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ÖZET 

Destinasyon seçimi, turizm rekabet gücünün değerlendirilmesinde önemli bir bileşen olarak kabul 

edilmektedir. Destinasyon tercihlerini etkileyen çeşitli faktörler üzerine yapılan birçok araştırma 

bulunmakla birlikte, kuşak farklılıklarının destinasyon seçimi üzerindeki etkilerinin daha derinlemesine 

incelenmesi gerektiği gözlemlenmektedir.  Bu araştırma, X, Y ve Z kuşakları arasında destinasyon 

seçimi üzerinde etkili olan faktörler bakımından herhangi bir farklılık olup olmadığını belirlemeyi 

amaçlamaktadır. Bu doğrultuda, son bir yıl içerisinde tatil amacıyla seyahate çıkmış ve 18 yaşını geçmiş 

katılımcılar üzerinde bir anket uygulanmıştır. Kolayda örnekleme yöntemi ile gerçekleştirilen ankete 

330 kişi katılmıştır. Verilerin analizi sonucunda, destinasyon seçiminde etkili olan altyapı olanakları, 

bilgi erişim olanakları ve destinasyonun turistik çekicilikleri açısından kuşaklar arasında anlamlı 

farklılıklar gözlemlenmiştir. Ayrıca, araştırmaya katılan bireylerin eğitim düzeyleri ile destinasyon 

seçim davranışları arasında da farklılıklar tespit edilmiştir. Bu araştırmanın bulguları, destinasyon 

pazarlama organizasyonlarına etkili pazarlama stratejileri geliştirme konusunda fırsatlar sunacak ve 

farklı kuşakların satın alma davranış niyetlerinin daha derinlemesine anlaşılmasına katkı sağlayacaktır. 

Anahtar Kelimeler: Destinasyon, Destinasyon Seçimi, X, Y ve Z kuşağı 

 

UNDERSTANDING GENERATIONAL DIFFERENCES IN DESTINATION 

CHOICE PRIORITIES: A COMPARATIVE ANALYSIS OF GEN X, Y, AND Z  

ABSTRACT 

Destination choice is considered a key component in assessing the competitiveness of tourism 

destinations. While numerous studies have been conducted on the various factors influencing destination 

preferences, it has been observed that the impact of generational differences on destination choice 

requires deeper investigation. This study aims to determine whether there are any differences in the 

factors influencing destination choice among the X, Y, and Z generations. To this end, a survey was 

conducted among participants who had traveled for holiday purposes within the past year and were over 

18 years old. The survey conducted using the convenience sampling method was participated in by 330 

individuals. The analysis of the data revealed significant differences between the generations in terms 

of factors such as infrastructure facilities, access to information, and the tourist attractions of the 
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destination. Furthermore, differences were found between the participants' education levels and their 

destination selection behaviors. The findings of this research provide opportunities for destination 

marketing organizations to develop effective marketing strategies and contribute to a deeper 

understanding of the purchasing behavior intentions of different generations. 

Key Words: Destination, Destination Choice, Generation X, Y and Z. 
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INTRODUCTION 

People travel for a variety of purposes. Once the decision to take a vacation is made, the 

question of where to go becomes the next consideration. The destination must align with the 

purpose of the vacation. At this stage, the destination selection process begins. During this 

process, individuals' sociodemographic characteristics, alongside attractive factors, play a 

significant role. The topic of destination choice, which occupies the attention of tourists, has 

been extensively studied in the literature (Morley, 1994; Eşitti & Işık, 2015; Pan, Rasouli & 

Timmermans, 2021; Cooper & Buckley, 2022). Due to the intense competition among tourist 

destinations, understanding customer desires and needs, as well as identifying the factors 

influencing the decision-making process, is crucial for retaining existing customers and 

attracting potential ones (Davras & Uslu, 2019). 

There are many factors that influence destination selection. For instance, how tourists 

obtain information about a destination (Eşitti & Işık, 2015), their experiences (Ahn et al., 2013), 

travel duration, attractive factors, and the number of tourist attractions can all play a role in the 

decision-making process (Wu et al., 2011). According to Demir (2010), accommodation and 

transportation options, recreational attractions, historical and natural sights, and socio-cultural 

values are influential in the destination selection process. Davras and Uslu (2019) state that 

information and adventure, transportation and activity opportunities, socio-cultural activities, 

natural attractions, travel prestige, entertainment, and relaxation factors also affect destination 

choice. 

Although variables such as education, income, gender, occupation, social class, place of 

residence, and marital status have been suggested to influence tourists' perceptions and 

destination image, age is considered an important determinant of both image and travel behavior 

(Huang & Petrick, 2010). However, in order to properly understand the role of age in tourist 

preferences, marketing, promotion, and segmentation studies should be examined according to 

generational theory. The generational approach is suggested to provide richer information than 

age-based segmentation, as the time period in which a person lives has an impact on their 

consumption behavior (Huang & Petrick, 2010; Gardiner et al., 2014). Karacaoğlu (2021) 

emphasizes that the attractiveness factors of a destination should be organized in terms of the 

needs, desires, and expectations of different generations, and that tourism stakeholders should 

adopt a generational market segmentation approach. Recently, the impact of generational 

differences on destination selection has been addressed in many studies in the socio-

demographic context (Zorlu & Candan, 2023; Vrhoci et al., 2021). 

