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Abstract — Young adults from generation z are
ecologically active individuals with a high level of
involvement in climate change, waste, and responsible
consumption. Based on this statement, we decided to
confirm or reject it for a selected sample of Slovak
tourists. Our research objective is to find and assess
the attitudes and preferences of tourists from
generation z. We collected data based on a
questionnaire with a sample of 118 respondents aged
18-24. The questionnaire aimed to identify responsible
behaviour and focused on attitudes towards
sustainable consumption decisions. It was evaluated
based on a 5-point Likert scale. We used the Mann-
Whitney U test, Pearson's, and Spearman's correlation
coefficient and logistic regression to find and identify
the results. Our results point to the behaviour and
attitudes of 118 Slovak respondents of generation z,
who are interested in sustainability and separation
responsibility for the environment in tourism. Findings
may significantly impact tourism. Identifying problems
allows for understanding the motives of tourists'
behaviour, which creates the basis for effective
measures to reduce environmental impact. Identifying
these attitudes makes it possible to create targeted
awareness campaigns and contribute to a better
understanding of tourists' preferences.

DOI: 10.18421/TEM132-26
https://doi.org/10.18421/TEM132-26

Corresponding author: Stanislav Rudy,

University of Economics in Bratislava, Faculty of Business
Economics with seat in Kosice, Tajovského 13, KoSice 041
30, Slovak Republic.

Email: stanislav.rudy@euba.sk

Received: 27 November 2023.
Revised: 13 February 2024.
Accepted: 28 February 2024.
Published: 28 May 2024.

© 2024 lLubomira Kubikovd & Stanislav
Rudy; published by UIKTEN. This work is licensed under
the Creative Commons Attribution-NonCommercial-
NoDerivs 4.0 License.

The article is published with Open Access at

https://www.temjournal.com/

1116

These finding are also significant in raising
awareness about travel's environmental impacts and
supporting tourists' ecologically responsible behaviour,

which can lead to more sustainable tourism
development.
Keywords — Generation 2z, tourism, tourist

preference, Slovak tourists, sustainability.

