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Abstract

As both the rapid progress of Information Technology (IT) and the trend of an

aging population are greatly interrelated with the development of tourism, it is important

to investigate how older travellers make use of IT for their vacations. The purpose of the

paper is to explore the connections among age,IT adoption traits and traveller

information needs and how they may relate to travellers IT usage, including IT selection,

frequency/level and information searching strategies. Correspondently, a conceptual

framework was drafted based on the literature review. This study employed a paper and

web based survey with a nonprobability sample of Canadian leisure travellers to test and

revise the proposed framework.

The results (N=222) indicated that an aspect of "digital divide" still exists for

older people when it comes to more technologically advanced IT equipmenlservices such

as personal digital assistant and wireless devices. Also, for researchers and practitioners

in both tourism and IT industries, computer anxiety and personal innovativeness in IT

were shown to be useful indicators to predict people's frequency of IT use; while age,

computer self-efficacy and personal innovativeness in IT are important factors to predict

people's level of IT use. Finally, ago was not related to travellers' online information

searching strategies in this study, while higher computer self-efficacy and higher

computer anxiety are related to more analytical and more browsing information searching

strategies respectively. The findings of this study have practical and theoretical

implications for tourism; however, limitations such as limited generalizability exist due to

the nonprobability sample. Future research could explore cohort differences in IT usage

and online information search and focus on the growing segment of wireless travellers.



Chapter I

Introduction

Starting from the 1960s, the rapid progtess of Infomation Technology (IT)

has influenced the world dramatically, ranging from society, community, and other

industries to the individual person. Furthermore, along with the proliferation of the

Internet in the 1990s, the entire world has been networked and the world economy has

become globally connected (Buhalis, 1998).

As one of the biggest global industries, tourism is completely influenced by

Il mainly due to tourism's special characteristic - information reliance. As well,

travellers cannot really consume the travel products at the time of their purchase until

they physically go to the destination. Therefore, IT facilitates toulism by providing

both tourism practitioners and consumers with instant information as "Information is

the lifeblood of tourism" (Buhalis, 1998, p. 409). In addition, IT becomes an

imperative pafiner of tourism, because the tourism industry increasingly employs IT

as a tool to conduct "tourism marketing, distribution, promotion and co-ordination"

(Buhalis, 1998, p. 411) in order to meet the challenges faced by both supply side and

demand side of tourism. As a result, the development and future of tourism are gïeatly

interrelated with the development of IT.

The development of the tourism industry not only depends on the progress of

Information Technology, but also the understanding of social and demographic trends.

With the trend of an aging population, older travellers will account for a significant

proportion of the overall travel market, particularly when baby boomers join the 55 +



age gloups over the next ten years (McDougall, 1998).

Sisnificance of the Studv

Cunent research regarding tourism and IT suggests a need for changing the

study focus from the supply side to the demand side of the tourism industry because

changes in customers' travel information seeking and purchasing behaviours drive

changes in the toudsm industry (Bjork & Guss, 1999). A number of studies have

placed their focus on general tourist information search behaviours (Fodness &

Munay, i999; Vogt & Fesenmaier, 1998); however, insufficient research has focused

upon online travellers'infomation search behaviours. What is more, even though

some studies have touched on these online travellers'information search behaviours,

they did not pay specific attention to older travellers (Buhalis, 2003; Weber & Roehl,

1999). The primary purpose of this study is to investigate how older adults use

information and specifically IT to plan and experience their vacations. More

specifically, the study aims to explore the connections among age, IT adoption traits

and travellers' information needs and how they may relate to travellers IT usage,

including IT selection, frequency/level and information searching sü'ategies.

Therefore, this study will not only fill a research gap, but also add important

information to help understand the factors that influence older adults' IT usage for

their vacations. Furthermore, it will add to the knowledge base of travel information

search literature by expanding it to include this increasing population.

Definitions

Since this study focuses on older adults, it is important to define "older adult"



Nevertheless, defining the "older adult" cohort accurately is not a simple task. People

often define older persons as those over 65 in chronological terms; however, some

people who are 80 years old might seem young and some people who are 50 years old

appeat very old according to their personal emotions, adjustment and attitude towards

their age (Hooyman & Asuman Kiyak, 1999).In addition, because different

researchers use different terms such as "seniors" (Czaja &.Lee,2003;Yan Harssel,

1995) and "older adults" interchangeably as well as employing a variety of cut-off

ages to define "older adults" or "seniors", such as "50 +" (Leavengood, 2001), "55 +"

(Filipczak, 1998; Wang & Fesenmaier,2004), "60 +" (Selwyn, 2004) and "65 +"

(Czaja &Lee,2003;Yan Harssel, 1995),the literature reflects enormous variability

and inconsistency. Faranda and Schmidt (1999) suggested that a starting age for

defining older adults could range from a low of 50 to a high of 65. It is also important

to note that the studies referenced in this thesis followed their own starting age to

defining "older adults", which is noted throughout.

For the pulposes of this study, the term "older adults" will be used with the

starting age of 55 +. The decision was based on the distribution of the age data for

respondents and is supported by a number of reasons. Firstly, Faranda and Schmidt

(1999) argued that the cut-off ages higher than 55 years (e.g., 65 +) are too resû'ictive

because they limit researchers' ability to compare older participants with their

younger counterparts in terms of travel interest, attitudes, activities and so on; that is,

they prevent researchers from knowing whether those travel interest, attitudes, etc.,

are common to adult travellers of all ages or unique to specific age groups such as



older adults aged 55 and older. Secondly, the 55 + cut-off age allows researchers to

assess the dynamic changes in the future aging travellers' travel behaviours. For

example, based on the statistics from Statistics Canada, by the year of 2016, Canada's

first-wave of baby boomers (born in 1946-1955) will reach 6I-70 years old, and the

second-wave (born in1956-1965) will reach 51-60 years old (McDougall, 1998).

Finally, Statistics Canada uses age 55 as a cut off for age categories such as 55-64,

65-74, and75-84 and so on to indicate aging Canadians (Statistics Canada, 2006).



Chapter II

Literature Review

Extensive research has been caried out to explore the fields of tourism,

Information Technology (IT) and gerontology respectively; however, less emphasis

has been placed on the interrelationship among these three fields. To begin to build

the connection, a number of topics are examined in this literature review, namely,

tourism and IT, tourism and older adults, and older adults and IT. After reviewing

these connections, other key consh'ucts will be explored to direct deeper

understanding of older adults' IT usage for their travel, including age, IT adoption

tlaits (e.g., Computer Self-Efficacy), IT usage (e.g., online information searching

strategies), and travel information needs.

Tourism & IT

DEFINITIONS OF IT

IT develops so fast that it is hard to make an accurate generulization of what

it fully entails. According to the definition from the North Dakota State Government

website, Information Technology means "the use of hard ware, software, services, and

supporting infrastructure to manage and deliver information using voice, data, and

video" (2005).

Since IT is such a broad term for tourism, practitioners within the tourism

industry usually nanow down the range of IT by considering IT as Internet

Technology only. It is reasonable to consider IT as Internet Technology, not only

because Internet Technology uses the same abbreviation (IT) but also it represents the



ûend of IT development. Normally, Internet is considered as "a completely open

communication platform that allows communication with existing or potential

customers, suppliers, financial institutions and other sources of information"

(Schertler & Berger-Koch, 1999, p.28).

IT DEVELOPMENT IN TOT]RISM

Although IT seems new to many people, IT has actually influenced tourism

for a long time. Originally appearing in the early 1960s, Computer Reservations

Systems (CRSs) were first introduced by Airlines to handle their inventories and

distribute tourism products (Werthner & Klein, 1999). Hotel chains and tour operators

also realized the benefits of CRSs and developed their own CRSs (Buhalis, 1998).

The CRSs dominated the tourism industry in the 1970s and the early 1980s until they

were expanded to Global Distribution Systems (GDRs) in the mid 1980s (Buhalis,

2003).

Since the mid 1980s, CRSs developed into Global Distribution Systems

(GDSs), corresponding to the trend of globalization (Werthner & Klein, 1999).

Compared to CRSs, GDSs expanded their geographical coverage and acted as the

"circulation system of the tourism products in the international market" (Buhalis,

2003, p.94). That is, GDSs connected different sections of the tourism industly such

as airlines, hotels chains and travel agencies and tour operators together and achieved

greater synergies (Buhalis, 1998). After that, the development of IT embedded firmly

into the Tourism industry and became an integral part of tourism development. Both

CRSs and GDSs have changed the structure of the tourism industry and boosted



tourism development; however, they had not completely reached their potential until

the electronic age embraced the introduction of the Internet and World Wide Web

(WWW) in the 1990s (Buhalis, 1998).

Intemet and WWW have many obvious advantages: firstly, they open a

window to both supply side and demand side of the tourism industry, facilitating

direct and close interaction; secondly, they speed up the process of information and

tourism products exchange and distribution between tourism providers and consumers;

thirdly, they reduce the operation cost of tourism enterprises, especially small and

medium-sized tourism enterprises (so that they can compete with their larger

counterparts); fourthly, they empower the consumers to communicate directly with

tourism enterprises in order to either require information or purchase tourism products

(Buhalis, 1998).As a result, Internet Technology dominates the whole tourism

industry now with its unparalleled advantages.

So what will be the next wave of technological evolution? Weithner and

Klein (1999) have identified the most significant technological development as

technological convergence, which is "the integration of hardware, software and

intelligent applications through networking and advanced user interfaces" (Buhalis,

2003, p.22).For example, several available technologies such as WAP @ireless

Application Protocol), Bluetooth, and Third-generation (3G) allow today's mobile

phones to access the Internet and to perform as mini-computers. The Ausralian

tourism information system "TlScover" actually has already achieved this goal by

providing its consumers with high quality of information access via their cellular



phones (Proll & Retschitzegger, 2000).

As mentioned above, the Internet Technology has networked the world in a

magical manner. It is anticipated that network will occur anywhere regardless of what

network it is (it can be a telephone network, a cable network or a wireless network).