In this context, determining the level of perception regarding the factors influencing destination 

selection is important. The primary aim of this study is to identify whether the importance given 

to factors affecting destination selection varies across generations. Additionally, another 

objective of the research is to explore whether there are differences in destination selection 

based on gender, marital status, and educational background. In this framework, the study first 

addresses destination selection and generations, followed by the relationship between 

generations and destination choice, and hypotheses are developed in line with the relevant 
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literature. It is anticipated that the findings of this study will make significant contributions to 

destination stakeholders and the related literature. 

 

1. CONCEPTUAL FRAMEWORK 

1.1. Generational Differences and Destination Choice 

A generation refers to a group of individuals born in a specific period and shaped by the 

values, attitudes, and lifestyles influenced by that era, reflecting its characteristics. Different 

generations carry symbols and traits that bind them within the group and distinguish them from 

others. Members of a generation are connected through a shared network of perceptions, 

emotions, and desires. Generally, generations are categorized by age, as age serves as an 

indicator that simplifies understanding of society. This phenomenon is explained by 

generational theory, where each generation is shaped by the unique value judgments of the time 

in which it exists (Chen, 2010). Generations are not solely based on birth years, but are 

composed of individuals whose attitudes, values, and experiences are shaped by shared 

historical events. Individuals within a generation share a system of common values, beliefs, and 

expectations, formed by the historical or environmental events they experienced at a particular 

time (Leiter et al., 2010). 

A human lifetime is divided into four stages: childhood, young adulthood, middle age, 

and old age. A social generation consists of individuals in similar age groups who are shaped 

by common historical events and tend to have similar experiences during the same life stage. 

These experiences shape the beliefs, behaviors, and social identities of the members of the 

generation (van Twist & Newcombe, 2021). There is no clear consensus on the exact birth years 

for each generation. However, common classifications include Generation X, which refers to 

those born between 1965 and 1980; Generation Y (Millennials), born between 1981 and 1995; 

and Generation Z, born between 1996 and 2010 (Kim et al., 2015). This study adopts this 

classification. 

As a social phenomenon, tourism, which emerges as part of this dynamic social 

environment (Špindler, 2018), can influence customer preferences and enhance experiences by 

adopting generational changes and technological developments (Pricope Vancia et al., 2023). 

Among the key decisions tourists make are whether to travel, where to go, who to travel with, 

when to travel, the length of stay, and the budget to be spent. Although destination policymakers 

and planners are highly interested in how potential tourists make these decisions, the most 

determining factor is the select of destination, i.e., the destination choice (Alvarez & Brida, 

2019). The "where to go" question is one of the most important aspects of vacation preferences 

(Oppewal et al., 2015). Tourism destinations are areas where tourism products and services are 

offered; they are complex to manage but critically important in terms of tourism marketing 

(Güneş, 2018). Destination choice in tourism is seen as a critical and complex decision-making 

process. This process is hierarchical, sequential, and multi-stage, and it varies according to 

psychological, demographic, and social profiles (Pandey & Joshi, 2021). 

1.1.1. Generation X 
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Generation X refers to individuals born between 1965 and 1980. This generation has been 

significantly influenced by events such as the 1973 Oil Crisis, the end of the Cold War, and the 

HIV/AIDS epidemic, all of which have shaped their behavior (Li et al., 2013). Generation X is 

media-savvy and experienced; although television remains a major source of advertising, only 

advertisements tailored to their preferences are effective. They are sensitive to messages 

emphasizing security, safety, and independence, and seek products that promise reliability and 

ease of life. Premium quality and brand prestige play a significant role in their purchasing 

decisions. They generally prefer activities that offer comfort and relaxation. When choosing 

travel options, they prioritize economic benefits such as travel packages, price discounts, and 

coupons, and favor destinations like beaches, amusement/theme parks, and spectator sports 

(Huang & Petrick, 2010). Compared to other generations, this cohort is more likely to travel 

with children (Li et al., 2013), and budget is a determining factor in their travel decisions, with 

opportunities and special discounts playing a more prominent role in their holiday preferences 

(Špindler, 2018). 

1.1.2. Generation Y 

Generation Y, also known as Millennials, includes individuals born between 1981 and 

1995. This generation has been shaped by the effects of globalization. Globalization has led to 

the blurring of borders between countries, the merging of cultures, and greater access to 

products and services worldwide. Dual-income households have become the norm, providing 

better opportunities for children's development. The core values of this generation include 

independence, ambition, innovation, and growth, while ethical values, multiculturalism, social 

sensitivity, and digital communication technologies are also central. Generation Y is a highly 

mobile cohort, willing to travel and relocate, and has expanded its social networks not only 

within their own countries but also internationally (Hysa et al., 2021). This generation has lived 

through significant historical events such as the Collapse of the Soviet Union, the First Gulf 

War, the Rise of the Information Age, and the widespread use of the internet, all of which have 

influenced their behavior. Compared to older generations, they travel more frequently (Li et al., 

2013) and are influenced by informational content from destinations and travel brands. They 

also tend to prefer non-touristy destinations, local recommendations, all-inclusive resorts, and 

cruises as part of their travel choices (Špindler, 2018). Having grown up with digital 

technologies, this generation has brought about significant changes in tourism marketing, 

transforming the demand and supply dynamics in the tourist market (Starcevic & Konjikusic, 

2018). 

1.1.3. Generation Z 

Generation Z refers to individuals born between 1996 and 2010. This generation is 

typically characterized by an interest in interactive, personalized tourist experiences, which they 

share on their preferred social media platforms (Poruțiu et al., 2024). They have developed 

distinct behavioral habits in economic, social, cultural, and political domains. Born in a period 

of rapid technological advancement (Güneş et al., 2022). Generation Z lives in the era of 

Industry 4.0, heavily interacting with the internet and social media, and engaging with concepts 

like smart cities and smart tourism (Nguyen, 2021). They are not only open to technological 

innovations but also to discovering new places. This generation consists of multitaskers, and 
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social media serves as their primary means of communication. Members of Generation Z are 

highly open to the world and eager to engage in various tourist activities, although they often 

lack financial resources due to not yet being fully employed or being dependent on their parents. 