1. Introduction

Sustainable behaviour in tourism is an extension of
pro-environmental behaviour supporting sustainable
tourism, which contributes to the economic growth of
the local economy, a social perspective of
sustainability and pro-cultural behaviour [1].
Circulating solutions gain prestige in the eyes of the
public, which leads to the preference for such
products. The number of customers paying more for
sustainable products is increasing, and sustainability
as a decision-making factor is becoming essential.
Extended product life, recycling, restoration of
natural systems, and productivity support economic
development and reduce resource use in tourism,
which is a significant contributor to environmental
degradation [2]. Due to over-tourism, tourism
sustainability is becoming a significant topic. Mohan
[3] drew attention to several factors, such as
economic growth, improved quality of life,
protection of the environment, and diverse cultural
heritage. Environmental sustainability in tourism is
based on preserving natural resources, ecosystems,
and cultural heritage for the future, thriving
biodiversity and well-being. The tourist population
affects the quality of the environment, and exceeding
the capacity of tourist destinations causes negative
impacts, which are reflected in environmental
pollution. Sustainable tourism development involves
planning, promoting, and implementing strategies to
develop, support and encourage green initiatives and
ecotourism with minimal impacts on local
communities. Responsible travel protects the
environment, and ecotourism minimizes the effects
of tourism on the resources of regions and
destinations [4].
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Consumers are also an essential part of the
economic process in tourism, which manifests
through consumer behaviour that can have a positive
or negative impact on nature. It is important to
support customers' green shopping behaviour based
on the theory of green shopping behaviour [5]. He
considers such behaviour a fundamental component
of the success of ecological companies [5]. Authors
of the study [6] emphasize the need for love for
nature. However, consider how much this love
affects different dimensions of sustainable consumer
behaviour. It should include passion, intimacy, and
devotion to nature to benefit consumer behaviour.
The authors' findings [6] showed that passion and
intimacy with nature indirectly positively affect
ecological consumer behaviour. Connection with
nature even inspires the consumer to behave
ecologically. In contrast, attitudes significantly
influence green consumer behaviour [7]. For this
reason, they consider consumer attitudes to be the
most important predictor of purchasing behaviour.
However, it is necessary to point out that user
behaviour is influenced by income, age, and the
perceived efficiency of the consumer while recycling
behaviour is determined by user behaviour itself.
Based on age, we can divide consumers into
generations such as baby boomers, generation X,
generation y and generation z [8]. Our contribution
focused on identifying generation z's attitudes
towards sustainable tourism behaviour. We consider
young Slovaks from generation z to be ecologically
active individuals with high involvement in climate
change, waste, and responsible consumption. In the
following sections of our contribution, we present
whether the assertion we believe has been confirmed
or refuted. The habits and tourism preferences of
generation z are essential for future generations. This
digital generation pays attention to how they spend
money and is flaw-oriented. Their financial
constraints at the beginning of their careers are also
reflected in sustainable decisions, and they are
tomorrow's travellers. For sustainable tourism, the
needs of this generation z, which is interested in
environmental protection and healthier choices,
should be addressed [9]. Social norms, personality
traits, natural disasters and intrinsic motivation of
generation z move them towards pro-environmental
behaviour in the context of tourism. Generation z's
decision to use tourism services is influenced by
socialisation,  experiencing an  unforgettable
experience, emotional factors, and their ecological
awareness of sustainability issues, which helps them
consider the environment. They are developing a
growing awareness of environmental sensitivity,
looking for brands associated with green products,
and promoting green travel during their decision-
making processes [10]. Theories of decision-making
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and planned behaviour confirm that different
generations have different beliefs and environmental
values. For generation z, the planet's future is as
important as their social connection, and they are
environmentally responsible in their long-term goals.
They show interest in environmental issues and
respect for the environment, which affects their
choice of sustainable travel options [1]. It is
important to note that generation z grew up in an
atmosphere of digital technology. It is a hyper-
connected population, surrounded by smartphones,
computers, and the Internet. Revolutionary advances
and digital commodities influence their lifestyles and
aspirations, making them more environmentally
conscious, thus playing a significant role in
environmental, social, and consumer issues.
Motivated by humanistic ideals, morals and ethics,
generation z is more aware of the human impact on
the environment than any previous generation.
Tourism can serve as a digital disconnection and
detox from digital activity. On the other hand, it can
be shifted to virtual tourism thanks to digital
technologies [11]. The experience of generation z in
virtual tourism has a positive effect on affective
performance. The higher the technological level of
the equipment used, the greater the immersive
experience (individual immersion, enjoyment, and
psychological engagement). Immersion in an
experience positively affects behaviour and increases
the intention to repeat the experience. Virtual tourism
in the context of generation z museums can be future
research for reducing the environmental burden [12].
From the point of view of tourism, generation z
represents an age group that prefers experiences to
possessions, influences the family when choosing a
vacation destination and is careful about the budget.
This generation was born into the digital age, and this
change represents an important phenomenon that
may pose opportunities and challenges for
developing tourism and destinations. The importance
of this generation and the broader youth market lies
in its representation of the future market. Travel for
generation z is also a time of conviviality,
socialisation, and empowerment [13]. Generation z
members grew up during the global digital
revolution, represented by the fast evolution of the
Internet. Undoubtedly, all these innovations
significantly impact their lifestyles and needs. As a
result, younger generation z is much more inclined
towards green values, preservation of resources, and
reduction of consumption. Generation z entered a
world where economic globalisation, digitalisation,
and post-truth trends dominated. Undergoing a
difficult path of choice and self-identification, the
global tourist society of generation z is trying to
determine 1its prospects' priorities and reference
points.
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Modern trends in tourism can only be adequately
understood in the context of the structural evolution
of society. Generation z is a target group of people
constantly connected with the World Wide Web,
primarily communicating through the Internet, and
wanting new and exciting stimuli and experiences.
Consumer behaviour typical for members of
generation z differs from that of the previous
generations because generation z is always looking
for the most recent information to make purchasing
decisions [14].

2.  Methodology

The young generation z is a generation with the
potential to be more ecologically responsible than
their responsibilities in political interest. This
consideration inspired us to study the professional
literature and scientific contributions. The gained
knowledge helped us to formulate research questions:
1. Is there a statistical difference between the

answers from the point of view of selected factors

and attitudes?

2. Is there an association between selected factors
and the attitudes of sustainable behaviour of
selected generation z tourists, and is there a
significant correlation between factors and the
chosen attitudes?

3. May selected tourist types influence the
sustainable attitude of selected generation z
tourists, and is there a significant correlation
between types and the chosen attitudes?

