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Abstract 

This study aimed to understand the expectations of potential tourists, belonging to different 
generations, towards foods and beverages. It is important to be able to determine the points related 
to the food experiences and expectations of tourists to contribute to the literature. For the study, a 
convenience sampling method was applied, and for data collection, an online questionnaire 
method was used. Analyses were carried out with 341 questionnaires and CHAID (Chi-Square 
Automatic Interaction Detector) analysis was applied. A questionnaire contained sixteen items 
were asked of the participants regarding their food and beverage expectations. After the analysis, 
it was observed that the expectations for only four of the sixteen items differed between 
generations. Gender and income were other demographic variables that caused differences in 
expectations. Baby Boomer and Generation X tourists were found to give more importance to 
food variety, nutrition and organicity compared to Generation Y and Z tourists. The Baby Boomer 
and X generations were also more eager to taste local foods than the Y and Z generations. 
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INTRODUCTION 

Tourism is a social, cultural and economic phenomenon that expresses the short-term and temporary movements 

of people out of the place they live (Burkart & Medlik, 1988; UNWTO, 2020). Food and beverage activities of 

tourists are the most important expenditure factors in tourism activity, accounting for more than one third of tourism 

expenditures (UNWTO, 2012). Therefore, food and beverages of a destination have the power to positively affect 

the tourism experience (Balderas-Cejudo et al., 2021; Quan & Wang, 2004). 

Food provides a medium for the expression of local culture, allowing tourists to be involved in a culture in both 

sensory and intellectual ways (Quan & Wang, 2004, p. 299-300). It is accepted that food, which plays an important 

role in creating an unforgettable travel experience, positively affects the experience of tourists (Peštek and Činjarević, 

2014, p. 1831) and tourists expenditure on local food has the potential to stimulate the local economy starting from 

the agricultural point of view (Robinson & Getz, 2014, p. 690). 

Gastronomy tourism, as a growing market, is important for increasing destination attractiveness and competition 

(UNWTO, 2012). In order to increase the demand for gastronomic tourism in Turkey, it is aimed to determine the 

market and to expand these markets (Turkish Presidency, Presidency of Strategy and Budget, 2019). Due to this 

reason, it is important to be able to determine the points related to the food experiences and expectations of tourists. 

Tourists experience dissatisfaction when their expectations such as hygiene, variety of foods and beverages, 

presentation of food and consistency of the service received are not met (Ayaz & Yalı, 2017, p. 44). This study 

focuses on the expectations of potential tourists for foods and beverages on the basis of intergenerational differences, 

with the thought that members of each generation have wants, experiences, expectations, values and lifestyles that 

affect their lives, consumption and purchasing behaviours (Bucuţă, 2015). In this context, this study has two main 

research questions: 

• Research question 1: Do potential tourists’ food and beverage expectations differ from generation to

generation?

• Research question 2: What are the demographic variables that have an impact on potential tourists’ food and

beverage expectations?

This article consists of four sections. The first section is a brief introduction. In the second section, there is a 

literature review, wherein studies on intergenerational differences have been examined. In the third section, the 

methodology is explained; in the fourth section, the findings of the study are given. In the fifth section, the study is 

concluded by giving place to the conclusion and discussion. 

Review of Literature 

Generation refers to people who were born in certain and similar periods and who were exposed to the social, 

economic, cultural and political events of the period in which they lived (Carlsson & Karlsson, 1970, p. 710). Strauss 

and Howe (1991) refer to each ‘cohort’ group as a generation, based on the concept of ‘cohort’, which refers to any 

group of people born in a limited successive period of time.  Therefore, generations are certain collective identities 

(France and Roberts, 2015, p. 217) that express individuals with similar characteristics (Hayes et al., 2018; Ting et 

al., 2018). The concept of generation is used to give the meaning of the differences between age groups in society 

and to position individual selves and other people in historical times (Pilcher, 1994, p. 481). The generation 
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phenomenon has been moved from the biological context to the sociological context over time (İlhan et al., 2020, p. 