As a result, family or friends' local holidays are more common among them (Hysa et al., 2021). 

Members of Generation Z are more inclined to save money on their travels, often opting for 

budget flights, accommodation, and low-cost spending. Due to their lower incomes, they 

generally prefer nearby and accessible destinations, which offers them more affordable and 

practical travel experiences. This preference reflects both their financial situation and their 

desire to explore diverse experiences around them (Poruțiu et al., 2024). 

This generation, which represents today’s youth, has been deeply affected by global 

events such as globalization, terrorism, the 2008 financial crisis, technological developments, 

and the Covid-19 pandemic, all of which have shaped their attitudes, beliefs, and behaviors. 

Understanding this generation is crucial, as by 2020, they accounted for 32% of the global 

population, making them a significant demographic force worldwide (Pinho & Gomes, 2023). 

Their habits, including travel preferences, have the potential to influence future generations 

(Puiu et al., 2022). 

1.2. Development of Research Hypotheses 

An important objective of tourism demand analysis is to understand the societal behavior 

towards a destination across different generations. In this context, it is crucial to examine how 

tourists from different generations choose their destinations and what factors influence these 

decisions (Seddighi & Theocharous, 2002). Therefore, it is beneficial to explore tourist 

behaviors, particularly consumption habits, from an intergenerational analytical perspective (Li 

et al., 2013). Specifically, age is highlighted as one of the fundamental factors influencing 

behaviors (Octaviany & Mardiyana, 2024). Individuals planning trips based on age have 

different expectations, needs, and preferences regarding how they spend their vacations, which 

leads to diversity in vacation purposes, destination choices, and timing (Hysa et al., 2021). In a 

study by Poruțiu et al. (2024), a significant shift in travel preferences was observed between the 

Generation Z and Generation Y, particularly concerning domestic travel. Unlike previous 

generations, Generation Z shows more interest in exploring domestic destinations rather than 

traveling abroad. A study by Akşit Aşık (2020) revealed significant differences between 

Generation Y and Generation Z in terms of factors influencing destination choices. Li et al. 

(2013) also noted that tourists from different generations exhibit differing preferences regarding 

travel destinations and future destination choices. In another study, participants from 

Generation Z identified entertainment and sports facilities as the most important factors when 

choosing a vacation destination, while Generation Y participants prioritized the natural 

environment and entertainment opportunities. Generation X participants, on the other hand, 

ranked the natural environment and safety as the most significant factors. Generation Z places 

more emphasis on sports facilities, Generation Y on the natural environment, and Generation 

X on safety, while all generations shared historical and cultural attractions as a common priority 

(Özaltaş Serçek & Serçek, 2017). Based on this information, the following hypothesis is 

proposed: 

H1: The factors influencing destination choice differ by generation. 
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Demographics are a key determinant of international tourism supply and demand trends 

(Gidebo, 2021). Specifically, vacation habits and destination choice behaviors are strongly 

correlated with demographic and lifestyle characteristics. Understanding how different market 

segments assess various tourism destinations can increase opportunities for highlighting the 

right destinations and optimizing marketing strategies (Buhalis & Law, 2008). This underscores 

the importance of understanding the psychological and demographic factors that shape tourist 

behavior (Octaviany & Mardiyana, 2024). Several studies in the literature have identified the 

impact of sociodemographic variables on destination selection and attractiveness. In a study by 

Almeida (2020) examining the role and relationship of sociodemographic variables in 

destination selection, it was found that the most significant sociodemographic factors 

influencing tourist behavior were country of origin, age, gender, and income level. Uslu et al. 

(2020) found that marital status plays a moderating role in the relationship between destination 

interest and loyalty. Woyo et al. (2019) concluded that there are significant differences between 

the perceived attractiveness of a destination and variables such as education level and the 

continent of residence. Another study found significant differences between domestic and 

international tourism destination choices based on variables such as gender, age, income, and 

education level (Slak Valek et al., 2014). Based on these findings, the following hypotheses are 

proposed: 

H2: The factors influencing destination choice differ by gender. 

H3: The factors influencing destination choice differ by marital status. 

H4: The factors influencing destination choice differ by education level. 

 

2. METHOD 

Intense competition in the tourism and destination markets, along with the many factors 

influencing tourists' destination choices, constantly encourages destination planners, marketers, 

and managers to conduct research (Ünal & Çakır, 2020). In order for destinations to maintain 

their competitive advantage in the tourism market, it is essential to closely monitor industry 

developments, accurately analyze tourists' demands, and develop strategies accordingly, as 

these are key elements of a successful destination selection (Apak, 2023). One of the most 

important aspects of the tourism purchase decision process is destination choice. Making the 

optimal choice among alternatives is crucial. Many people pay attention to various factors when 

selecting a destination for their vacation. In this context, the tourist infrastructure of 

destinations, such as accommodation, transportation, food and beverage, the local population's 

behavior toward tourists, information facilities, and attractions, play a significant role in making 

the tourism purchase decision. It is believed that individual characteristics influence the 

destination choice process. The purpose of this study is to investigate whether the birth period 

has an impact on the purchase decision. In this context, it is suggested that there might be 

differences in destination preferences among tourists from different generations. The main 

objective of the study is to determine whether there are differences in the factors influencing 

destination choice across generations. Additionally, identifying differences based on other 

demographic variables is also one of the research goals. 
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A quantitative research method has been used in this study. A two-part questionnaire has 

been developed to assess sociodemographic characteristics and factors influencing destination 

selection. The questionnaire includes questions on gender, marital status, education, 

occupation, year of birth, frequency of travel, travel companions, and sources of information 

about destinations, as well as 20 items related to factors affecting destination choice. The scale 

for factors influencing destination choice was developed by Tomić and Bozic (2015) and 

adapted to Turkish by Ünal (2020). The scale consists of 20 items across three factors: 

Destination Infrastructure Facilities (DINFR) with eight items, Destination Information 

Facilities (DINFO) with six items, and Destination Tourist Attractions (DTA) with six items. 