People can just get access to one or more networks through one or more gateways

with different equipment such as TV, phone and computer and so on. A report from

the Information Tþchnology Association of Canada (2003b) stated that "access" has

become the new product. When focusing more specifically on tourism, it is

anticipated that people can access the information and receive services anytime

through the most convenient method such as mobile phone, laptop, and GPS and so

on from anywhere. That is, "the right information can be delivered at the right time to

the right user at the right cost" (Buhalis, 2003, p.22).

TOURISM DEVELOPMENT

Along with the development of IT the tourism industry is undergoing a

dramatic change from "old toudsm" to "new tourism". "Old tourism" still delivers

services to consumers in a traditional manner, which is characterized by "mass,

standardized and rigidly packed" tourism (Buhalis, 2003, p. 128). This kind of

tourism pays little attention to tourists'personal needs and lacks flexibility. However,

with the advance of the Intemet in the early 1990s, "new tourism" has been emerging,

providing its consumers with unique services in an innovative manner, This kind of

tourism is characterized as "flexible, segmented, customized and diagonally

integrated" with enormous attention to tourists'personal needs and choices (Buhalis,



2003, p. 128). Even though some consumers might still prefer the "old tourism", the

Internet Technology has changed the entire tourism industry so much that all kinds of

tourism will involve the Internet more or less. It is therefore reasonable to state that

the era of eTourism is coming already.

eTourism is characterizedby e-Commerce, which is defined as "frade that

actually takes place on over the Intemet, usually through a buyer visiting a seller's

website and making a tlansaction there" (Define and sell, 2000, p. 6). From this

definition, it is obvious that websites really play a crucial role in e-Commerce,

especially for those on-line brokers and direct suppliers. No matter if the travel

intermediary sells its ploducts on-line or not (i.e. traditional intermediaries), a website

has become the gateway to a company's bland, products and services, promoting this

company globally without any time limit.

e-Commerce is beneficial to electronic intermediaries; however, it also

imposes a critical issue to the traditional tourism intermediaries (i.e., travel agencies

and tour operators), which is the disintermediation of the tourism industry (Buhalis,

1998). That is, people will reach the direct suppliers and purchase tourism-related

products on line rather than relying on rraditional tourism intermediaries; but the

current situation shows that disintermediation is not as pervasive as it should be,

because the majority of current tourists use the Internet for collecting information and

planning their trips and book their tourism products off-line through traditional

intermediaries. For example, a survey released by NFO Plog Research in 2001

indicated that 93 percent of Web surfers visited Web sites when planning their



vacations, while only 54 percent of them agreed that online booking is a reliable

method (Lake, 2001), resulting in "too many lookers, too few bookers" (Buhalis, 2003,

p.126).

Research corectly predicted that tourism products would become one of the

most popular products for on-line purchasing, mainly including air tickets, hotel, car

rental, etc. (Buhalis, 2003). Weber and Roehl (1999) also anticipated that on line

shopping for travel products would increase as more people have access to the

Intemet and become more comfortable with on-line purchasing. The Intemet is not

Iikely to become the only medium for purchasing tourism-related products, however.

Based on the current situation of the tourism industry, it is evident that IT

empowers consumers (the demand side) to communicate directly with suppliers in

order to either inquire information or purchase Tourism ploducts on-line. Hence, the

development of the tourism industry actually is driven by the changes of consumers'

information searching, travel planning and tourism product purchasing behaviours

either on-line or off-line (Bjork & Guss, 1999; Buhalis, 2001).

Tourism & Older Adults

Van Harssel (1995) suggested that the mature market (people aged 50 and

over) is one of the most promising markets for leisure travel. Faranda and Schmidt

(1999) also indicated that aging consumers become a very attractive market for the

tourism industry "when one combines their greater economic well-being with their

escalating numbers, more independent living, and better overall health" (p. 4).

The size of the mature consumer market is well documented. Population

10



statistics from WTO showed that I07o of the world's population of 6 billion was 60

years of age and over in 1999, this percentage will double by 2050 (Dann, 2001). In

most developed countries, the older population is growing faster than the population

as a whole (Markson, 2003). The increase is even more evident in most Western

developed countries with their decreasing birth and mortality rates (McDougall, 1998).

In Canada, people who are 55 years of age and over made up 22percent of the total

population (Statistics Canada, 2006). As mentioned above, because baby boomers will

bejoining the 55+ age gloups over the next ten years, the percentage of older

population will reach a higher level since baby boomers make up one-third of

Canada's population in 1998 (McDougall, 1998). Therefore, as the baby boomers

enter this market, the potential for growth of the tourism industry is significant. As

well, their higher levels of education and incomes (two factors that positively

correlate with travel) will stimulate them to travel (McDougall, 1998; Van Harssel,

199s).

OLDER ADULTS' TRAVEL BEHAVIOIiRS

According to Homeman, Carter, Wei, and Ruys (2002), the reason that

people aged 65 and older have become an important tourism market segment is

because they have the discretionary income and time to travel. As well, other research

has shown that more than 60 percent of people who are over 50 years of age are in

good or excellent health and more than 75 percent of them consider tourism as one

important aspect of physical well-being, preventing them from poor health and social

exclusion (Dann, 2001). Hence, older adults like to and are able to travel; however,



knowledge about the travel behaviours of older adults is not being fully developed,

partly due to the stereotype held by the tourism industry that older travellers are a

uniform market segment (Horneman et a1.,2002; Van Harssel, 1995); but the fact is

that the older travel market is distinct, diverse and demanding (Van Harssel, 1995).

According to past studies, people aged 65 and older have the following

characteristics in regard to their travel behaviours: they are less likely to be interested

in seeking adventure-type holiday and tend to travel greater distances and stay away

longer than any other age groups (Horneman et a1.,2002). In addition, they like the

products that can keep them active and prefer traveling in groups (Van Harssel, i995).

Finally, they often are experienced travellers who tend to conduct less information

search than their younger counterpart (Fondness & Murray, 1999).

In terms of information search, research suggested that people aged 65 and

over usually engage in internal rather than external information search for their trips

(Javalgi, Edward, & Rao, 1992).Internal search refers to the information relrieval

from one's long-term memory, while external search means information search from

sources other than memory (Beatty & Smith, 1987). Older travellers use internal

information search because they have had past travel experiences. If their past

experiences cannot provide them with enough information, they will start searching

for external sources. Beatty and Smith (1987) divided the external travel information

into four categories: (1) personal (i.e., friends, family members), (2)

marketer-dominated (i.e., advertisements and promotions), (3) neutral (i.e., travel

agents), and (4) retailers (i.e., direct contacts). Research with adults who were 65

t2



years and older supported the cafegoization of external travel information sources.

For example, these older travellers were more likely to rely on the advice from

traditional travel professionals such as travel agents or trip coordinators when they

planned their vacations (Van Harssel, 1995). In addition, they like to get travel

information from reading promotional and informational literature as well as word of

mouth based on experiences of other people (Van Harssel, i995). Research with

adults who were 65 years and older also identified that for external travel information

sources, older people most highly prefer: print material (e.g., brochures, travel guides),

word of mouth and travel agents; then the mass media such as TV radio, and

newspaper (Horneman et a1.,2002). Their lowest preference was for the Intemet,

clubs and associations, reward programs, and non-travel magazines (Horneman et al.,

2002).

The results above showed that the Intemet is ranked as one of the least

preferred and used information sources. The reasons for non-adoption or less adoption

of the Internet as a valuable information source among past older travellers are

complicated, and are discussed in the following section. As the baby boomels age, it

is anticipated that they will be more likely to employ the Internet to gather travel

information, not only because they have higher education, but also the diffusion of the

Internet Technology will be at Internet speed and influence everybody's daily life in

every aspect (Buhalis, 2003).

OlderAdults & IT

Technical advances and the wide use of computer technology have made



Intemet access possible for a large number of people. Many commentators even stated

that the ability to use Information Technology is a prerequisite to be living in the

information age (Selwyn,2004). Comquest Research in 2001 reported that more than

two-thirds of Canadian adults have access to the Internet through home, work, school

or elsewhere (Information Technology Association of Canada IITAC], 2003a). For

those who access the Internet, 84 percent connect monthly and 67 percent connect

weekly (ITAC, 2003a).

Nevertheless, a long-lasting perception regarding the older population is that

people aged 55 and older cannot or will not learn to use computers and related

technology at all (Filipczak,1998). Many studies have proved that this is a

misconception. One study funded by Microsoft showed that 30 percent of older adults

between the ages of 50 and 79 in the United States own and use a computer

(I-eavengood, 2001). Filipczak (1998) also pointed out the computer market for adults

who are 65 years of age or over is growing, while the market for the younger

generation is stagnant. In terms of Intemet use, Leavengood (2001) stressed that just

like sophisticated users of all ages, older adults navigate the Internet and perfotm

many Internet-related tasks such as online banking, online shopping and information

searching. In Canada, the 55+ age group underwent an over 50 percent growth in

Internet use, becoming the fastest growing age segment of users (ITAC, 2003a).

Furthermore, people who are 65 years old and over and people who are 55 to 64 years

old account for 14 percent and25 percent of all Canadian Internet users respectively

(ITAC, 2003a). Therefore, it is obvious to conclude that older adults like to use



computers and the Internet. Many businesses have recognized this growing market.

For instance, Microsoft and Intel ffy to attract as many older buyers of computer

hardware and software as possible by supporting research on the older adult market.

Some other companies (Sageport, Sagevision, and lt's Never 2Late) also provide

programs and equipment to facilitate older people and people with disabilities using

computers and getting access to the Internet (Leavengood, 2001).

Despite the promising future of IT use and older adults market, older adults

are still part of the "digital divide". According to Wikipedia (online encyclopedia)

digital divide is defined as "the gap between those with regular', effective access to

digital technologies and those without" (2006). In order to close the gap among older

adults, the following two sections examine reasons for adoption or non-adoption of

IT.