69). Generation is a difficult subject to study (Abrams, 1970, p. 175), which is the subject of various debates in 

sociology and social anthropology (Kertzer, 1983, p. 126). Mannheim (1952), who stated that the generation issue is 

the subject of formal sociology, drew the framework of this concept with five items; (i) cultural heritage develops 

through contact with new participants emerging in the cultural process, (ii) old participants are constantly 

disappearing, (iii) members of any generation can participate in the historical process for a limited time temporarily, 

(iv) therefore, the accumulated cultural heritage is constantly transferred and (v) transmission from generation to 

generation is a continuous process. 

There are different classifications of generations. For example, ‘Missionary’ for those born in 1860–1882, ‘Lost’ 

for those born in 1883–1900, ‘GI’ (Government Issue) for those born in 1901–1924, ‘Silent’ for those born in 1925–

1942, ‘Boomer’ for those born in 1923–1960, ‘13ER’ (Thirteenth) for those born in 1961–1981 and ‘Millennial’ for 

those born in 1982–2003 (Strauss &  Howe, 1991, p. 36). 

Novak (2014) classified the six generations living in USA as follows: GI generation (1901–1926), Silent 

Generation (Adult) (1927–1945), Baby Boomers (1946–1964), Generation X (1965–1980), Generation 

Y/Millennials (1981–2000), and Generation Z (2001 and later). Mccrindle (2020) added the Alpha Generation, which 

he used for those born between 2010 and 2024, to this classification. This study is carried out with the generational 

context in order to determine the differences in expectations regarding food, with the idea that ‘generations share a 

picture of their own era’ (France & Roberts, 2015, p. 218). Expectation differences were examined among four 

generations, namely Baby Boomers, X generation, Y generation and Z generation. Each generation has some unique 

features. 

• Baby Boomers: These are competitive individuals who give importance to personal development (Egri & 

Ralston, 2004). They give emphasis to issues such as family responsibilities, wellness and health (Williams & 

Page, 2011). They give less importance to price in food-related issues, but their expectations regarding service 

are high (Jin et al., 2015). 

• Generation X: They are financially self-confident and may take venture risks when their expectations of 

loyalty are not met (Egri & Ralston, 2004). They have a traditional tendency to buy and have low brand loyalty 

(Lissitsa & Kol, 2016). Their pursuit of entertainment and variety is high, and the importance of healthy foods is 

low for them (Jin et al., 2015). They are compatible, satisfied with their job, fond of the quality of life and family 

(Hayes et al., 2018). 

• Generation Y: They were born in a technological, electronic society and they are interested in technology 

more than the previous generations (Pardue & Morgan, 2008). They live in a universe where everything is possible 

and have strong feelings about independence and autonomy (Williams & Page, 2011). Their social relations are 

strong both in the real and digital world (Nagy & Kölcsey, 2017). 

• Generation Z: They mostly socialise through social media (Strauss & Howe, 1991). They do not know much 

about life without a wireless connection, mobile phone and web (Nagy & Kölcsey, 2017, p. 109). They have high 

egalitarian values in human rights and social justice (Seemiller & Grace, 2017, pp. 22–23). 
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Upon examination of the relevant literature, it can be seen that there is a relationship between the ages of tourists 

and the changes in their destination preference, shopping decision, food and beverage selection and the understanding 

of entertainment (Kotler et al., 1999; Lissitsa & Kol, 2016).  

When the studies on the generations in the field of tourism were examined, it was found that the studies in the 

following areas have been carried out: differences in tourism experience ( Pennington-Gray et al., 2003: Lehto et al., 

2008), differences in tourists’ wine preferences (Fountain and Charters, 2006; Getz and Carlsen, 2008), differences 

in motivation to participate in music activities (Kruger & Saayman, 2015) and differences in participation in 

adventure tourism (Gardiner & Kwek, 2017). 

Pennington-Gray et al. (2003) found that generations pay less attention to national parks as they get older, 

individuals from the Silent generation are more inclined to luxury accommodation and individuals belonging to the 

X generation, Baby Boomers and Silent generation also find shopping more important during their travels as they get 

older. Lehto et al. (2008) found intergenerational differences related to tourism experiences and participation in 

activities between Baby Boomers and Silent generation tourists. The researchers found that Baby Boomers preferred 

vacations away from home where they can spend quality time with their families, whereas casino visits, wine and 

dining experiences are preferred by the Silent generation. 