In the research section, we examined and more
closely identified factors that influence the
sustainable behaviour of selected tourists of
generation z. Our research sample consisted of 118
tourists from generation z aged between 18 and 24
from the Slovak Republic. We collected data through
primary research with the help of a questionnaire.
We examined 118 respondents. The questionnaire
started in April 2023 and ended in May of the same
year. The questionnaire was distributed via MS
Teams, email, social networks, and tourist centres
located in Slovakia. The questionnaire contained
several questions focused on responsible, sustainable,
and environmental behaviour. The respondent could
express his agreement/disagreement with the given
attitude using a S-point Likert scale, while we
followed the following scale (1 - strongly disagree, 2
- disagree, 3 - neutral, 4 - agree, 5 strongly agree).
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We identified four factors that might influence
sustainable behaviour:

e Gender - with this factor, we considered
whether it is a woman or a man.

e Income - we considered the size of the
respondents' income, which was divided into
two groups: up to 700 € and from 701 €.

e Education - we considered whether education
affects behaviour; we assessed education from
two points of view: secondary or higher
education (if the respondent was still studying
at secondary school or university, he was
included in the relevant education groups).

e Residence (home) - we assessed whether the
residence influences sustainable behaviour; we
considered whether the respondent lives in a
city or the countryside.

The following tourist types indicate behaviour
that may or may not influence attitudes. We
identified several attitudes that we consider to be
attitudes expressing sustainable and environmental
behaviour:

1. As a generation z tourist, [ prefer to buy and
consume products in recyclable packaging during
my vacation/trip.

2. As a generation z tourist, [ am willing to accept a
higher price when purchasing products in
recyclable packaging during a vacation/trip.

3. As a generation z tourist, I prefer to buy and
consume local/local products during my
vacation/trip.

4. As a generation z tourist, I am willing to
combine the program during the vacation/trip
with cleaning the environment.

5. As a generation z tourist, I actively share
experiences regarding managing waste in the
visited destinations and report on them on social
networks.

6. As a generation z tourist, I actively support
programs to clean sites and tourist attractions
from waste.

7. As a generation z tourist, I am interested in
produced waste during my vacation/trip.

Table 1. Factors

Factor What does a factor include

Gender Gender of individuals (female/male)

Income Salary conditions (up to 700 €,
more than 701 €)

Education  The highest education achieved
(secondary school/university)

Residence A place where an individual lives
permanently (city/village)
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We identified six types of generation z tourists,
which we hypothesized could influence selected
attitudes. We examined the influence and direction of

selected attitudes:
[1]. A tourist prefers to buy recycled products.

[2]. A tourist accepts a higher price for recycled

products.
[3]. A tourist prefers to buy local products.

Table 2. Hypothesis - Part I

[4]. A tourist is willing to combine the program
during the wvacation/trip with cleaning the
environment.

[5]. A tourist actively shares his experiences on the
issue of waste management.

[6]. A tourist actively supports programs to clean up
nature.

We formulated the following hypotheses, which
we divided into two parts:

Hypothesis Attitudes
Hl, Distribution of attitude is the same across gender 3 4 5 X
categories
Hl Distribution of attitude is not the same across 3 4 5 X
gender categories
H2, Distribution of attitude is the same across 3 4 5 X
education categories
H2 Distribution of attitude is not the same across 3 4 5 X
education categories
H3, Distribution of attitude is the same across income 3 4 5 X
categories
H3 Distribution of attitude is not the same across 3 4 5 X
income categories
H4, Distribution of attitude is the same across resident 3 4 5 X
categories
H4 Distribution of attitude is the same across resident 3 4 5 X
categories
HS5, There is no relationship between factor gender X X X 7
and attitude
HS5 There is no relationship between factor gender X X X 7
and attitude
Hé6, There is no relationship between factor education X X X 7
and attitude
H6 There is a relationship between factor education X X X 7
and attitude
H7, There is no relationship between factor income X X X 7
and attitude
H7 There is a relationship between factor income and X X X 7
attitude
HS8, There is no relationship between factor residence X X X 7
and attitude
HS8 There is a relationship between factor residence X X X 7
and attitude
Table 3. Hypothesis - Part I1
10 Attitudes
H9, There is no influence between tourist | X 4 X X
type [1-6] and attitude
H9 There is an influence between tourist | x 4 X X
type [1-6] and attitude
H10, There is no influence between tourist | X X 5 X
type [1-6] and attitude
HI10 There is no influence between tourist | x X 5 X
type [1-6] and attitude
H11, There is no influence between tourist | x X X 6
type [1-6] and attitude
HI11 There is no influence between tourist | x X X 6
type [1-6] and attitude
TEM Journal —Volume 13 / Number 2/ 2024. 1119
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The result section was divided into three parts.
The results were obtained using the Mann-Whitney
U test in the first part. It is a non-parametric test that
helped us to identify whether there is a difference in
the respondents' answers, considering the selected
factors (gender, education, income, and residency) on
attitude (1 to 6).