REASONS FOR ADOPTION OF IT

Older adults who like to learn computer skills and about the Internet usually

recognize the benefits that IT brings to them. Two different studies conducted by

Czaja, Fisk, Hertzog, Rogers, Charmess, Nair, and Sharit (2006) and Czaja and Lee

(2003), which used "60 +" and "65 +" as cut-off ages respectively, have concluded

that one of the most obvious benefits is that IT promotes inclusion and connection.

For example, IT (i.e., MSN, Email, Chat room) can be employed as a communication

tool to keep in contact with family, friends, and their health care providers. In addition,

they can form connections with other older adults to receive support in difficult times.

Another important benefit is that IT promotes independence (Czaja et a1.,2006; Czaja



&.Lee,2003). For example, for those people who have disabilities or disease or lack

transportation, they can employ IT to manage their financial issues such as online

investment or online banking. As well, they can purchase a wide variety of goods

through online shopping. The third benefit is that IT expands employment

opportunities for older adults (Czaja &Lee,2003). Many older adults will go back to

the workforce after their retirement. Combining their many years of working

experience and computer skills, they are quite competitive in many industries. The

fourth benefit is that older adults can pursue continuing education through the Internet

(Czaja et aI.,2006; Czaja &I-ne,2003), which meets many older adults' needs and

respects some older adults'dignity because some older adults are reluctant to take

courses together with much younger students. Grodsky and Gilbert (1998) stressed

another potential benefit, which is that computer literacy and the Internet empower

people aged 65 years and older who have lived through most of the 20tl' century to

give back and share their wisdom and experience in an entirely new way.

Besides these benefits, many other factors contribute to the adoption of IT for

older adults' daily lives. Grodsky and Gilbert (1998) stated that some people aged 65

years and older wish to bridge the generation gap through learning new computer

skills. That is one of the reasons that older adults either purchase new computers or

inhelit older models from their children. Research by Selwyn (2004) also concluded

the following reasons based on respondents aged 60 and older: (i) family membets'

encouragement and peers' influence are main reasons for many older adults who learn

how to use a computer; (2) having a computer is an expected status symbol within
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many older adults' social network; (3) using IT has become some older adults'

primary interests and hobbies or a means to better their other leisure activities and

hobbies; (4) remaining active.

REASONS FOR NON-ADOPTION OF IT

Compared to the reasons for adopting IT, older adults tend to have more

reasons not to adopt IT in their daily lives, which include technical (Czaja &.Lee,

2003; Grodsky & Gilbert, 1998; Morrell, Dailey, & Rousseau,2003; Rogers & Fisk,

2003), biophysical (Filipczak, 1998; Hardy &.Baftd,2003; Mon'ell et al., 2003),

psychosocial (Leavengood, 2001; Selwyn, 2004) and socioeconomic barriers (Rogers,

2003; Selwyn,2004).

Technical Barriers:

Some older adults aged 65 and older do not even know how to turn on the

computer and some know the basics but still need more practical instruction (Grodsky

& Gilbert, 1998). Rogers and Fisk (2003) pointed out that usability of IT such as poor

system design is a less obvious reason for people aged 65 and older not to adopt IT

for their daily lives. For example, research with people aged 65 and older found that

technological failure of a computer and inconsistency of Web sites design distracts,

confuses, and frustrates older adults (Czaja &.Lee,2003). Many companies such as

Microsoft have put a lot of effort to form guidelines to develop a website; howevet,

many Web site designers just do not follow the guidelines, which results in

inaccessibility to many people aged 65 and older, especially those who have

age-related problems such as problems with vision, cognition, and motor skills and so



on (Morrell et al., 2003). As well, online booking that involves multiple steps might

frustrate older adults (Rogers & Fisk, 2003).

Biophysical Barriers:

Some older adults have difficulty seeing the screen clearly due to visual

problems @ilipczak, 1998). In addition, the hardware and accessories of a computer

can create a challenge to some older adults aged 65 and older (Monell et a1.,2003).

For example, the mouse is often hard to control, which includes moving too fast or

too slow, difficulty in double clicking, hitting and scrolling, especially for those who

have arthritis. Furthermore, the rapid progress of IT challenges the perceptual,

cognitive, and psychomotor abilities of some adults aged 65 and older due to their

aging brain (Hardy & Baird, 2003).

P sy chos oc ial B arriers :

Leavengood (2001) found that adults aged 50 and older who are novice

computer users have fears of being left behind and are usually challenged by new

technology. Selwyn (2004) concluded that many adults aged 60 and older are just not

interested in using Internet; however, they will use the phone to perform many daily

activities such as booking a hotel room or buying a flight ticket. One possible reason

derived from here is that some older adults do not consider telephone as part of IT.

Many perceive computers as "something to be used for its own sake rather than a

genuinely useful tool" as well as feeling lack of usefulness toward the Internet (pp.

375-376). Consequently, they see no need to use computers. Some adults aged 60 and

older do not associate computers with their leisure activity. They prefer information in
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the paper form rather than electronically. Many people aged 60 and older wanted to

adopt the technology originally; however, they were frustrated by some technical

difficulties and gave up. Furthermore, they consider using a computer as another

hobby or activity they will not be interested in their later life (Selwyn, 2004).

S ocio e c onomic B arriers :

Costs of a computer and the Internet have been cited by some adults aged 60

and older who cannot afford the expense of buying a computer and pay a monthly fee

to get access to the Internet (Selwyn, 2004). Typically the workplace is a key site for

people to learn how to use computers and most North Americans use the Internet from

their employers or educational institutions (Rogers, 2003). Therefore, after retirement,

many adults do not have the income and place to suppofi their access to IT or they

may have lacked exposure in the workplace (Selwyn,2004).

Basically, many adults aged 60 and older have a recurring sense of

ambivalence toward IT (Selwyn, 2004). That is, they admit that IT (mainly referring

to computer and the Internet) is really magical in nature, but they also find that IT is

not really suitable to their lives. Besides these barriers, an interesting finding

suggested that there may be deeper reasons behind the adoption or non-adoption of IT.

Selwyn (2004) found that many of his interviewees could be classified as "lapsed

users", which are those people who had "previously used a computer at earlier times

in their life but now were not doing so" (p. 376). Thus, researchers must accept the

fact that IT is "not universally attractive to, or universally needed by, older adults"

unless the practical and psychological barriers have been removed (Selwyn, 2004, p.
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382).

OLDER ADIILTS' ONLINE INFORMATION SEARCHING BEHAVIOURS

Using the Internet involves information searching, a major task in which

people usually engage. Recent research by Buhalis (2003) and Weber and Roehl

(1999) indicated that online travel planners and online travel purchasers are more

likely to be people younger than 55 years of age and older than 24 years of age

respectively. Nevertheless, information searching is a skill that needs to be learned

and developed and has been found to pose some difficulties for adults who are 55

years of age and older. As well, information searching is a complex process and places

demands on "cognitive abilities such as working memory, spatial memory, reasoning,

and problem solving" (Czaja &Lee,2003, p. 126). One question arises: to what

degree do older adults experience difficulty in searching information in the Internet

and WWW when compared to their younger counterparts? Three interesting findings

are presented below.

Findings from MacKay and Smith (2006) suggested that age differences do

occur when older people aged between 60 and 75 and younger people aged 18 and25

were asked to recall typical text-based information used in destination advertising;

that is, younger people outperformed their older counterparts. However, Smith and

MacKay (2001) found that age differences do not occur when older people and

younger people were asked to recall information from unfamiliar pictures (visual

-based) used in destination advertising, suggesting that older people and younger

people may process pictorial information in the same manner.

20



The second finding from Hardy and Baird (2003) indicated that one age

difference between younger people (the cohort of 1960) and older people (the cohort

of 1930) is their processing speed - the younger one is, the shorter time (on average)

it takes. Age is not the only predictor of speed; however, skill is also a crucial

predictor of speed, which may buffer the decline that is associated with aging. For

example, research found that an experienced older typist aged 60 and older will

perform as good as a younger skilled typist aged either 30 or 45 years when

considering speed as the only criterion (Bosman, 1993).

The third finding of note is that when comparing the performance of younger

and older (65 +) experienced adult Web users, the number of searching strategies was

quite similar for both groups; however, the younger group conducted advanced

searches more often than the older group, while the older group relied more on system

tools such as an online encyclopedia (Rogers & Fisk, 2003).In terms of searching

strategies, people usually tend to use a combination of analytic (goal driven) and

browsing (data driven) strategies when searching the WWW (Czaja &.Lee,2003).

Since many older adults are novice users, they usually tend to adopt browsing

strategies more often, which could result in distraction, confusion, frustration, and

cognitive overload, etc.

The kind of information older adults usually search is also a valuable topic to

research. A study conducted by SeniorNet and Charles Schwab & Co. in 1998

provided two useful lists: top 5 Internet activities performed and top 5 Web sites

visited by adults aged 50 and over. The top Internet activities were: (1) exchanging
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email with family and friends (727o); (2) researching a particular issue or subject

(597o); (3) accessing news or current events (53Vo); (4) researching vacation or travel

destination plans (477o); and (5) accessing local or regional weather information

(437o). The top five Web sites were: (1) search engine Web sites (557o); (2) news or

current event-related sites (527o); (3) hobby specific sites (4IVo); (4) health-related

sites (39%); (5) investment sites (38%o). These two lists reinforce emailing and getting

on the WWW as primary ways to generate older adults'interest in adopting IT

(Filipczak, 1998).

Based on the above review of literature of these fields, commonalities can be

identified. Firstly, older adults are a major growing market for both the computer

market and the tourism market. Secondly, travel is related to older adults'health and

prevents social exclusion, while IT promotes inclusion and independence. Thirdly,

older adults who do not use computers and the Internet tend to have lower education

and income levels, disabilities and/or live in rural areas (Czaja &Lee,2003).

Likewise, older adults who do not travel have similar characteristics. Fourthly, future

older adults (i.e., baby boomers) represent similar market growth potential for both

the tourism and IT fields.

In summary, there is an opportunity for research to shed light on this

important travel market segment and to concentrate more on cuffent older adults'IT

usage for their vacation planning. Therefore, the following section tries to bring focus

to this interesting and promising area of study through further exploring several key

consûucts, including age, IT adoption traits, IT usage (i.e., online information



searching strategies), and travel information needs.

