o ®
' A'.\
Wav,,

4

MANAGEMENT CENTER
INNSBRUCK

The perception of Generation Y of online distribution channels

PROBLEM STATEMEN RESEARCH QUESTION

The Importance of understanding the Generation Y Is Increasing What Is the Y generation’s perception of new developments in the
tremendously as this cohort develops a higher consumption power touristic e-commerce business? Which e-commerce channels are
to its stage In life especially in the tourism market. However, there Is or expected by the Generation Y In a tourism context?

a lack In research concerning this part of the population and

their decision-making processes. (Dennis, Doherty, & Ellis-Chadwick, THEORETICAL APPROACH
2009; Pendergast, 2010)
Moreover, up to now advanced research studies on the market- Generation Consumer Online
behaviour of the Generation Y in an online and offline context in the Theory Behaviour Distribution
tourism sector have been missing. It is intended to provide further
iInvestigation In the generation’'s purchasing and consumption
behaviours and in the effective marketing operations to target this
of people. These pieces of Information are not only valuable for
academic purposes and for understanding the behavioural Use of online
of this generation, but also for businesses in order to understand this distribution by

group In its customer relationship. (Aksoy et al., 2013) the Ge'}eratlon

RESEARCH DESIGN Figure 1.: Fields of research (own illustration)
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_ : Online questionnaire (421 valid responses by members of
Generation Y)
Test of five hypotheses & adapted model by investigating
generational traits and online distribution characteristics
Statistical analysis (descriptive & hypotheses testing)
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Figure 2.: Research process (ad. from Bryman, 2015, p. 150)

LIMITATIONS
« Specific characteristics of sample influence outcome
- Indefinite, If results induced by generation or age
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Figure 3.: Adapted EKB-model (ad. from Engel et al., 1968)
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