We examined the correlation between the selected
factors and attitude 7 in the second part. We used the
Pearson correlation coefficient, which reveals the
strength of the linear association between two
variables. We wanted to verify the results with
Spearman's correlation coefficient, which detects the
dependence between two quantities. In the third part,
we examined whether there is a
dependence/influence between tourist types and
attitudes 4, 5, and 6. At the same time, we examined
the probability that the type of tourist has or does not
influence the selected attitude. In contrast, the
characteristic tourist type indicates the possible
behaviour of a generation z tourist. We used logistic
regression analysis for the calculation. Logistic
regression uses probability theory in which only two
values can be predicted (0 or 1), which means the
higher/lower probability that an event coded as "1"
will occur compared to an event coded as "0".

3. Results and Discussion

Based on wusing selected mathematical and
statistical methods such as the Mann-Whitney U test,
Pearson correlation coefficient, Spearman correlation
coefficient, and logistic regression analysis, we
present our findings.

Table 4. Gender

Attitudes Sig. Decision
Attitude 1 0.587 Do not reject H1
Attitude 2 0.574 Do not reject Hl
Attitude 3 0.892 Do not reject Hl
Attitude 4 0.272 Do not reject H1
Attitude 5 0.018 Reject H1,
Attitude 6 0.753 Do not reject H1

Based on the results of the Mann-Whitney U test,
we noted that the distribution of responses of
generation z is the same in all attitudes, except
attitude 5, where there is a difference in responses
based on whether the respondents identified
themselves as male or female. We reject the
hypothesis H1,. Respondents who identified
themselves as women expressed their disagreement
with attitude 5. The results show they disagree with
sharing their experience in waste and cleaning nature
on social networks.
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Gender
Man Woman

N = 46 N=72

Mean Rank = 68 43 Mean Rank = 53,79
5 5
4 4
£ 3
2 2
1 1

40 30 20 10 1] 10 20 30 40

Figure 1. Attitude 5
Table 5. Education

Attitudes Sig. Decision
Attitude 1 0.030 Reject H2,
Attitude 2 0.707 Do not reject H2,
Attitude 3 0.109 Do not reject H2,
Attitude 4 0.029 Reject H2,
Attitude 5 0.590 Do not reject H2,
Attitude 6 0.656 Do not reject H2

In education, we noticed that the distribution of
the answers of generation z is different for attitudes 1
and 4. Respondents who study at secondary schools
or have already attained secondary education agree
with attitude 1. Respondents have a positive attitude
towards purchasing and consuming products in
recycled packaging during holidays/trips. Similar
results were also found in attitude 4, where
respondents who study at secondary schools or have
already achieved secondary education agree with
attitude 4. Respondents of generation z agree that
they are willing to combine the program during the
vacation/trip with cleaning the environment.

Table 6. Income

Attitudes Sig. Decision

Attitude 1 0.200 Do not reject
H3,

Attitude 2 0.225 Do not reject
H3,

Attitude 3 0.500 Do not reject
H3,

Attitude 4 0.759 Do not reject
H3,

Attitude 5 0.905 Do not reject
H3,

Attitude 6 0.367 Do not reject
H3,

We did not find a difference in the distribution of
responses in the factor income. The results are
statistically insignificant. The distribution of
responses is the same across income. We do not
reject H3,.

Table 7. Residence
| Attitudes

Sig. Decision |

TEM Journal = Volume 13 / Number 2 / 2024.
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Attitude 1 0.469 Do not reject H4,
Attitude 2 0.125 Do not reject H4,
Attitude 3 0.224 Do not reject H4,
Attitude 4 0.045 Reject H4,
Attitude 5 0.051 Do not reject H4,
Attitude 6 0.043 Reject H4,

The distribution of respondents' answers is

different in the case of attitudes 4 and 6. Respondents
from the city have a more negative attitude towards
the willingness to combine the program during the
vacation/trip with cleaning the environment. Similar
results were also found in the case of attitude 6.
Respondents show a negative attitude towards
actively supporting programs to clean sites and
tourist attractions from waste.