The validity and reliability of the scale have been confirmed by Ünal (2020). Participants rated 

the statements on a 5-point Likert scale: 1 = Strongly Disagree, 5 = Strongly Agree. 

The population of the study consists of individuals who have traveled at least once for 

tourism in the past year. A total of 330 individuals participated in the online survey conducted 

between February 15 and March 25, 2024, using a convenience sampling method. The sample 

size was determined by referencing the total number of items in the questionnaire, with a sample 

size 5 to 10 times the number of items (Bryman & Cramer, 2001). 

Before conducting the data analysis, the normality assumption of the scale was evaluated. 

The skewness and kurtosis coefficients of the items were found to be consistent with a normal 

distribution (Kline, 2016). The reliability of the scale was assessed, and the overall reliability 

coefficient (α = 0.878) was found to be satisfactory. For the subscales, DINFR (α = 0.812), 

DINFO (α = 0.712), and DTA (α = 0.731) were also found to be reliable, indicating that the 

scale and its factors meet the reliability conditions (Kayış, 2010). For data analysis and 

hypothesis testing, frequency analysis, t-tests, and analysis of variance (ANOVA) were 

employed. 

 

3. RESULTS 

3.1. Demographic Findings 

Table 1 presents the demographic characteristics of the participants. According to this, 

52.4% of the participants are male, while 47.6% are female. When examining the distribution 

of participants across generations, 15.5% belong to Generation X, 56.4% to Generation Y, and 

28.2% to Generation Z. Regarding vacation frequency, 72.1% of the participants take a vacation 

at least once a year. 

Table 1. Demographic Characteristics 

Gender n % Education Level n % 

Female  157 47,6 High School and Below 43 13,1 

Male 173 52,4 University 178 53,9 

Marital Status n % Postgraduate 109 33 

Married 186 56,4 Information Source n % 

Single 144 43,6 Friends  60 18,2 

Vocation Frequency n % Internet ve Social Media 215 65,2 

At least once a year 238 72,1 Travel Agency 11 3,3 

Twice a year 60 18,2 Other 44 13,3 
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Three or more times 32 9,7 Travel Companion n % 

Generation n % Alone 36 10,9 

Generation X 51 15,5 With Friends 59 17,9 

Generation Y 186 56,4 With Relatives 50 15,2 

Generation Z 93 28,2 With Family 185 56,1 

Total 330 100 

It can be inferred that more than half of the participants travel on vacation with their families. 

The majority of participants gather information about their travel destination through the 

internet and social media before embarking on a trip. 

3.2. Findings Regarding the Factors Affecting Destination Choice 

Table 2 presents the participation averages for the statements regarding the factors 

influencing the participants' destination choice. Initially, when considering infrastructure 

opportunities, the overall participation average is found to be (x̄ = 4.28). Among the statements 

related to this factor, the aspect most emphasized by the participants is the availability of high-

quality and reasonably priced accommodation options (x̄ = 4.51). Additionally, transportation 

and accessibility to the destination are also among the most prioritized infrastructure 

opportunities. 

Table 2. Participation Averages Regarding the Factors Affecting Destination Choice 

Factor x̄ s.d. 

Destination Infrastructure Facilities 4,28 0,49 

Destination Information Facilities 4,10 0,51 

Destination Tourist Attractions 4,12 0,50 

 

When examining the information accessibility of the destination, the most emphasized 

factors are the accessibility of information (x̄ = 4.4) and the presence of photos and videos about 

the destination (x̄ = 4.35). The overall average of this factor is high (x̄ = 4.10). Lastly, the factor 

of tourist attractions at the destination has been evaluated. The overall average of this factor is 

high (x̄ = 4.12). Within this factor, natural attractions (x̄ = 4.34), climatic characteristics (x̄ = 

4.18), and the cultural heritage of the destination (x̄ = 4.14) were assigned a high level of 

importance. 

3.3. Hypothesis Testing 

This study aims to determine whether the importance of factors affecting destination 

choice differs according to demographic variables. In this context, the results of the variance 

analysis conducted to examine whether the factors influencing destination selection vary by 

generation are presented in Table 3. According to this analysis, the participation levels in 

DINFR, DINFO, and DTA factors differ according to the generation in which the participants 

were born. Participants from Generation Y assign a higher level of importance to the factors 

influencing destination selection compared to other participants. On the other hand, Generation 

Z participants, except for DINFO, have placed lower importance on the factors influencing 

destination selection compared to Generation X and Y. Based on this result, H1 is accepted. 
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Table 3. Factors Influencing Destination Choice According to Generations 

Factor Gen n x̄ s.d. F p Difference 

DINFR X 51 4,34 0,62 

6,343 0,002* 

 

Y 186 4,34 0,46 3<2** 

Z 93 4,13 0,43 3<1** 

DINFO  X 51 3,98 0,65 

5,284 0,006* 
3<2** 

2>1** 
Y 186 4,18 0,50 

Z 93 4,01 0,40 

DTA 

 

X 51 4,08 0,68 

3,632 0,028* 3<2** Y 186 4,18 0,47 

Z 93 4,02 0,41 

*p<0.05 

The results of the t-test conducted to examine whether the factors influencing destination 

choice differ according to gender and marital status are presented in Table 4. According to this 

analysis, no significant differences were found between the groups. Therefore, H2 and H3 are 

not accepted. 