In the study of Fountain and Charters (2006) carried out in a wine house in Western Australia, it was found that 

while X and Y generation members focused on the quality of the overall experience and the service they received, 

older tourists gave importance to the wine itself and the environment where they would taste it. Getz and Carlsen 

(2008) found that generation X and Y members exhibit low levels of ego involvement with wine and are mostly 

interested in learning about wine in a social context. 

Kruger and Saayman (2015) found that the Y generation market is not homogeneous, meaning that there are socio-

demographic, behavioural characteristics and differences in their motivation to attend concerts. Garibaldi et al. (2020) 

found that those born in the Y generation and later are more interested in gastronomy-related activities on their 

travels. Balderas et al. (2021), who examined the issue based on age, found that older tourists are generally more 

interested in food and beverage activities than younger individuals. In addition to these studies, Kamenidou et al. 

(2020) investigated the attitudes of Generation Z, Generation Y, Generation X, Baby Boomers and Silent generation 

towards organic products and found that all generation cohorts exhibited a positive attitude towards organic food. 

In the study of Kim et al. (2018), it was determined that the video content created to market a destination in terms 

of gastronomy has an effect on convincing potential tourists and this effect differs between generations. 

Methodology 

Purpose 

In this study, we aimed to determine the expectations of members of different generations, who are potential 

tourists, regarding foods and beverages during their tourism experience. The research focused on determining the 

expectations of four different generations and identifying the differences between generations.  
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Research Questionnaire 

In this study, a thirteen-item questionnaire developed by Ayaz and Yalı (2017) was used. In addition, three more 

statements were added within the framework of the purpose of the research. These expressions were as follows: ‘I 

care about the appearance of food in the places I go’, ‘I care about the portion size of the food in the places I go’ and 

‘I care about tasting local foods in the places I go’.  

Implementation and Sample Group 

This research, which was conducted between 14 December 2018 and 14 January 2019 using an online survey 

method, is limited to potential tourists who agreed to participate in the research. 

The study population consisted of potential tourists born after 1946. According to Turkish Statistical Institute’s 

(2019) data, a total of 78 million 523 thousand travellers visited Turkey in 2018. In this framework, 384 people were 

deemed sufficient as a sample in the study (Sekaran & Bougie, 2016, p. 264). In order to reach the number 384 within 

the scope of the research, the convenience sampling method was preferred. 

The questionnaire was sent to approximately 1500 people online via e-mail and messaging groups, and 343 

responses were received. The response rate for the study was 23%. After the examinations, empty and erroneous data 

were removed from the data set and the analysis of the study was carried out with 341 responses. 

Analysis 

CHAID analysis, one of the decision tree methods that can be applied to parametric and non-parametric data 

(Díaz-Pérez & Bethencourt-Cejas, 2016), was applied for RQ_1 and RQ_2. The decision tree method is one of the 

most widely used methods to classify and predict data (Biggs et al., 1991; Li et al., 2019). Decision trees consist of 

a root node with no input and internal nodes whose output is the input of another node (Rokach & Maimon, 2009, p. 

149). CHAID analysis uses stepwise chi-square analysis to reclassify each of the variables independently to most 

accurately predict the outcome (Kass, 1980). It uses a systematic algorithm to detect the strongest relationship 

between the predictor variables and the outcome variable (Chan et al., 2006, p. 261). CHAID analysis continues close 

category consolidation with similar ratios until the relationship between variable and outcome cannot be statistically 

improved any further and compares the recategorised variables and selects the one that predicts the outcome most 

strongly according to their p values (Hill et al., 1997). 

Findings 

This study aimed to determine whether the expectations of potential tourists for food differ between generations. 

In this context, the expectations of the participants regarding the dining experience, the price, variety, saturation, 

nutritiveness, organicity, modernity of the dining room, the calmness of the dining room, the cleanliness of the dining 

room, the compliance of the employees with the hygiene rules, the fast serving of the meals, the attention of the 

employees, the cleanliness of the toilets and sinks, the cleanliness of the service equipment, the appearance of the 

meals, the portion size and local food tasting were interpreted as sixteen items. 