Age (Beldona, 2005; Lin, 2003; Rogers, 2003) and IT adoption traits such as

personal innovativeness in information technology (PIIT) (Agarwal & Prasad, 1998;

Thatcher & Perrewe, 2002), computer self-efficacy (CSE) (Compeau & Higgins,

I995a;Czajaetal.,2006; Laguna & Babcock,2000; Thatcher & Perrewe, 2002) and

computer anxiety (CA) (Czajaetal.,2006; Laguna & Babcock,2000; Thatcher &

Perrewe, 2002) are key constructs that occupy many researchers' attention in tetms of

people's IT usage (i.e., adoption, searching strategies). An examination of relevant

literature on the relationships of age, IT adoption traits and IT usage, age and IT usage

therefore is warranted. In addition, some researchers have considered employing a

need-based approach to facilitate understanding of travellers' online behaviours

(Wang & Fesenmaier,2004; Vogt & Fesenmaier, 1998).

Age, IT Adoption Tfaits & IT lJsase

Researchers have found that stable situation-specific individual traits such as

personal innovativeness in IT (Agarwal & Prasad, 1998) and dynamic

situation-specific individual traits such as computer self-efficacy (Compeau &

Higgins, I995a; Czaja et al., 2006; Laguna & Babcock, 2000) and computer anxiety

(Czaja et aL.,2006; Laguna & Babcock, 2000) are related to people's adoption of IT.

Before describing the relationship among these IT adoption traits, IT usage and age, it

is necessary to define the relevant terms.

Definitions

Personal Innovativeness in Information Technology (PIIT): "the willingness of an
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individual to try out any new information technology" (Agarwal & Prasad, 1998, p.

206).

Computer Self-Efficacy (CSE): individuals' judgment about their capabilities to

perform computer-related tasks in different situations (Compeau & Higgins, 1995).

People who have high CSE are more likely to have positive perceptions towards IT

and more frequent use of IT (Compeau & Higgins, 1995).

Computer Anxiety (CA): "anxiety about the implications of computer use such as the

loss of important data or fear of other possible mistakes" (Thatcher &Penewe,2002,

p. 383).

Findings

Researchers have found that computer anxiety is negatively related to

computer self-efficacy (Thatcher & Perrewe, 2002); that is, the higher CA an

individual possesses, the lower CSE the person manifests. Thatcher and Perrewe

(2002) also found that personal innovativeness in IT (PIIT) is positively related with

CSE, while it is negatively related with CA. That is, the higher PIIT an individual

possesses, the higher CSE the person manifests and the lower CA the person displays,

and vice versa. More specific to IT usage, one concept is introduced, which is

perceived ease ofuse. Perceived ease ofuse was defined as "the degree to which

computer technology is perceived as relatively easy to understand and use" (Igbaria &

Iivari, 1995, p. 595). Igbaria and Iivari (1995) found that CA is negatively correlated

with perceived ease of use of IT, which directly influence people's IT usage; while

CSE is positively correlated with perceived ease of use and thereby IT usage.
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Whether age differences are related to these IT adoption traits has also drawn

research attention. Czaja et al. (2006) pointed out that computer anxiety and computer

self-efficacy would partially mediate age differences in technology adoption. Their

study (the sample recruited 1,204 individuals ranging in age from 18-91) showed that

the older adults (60-91 years) indicated more computer anxiety and lower computer

self-efficacy than did younger (1 8-39 years) and middle-aged adults (40-59 years).

Also, they reported that the middle-aged adult groups had lower computer

self-efficacy and more computer anxiety than their younger counterpart. Laguna and

Babcock (2000) had similar results from their study (the sample included 141

individuals aged 18 to 87) and concluded that age was positively correlated with

computer anxiety and negatively correlated with computer self-efficacy. More

specifically, older age is associated with lower computer self-efficacy and higher

computer anxiety. In terms of PIIT, Agarwal, Sambamurthy and Stair (2000) indicated

that people who are high in PIIT are more confident in their capability to use a new

technology, which supported the findings from Thatcher and Perrewe (2002) in terms

of the relationship between PIIT and CSE. Whether PIIT changes with a person's age

or not, however needs to be explored further.

Aee & IT Usaee

The "Older Adults & IT" section provided an overview of older adults' IT

usage, this section specifically addresses age influence issues in more detail.

Cohort Differences in IT Usage and Online Travel Information Search

Even though the computer market for people aged 50 and older is growing
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@-commerce News, 2000), one study conducted by Beldona (2005) found that the

highest increase in Internet penetration and computer ownership is still in the

youngest Generation X cohort (196I - 1981) compared to the baby boomers and older

adults cohorts (people aged 53 and older). However, the E-commerce News (2000)

study results showed that people who are 45 to 60 years old use the Internet more than

their college-age counterparts in terms of frequency, time, and level (i.e., check out

more pages), which once again challenged the widely held belief that older people are

technology laggards (at least in North America).

In terms of online travel information search, Beldona (2005) found that an

age effect, which was defined as "changes caused by the natural aging process or any

changes pertinent to the age characteristics of that cohort" (p. 136), does not exist

among different age groups after employing both cross-sectional and longitudinal

cohort analysis methods. However, the study did find a moderate cohort effect, which

was defined as "change due to behaviour as a result of the inherent characteristics

built around the experiences of the cohorts" (p. 136).

Ape Dífferences in Online In-formation Search Strateeies

As mentioned in the "Older Adults & IT" section, people usually engage in

both internal and extemal information search for their trips. Peterson and Melino

(2003) characterized external information search as consisting of "(1) prepurchase,

goal-directed, or problem-solving activities, and (2) continuous, regular, general, or

ongoing activities" (p. 102). As one external information source, the Internet also

consists of similar information search strategies. Czaja and Lee (2003) suggested that
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people usually tend to use a combination of analytic (goal-driven) and browsing

(data-driven) sffategies in searching the WWW. Analytic strategies are careful

planned, goal driven, deterministic, formal and discrete, and ate "most appropriate

when information seeking is highly time sensitive" (Marchionini, 1995, p.73) such as

searching flight schedule. Browsing strategies are opportunistic, data driven, heuristic,

informal and continuous, which depend on recognizing relevant information that is

more interactive (Marchionini, 1995). For example, to gain a brief understanding

about the destination, travellers might search general infotmation such as culture,

restaurant, and currency and so on. Usually, expert information seekers will employ

analytic strategies, while novice information seekers will employ browsing strategies

because they usually demand a smaller cognitive load at the beginning (Marchionini,

199s).

Some research suggested that people aged 61 to 85 are more likely to employ

browsing strategies because they require longer reactions (Lin, 2003); and typically

have some difficulty in acquiring new skills (Czaja & Lee, 2003) because analytical

strategies are more difficult to learn than browsing strategies (Marchionini, 1995).

Also these older adults generally may have less domain knowledge than their younger

counterpart (Lin, 2003; Czaja &.Lee,2003). Nevertheless, Marchionini (1995) also

found that people prefer using browsing strategies regardless of their age because they

generally consider that analytical strategies are in general more difficult to learn. As

Hardy and Baird (2003) suggested, skills can buffer the processing speed declines that

are associated with aging. Once older adults master the analytical skills, whether age
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will influence travellers' online information searching strategies has not been fully

understood yet.

Even though browsing strategies are associated with novice information

seekers and can cause distraction, confusion, frustration, and cognitive overload

(Marchionini, 1995), browsing strategies are not always negative for Internet surfers.

Hoffman and Novak (1996) suggested that Internet-based information search can be

characterized as specific information search (extrinsically motivated, instrumental

oriented, situational involvement, utilitarian benefits sought, goal-driven) and general

information search (intrinsically motivated, ritualized oriented, enduring involvement,

hedonic benefits sought, non-goal-directed). Browsing strategies have similar

characteristics to general information search; therefore, it is reasonable to anticipate

that people use browsing strategies to search general information and in order to meet

their needs such as hedonic recreation or entertainment (Holbrook & Hirschman,

I9SZ). This assumption is reasonable because browsing strategies are particularly

effective for information that is interdisciplinary and when people try to gather

overview information about a topic such as travel destinations (Marchionini, 1995). In

a previous example, one study (E-commerce News, 2000) showed that people who are

45 - 60 years old used the Internet more than college-age counterparts in terms of

frequency, time, and level. In this case, browsing strategies must have certain

advantages that can meet their certain needs (psychological, social or hedonic needs).

Therefore, whether age is related to travellers' different online information search

strategies is an interesting topic to be further explored.
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TFavellers'Needs & Their IT l-Isage

Wang, Yu and Fesenmaier (2002) proposed a conceptual model to better

understand online community member needs within the context of a travel community,

introducing three different constructs - functional needs, social needs, and

psychological needs. Wang and Fesenmaier (2004) further developed this model by

adding one more important construct - hedonic needs to capture the entertainment and

fun aspect of online experience. A brief review regarding these four constructs is

provided below.

Functional needs: These needs are met when people conduct specific activities within

the context of the Internet, including searching relevant product information such as

flight information, identifying choices and making product-related decisions (Vogt &

Fesenmaier, 1998;Wang & Fesenmaier,2004). Functional needs are goal-driven and

therefore crucial to information searching and decision making (Vogt & Fesenmaier,

1998).

Social needs: Travellers' social needs can be summarized as one word -

communication (Wang & Fesenmaier,2004). That is, people can use the Internet to

communicate with anybody regardless of time and geography since one of the most

widely recognized capabilities of the Internet is its interactivity (Peterson & Merino,

2003).

Psychological needs: Travellers'psychological needs can be met if they join an online

travel community (Wang & Fesenmaier,2004), which provides opportunities for

travellers to meet people from all over the world and share their stories. In this case,
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people will develop a sense of belonging, affiliation and make the community a part

of their lives (Wang & Fesenmaier,2004).

Hedonic needs: Travellers can be viewed as "pleasure seekers engaged in activities

which elicit enjoyment, entertainment, amusement, and fun" when they participate in

different kinds of online activities such as joining an online community, watching

online travel videos, seeking relevant pictures and so on (Wang & Fesenmaier,2004,

p.263).