Table 4. Factors Influencing Destination Choice According to Gender and Marital Status 

Variables DINFR DINFO DTA 

Gender n x̄ s.d. x̄ s.d. x̄ s.d. 

Female 157 4,32 0,41 4,14 0,46 4,16 0,45 

Male 173 4,24 0,55 4,07 0,54 4,08 0,53 

t-test 
t 1,339 1,397 1,413 

p 0,181 0,163 0,159 

Marital Status n x̄ s.d. x̄ s.d. x̄ s.d. 

Married 186 4,32 0,52 4,11 0,54 4,14 0,53 

Single 144 4,23 0,44 4,09 0,45 4,10 0,45 

t-test 
t 1,624 0,454 0,715 

p 0,105 0,650 0,475 

*p<0.05 

The results of the variance analysis conducted to determine whether the factors 

influencing destination choice vary according to the participants' educational level are presented 

in Table 5. 

Table 5. Factors Influencing Destination Choice According to Educational Level 

Factor Educational level n x̄ s.d. F p Difference 

DINFR High School and Below 43 4,28 0,59 

5,488 0,005* 

 

University 178 4,20 0,49 2<3** 

Postgraduate 109 4,40 0,41  

DINFO High School and Below 43 4,02 0,51 

5,833 0,003* 2<3** University 178 4,04 0,49 

Postgraduate 109 4,24 0,51 

DTA 

 

High School and Below 43 4,10 0,38 

5,249 0,006* 2<3** University 178 4,05 0,50 

Postgraduate 109 4,24 0,51 

*p<0.05 
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According to Table 5, it is observed that participants with postgraduate-level education 

place a higher level of importance on the factors influencing destination choice compared to 

other participants. Therefore, H4 is accepted. 

 

CONCLUSION AND RECOMMENDATIONS 

This study presents the results of an investigation into the most important factors 

influencing destination selection during the participants' most recent and planned holidays. The 

sample consists of individuals from Generations X, Y, and Z who have previously visited a 

holiday destination. The research examines whether there are significant differences in the 

importance levels of destination attributes across these three generations. 

Motivations, goals, and expectations of travelers vary. People born in the same period are 

likely to share similar perspectives shaped by the conditions and influences of that time. It is 

expected that individuals born in different periods will have different preferences (Yılmaz, 

2023). Understanding the various attitudes associated with the travel preferences of different 

generations is of significant importance to both researchers and practitioners. For example, 

answering questions such as how each generation accesses travel information and what 

activities they enjoy during their leisure time helps in understanding the factors that a 

destination must possess to attract customers, contributing to the development of effective 

marketing strategies by tourism stakeholders (Huang & Petrick, 2010). 

The study reveals that all factors influencing destination choice are considered highly 

important. The highest priority is given to destination infrastructure, while opportunities for 

destination information are regarded as the least important. Participants place the highest 

importance on "quality and affordable accommodation options." Therefore, quality and 

affordable accommodation infrastructure emerges as a crucial factor in destination choice. The 

least importance is attributed to "nightlife and entertainment options." Destination 

infrastructure has also been identified as a significant factor influencing preferences in similar 

studies (Ünal, 2020). Another study conducted on a tourism destination found that 

"accommodation and transportation options" and "historical and natural attractions" were the 

key factors (Demir, 2010). In a similar study, the primary factors for Generation Y tourists were 

affordable prices and ease of transportation (Albayrak & Özkul, 2013). 

When evaluating the research hypotheses, it was found that the perception of factors 

influencing destination preference varied according to generation, in line with the study's main 

objective. When examining intergenerational differences, X and Y generations placed more 

importance on destination infrastructure, including affordable food and beverage 

establishments, accommodation facilities, transportation options, and the hospitality of the local 

population, compared to Generation Z. The Y generation, however, placed greater emphasis on 

destination information access than the other generations. This factor includes the availability 

of information about the destination, nightlife, and entertainment options. In terms of 

destination tourist attractions, the Y generation participants attached more importance to 

climatic features, adventure opportunities, cultural heritage, shopping facilities, and natural 

attractions than the X and Z generations. 
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Age is known to be a significant variable influencing a tourist's destination choice (Hysa 

et al., 2021; Octaviany & Mardiyana, 2024). Understanding tourist behaviors and habits from 

an intergenerational perspective can be beneficial (Li et al., 2013). Consumer behavior is 

significantly influenced by demographic factors, and in this context, the concept of generation 

serves as an effective indicator in understanding a traveler's behavior. This has led to the rise 

of generational studies as a key area of research (Vrhoci et al., 2021). 

Regarding the perception of factors influencing the preferences of Generations X, Y, and 

Z, the highest participation average is attributed to Generation Y. Destination infrastructure, 

information access, and tourist attractions are more important for this generation. When 

examining the research results as a whole, the differences between Generations X and Y 

become increasingly indistinct. While more similarities are found between Generations X and 

Y, Generation Z differs significantly from the other generations. The findings of this study are 

consistent with similar research. For example, in one study, Generation Y participants were 

found to prioritize scenic views, cultural (art, history) assets, the popularity of the travel 

destination, and the development of communication services when selecting a destination. In 

general, significant differences in destination selection emerged between the Baby Boomer, X, 

and Y generations (Karacaoğlu, 2021). Another study revealed that the consumer perception 

and purchase intention effects of promotional content featuring social media influencers varied 

across Generations X, Y, and Z (Kara, 2021). 