Table 8.  Association between selected factors and
attitude?7
Factor Coefficient P-value
Gender 0.19 0.04
Education 0.61 0.51
Income -0.19 0.04
Residence 0.11 0.22

To identify the dependence between the selected
factors and attitude 7, we used Pearson's correlation
coefficient. The results are statistically significant at
the 5% significance level, except for the factor of
“education” and “residence”; the result is statistically
insignificant. Dependence was found between the
factor “gender” and “attitude” 7, and at the same time
between the factor “income” and attitude 7; in the
first case, the coefficient acquired the value r = 0.19,
which means a small but positive correlation. In the
case of the factor “income”, we noted a small but
negative correlation. The coefficient acquired the
value r = -0.19. We did not find statistically
significant results for the “education” and
“residence” factors. It may also be because the
respondents are not influenced by education or place
of residence. However, we perceive these results as
paradoxical. Education is an influential factor that
educates individuals and helps teach them habits of
how to behave.

Spearman's correlation coefficient confirmed
these results. In contrast, the correlation was
identified between the factor "gender" and attitude 7,
i.e., small but positive correlation ry = 0.19, and at
the same time, the factor "income" and attitude 7,
i.e., small but negative correlation ry = -0.19. The
results are statistically significant at the 5%
significance level, except for "education" and
"residence"; the result is statistically insignificant.
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Table 9. Influence of tourist type on attitude 4

Odds
Ratio

Coefficient P-
value

Tourist type

A tourist prefers -0.36 0.49 0.70

to buy recycled
products. (1)

A tourist accepts a 1.04 0.03 2.83 x*

higher price for
recycled products.

2

A tourist prefers -0.54 0.23 0.59

to buy local
products. (3)

A tourist actively 0.97 0.04 2.64 **
shares his

experiences on the

issue of waste

management. (5)

A tourist actively 1.52 0.00 455 **
supports programs
to clean up

nature... (6)

Constant -1.59 0.01 0.20 **

Based on logistic regression, we identified the
following findings. The overall model results are
statistically significant at the 5% significance level.
There is a correlation between the selected tourist
types and attitude 4 in three cases, i.e., a tourist
accepts a higher price for recycled products (2); a
tourist actively shares his experiences on the issue of
waste management (4); a tourist actively supports
programs to clean up nature (5). The number of the
tourist type is given in parentheses; these numbers
are given later in the text. In the case of tourist type
2, the coefficient reached b = 1.04. If we consider the
probability, we have identified the following
statement. If the variable changes by one unit, there
is a 2.83 times higher chance that the dependent will
acquire the value 1. The possibility that the tourist
will be interested in combining the program during
the vacation/trip with nature cleaning increases by
2.83 times. In the case of tourist type 4, the
coefficient acquired the value b = 0.97. If we
consider the probability, we have identified the
following statement. If the variable changes by one
unit, there is a 2.64 times higher chance that the
dependent will acquire the value 1. The possibility
that the tourist will be interested in combining the
program during the vacation/excursion with nature
cleaning increases by 2.64 times.
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In the case of tourist type 5, the coefficient
acquired a value of 1.52. If we consider the
probability, the odds ratio indicates that if the
variable changes by one unit, there is a 4.55 times
higher chance that the dependent will acquire the
value 1.

There is a 4.55 times higher chance that the
tourist will be interested in combining the program
during the vacation/ trip with nature cleaning. Other
tourist types proved statistically insignificant; we did
not detect a correlation between attitude 4.

Table 10. Influence of tourist type on attitude 5

Coefficient P- Odds
value Ratio

Tourist type

A tourist prefers -0.17 0.76 0.84
to buy recycled

products. (1)

in actively sharing experiences regarding managing
waste in the visited destinations and reporting on
them on social networks. Other types of tourists
proved to be statistically insignificant and have no
effect on attitude.

In the case of attitude 6, we identified the
following findings. Even in this case, the result of the
overall model is statistically significant at the 5%
significance level. We identified a correlation in four
tourist types, i.e., a tourist prefers to buy recycled
products (1); a tourist prefers to buy local products
(3); a tourist is willing to combine the program
during the vacation/trip with cleaning the
environment (4); a tourist actively shares his
experiences on the issue of waste management (5).

Table 11. Influence of tourist type on attitude 6

A tourist accepts a 0.01 0.98 1.01
higher price for

recycled products.