In Table 1, the frequency and percentage distributions of the participants based on gender, income and year of 

birth are given. 
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Table 1. Demographic characteristics of participants 

Demographic characteristics n % 

Gender   

Female 231 67.7 

Male 109 32.0 

Total 340 99.7 

Birth year   

1946–1964 (Baby Boomer) 33 9.7 
1965–1980 (Generation X) 98 28.7 
1981–2000 (Generation Y) 169 49.6 
2001 and beyond (Generation Z and beyond) 41 12,0 
Total 341 100.0 

Income status   

No income 123 37.5 

1600 TL and below 30 8.8 

1601–3000 TL 46 13.5 

3001–5000 TL 54 15.8 

5001–7000 TL 29 8.5 

7001–10000 TL 14 4.1 

10001 TL and above 37 10.9 

Total 338 99.1 

67.7% of the participants were female and 32% were male, 9.7% belonged to the Baby Boomer generation, 28.7% 

were from generation X, 49.6% were from generation Y and 12% individuals belonged to the Z generation and later. 

While the results of the CHAID Analysis for RQ_1 and RQ_2 are given, only the analysis outputs related to the 

topics that differ between generations (Figures 1–5) have been presented. The analysis results for the expressions in 

which no significant difference was found regarding the generational differences are presented without the analysis 

output. 

According to the results of the CHAID Analysis, it was observed that ‘income’ is an important variable in the 

price of food. It can be stated that the participants with an income of 3001–5000 TL (Turkish Lira) and below (mean 

= 1.73, sd= 0.84) give more importance to the price of food than the participants whose income is higher than 3001–

5000 TL (mean = 2.40, sd = 1.37). However, it has been determined that generation is an effective variable on the 

importance given to food variety. In Figure 1, the results of the analysis for the diversity of the dishes are given. 

According to Figure 1, it can be stated that the participation rate of the participants from the X generation and the 

Baby Boomer generation (mean = 2.14, sd = 1.18) in the statement about the importance given to food variety is 

lower than that of the Y and Z generations (mean = 1.83, sd = 0.84). 
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Figure 1. Factors affecting the importance of food diversity 

 

 

 

 

 

 

 

 

 

 

 

 

 

According to the results of the CHAID analysis, it was determined that statistically the most important variable 

on the importance given to the satiety of the meals was ‘income’ and the second variable was ‘generation’. In Figure 

2, the results of the analysis regarding the satiety of the meals are given. According to Figure 2, it can be stated that 

the participants with an income of 3001–5000 TL and below (mean = 1.59, sd = 0.77) give more importance to the 

satiety of the food than the participants whose income is higher than 3001–5000 TL (mean = 2.05, sd = 1.01). Among 

the participants whose income is 3001–5000 TL and below, it can be stated that the participants from the X generation 

and Baby Boomer generation (mean = 1.78, sd = 3.94) give less importance to the satiety of food than the Y 

generation and Z generation (mean = 1.52, sd = 0.69). 
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Figure 2. Factors affecting the importance of meal satiety 

 

According to the results of the CHAID analysis, it was determined that the most statistically-significant variable 

on the importance given to nutritiveness of the meals was the ‘generation’. In Figure 3, the results of the analysis for 

the nutritional value of the meals are given. According to Figure 3, it can be stated that the participants of the X 

generation and Baby Boomer generation (mean = 1.77, sd = 0.86) attach more importance to the nutritiveness of the 

meals than the Y generation and Z generation (mean = 2.12, sd = 0.99). However, it was observed that the opinions 

of the X generation and Baby Boomer generation participants also differ in terms of income status. It can be stated 

that the participants with an income of 3001–5000 TL (mean = 1.54, sd = 0.86) and below attach more importance 

to the nutritiveness of the meals compared to the participants whose income is higher than 3001–5000 TL (mean = 

2.00, sd = 0.99). 
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Figure 3. Factors affecting the importance given to the nutritiveness of meals 

 

 

 

 

 

 

 

 

 

 

 

 

According to the results of the CHAID analysis, it was observed that the most statistically-significant variable on 

the importance given to the organicity of the food is the ‘generation’ of the participants. In Figure 4, the results of 

the analysis for the organicity of the food are given. According to Figure 4, it can be stated that the participants from 

the X generation and Baby Boomer generation (mean = 1.80, sd = 0.93) attach more importance to the organicity of 

their food than the Y generation and Z generation (mean = 2.70, sd = 1.06). 