When evaluating the results of other hypotheses proposed in the study, it is found that the 

perception of factors influencing destination preference does not significantly differ based on 

gender and marital status. However, there is a difference in the perception of factors influencing 

destination preference based on educational level. Participants with postgraduate education 

attribute a higher level of importance to these factors compared to other groups. Based on the 

findings of the study, several recommendations can be made for destination stakeholders, 

managers, and planners: 

• Competition among destinations in the tourism sector is increasing, and different 

generations are traveling together. Therefore, it is crucial to understand potential 

tourists well and design tourism products that align with the target market. 

• In the future, generational differences will continue to influence destination choice, 

along with all purchasing behaviors.  

• In today’s rapidly changing tourist demand and expectations, it is necessary to 

reassess tourist profiles and conduct marketing activities accordingly.  

• Due to the varying purchasing priorities across generations, tourism businesses and 

destination managers should focus on targeted marketing, promotional activities, and 

the development of destination image-building strategies. 

Tourist behavior is an area of increasing interest, paralleling the rapid development of the 

tourism sector. In recent years, changes in tourist behaviors have become more dynamic due to 

the effects of various factors such as technology, globalization, and cultural transformations. 

Additionally, tourist behavior is a complex phenomenon influenced by demographic 

characteristics, affecting factors such as travel goals, motivations, destination attributes, 

activities undertaken, satisfaction levels, perceptions, and interactions during the travel process. 



EBYÜ İİBF Dergisi, 6(2), 56-71, 2024 

68 

 

A deep understanding of these factors is of critical importance for effectively conducting market 

segmentation (Octaviany & Mardiyana, 2024). 

 

Limitations and Future Research  

Like any study, this research has several limitations. It is limited in terms of research 

methodology and sample. Additionally, the number of participants within each group, in terms 

of sample diversity, affects the evaluation of results in the variance analysis. The sociocultural 

and demographic differences between the groups result in a differentiated evaluation process. 

Research conducted on participants from different generations with similar resources may yield 

different results. Another limitation is that the study population consists solely of domestic 

tourists, is made up of Generations X, Y, and Z, and data were collected through a survey. 

Future research is recommended to include tourists of different nationalities and employ mixed 

methods. 

 

REFERENCES 

Ahn, T., Ekinci, Y. & Li, G. (2013). Self-congruence, functional congruence, and destination 

choise. Journal of Business Research, 66, 719-723. 

Akşit Aşık, N. (2020). Seyahat motivasyonları ve destinasyon seçimi: Y ve Z kuşakları arasında 

bir karşılaştırma. Türk Turizm Araştırmaları Dergisi, 4(3), 1746-1762. 

https://doi.org/10.26677/TR1010.2020.448 

Albayrak, A., & Özkul, E. (2013). Y kuşağı turistlerin destinasyon imaj algıları üzerine bir 

araştırma. Turkish Studies-International Periodical For The Languages, Literature and 

History of Turkish or Turkic. 8(6), 15-31. 

Almeida, F. (2020). Exploring the impact of socio-demographic dimensions in choosing a city 

touristic destination. Journal of Tourism and Heritage Research, 3(4), 120-142. 

Alvarez, E., & Brida, J. G. (2019). An agent‐based model of tourism destinations 

choice. International Journal of Tourism Research, 21(2), 145-155. 

https://doi.org/10.1002/jtr.2248 

Apak, Ö. C. (2023). Destinasyon imajının destinasyon aidiyetine etkisi: İzmir ilini ziyaret 

edenler üzerine bir araştırma. Turizm Akademik Dergisi, 10(1), 69-84. 

Bryman, A., & Cramer, D. (2001). Quantitative data analysis with SPSS Release 10 for 

Windows. London: Routledge. 

Buhalis, D., & Law, R. (2008). Progress in information technology and tourism management: 

20 years on and 10 years after the Internet-The state of eTourism research. Tourism 

Management, 29(4), 609-623. https://doi.org/10.1016/j.tourman.2008.01.005 

Chen, H. (2010). Advertising and generational İdentity: A theoretical model. American 

Academy of Advertising Conference Proceedings, 132-140. 

Cooper, M. A., & Buckley, R. (2022). Tourist mental health drives destination choice, 

marketing, and matching. Journal of Travel Research, 61(4), 786-799. 

Davras, Ö. & Uslu, A. (2019). Destinasyon seçimini belirleyen faktörlerin destinasyon 

memnuniyeti üzerindeki etkisi: Fethiye’de İngiliz turistler üzerinde bir araştırma, Manas 

Sosyal Araştırmalar Dergisi, 8(1), 679-696. 

Demir, Ş. Ş. (2010). Çekici faktörlerin destinasyon seçimine etkisi: Dalyan örneği. Ege 

Akademik Bakış, 10(3), 1041-1054. 

Eşitti, Ş. & Işık, M. (2015). Sosyal medyanın yabancı turistlerin Türkiye’yi tatil destinasyonu 

olarak tercih etmelerine etkisi. Karadeniz, 27, 11-30. 

https://doi.org/10.26677/TR1010.2020.448
https://doi.org/10.1002/jtr.2248
https://doi.org/10.1016/j.tourman.2008.01.005


EBYÜ İİBF Dergisi, 6(2), 56-71, 2024 

69 

 

Gardiner, S., Grace, D., & King, C. (2014). The generation effect: The future of domestic 

tourism in Australia. Journal of Travel Research, 53(6), 705-720. 