More specifically focusing on online information search behaviours, Wang

and Fesenmaier (2004) suggested that fulfilling travellers' functional needs is more

related to concrete goal-oriented tasks such as looking for specific information.

Analytical strategies are also goal-oriented, so it is reasonable to associate these kinds

of online searching slrategies to travellers' functional needs.

Wang and Fesenmaier (2004) also found that people's social, psychological,

and hedonic needs are usually associated with interactive activities within the context

of the Internet. Vogt and Fesenmaier (1998) supported this finding and believed that

other needs such as hedonic needs do exist and are also important to the information

search process. Furthermore, Vogt and Fesenmaier (1998) pointed out that one

important aspect of hedonic needs is "searching and processing information as a

leisure pursuit, a hobby, or an experiential form of entertainment and pleasure" (p.

558). These hedonic needs when associated with information searching strategies,

particularly browsing strategies (general information search), reflect many similar

characteristics such as intrinsic motivation, non-directed search, and hedonic benefits
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sought.

When studying the relationship between age and different needs within the

context of the Internet, Wang and Fesenmaier (2004) found that the younger groups (<

20,2T to 30, and 31 to 40) attach greater importance to all four needs than their older

counterparts (56 and older); however, another study found that hedonic needs

increased with age (Vogt & Fesenmaier, 1998), which may reflect older travellers'

high degree of travel experience (internal search preference) and use of the Internet to

achieve fun, entertainment and enjoyment instead.

Based on the literature review a number of research gaps and questions can

be identified to explore possible relationships among age, IT adoption traits, traveller

needs, and IT usage in travel behaviour. The primary purpose of this study is to

investigate how older adults use information and specifically information technology

(IT) to plan and experience their vacations. More specifically, the study aims to

explore the connections among age, IT adoption traits and travellers' information

needs and how they may relate to travellers IT usage, including IT selection,

frequency/level and information searching strategies. The review of related literature

resulted in the development of a conceptual framework illustrated in Figure 1.

Research Ouestions

In the context of vacation planning behaviour and based on the conceptual

framework, the main research question is:

How are age and IT adoption traits related to people's IT usage within the



context of vacation planning? More specifically:

(1) How is age related to:

(a) travellers'IT selection for vacation planning?

(b) travellers'IT usage in terms of frequency/level?

(c) travellers' information searching strategies (analytic-goal driven & browsing-data

driven) in terms of online information searching behaviours?

(2) How are IT adoption traits related to:

(a) travellers' IT selection for their vacations?

(b) travellers' usage in terms of frequencyllevel?

(c) travellers'information searching srategies (analytic-goal driven & browsing-data

driven) in terms of online information searching behaviours?

The next chapter will outline the method used to address the research

questions.

Figure 1: Conceptual Framework

IT Usage
(Selection)

(Frequency/Level)
(Information Searching Strategies)

Computer Anxiety

Computer Self-Effücacy

Personal Innovativeness in IT
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Chapter III

Method

This exploratory study was designed to investigate the factors that are related

to travellers' IT usage for their vacation planning. Since this study is part of the broad

study - "IJnderstanding the Impacts of Information Technology (IT) on the Vacation

Experience", the method chapter includes sections that outline the research design,

sampling, data collection that reflect the larger study, as well as measures and data

analysis employed to meet the purpose of this specific study (Older Adults'

Information Technology Usage and Travel Behaviours).

Research Design

A panel (longitudinal - over two years) survey research design with a

self-administered questionnaire was used to gather the data. A panel study can help

researchers gather information from the same sample over time, which has more

explanatory power to keep track ofrespondents'attifude and behaviour changes

(Fowler, 1993). Nevertheless, a panel study is more complex, time consuming, and

costly than other research designs such as cross-sectional research (Fowler, 1993;

Vogt & Stewart, 200I). The survey research design also followed procedures

recommended by Dillman (2000), such as postage-paid return envelopes, incentive

prizes, and reminders to participants.

Self-administered questionnaires enable respondents to complete the

questions at their own pace and ensure confidentiality, which represents an important

aspect of data collecting (Dillman, 2000). Nevertheless, one drawback with the



self-administe¡ed questionnaire is that some respondents try to complete the survey as

quickly as possible without thinking about which answer they really want to choose,

potentially guiding researchers to make an incorreclinaccurate judgment (Dillman,

2000). For both the main study and this specific component, researchers developed

questionnaires that ensure respondents spend fewer than 15 minutes to complete them,

which may offset this negative aspect of the self-administered questionnaire.

Sample

The study employs a non-probability sample of Canadian leisure travellers.

Participants were recruited from lists of individuals (e.g., phone and web travel

information requesters) provided by a provincial tourism marketing agency, a

provincial government tourism department, and Parks Canada (N = 1,026). These

individuals who consented to be contacted for research purposes are residents of

Canada and 18 years of age or older. After screening for the above residency and age

requirements and cleaning the incomplete or incorrect addresses, a total of 732

possible participants received the initial questionnaire and were requested to be a

panel member. Three hundred and thirty one (n=331) respondents completed the first

survey in the fall of 2005, representing a response rate of 457o.

The non-probability sample is appropriate for the broad study because it is

inexpensive and less time-consuming compared to probability sampling (Levy &

Lemeshow, 1999).In addition, since the study does not attempt to make a precise

statistical generalization to the larger population, employing the non-probability

sample is a better way to gather people's viewpoints (Fowler, 1993). However,
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common disadvantages of a non-probability sample include a lack of control for

researcher bias in selecting subjects, and difficulty in predicting the pattern of

variability (Singleton & Sffaits, 1999).

Data Collection

The study used a self-administered questionnaire to gather data. Informed

consent was obtained by outlining the nature of the research (purpose of the research,

research procedure, compensation, confidentiality and voluntary participation) when

distributing the initial surveys and panel request form to participants.

In order to increase the response rate, this study involved two stages using a

mixed-mode approach to distribute questionnaires: traditional mail survey (first

questionnaire) and traditional mail and Internet survey (multiple follow-up

questionnaires and/or vacation trip diaries administered at a predetermined time

interval such as 3 - 4 months) (Dillman, 2000). In the first stage, the first

questionnaire asked respondents questions regarding their travel behaviour,

information search, IT use, and socio-demographic information (gender, education,

income, marital status, and age) as well as their upcoming trips. By asking for

respondents' email address, the second stage can thereby use these email addresses to

distribute and receive the follow-up questionnaires/trip diaries, which partly saves the

study cost. The traditional mail was still used for those people who did not provide

their email addresses. In the second stage, quarterly monitoring questionnaires

continue to ask respondents questions regarding their upcoming trips, information

sources used (traditional andlor Internet), IT use and information searching strategies.
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Within the context of the main study, this research is part of the quarterly monitoring

questionnaire process, and will focus on specific, select questionnaire items.

Measures

Based on the research questions, age, IT adoption traits, and IT usage

(selection, frequency/level, and information searching strategies) are the three sets of

response variables of interest. Since this specific study (Older Adults' Information

Technology Usage and Travel Behaviours) is part of the larger study, it is necessary to

note that the question regarding age (one important factor related to travellers' IT

usage) was embedded in the initial questionnaire as year of birth.

In terms of IT selection and usage, a series of open-ended and close-ended

questions about their Internet experience have been incorporated into the monitoring

questionnaire. The first question (Which of the following equipmenlservices do you

cunently have available to you?) provides a list of available information technologies

such as cell phone, digital camera, desktop computer, laptop and so on. The second set

of questions includes one filter question (In the past 4 months, have you used the

Internet for personal and/or work reasons?). If respondents choose "yes", they are

asked questions related to the Internet usage in terms of wireless Internet access, place,

and frequency. Ifrespondents select "no", they can skip to the next set of questions,

which ask respondents' perception of their use of technology and the Intemet as well

as ownership of technology compared to their friends. These items are measured on a

7-point scale (1=low; 7=high).

Additional measures specific for this study (Older Adults' Information
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Technology Usage and Travel Behaviours) were included to obtain information about

respondents' online travel information searching strategies (analytical strategies and

browsing strategies) and IT adoption traits such as computer anxiety, computer

self-efficacy and personal innovativeness in information technology (PIIT). Based on

previous measure development (Agarwal & Prasad, 1998; Compeau & Higgins, 1995;

Heinssen, Glass, & Knight, 1987; Vogt & Fesenmaier, 1998), several closed-ended

questions related to the research questions on IT adoption traits and information

searching strategies are used in the monitoring questionnaire (see Appendix A) to

gather the data.

The remaining response variables needed to operationahze the conceptual

framework include: (1) computer anxiety (CA); (2) computer self-efficacy (CSE); (3)

personal innovativeness in information technology (PIIT); and (4) online information

searching strategies (analytical strategies and browsing strategies).

Computer anxiety (CA) was measured based on the Computer Anxiety Rating

Scale developed by Heinssen et al. (1987), which includes the following four items in

Table 1, rated on a7-point agree-disagree scale. Compeau and Higgins (1995b) have

considered these items as the best standard to measure computer-related anxiety

because they have reported composite reliabilities ranging from of 0.92 (Compeau,

Higgins, & Huff, 1999) to 0.87 (Compeau & Higgins, 1995b). In addition, Thatcher

and Perrew e (2002) reported a composite reliability of 0.94 for their study.
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Table 1: ComputerAnxiety

1. I feel apprehensive about using computers.

2. It scares me to think that I could cause the computer to destroy alarge amount of

information by hitting the wrong key.