Figure 4. Factors affecting the importance of organicity of food 
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Based on the results of the CHAID analysis, it was determined that the modernity of the dining hall is more 

important for the participants whose income is 5001–7000 TL and below (mean = 2.51, sd = 1.14) as compared to 

the participants whose income is above 5001–7000 TL (mean = 3.01, sd = 1.01). According to the results of the 

CHAID analysis, there was no variable that had an effect on the calmness of the eating environment. However, it 

was determined that the most effective variable on the importance given to the cleanliness of the living room was the 

‘gender’ variable. It was determined that women (mean = 1.17, sd = 1.04) attach more importance to the cleanliness 

of the hall with a small difference as compared to men (mean = 1.37, sd = 0.65). Similarly, it was determined that 

the importance given to the compliance of the restaurant employees with the hygiene rules differed in the context of 

the ‘gender’ variable. According to the results of the analysis, it was seen that women (mean = 1.16, sd = 0.39) give 

more importance to the compliance of the restaurant employees with the hygiene rules with a small difference as 

compared to men (mean = 1.39, sd = 0.75). 

Based on the results of the CHAID analysis, it has been determined that the ‘income’ variable is effective in the 

fast service of the food. Accordingly, it can be stated that the participants with an income of 3001–5000 TL or less 

(mean = 1.54, sd = 0.66) give importance to the fast service of the food compared to the participants whose income 

is higher than 3001–5000 TL (mean = 1.92, sd = 1.05). According to the result of the CHAID analysis, a variable 

that causes a difference between the attention of restaurant employees and the importance given to toilet and sink 

cleaning could not be determined. However, it was determined that the ‘gender’ variable was effective on the 

cleanliness of the service equipment and the importance given to the appearance of the dishes. It can be stated that 

women (mean = 1.14, sd = 0.38) attach more importance to the cleaning of service equipment with a very small 

difference as compared to men (mean = 1.29, sd = 0.67). Similarly, it can be stated that women (mean = 1.69, sd = 

0.79) give more importance to the appearance of food with a very small difference as compared to men (mean = 1.94, 

sd = 1.00). According to the results of the CHAID analysis, there was no variable that had an effect on the importance 

given to the portion size of the meals. However, it has been determined that the generation of the participant has an 

effect on the importance given to tasting local foods. 

The results of the analysis regarding the importance given to tasting local foods are given in Figure 5. 

Figure 5. Factors affecting the importance of tasting local foods 
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According to Figure 5, it can be stated that the X generation and Baby Boomer generation (mean = 1.76, sd = 

0.91) attach more importance to tasting local foods than the Y generation and Z generation (mean = 2.33, sd = 1.03). 

Discussion 

While food is associated with various spiritual values such as culture, history and tradition, it also produces 

material value for businesses such as restaurants, farmers and suppliers. This importance of food for tourism leads 

destination managers to benefit from food in their marketing activities (Kim et al., 2018, p. 14). 

The food offered to tourists in a tourism destination affects their travel motivation. According to a study conducted 

by the European Travel Commission-ETC (2019), the food in the destination and the richness of the cuisine are the 

first factor that guides travel decisions for 15% of tourists and an effective factor in the selection phase for 55%. 

The relevant literature has interpreted the generation issue on concepts such as food tourism and gastronomic 

tourism, which are generally carried out by people travelling for food and beverages (Fountain & Charters, 2006; 

Getz & Carlsen, 2008). This study focuses on the similarities and differences between expectations, with the thought 

that it is important to know the expectations of tourists for food. 

The study has provided useful implications for destination management organisations and destination marketing 

professionals. Based on the results of the study, Baby Boomer and generation X tourists attach more importance to 

food variety, nutrition and organicity than Y and Z generation tourists. In this respect, the study is consistent with 

Kamenidou et al. (2020), who found that older generations attach more importance to the organicity of the food. 

However, according to the results of the study conducted by Garibaldi and Pozzi (2020), unlike our study, those born 

in and after the Y generation are more interested in food and beverages than the members of the X generation and 

Baby Boomer generation. Moreover, in this study, it was concluded that Baby Boomer and X generations are more 

willing to taste local foods than Y and Z generations. In the context of this result, the study coincides with the idea 

that the proportion of elderly individuals in tourism activities has increased and that elderly individuals are more 

enthusiastic about gastronomic activities during tourism than young people (Balderas-Cejudo et al., 2021). Within 

the framework of this result, it can be suggested that more importance should be given to activities related to food 

and beverages for elderly individuals for destination marketing. 