Gidebo, H. B. (2021). Factors determining international tourist flow to tourism destinations: A 

systematic review. Journal of Hospitality Management and Tourism, 12(1), 9-17. 

https://doi.org/10.5897/JHMT2019.0276 

Güneş, E. (2018). Destinasyon kalite unsurlarının analizi: Antalya örneği. Seyahat ve Otel 

İşletmeciliği Dergisi, 15(2), 423-442. https://doi.org/10.24010/soid.453194 

Güneş, E., Ekmekçi, Z., & Taş, M. (2022).   Sosyal medya influencerlarına duyulan güvenin 

satın alma öncesi davranış üzerine etkisi: Z kuşağı üzerine bir araştırma. Türk Turizm 

Araştırmaları Dergisi, 6(1), 163-183. https://doi.org/10.26677/TR1010.2022.946 

Hysa, B., Karasek, A., & Zdonek, I. (2021). Social media usage by different generations as a 

tool for sustainable tourism marketing in society 5.0 idea. Sustainability, 13(3), 1018. 

https://doi.org/10.3390/su13031018 

Huang, Y,C, & Petrick, J, F. (2010). Generation Y’s travel behaviours: A comparison with baby 

boomers and generation X. In Tourism and generation Y,  P, Benckendorff, G. Moscardo,  

D. Pendergast (Eds,), (pp, 27-37), Cambridge: MA CAB International, 

https://doi.org/10.1079/9781845936013.002 

Kara, E. (2021). Sosyal medya fenomenlerinin rol aldığı turistik ürün tanıtımlarının X, Y ve Z 

kuşağı tüketici algısı ve satın alma niyetine etkisi. Yayınlanmamış Yüksek Lisans Tezi, 

Kocaeli Üniversitesi Sosyal Bilimler Enstitüsü, Kocaeli. 

Karacaoğlu, S. (2021). Turistlerin seyahat motivasyonları ve destinasyon imajı algıları üzerine 

bir araştırma: Bebek patlaması, X ve Y kuşakları karşılaştırması. Journal of Gastronomy, 

Hospitality and Travel, 4(2), 445-464. 

Kayış, A. (2010). Güvenilirlik Analizi içinde, SPSS Uygulamalı Çok Değişkenli İstatistik 

Teknikleri, (Editör: Kalaycı, Ş.). 5. Baskı, Ankara: Asil Yayın Dağıtım, 403-419. 

Kim, H., Xiang, Z., & Fesenmaier, D. R. (2015). Use of the internet for trip planning: A 

generational analysis. Journal of Travel & Tourism Marketing, 32(3), 276-289. 

https://doi.org/10.1080/10548408.2014.896765 

Kline, R. B. (2016). Principles and practice of structural equation modeling (Fourth Edition). 

NewYork: Guilford publications. 

Leiter, M. P., Price, S. L., & Spence Laschinger, H. K. (2010). Generational differences in 

distress, attitudes and incivility among nurses. Journal of Nursing management, 18(8), 

970-980. 

Li, X., Li, X. R., & Hudson, S. (2013). The application of generational theory to tourism 

consumer behavior: An American perspective. Tourism Management, 37, 147-164. 

Morley, C. L. (1994). Experimental destination choice analysis. Annals of tourism research, 

21(4), 780-791. 

Nguyen, V. H., Truong, T. X. D., Pham, H. T., Tran, D. T., & Nguyen, P. H. (2021). Travel 

intention to visit tourism destinations: A perspective of generation Z in Vietnam. The 

Journal of Asian Finance, Economics and Business, 8(2), 1043-1053. 

https://doi:10.13106/jafeb.2021.vol8.no2.1043 

Octaviany, V. & Mardiyana, E. (2024). Generation travel behavior to visit tourism destination. 

Asian Journal of Social Science and Management Technology, 6(2), 54-65. 

Oppewal, H., Huybers, T., & Crouch, G. I. (2015). Tourist destination and experience choice: 

A choice experimental analysis of decision sequence effects. Tourism Management, 48, 

467-476. https://doi.org/10.1016/j.tourman.2014.12.016 

Özaltaş Serçek, G., & Serçek, S. (2017). X, Y ve Z kuşaklarındaki turistlerin destinasyon imaj 

algılarının karşılaştırılması. Seyahat ve Otel İşletmeciliği Dergisi, 14(1), 6-19. 

https://doi.org/10.24010/soid.302248 

https://doi.org/10.5897/JHMT2019.0276
https://doi.org/10.24010/soid.453194
https://doi.org/10.26677/TR1010.2022.946
https://doi.org/10.3390/su13031018
https://doi.org/10.1079/9781845936013.0027
https://doi.org/10.1080/10548408.2014.896765
https://doi.org/10.1016/j.tourman.2014.12.016
https://doi.org/10.24010/soid.302248


EBYÜ İİBF Dergisi, 6(2), 56-71, 2024 

70 

 

Pan, X., Rasouli, S., & Timmermans, H. (2021). Investigating tourist destination choice: Effect 

of destination image from social network members. Tourism Management, 83, 104217. 

Pandey, K., & Joshi, S. (2021). Trends in destination choice in tourism research: A 25-year 

bibliometric review.  FIIB Business Review, 10(4), 371-392. 

https://doi.org/10.1177/23197145211032430 

Pinho, M. & Gomes, S. (2023), Generation Z as a critical question mark for sustainable tourism 

– An exploratory study in Portugal. Journal of Tourism Futures, Vol. ahead-of-print No. 

ahead-of-print. https://doi.org/10.1108/JTF-07-2022-0171 

Pricope Vancia, A. P., Băltescu, C. A., Brătucu, G., Tecău, A. S., Chițu, I. B., & Duguleană, L. 