3. I hesitate to use a computer for fear of making mistakes that I cannot conect.

4. Computers are somewhat intimidating to me.

Note: Scale 1=Strongly Disagree; 7=Strongly Agree

Computer Self-Efficacy (CSE) was measured on a 1O-point scale developed

by Compeau and Higgins (1995), which includes 10 items assessing the magnitude

and strength of respondents' ability to use an unfamiliar computer software package

for work (see Table 2). These questions involve two steps: firstly, respondents indicate

whether the statement is applicable to them or not; secondly, they assess their levels

of confidence in the ability to perform tasks if they indicated the statement was

applicable to them. When using this measure, researchers have reported reliabilities

ranging from 0.95 (Compeau & Higgins, I995a) to 0.91 (Agarwal & Karahanna,

2000). In addition, Thatcher and Perrewe (2002) reported a composite reliability of

0.93 for the CSE measure in their study. Since the context for this study is not work,

the word'Job" was changed to "task".
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Table 2: Computer Self-Effîcacy (CSE)

I COIJLD COMPLETE THE JOB USING THE SOF|WARE PACAKAGE...
1. . . .if there was no one around to tell me

what to do as I go.

YES - Scale (1 - 10)

NO

2. ...if I had never used a package like it before. YES - Scale (1 - 10)

NO

3. ...if I had only the software manuals for reference. YES - Scale (1 - 10)

NO

YES - Scale (1 - 10)

NO
4. ...if I had seen someone else using it before

trying it my self.

5. ...if I could call someone for help if I got stuck. YES - Scale (1 - 10)

NO

6. ...if someone else had helped me get started. YES - Scale (1 - i0)
NO

7. ...if I had a lot of time to complete the job for which the YES - Scale (1 - 10)

software was provided. NO

8. . . . if I had just the built-in help facility for assistance. YES - Scale (1 - 10)

NO

9. ...if someone showed me how to do it first. YES - Scale (1 - 10)

NO

10. if I had used similar packages before this one YES - Scale (1 - 10)

to do the same job. NO

Note: Scale l=Not at all confident; 5=Moderately confident; l0=Totally confident
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Personal Innovativeness in Information Technology (PIU) was measured on

a 7-point scale developed by Agarwal and Prasad (1998), which includes four items

assessing respondents' propensity to experiment with existing and new information

technologies (see Table 3). Agarwal and Prasad (2000) reported a composite

reliability of 0.87 for the scale.

Table 3: Personal Innovativeness in IT (PIIT)

1. If I heard about a new information technology, I would look for ways to

experiment with it.

2. Among my peers, I am usually the first to try out new information technologies.

3. In general, I am hesitant to try out new information technologies.

4. I like to experiment with new information technologies.

Note: Scale 1=Strongly Disagree; 7=Strongly Agree

Online information searching strategies (analytical strategies and browsing strategies)

were measured using a 7-point information need scale developed by Vogt and

Fesenmaier (1998), which has a strong reliability coefficient (alpha = 0.82). Based on

previous research, analytical strategies are more related to functional needs (Wang &

Fesenmaier, 2004), while browsing strategies are more relevant to hedonic needs.

Vogt and Fesenmaier's (1998) information need scale has corresponding items to

address these two needs (see Table 4).
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Table 4: Information Need Scale

F
U
N
C

T
I
o
N
A
L

Knowledge:
1. Learn about unique events. 2. Be well-informed.

3. Learn about prices. 4. Know about highlights

Utility:
1. Find bargains. 2. Get a good deal

Efficiency:
1. Locate information that is concise.

2. Be prepared for all aspects.

3. Locate best available information.

Uncertainty:
1. Reduce the likelihood of disaster.

2. Reduce likelihood of being disappointed.

H
E

D
o
N
I

C:

Emotional:
1- Excite myself about travel.

2. Be entertained.

3. Excite myself with unique cultures

Sensory:
i. "Hear" the sounds of the ocean.

2. "Smell" the fresh air.

3. "Taste" those foods I discover.

Experiential:
1. Experience the local culture.

2. Realize experiences that I think about.

Phenomenology:

1. Understand the personality of a community.

2. Wonder about daily life of area.

Note: Scale l=Low; 7=High

Data Analvsis

Quantitative data from close-ended questions were analyzed using SPSS 15.0

(Statistical Package of Social Science) in two stages to answer the research questions.

Firstly, descriptive statistics were run on all measures to describe respondents,

including demographic variables derived from the initial questionnaire and the IT

variables of interest in this study (i.e., equipment access, Internet usage, travel

information search and purchase behaviours, perceptions of use of technology and the
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Internet as well as ownership of technology compared to their friends). In addition,

descriptive results of the scales for computer anxiety (CA), computer self-efficacy

(CSE), personal innovativeness in information technology (PIIT) and information

needs (online information searching strategies) are reported. Frequencies were

calculated to show the distribution of these responses and obtain a brief profile of

respondents, while means and standard deviations describe results of scale data.

Secondly, to address the research questions, analyses were conducted to test

the relationships between study variables of interest based on the level of data. In

addition, correlation was used to test the relationships among variables relevant to

people's IT usage; for example, age and CA, CA and CSE, PIIT and CSE. More

specifically, analyses were employed for each sub-question noted below.

For research question (1a) "How is age related to travellers' IT selection for

vacation planning?", t-Tests analyses were used to analyze the relationships between

age and type of IT used (i.e., cell phone, digital camera, PDA, laptop, desktop

computer, GPS, IPod,/lvIP3 and so on).

For research question (2a) "How are those IT adoption traits related to

travellers' IT selection for their vacations?", t-Tests analyses were used to analyze the

relationships between each of those IT adoption traits (i.e., CA, CSE, and PIIT) and

type of IT used (i.e., cell phone, PDA, laptop, desktop computer, GPS,

I-PodlMP3/IvIP4, etc. ).

For the research questions (1b) and (2b) (how are age and those IT adoption

traits related to travellers' IT usage in ternzs of frequency/level?), multiple regr'ession



was used to detect how age along with IT adoption traits (e.g., CA, CSE, and PIIT)

are related to participants' frequency of IT use (how ofTen are yott going online during

a typical week?) and level (number of select available IT equipmenlservices such as

cell phone, PDA, laptop, desktop computer, GPS, IPodlMP3, etc.) respectively. The

purpose of the multiple linear regression analyses was to understand the relative

amount of contribution of each of those variables (age, CA, CSE, and PIIT) to the

frequency and level ofIT usage.

Similarly, for the research questions (1c) and (2c) (how are age andthose IT

adoption traits related to travellers'information searching strategies in terms of

online information searching behaviours?), multiple linear regression was again used

to investigate how age along with those IT adoption traits (e.g., CA, CSE, and PIIT)

were related to participants' online information searching strategies (analytic-goal

driven & browsing-data driven). That is, the regression analyses were used to

understand the relative amount of contribution of each of those variables (age, CA,

CSE, and PIIT) to the respondents'employment of online information searching

strategies as measured by the information needs scales (e.g., functional and hedonic

needs).
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Chapter IV

Results

This chapter provides a detailed description of the results. Since the specific

study was part of alager study, the results are focused on select variables relevant to

the research questions. Four sections are presented: 1) survey response; 2) respondent

characteristics; 3) descriptive analysis ofresponses to the survey; and 4) analysis of

results to address the research questions.

Survev Response

Questionnaires were distributed and returned during a ten-week period from

early January to middle March in2007. As mentioned in the last chapter, 331

Canadian leisure travellers responded to the initial questionnaire included in the larger

study; however, some respondents decided not to continue participating in this study

as a long-term panel member. As a result, 3I2 web and paper questionnaires were sent

out and 222 were returned by the end of the ten-week period, representing a response

rate of 7 I .2Vo. More specifi cally, I23 out of 168 web questionnaires were returned,

representing a response rate of 73.2Vo and99 out of I44 paper questionnaires were

returned, representing a response rate of 68.87o in the paper format (see Table 5)'

Table 5: Response Rate by Questionnaire Format

Number Distributed Number Returned Response Rate

Web 168 r23 73.27o

Paper IM 99 68.87o

Total 312 222 71.27o



Respondent Characteristics

More than half of the respondents were female (53.6%o), and most of them

were married/living common law (82.5%o), followed by 17.57o who reported single

status (see Table 6).

Table 6: Sex and Marital Status of Leisure T[avellers

Variable Percentage

Sex

Male

Female

Total

Marital Status

Maniedlliving Common Law

Single

Total

46.47o

53.67o

I007o

82.5Vo

17.57o

700Vo

103

II9

222

179

38

217

Table 7 displays the education levels for the Canadian leisure travel

respondents. The majority of respondents (75.a%o) have post secondary

certificate/diploma and university degree(s), making this a highly educated $oup.



Table 7: Highest Education Level of Leisure TFavellers

Education Percentage

0 to 8 years

Some secondary (high) school

Graduated from high school

Some post secondary

Post secondary certificate/diploma

University Degree(s)

Total

0.97o

3.37o

9.8To

I0.7Vo

30.7Vo

44.17o

I007o

2

7

2I

23

66

96

215

Employment status and total household income before taxes and deductions

are presented in Table 8. Two-thirds of the respondents (66.27o) were employed

full-time (48.57o) part-time (7.4%o) or self-employed (10.37o),followedby 27.97o who

were retired and 0.SVo who were unemployed. In terms of household income, almost

half of the respondents (48.67o) have $80,000 or over, making them a high income

group.
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Table 8: Employment Status and Income Levels of Leisure TFavellers

Variable Percentage

Employment Status

Self-Employed

Homemaker

Unemployed

Employed full-time

Student

Employed part-time

Retired

Total

Household Income

Less than $20,000

$20,000 -39,999

$40,000 - 59,999

$60,000 -79,999

$80,000 -99,999

$100,000 - 149,999

$150,000 - r99,999

$200,000 or more

Total

10.37o

3.47o

0.57o

48.5%o

2.07o

7.4Vo

21.970

1007o

2.47o

12.07o

13.97o

23.17o

16.87o

25.ÙVo

5.8Vo

I.07o

I007o

2T

1

i

99

4

15

57

204

5

25

29

48

35

52

T2

z

208



Table 9 displays the ages of respondents as of 2007 . As mentioned above, the

question regarding age was included in the initial questionnaire as year of birth, so a

new variable, which was named NEWAGE, was created to compute the exact ages of

respondents. About half of the respondents (47.3Vo) were 55 years old or older. Based

on this distribution and for the purposes of this study, the term "older adults" will be

used with the starting age of 55 +. Also, the average age for this group is 52.6 years

old (SD = 13.3).

