 .391 

I am likely to go on a holiday in Australia in the next 12 
months. 

5.52 1.671 -1.019 .313 

Generation-self identity congruency 
    

My generation reflects who I am. 4.60 1.723 -.625 -.450 

I can identify with my generation. 5.02 1.574 -.850 .143 

I feel a personal connection to my generation. 4.78 1.664 -.661 -.241 

I consider my generation to be “me”. 4.51 1.695 -.471 -.496 

My perception of my generation suits me well. 4.71 1.636 -.611 -.199 

Perceived personal situation 
    

My family situation influences my holiday choices. 5.29 1.798 -1.096 .272 

My household income influences my holiday choices. 6.00 1.396 -1.790 3.063 

My level of education influences my holiday choices. 2.99 1.818 .443 -1.062 

My employment influences my holiday choices. 4.53 2.043 -.555 -.994 
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