2

Coefficient P-
value

Odds
Ratio

Tourist type

A tourist prefers 1.48 0.01 436 **

to buy recycled
products. (1)

A tourist prefers -0.66 0.17 0.52

to buy local
products. (3)

A tourist is 0.98 0.04 266 **
willing to

combine the

program during

the vacation/ trip

with cleaning the

environment. (4)

A tourist accepts a -0.69 0.16 0.50

higher price for
recycled products.

@)

A tourist prefers 1.07 0.03 293 x*

to buy local
products. (3)

A tourist actively 2.11 0.00 8.22 **
supports programs
to clean up

nature... (6)

Constant -1.73 0.01 0.18

A tourist is 1.43 0.00 4.19 **
willing to

combine the

program during

the vacation/

trip with cleaning

the environment.

“4)

In the case of attitude 5, we identified different
findings. The overall model results are statistically
significant at the 5% significance level. In this case,
we identified a correlation in only two tourist types,
i.e., a tourist is willing to combine the program
during the wvacation/trip with cleaning the
environment (4) a tourist actively supports programs
to clean up nature (6), where tourist types proved to
be statistically significant. In the first case, the
coefficient acquired the value b = 0.98. If we
consider the probability, in case the variable changes
by one unit, there is a 2.66 times higher chance that
the dependent will acquire the value 1. There is a
2.66 times higher chance that the tourist will be
interested in actively sharing experiences regarding
managing waste in the visited destinations and
reporting on them on social networks. In the second
case, the coefficient acquired the value b = 2.11. If
the variable changes by one unit, there is an 8.22
times higher chance that the tourist will be interested
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A tourist actively 2.08 0.00 8.01 **
shares his

experiences on the

issue of waste

management. (5)

Constant -2.58 0.00 0.08

In the case of tourist type 1, the coefficient
acquired the value of 1.48. If we consider the
probability, the odds ratio indicates that if the
variable changes by one unit, there is a 4.36 times
higher chance that the dependent variable will
acquire the value 1. There is a 4.36 times higher
chance that tourists will actively support programs to
clean cities and tourist attractions from waste. In the
case of tourist type 3, the coefficient acquired the
value of 1.07. If we consider the probability, the odds
ratio indicates that if the variable changes by one
unit, there is a 2.93 times higher chance that the
dependent variable will acquire the value 1. There is
2.93 times higher chance that the tourist will actively
support program to clean cites and tourist attraction
from waste. In the case of tourist type 4, the

TEM Journal —Volume 13 / Number 2 / 2024.
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coefficient acquired the value of 1.43. If we consider
the probability, the odds ratio indicates that if the
variable changes by one unit, there is a 4.19 times
higher chance that the dependent wvariable will
acquire the value 1.

There is a 4.19 times higher chance that tourists
will actively support programs to clean cities and
tourist attractions from waste. In the case of tourist
type 5, the coefficient acquired the value of 2.08. If
we consider the probability, the odds ratio indicates
that if the variable changes by one unit, there is an
8.01 times higher chance that the dependent variable
will acquire the value 1. There is 8.01 times higher
chance that the tourist will actively support program
to clean cites and tourist attraction from waste.

The other tourist types proved statistically
insignificant and did not influence attitude.

Is there a statistical difference between the
answers from the point of view of selected factors
and attitudes? Yes, there is a significant difference in
the following cases. Based on this result, we rejected
H1 0-

e From the point of view of the gender factor,
there is a statistically significant difference in
the responses related to attitude 5.

e From the point of view of the education factor,
there is a statistically significant difference in
the answers related to attitudes 1 and 4.

e From the point of view of the residence factor,
there is a statistically significant difference in
the answers regarding attitudes 4 and 6.

From the point of view of the income factor, we
did not find any statistical difference in the answers
related to attitudes.

May selected factors impact the attitude of
sustainable behaviour of selected generation z
tourists, and is there a significant correlation
between factors and the chosen attitudes?

- In connection with attitude 7:

e Yes, statistically significant values were found

for the factors "gender" and "income".

e No, statistically insignificant values were
found in the factors "education" and
"residence".

There 1s an association between the factor

"gender" and attitude. There is an association
between the factor "income" and attitude.
Is there an association between selected factors
and the attitudes of sustainable behaviour of selected
generation z tourists, and is there a significant
correlation between factors and the chosen attitudes?
- In connection with attitude 4:
e Yes, statistically significant values were found
for tourist types 2, 5, and 6.

e No, statistically insignificant values were
found for tourist types 1, 3.