Table 9: Ages of Leisure Thavellers

Age (years) Percentage

Under 25

25 -34

35-44

45-54

55-64

65 -74

75 &. over

Total

lVo

97o

18.477o

24.327o

28.83Vo

I4.4L7o

4.I7o

I00Vo

2

20

4l

54

64

32

9_

222

Descriptive Analvsis of Responses to the Survey

Descriptive statistics were run on all measures to achieve a profile of

Canadian leisure ftaveller respondents' IT usage and IT adoption. Specific

comparison/analyses are in the section on results of the research questions.



E quip me nt/ S e rv ic e s Av ail abl e

Table 10 summarizes the equipmenlservices respondents currently have

available to them at work and/or home. The majority of leisure travellers had a

desktop computer (85.67o), digital camera (77 .07o), and cell phone (62.97o).

Table L0: EquipmenfServices Available to Leisure Ttavellers

EquipmenlServices n=222 Percentage

Cellular phone with Internet access

Cell phone with camera

Cell phone

Digital camera

Pager

Personal Digital Assistant (Palm Pilot,

Blackberry) with Internet access

Personal Digital Assistant

Laptop computer with wireless access

Laptop computer

Desktop computer

Global positioning system/GPS in vehicle

On Star service in vehicle

I-Pod/lvlP3/lvIP4 player

None of the above

53

65

r39

T7I

9

23

I6

76

47

190

26

9

6

5

23.9Vo

29.3Vo

62.97o

77.j%o

4.I7o

I0.4To

7.27o

34.2Vo

2I.ZVo

85.67o

Il.7Vo

4.I7o

2.77o

2.37o



IT Usage

Table 11 depicts the reasons for using the Internet and Intemet usage in terms

of wireless Internet access and place. Almost every respondent (96.87o) used the

Internet for personal reasons; while more than 60 percent of respondents (65.8%) used

the Internet for work reasons. No matter if they used the Internet for daily use or

travel, less than a quarter of the respondents (22.IVo) looked for wireless Intemet

access (wi-fi) in their daily use, while more than one-third (36.57o) of respondents

looked for wireless Internet access when they travel.
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Table 11:

Reasons for Using the Internet & Internet Usage (Wireless Access and Place)

n=222 Percentage

Internet use

Intemet use

for personal reasons

for work reasons

215

r46

96.\Vo

65.\Vo

Wireless Internet access daily

Wireless Internet access when travelling

49

81

22.17o

36.57o

Place n=222 Percentage

Home

Work

School

Wireless laptop

Cafe

Public library

A wireless hand-held device (Phone, PDA)

207

t23

t2

59

2t

4l

25

93.27o

55.47o

5.47o

26.67o

9.57o

18.57o

Il.37o

Table 12 shows the frequency of going online during a typical week for

Canadian leisure travellers. Two respondents indicated that they go online only once

every two months and once per month respectively. More than 70 percent of

respondents (717o) went online several times a day or more.
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Table 12: Frequency of Going Online during a Week

Frequency (during a week) Percentage

Other

Less often

I-2 days a week

3-5 days a week

About once a day

Several times a day

Continuously

Total

2

4

T7

15

25

97

57

2r7

0.9To

1.87o

7.87o

6.97o

Il.5Vo

44.7Vo

26.37o

I007o

Table 13 shows the mean ratings for respondents' perception of their use of

technology and the Intemet as well as ownership of technology compared to their

friends. More than 70 percent (13%o) of respondents rated their use of technology as

above average (M=4.38). Similarl¡ the majority of respondents (84.87o) rated their

use of the Intemet as above average (M=4.84) and three quafiers of respondents (74Vo)

considered their ownership of technology as above average (M=4,37) when compared

to their friends. These results suggested that respondents in this study feel they have

more access to technology and the Intemet than average people around them.



Table 13: Perception of Technology and the Internet & Ownership of Technology

Variable Mean Median SD

Use of technology

Use of the Internet

Ownership of technology

218

212

2r9

4.38

4.84

4.37

5.00

5.00

4.00

r.426

t.428

1.540

Note: SD = Standard Deviation

IT Adoption Traits

Respondents were asked to rate their own level of agreement about computer

anxiety (CA) and personal innovativeness in IT (PIIT). As shown in Table 14, about

half of the respondents (range from 4LI7o to 54.87o) strongly disagreed that they had

computer anxiety such as apprehension about using computers (M=2.10), being

scared to destroy alarge amount of information (M=2.20), hesitation to use a

computer for fear of making mistakes (M=1.82), and computers being somewhat

intimidating to them (M=2.09). These results suggest that respondents in this study

are quite comfortable with using computers. In terms of personal innovativeness in IT,

results showed more moderate levels of agreement. About 60 percent of respondents

(59.57o) considered their levels of looking for ways to experiment with IT as medium

or above (M=3.89). Less than half of the respondents (47.67o) who felt that they are

usually the first to try out new information technologies rated themselves as medium

or above (M=3.35). Similar to the questions regarding computer anxiety, over seventy

percent of respondents (70.57o) who disagreed that they are hesitant to try out new

information technologies rated themselves as below medium (M=2.84). Finally, about
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sixty percent (59.97o) of respondents rated their levels of experimenting with new

information technologies as medium or above (M=3.98).

Table 14: Frequency of Computer Anxiety & Personal Innovativeness in IT

Variable Mean Median SD

Computer Anxiety

Apprehensive

Scared

Hesitate

Intimidating

Personal Innovativeness in IT

Look for ways to experiment

with IT

The first to try out new ITs

Hesitant to fry out new ITs

Like to experiment with
new ITs

220

219

221

214

2.T0

2.20

t.82

2.09

3.89

3.35

2.84

3.98

2.00

2.00

1.00

2.00

4.00

3.00

2.00

4.00

r.375

1.486

r.243

1.449

t.652

1.704

1.650

r.720

220

218

220

217

Note: SD = Standard Deviation
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Computer self-efficacy was measured on a 1O-point scale developed by

Compeau and Higgins (1995). In this scale, 1 stands for "Not at all confident", 5

represents "Moderately confident", and 10 indicates "Totally confident". Respondents

were asked to rate their levels of confidence in using a new software package when

encountering 10 situations. As shown in Table 15, the means for each computer

self-efficacy statement ranged from a low of 5.65 for the statement "if I had never

used a package like it before" to a high of 7 .49 for the statement of "if I had used

similar packages before this one to do the same task". Four more statements received

higher ratings, including "if I could call someone for help if I got stuck" (M=6.85), "if

someone else had helped me get started" (M=6.96), "if I had a lot of time to complete

the task for which the software was provided" (M=6.83), and "if someone showed me

how to do it first" (M=7.18). It is obvious to see that receiving help from other people

who know the new software well, sufficient time, and previous experience are

important for respondents to have a higher level of confidence. Similarly, four more

statements received lower ratings, including "if there is no one around to tell me what

to do as I go" (M=5.96), "if I had only the software manuals for reference" (M=5.80),

"if I had seen someone else using it before trying it myself ' (M=6.20), and "if I had

just the builfin help facility for assistance" (M=6.07). It is also evident to see that

other people's help and previous experience play an important role in enhancing

respondents' confidence. In terms of percentage, more than sixty-five percent of

respondents rated their level of confidence for every item as moderately confident or

above, ranging from a low of 66.87o to a high of 86.2Vo. Therefore, these results once



again suggested that respondents in this study are quite comfortable with using

computers.

Table 15: Frequency of Computer Self-Efficacy

Variable Mean Median SD

No one around to tell me what to do

Never use a package like it before

Have only the software manuals for
reference

See someone else using it before

trying it myself

Call someone for help if I got stuck

Someone else had helped me get started

Had a lot of time to complete the task

Had just the built-in facility for assistance

Someone showed me how to do it first

Used similar packages before

t93

t76

r87

5.96

5.65

5.80

200 6.20

6.00

s.00

6.00

2.338

2.38r

2.52r

2r3

210

206

193

2tr

210

6.85

6.96

6.83

6.07

7.18

7.49

6.00 2.428

7.00 2.530

7.00 2.447

7.00 2.528

6.00 2.603

8.00 2.449

8.00 2.255

Note: SD = Standard Deviation
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Information N e e ds ( Information S e archinq Strate g ies )

Online information searching strategies (analytical strategies and browsing

strategies) were measured using a 7-point information need scale developed by Vogt

and Fesenmaier (1998). Based on previous research, analytical strategies are more

related to functional needs (Wang & Fesenmaier,2004), while browsing strategies are

more relevant to hedonic needs. Respondents were asked to rate their levels of

agleement based on a list of twenty-one reasons for searching travel information in

general (see Täble 16). These reasons reflected four categories offunctional needs and

four categories of hedonic needs respectively. More specifically, statements from the

first to the eleventh represented these four categories offunctional needs, including

knowledge, utility, efficiency, and uncertainty; while statements from the twelfth to

the twenty-first stood for the following four categories of hedonic needs - emotional,

sensory, experiential and phenomenology (Vogt & Fesenmaier, 1998).