According to the results of the study, it is seen that another factor that caused the difference between potential 

tourists’ expectations for food was ‘gender’. It has been observed that women attach more importance to issues such 

as the cleanliness of the dining room, the compliance of the restaurant employees with the hygiene rules, the 

cleanliness of the service equipment and the appearance of the food. 

According to the other results of the study, it has been determined that the income status of potential tourists 

makes a difference in certain issues regarding their expectations about food. The income issue has been identified as 

an effective factor in the price of the food, its satiety and nutritiveness, the modernity of the dining halls and the fast 

service of the food. In this respect, this study shows that it is important to structure the price element based on 

customer expectations in menu design. 

After the segmentation of customers, managers can analyse customer expectations and bring their services to more 

accurate audiences. Conducting similar studies is necessary for businesses to get to know their customers better. For 

this reason, the in-depth analysis of intergenerational differences in tourism in the context of gastronomy will bring 
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practical contribution along with its contribution to the literature. The fact that approximately 50% of the participants 

of this study are from the Y generation can be expressed as an important limitation of the study. Equal distribution 

of the sample between generations will enable the intergenerational differences to be seen in detail in studies to be 

conducted in this area. 

Declaration 

All authors of the article contribute equally to the article process. The authors have no conflict of interest to 

declare. 

 

REFERENCES 

Abrams, P. (1970). Rites de passage: The conflict of generations in industrial society. Journal of Contemporary 

History, 5(1), 175–190. https://doi.org/10.1177/002200947000500112 

Ayaz, N., & Yali, S. (2017). Kültürel turistlerin seyahat tercihleri ve yiyecek-içecek beklentileri: Safranbolu örneği. 

Türk Turizm Araştırmaları Dergisi, 1(1), 43–61. 

Balderas-Cejudo, A., Patterson, I., & Leeson, G. W. (2021). Gastronomic tourism and the senior foodies market. In 

C. M. Galanakis, (Ed.), Gastronomy and food science, (pp. 193–204). Academic Press. 

https://doi.org/10.1016/B978-0-12-820057-5.00010-8 

Biggs, D., De Ville, B., & Suen, E. (1991). A method of choosing multiway partitions for classification and decision 

trees. Journal of Applied Statistics, 18(1), 49–62. https://doi.org/10.1080/02664769100000005 

Bucuţă, A. (2015). A review of the specific characteristics of the generation Y consumer. Marketing From 

Information to Decision, 8, 38–47.  

Burkart, A. J., & Medlik, S. (1988). Tourism past, present and future. Second Edition, English Language Book 

Society 

Carlsson, G., & Karlsson, K. (1970). Age, cohorts and the generation of generations. American Sociological Review, 

35(4), 710–718. https://doi.org/10.2307/2093946 

Chan, F., Cheing, G., Chan, J. Y. C., Rosenthal, D. A., & Chronister, J. (2006). Predicting employment outcomes of 

rehabilitation clients with orthopedic disabilities: A chaid analysis. Disability and Rehabilitation, 28(5), 257–

270. https://doi.org/10.1080/09638280500158307  

Díaz-Pérez, F. M., & Bethencourt-Cejas, M. (2016). CHAID algorithm as an appropriate analytical method for 

tourism market segmentation. Journal of Destination Marketing & Management, 5(3), 275–282. 

https://doi.org/10.1016/j.jdmm.2016.01.006 

Egri, C. P., & Ralston, D. A. (2004). Generation cohorts and personal values: A comparison of China and the United 

States. Organization Science, 15(2), 210–220. https://doi.org/10.1287/orsc.1030.0048 

European Travel Commission-ETC (2019). Tourism passion communities. Gastronomy lovers. Available at: 

https://etccorporate.org/reports/tourism-passion-communities-gastronomy-lovers/. 



Ulu, E.K. & Aktaş Polat, S.                                                                                  JOTAGS, 2021, 9(4) 

2500 

Fountain, J., & Charters, S. (2006). Younger wine tourists: A study of generational differences in the cellar door 

experience. In J. Carlsen, & S. Charters (Eds.), Global wine tourism: Research, management and marketing, (pp. 