(2023). Examining the disruptive potential of generation Z tourists on the travel industry 

in the digital age. Sustainability, 15(11), 8756. https://doi.org/10.3390/su15118756 

Poruțiu, A. R., Brata, A. M., Dumitras, D. E., Oros, O. P., & Muresan, I. C. (2024). 

Understanding Romanian generational preferences and travel decision-making when 

choosing a rural destination. Sustainability, 16(10), 4074. 

https://doi.org/10.3390/su16104074 

Puiu, S., Velea, L., Udristioiu, M. T., & Gallo, A. (2022). A behavioral approach to the tourism 

consumer decisions of generation Z. Behavioral Sciences, 12(9), 320. 

https://doi.org/10.3390/bs12090320 

Seddighi, H. R., & Theocharous, A. L. (2002). A model of tourism destination choice: a 

theoretical and empirical analysis. Tourism management, 23(5), 475-487. 

https://doi.org/10.1016/S0261-5177(02)00012-2 

Slak Valek, N., Shaw, M., & Bednarik, J. (2014). Socio-demographic characteristics affecting 

sport tourism choices: A structural model. Acta gymnica, 44(1), 57. 

Špindler, T. (2018). The influence of generations and theirvalues on tourism product selection: 

Theoretical over-view. In M.Gorenak & A.Trdina (Eds.), Responsible hospitality: 

Inclusive, active, green(pp. 165–192). University of Maribor, Maribor, Slovenia. 

Starcevic, S. & Konjikusic, S. (2018). Why Millenials As Digital Travelers Transformed 

Marketing Strategy in Tourism Industry. In International Thematic Monograph Tourism 

in Function of Development of the Republic of Serbia, Tourism in the Era of Digital 

Transformation; University of Kragujevac: Kragujevac, Serbia, 221–224. 

Tomić, N. & Bozic, S. (2015). Factors affecting city destination choice among young people in 

Serbia. Journal of Tourism-Studies and Research in Tourism, 19, 15-22. 

Uslu, A., İnanır, A., & Dağdelen, Ö. (2020). The relationship between destination image, 

curiosity and destination loyalty and the moderator role of demographic variables: A 

research in antalya destination. PASOS Revista de Turismo y Patrimonio Cultural, 18(4), 

615-630. https://doi.org/10.25145/j.pasos.2020.18.044 

Ünal, A. (2020). Gençlerin destinasyon seçimlerini etkileyen faktörlerin belirlenmesine yönelik 

bir araştırma. Journal of Gastronomy, Hospitality, and Travel, 3(1), 42-50. DOI: 

10.33083/joghat.2020.29 

Ünal, A., & Çakır, G. (2020). Turistlerin destinasyon seçim kararlarında destinasyon imajının 

rolünün belirlenmesine yönelik bir araştırma: Kaş örneği. Anemon Muş Alparslan 

Üniversitesi Sosyal Bilimler Dergisi, 8(2), 395-403. 

http://dx.doi.org/10.18506/anemon.631097 

van Twist, A. V. E. D., & Newcombe, S. (2021). Strauss-Howe generational theory. Critical 

Dictionary of Apocalyptic and Millenarian Movements. Retrieved from www. cdamm. 

org/articles/strauss-howe.(First published 12 June 2017 censamm. 

org/resources/profiles/strauss-howe-generational-theory.). 

Vrhoci, A., Tanković, A. C., & Kapeš, J. (2021, September). Perception of online information 

when selecting a tourist product: differences between generations x, y and z. In 27th 

https://doi.org/10.1177/23197145211032430
https://www.emerald.com/insight/search?q=Micaela%20Pinho
https://www.emerald.com/insight/search?q=Sofia%20Gomes
https://www.emerald.com/insight/publication/issn/2055-5911
https://doi.org/10.1108/JTF-07-2022-0171
https://doi.org/10.3390/su15118756
https://doi.org/10.3390/su16104074
https://doi.org/10.3390/bs12090320
https://doi.org/10.1016/S0261-5177(02)00012-2
https://doi.org/10.25145/j.pasos.2020.18.044
http://dx.doi.org/10.18506/anemon.631097


EBYÜ İİBF Dergisi, 6(2), 56-71, 2024 

71 

 

Cromar Congress. Let The Masks Fall-New Consumer in Business Research (pp. 363-

382). 

Woyo, E., Slabbert, E., & Saayman, M. (2019). Do socio-demographic characteristics influence 

destination attractiveness perceptions after political turmoil: The case of 

Zimbabwe. African Journal of Hospitality, Tourism and Leisure, 8(3), 1-20. 

Wu, L., Zhang, J. & Fujiwara, A. (2011). Representing tourists’ heterogeneous choices of 

destination and travel party with integrated latent class and nested logit model. Toursim 

Management, 32, 1407-1413. 

Yılmaz, T. (2023). Seyahat, turizm ve rekreasyon ilişkisinde kuşakların etkisi: Literatür 

incelemesi. International Social Sciences Studies Journal, 9(113), pp:7455-7464. DOI: 

http://dx.doi.org/10.29228/sssj.70151 

Zorlu, Ö., & Candan, T. (2023). The impact of social media influencers on destination 

preferences: A cross-generation comparison. Journal of Tourism Leisure and Hospitality, 

5(1), 53-61. 