- In connection with attitude 5:
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Yes, statistically significant values were found
for tourist types 4 and 6.

e No, statistically insignificant values were
found for tourist types 1, 2, and 3.

- In connection with attitude 6:

e Yes, statistically significant values were found
for tourist types 1,3,4, and 5.

e No, statistically insignificant values
found for tourist type 2.

Selected tourist types may influence:

e Tourist type 2, 5, 6 for attitude 4.

e Tourist type 4, 6 for attitude 5.

e Tourist type 1, 3, 4 and 5 for attitude 6.

WCEre

Based on our findings, we can come close to the
statement that generation z tourists try to be
ecologically active tourists. In some cases, our
findings achieved statistically insignificant results.
We present our conclusion in Tables 12, 13, 14, 15,
and 16. We perceive a smaller sample of respondents
as a limit. In future research, we want to focus on a
larger sample of respondents and investigate more
factors or motivators that can influence generation z
tourists.

Table 12. Conclusion for factors in connection with
attitudes 1 — 6

Attitudes Decision Decision Decision Decision
Attitude Do not Reject Do not Do not
1 reject H2, reject reject
H1, H3, H4,
Attitude Do not Do not Do not Do not
2 reject reject reject reject
Hl, H2, H3, H4,
Attitude Do not Do not Do not Do not
3 reject reject reject reject
Hl, H2, H3, H4,
Attitude Do not Reject Do not Reject
4 reject H2, reject H4,
Hl, H3,
Attitude  Reject Do not Do not Do not
5 H1, reject reject reject
H2, H3, H4,
Attitude Do not Do not Do not Reject
6 reject reject reject H4,
Hl, H2, H3,
Table 13. Conclusion for Attitude 7
Factor Hypotheses Decision
Gender H5, Reject
Income H6, Reject
Education H7, Reject
Residence HS, Reject
Table 14. Conclusion for Attitude 4
|| Tourist type Hypotheses Decision ||
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1 H9, Do not reject
2 H9, Reject
3 H9, Do not reject
5 H9, Reject
6 H9, Reject

Table 15. Conclusion for Attitude 5

Tourist type  Hypotheses  Decision
1 H10, Do not reject
2 H10, Do not reject
3 H10, Do not reject
4 H10, Reject
6 H10, Reject

Table 16. Conclusion for Attitude 6

Tourist type  Hypotheses Decision
1 Hl11, Reject
2 Hl11, Do not reject
3 HI11, Reject
4 HI11, Reject
5 HI11, Reject

Our study faced several limitations, including a
constrained sample size that restricted the depth of
our insights. To enhance the comprehensiveness of
our research, we plan to expand our participant pool
in future investigations, seeking a more diverse range
of respondents to provide a more nuanced
understanding of individual contexts. Furthermore,
reliance on respondents' memory poses a challenge,
considering the limitations in recalling events or
experiences. Another limitation pertains to concerns
about anonymity, which may lead to guarded
responses or reluctance to participate. Lastly, external
factors such as unforeseen political, economic, or
social changes can impact the research environment,
introducing unpredictability into the study's context.

4. Conclusion

This study explored generation z tourists' attitudes
towards sustainable behaviours, employing statistical
methods like the Mann-Whitney U test, Pearson and
Spearman correlation coefficients, and logistic
regression analysis. Results from the Mann-Whitney
U test indicated gender-based disparities in responses
to attitude 5, revealing that female respondents were
less inclined to share waste management experiences
on social networks. Educational attainment emerged
as another significant factor, with those holding
secondary education or higher displaying more
significant support for attitudes related to
environmentally conscious consumer behaviours
during vacations. At the same time, income did not
show statistically significant differences across
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attitudes; urban residency correlated with a more
pessimistic stance towards certain environmental
attitudes than rural residency. Pearson correlation
coefficient identified slight correlations between
gender and income with attitude 7.

Logistic regression identified specific tourist types
predisposed towards supporting environmental
initiatives during vacations, revealing nuanced
associations between tourist archetypes and attitudes.
Overall, the findings suggest a general inclination
among generation z tourists towards ecologically
responsible behaviours. However, some results
remained statistically insignificant, underscoring the
need for future research with larger and more diverse
cohorts to comprehensively understand the factors

influencing generation z tourists' sustainability
attitudes.
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