153–160). CAB International. 

France, A., & Roberts, S. (2014). The problem of social generations: A critique of the new emerging orthodoxy in 

youth studies. Journal of Youth Studies, 18(2), 215–230. https://doi.org/10.1080/13676261.2014.944122 

Gardiner, S., &  Kwek, A.  (2017). Chinese participation in adventure tourism: A study of generation Y international 

students’ perceptions. Journal of Travel Research. 56(4), 496–506. https://doi.org/10.1177/0047287516646221 

Garibaldi, R. Stone, M., & Pozzi, A. (2020). Consuming gastronomy while travelling: What do tourists want? In, F. 

Grasso, & B.S. Sergi (Eds.), Tourism in the Mediterranean Sea (pp. 109–118). Bingley: Emerald Publishing 

Limited. https://doi.org/10.1108/978-1-80043-900-920211009 

Getz, D., & Carlsen, J. (2008). Wine tourism among Generations X and Y. Tourism: An International 

Interdisciplinary Journal, 56(3), 257–269. 

Hayes, J. B., Parks, C., Mcneilly, S., & Johnson, P. (2018). Boomers to millennials: Generational stereotypes at work 

in academic librarianship. The Journal of Academic Librarianship, 44(6), 845–853. 

https://doi.org/10.1016/j.acalib.2018.09.011 

Hill, D. A., Delaney, L. M., & Roncal, S. (1997). A chi-square automatic interaction detection (chaid) analysis of 

factors determining trauma outcomes. The Journal of Trauma: Injury, Infection, and Critical Care, 42(1), 62–

66. 

İlhan, U.D., Kumbul Guler B., & Aksarayli M. (2020). Sanayi sektöründe çalışan Y kuşağı üretim işçilerinde çalışma 

değerleri ile örgüte duygusal bağlılık arasındaki ilişkide işe bağlanmanın düzenleyici rolü. Journal of Economy 

Culture and Society, (62), 65–89. https://doi.org/10.26650/JECS2019-0083 

Jin, N., Line, N. D., & Ann, S. H. (2015). The full-service dining experience: An assessment of the generation-

specific determinants of customer loyalty. Journal of Foodservice Business Research, 18(4), 307–327. 

https://doi.org/10.1080/15378020.2015.1068669 

Kamenidou, I. E., Stavrianea, A., & Bara, E. Z. (2020). Generational differences toward organic food behavior: 

Insights from five generational cohorts. Sustainability, 12(6), 2299. https://doi.org/10.3390/su12062299 

Kass, G.V. (1980). An exploratory technique for investigating large quantities of categorical data. Journal of The 

Royal Statistical Society: Series C (Applied Statistics), 29(2), 119–127. https://doi.org/10.2307/2986296. 

Kertzer, D.I. (1983). Generation as a sociological problem. Annual Review of Sociology, 9, 125–149. 

https://doi.org/10.1146/annurev.so.09.080183.001013. 

Kim, S., Choe, J. Y., & Lee, S. (2018). How are food value video clips effective in promoting food tourism? 

Generation Y versus non–Generation Y. Journal of Travel & Tourism Marketing, 35(3), 377–393. 

https://doi.org/10.1080/10548408.2017.1320262. 

Kotler, P., Bowen J., & Makens, J. (1999). Marketing for hospitality and tourism. New Jersey: Prentice Hall. 



Ulu, E.K. & Aktaş Polat, S.                                                                                  JOTAGS, 2021, 9(4) 

2501 

Kruger, M., & Saayman, M. (2015). Consumer preferences of Generation Y: Evidence from live music tourism event 

performances in South Africa. Journal of Vacation Marketing, 21(4), 366–382. 

https://doi.org/10.1177/1356766715585903. 

Lehto, X. Y., Jang, S., Achana, F. T., & O'Leary, J. T. (2008). Exploring tourism experience sought: A cohort 

comparison of Baby Boomers and the Silent generation. Journal of Vacation Marketing, 14(3), 237–252. 

https://doi.org/10.1177/1356766708090585. 

Li, M., Xu, H., & Deng, Y. (2019). Evidential decision tree based on belief entropy. Entropy, 21(9), 897. 

https://doi.org/10.3390/e21090897 

Lissitsa, S., & Kol, O. (2016). Generation X vs. Generation Y–A decade of online shopping. Journal of Retailing 

and Consumer Services, 31, 304–312. https://doi.org/10.1016/j.jretconser.2016.04.015 

Maimon, O., & Rokach, L. (2009). Classification trees. Data mining and knowledge discovery handbook. (pp. 149–

174).  Springer, Boston, MA. 

Mannheim, K. (1952). The problem of generations. In P. Kecskemeti (Ed.), Essays on the sociology of knowledge, 

(pp. 276–321). London: Routledge & Kegan Paul. 

Mccrindle, M. (2020). Characteristics of the emerging generations, available at: 

https://mccrindle.com.au/insights/blogarchive/gen-z-and-genalpha-infographic-update/ (accessed 3 February 

2020). 

Nagy, Á., & Kölcsey, A. (2017). Generation Alpha: Marketing or science. Acta Educationis Generalis, 7(1), 107–

115. https://doi.org/10.1515/atd-2017-0007 

Novak, J. (2014). The six living generations in America, available at: http://www.marketingteacher.com/the-six-

living-generations-in-america/ 

Pardue, K. T., & Morgan, P. (2008). Millennials considered: A new generation, new approaches, and implications 

for nursing education. Nursing Education Perspectives, 29(2), 74–79. 

Pennington-Gray, L., Fridgen, J. D., & Stynes, D. (2003). Cohort segmentation: An application to tourism. Leisure 

Sciences, 25(4), 341–361. https://doi.org/10.1080/714044495 

Peštek, A., & Cinjarević, M. (2014). Tourist perceived image of local cuisine: The case of Bosnian food culture. 

British Food Journal, 116(11), 1821–1838. https://doi.org/10.1108/BFJ-01-2014-0046 

Pilcher, J. (1994). Mannheim's sociology of generations: An undervalued legacy. The British Journal of Sociology, 

45(3), 481–495. https://doi.org/10.2307/591659 

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: An illustration from food 

experience in tourism. Tourism Management, 25(3), 297–305. https://doi.org/10.1016/S0261-5177(03)00130-4 

Robinson, R.NS, & Getz, D. (2014). Profiling potential food tourists: An Australian study. British Food Journal, 

116(4), 690–706. https://doi.org/10.1108/BFJ-02-2012-0030 

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building approach. New York: John Wiley 

& Sons. 



Ulu, E.K. & Aktaş Polat, S.                                                                                  JOTAGS, 2021, 9(4) 

2502 

Seemiller, C., & Grace, M. (2017). Generation Z: Educating and engaging the next generation of students. About 

Campus, 22(3), 21–26.  https://doi.org/10.1002/abc.21293 

Strauss, W., & Howe, N. (1991). Generations: The history of America’s future, 1584–2069. New York: William 

Morrow. 

Ting, H., Lim, T. Y., De Run, E. C., Koh, H., & Sahdan, M. (2018). Are we Baby Boomers, Gen X and Gen Y? A 

qualitative inquiry into generation cohorts in Malaysia. Kasetsart Journal of Social Sciences, 39(1), 109–115.  

https://doi.org/10.1016/j.kjss.2017.06.004 

The World Tourism Organisation (2020). Glossary of Tourism Terms, available at: https://www.unwto.org/glossary-

tourism-terms. 

Turkish Presidency, Presidency of Strategy and Budget (2019). On Birinci Kalkınma Planı (2019-2023), available 

at: http://www.sbb.gov.tr/wp-content/uploads/2019/11/ON_BIRINCI_KALKINMA-PLANI_2019-2023.pdf 

(accessed 09 April 2020).  

Turkish Statistical Institute (2019). Hanehalkı Yurt İçi Turizm, IV. Çeyrek: Ekim-Aralık ve Yıllık, 2018, available at: 

https://data.tuik.gov.tr/Bulten/Index?p=Hanehalki-Yurt-Ici-Turizm-IV.Ceyrek:-Ekim-Aralik-ve-Yillik,-2018-

30604. 

Williams, K. C., & Page, R. A. (2011). Marketing to the generations. Journal of Behavioral Studies in Business, 3(1), 

37–53. 