The means for each statement ranged from a low of 3.72 for the sensory

category statement of hedonic needs "'hear' the sounds of the ocean" to a high of 6.01

for the knowledge category statement of functional needs "leam about prices". It is

obvious to find that statements for functional needs usually received higher mean

ratings than statements for hedonic needs. For functional needs, means for knowledge,

utility and efficiency categories ranged from 5.36 to 6.01, while means for uncertainty

category were slightly lower than other three categories (M=4.93 and M=5.14). For

hedonic needs, means for emotional, experiential, and phenomenology categories

ranged from 4.88 to 5.68, while means for sensory category were considerably lower
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than other three categories (M=3.72,M=3.94 and M=4.08). In terms of percentage

ratings, almost nobody chose "strongly disagree" for functional needs, while over

eighty percent of respondents rated their levels of agreement for each statement of

functional needs as medium or above, ranging from a low of 80.87o to a high of

98.I7o. For hedonic needs, over eighty percent of respondents rated their levels of

agreement for statements in emotional, experiential, and phenomenology categories as

medium or above, ranging from a low of 83.17o to a high of 93.47o. Even though

fewer respondents rated their levels of agreement for statements in the sensory

category as high as other categories, over 50 percent of respondents considered their

levels of agreement as medium or above.
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Table 16: Frequency of Information Need

Variable Mean Median SD

Functional

Knowledge

Learn about unique events

Be well-informed

Learn about prices

Know about highlights

Utílity

Find bargains

Get a good deal

Efficiency

Locate information that is concise

Be prepared for all aspects

Locate best available information

Uncertainty

Reduce the likelihood of disaster

Reduce likelihood of being disappointed

2r3

2t2

213

208

2T4

213

2t3

2rt

216

5.51

5.96

6.01

s.76

5.51

5.67

5.56

5.36

5.76

6.00 1.196

6.00 1.039

6.00 1.03s

6.00 r.r07

6.00 r.37r

6.00 1.2t9

6.00 1.138

6.00 t.221

6.00 r.091

5.00 r.633

5.00 r.456

213

214

4.93

5.T4
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Variable Mean Median SD

Hedonic

Emotional

Get excited about travel

Be entertained

Get excited about unique cultures

Sensory

"Hear" the sounds of the ocean

"Smell" the fresh air

"Taste" those foods I discovered

Experiential

Experience the local culture

Realize experiences that I think about

Phenomenology

211

215

210

2TI

210

272

210

2t2

5,68

4.93

5.04

3.72

3.94

4.08

5.04

4.92

5.00

5.00

1.496

1.509

6.00 r.29r

5.00 r.409

5.00 r.353

4.00 r.979

4.00 2.060

4.00 7.914

Understand the personality of a community 2II

Wonder about daily life of area 215

4.94

4.88

5.00 r.467

5.00 1.44r
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Results of the Research Ouestions

Research question (1a): "how is age related to travellers'IT selectionfor vacation

plctnning?"

T:Tests were conducted to analyze the relationships between age and type of

IT used (e.g., cell phone, digital cameÍa, PDA, laptop, desktop computer, GPS,

IPod/MP3/lvIP4 players, etc.). As mentioned above, the question regarding age was

embedded in the initial questionnaire as year of birth, so a new continuous variable,

which was named NEWAGE, was created to compute the exact ages of respondents.

Results in Table 17 showed significant differences did not exist for cell phone (t[2201

- -.6'/,p >.05), pager (tl220l = -1.85,p >.05), laptop computer with wireless access

(tl220l = -1.J3, p > .05), desktop computer (t136.871 - -.53, p > .05), global

positioning system/GPS in vehicle (tl220l = -I.48,p > .05), and On Star service in

vehicle (tl220l = I.l7,p > .05). That is, age differences were not found for access/use

of these equipment/services.

On the other hand, results indicated significant differences among eight

equipment/services, including cell phone with Internet access (tl220l = -2.I4, p < .05),

cell phone with camera (tl220l = -4.I2, p < .05), digital camera (tl220l - -3.40, p

< .05), personal digital assistant with Internet access (tl220l = -2.15, p < .05),

personal digital assistant (tl220l = -2.20,p < .05), laptop computer (tl220l - -3.50, p

< .05), I-Pod/MP3/lvIP4 player (t[220] = -6.67,p < .05), and none of the above (t[220)

= -3.30, p < .05). More specifically, for the item "none of the above", respondents

who chose "yes" were much older than those who chose "no". For the remaining
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items, respondents who had those equipment/services available at work and/or home

were relatively younger than those who did not, ranging from a low of 4 years

younger to a high of 12 years. For example, respondents who have a cell phone with

camera (M=46.94) wereT years younger than those who did not (M=54.89).

Table 17: Relationships between Age and Tlpe of IT Used

EquipmenlServices Used

Yes No

Variable n Age
M

age
SD

n age
M

Age

SD

t d.f. *p.

Cell phone with Internet

access

Cell phone with camera

Cell phone

Digital camera

Pager

Personal Digital Assistant

with Internet access

PDA

Laptop with wireless

access

Laptop computer

Desktop computer

Global positioning system

/GPS in vehicle

On Star service in vehicle

I-Pod/MP3/IvlP4 player

None of the above

53

65

r39

17I

9

23

T6

16

47

190

26

9

61

5

49.17

46.94

52.09

50.94

44.56

46.96

45.56

50.42

46.66

52.32

48.92

57.61

44.16

7t.60

1.r.74

11.61

1,3.10

12.12

16.10

10.02

12.96

13.38

13.27

12.62

12.55

11.16

r0.79

8.25

t69

r57

83

51

213

199

206

r46

175

32

196

213

155

2t7

53.62

54.89

53.34

58.00

52.90

53.21

53.10

53.61

54.t4

54.00

53.04

52.34

56.19

52.r2

13.66

13.35

r2.15

14.04

13.42

1,3.54

13.24

13.23

12.96

17.r5

13.39

13.40

t2.7 |

t3.r2

-2.14

-4.12

_.61

-3.40

- 1.85

-2.r5

-2.20

-r.73

-3.50

-.53

-r.48

r.11

-6.76

-3.30

220

220

220

220

220

220

220

220

220

36.81"

220

220

220

220

.034

.000

.503

.001

.066

.033

.029

.085

.001

.598

.139

.242

.000

.001

Note: M = Mean; SD = Standard Deviation; *p < .05 (2-tailed);o = Equal variance not assumed
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Research question (2a): "how are IT adoption traits related to travellers'IT selection

for their vacations?"

T:Tests were used to analyze the relationships between each of those IT

adoption traits (i.e., CA, CSE, and PIIT) and type of IT used (e.g., cell phone, PDA,

laptop, desktop computer, GPS, I-Pod/MP3lMP4, etc.). Since the constructs of

computer anxiety (CA), computer self-efficacy (CSE), and personal innovativeness in

IT (PIIT) were measured based on several survey items, summated means were used

for data analysis. The following three sections discuss the relationships between these

constructs and type of IT used.

CA and Tvpe of IT Used

The four survey items used to measure computer anxiety (see Table 1) had a

summated mean of 2.03. Also, Cronbach's coefficient alpha was calculated to test the

internal consistency reliability of the four-item scale, which was .867. This value was

quite similar to the composite reliability reported by Compeau and Higgins (1995b)

with a value of .87, Results in Table 18 displayed significant differences in computer

anxiety between users and nonuseÍs of cell phone with Internet access (/[110.15] =

-2.52, p < .05), cell phone with camera (/[168.99] - -2.46, p < .05), digital camera

(¡[68.58] - -2.82, p < .05), personal digital assistant with Internet access (tl4l.79l =

-3.84, p < .05), laptop with wireless access (tlI96.6ll - -3.45,p < .05), laptop

computer (t184.37) = -2.I0,p < .05), I-Pod/lvIP3/lvIP4 player (tlzIgl = -4.99,p < .05),

and none of the above (tÍ2I91= -2.4'7,p < .05). That is, respondents had certain levels

of computer anxiety when they used these equipmenlservices. What is more,
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respondents who did not have any of these equipment/services showed higher

computer anxiety (M=3.44).It is interesting to find that respondents mainly showed

computer anxiety for those equipment/services with Internet or wireless access. In

sum, the overall CA scores were quite low, which indicated that respondents in this

group are quite comfortable with using Information TÞchnology.
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Table 18: CA and Ïlpe of IT used

EquipmenfServices Used

Yes No

Variable n CA
M

CA
SD

N CA
M

CA
SD

t d.f. ^p.

Cell phone with Internet

access

Cell phone with camera

Cell phone

Digital cameÍa

Pager

Personal Digital Assistant

with Internet access

Personal Digital Assistant

Laptop with wireless

access

Laptop computer

Desktop computer

Global positioning system

/GPS in vehicle

On Star service in vehicle

I-P o d/MP 3/lvIP 4 play er

None of the above

53

65

139

17T

9

23

16

76

4l

r90

26

9

6l

4

r.t2

t.17

2.04

1.90

t.94

1.48

1.53

1.70

r.14

1.97

r.67

r.94

r.41

3.44

.95

.88

t.2t

1.08

L.T4

.65

.84

.91

1.01

1.11

.9r

1.16

.7r

1.96

168

r56

82

50

212

198

205

r45

114

3T

195

212

154

2t7

2.13

2.t4

2.0r

2.48

2.03

2.09

2.07

2.20

2.r1

2.38

2.08

2.03

2.27

2.00

T.2T

r.25

1.09

1.34

I.T7

t.20

1.18

L25

t.20

r.42

1.19

r.n

1.24

t.l4

-2.52

-2.46

-.20

-2.82

_'))

-3.84

-r.79

-3.45

.2.t0

-1.81

-r.67

_'r')

.6.t2

.2.47

I 10. l5'

168.99'

219

68.58'

2t9

41.79"

219

196.6r'

84.37'

219

219

219

203.79"

2t9

.013

.034

.843

.006

.824

.000

.076

.001

.039

.01r

.097

.824

.000

-0T4

Note: M - Mean; SD = Standard Deviation; *p < .05 (2-tailed); o 
= Equal variance not assumed

Scale 1 = Strongly Disagree, 7 = StronglyAgree
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PIIT and Type of IT Used

Among the four survey items that measured personal innovativeness in IT

(see Table 3), one item (In general, I am hesitant to try out new information

technologies) was coded in an opposite direction. Researchers recoded this item into a

new variable "Newhesitant", which was now in the same direction as the other three

items. The four items were then summed producing a mean of 4.06. As well,

Cronbach's coefficient alpha was calculated to test the internal consistency reliability,

which was .820. This value was quite close to the composite reliability leported by

Agarwal and Prasad (2000) with a value of .87. Results in Tâble 19 showed the

significant differences in PIIT between users and nonusers of cell phone with Internet

access (t[2I9] = 3.77, p < .05), cell phone with camera (tl2l9) = 2.90, p < .05), digital

camera (tLZIgl =2.74, p < .05), personal digital assistant with Internet access (t[2L9)

=3.69,p <.05), personal digital assistant (tlzI9l = 3.55, p <.05),laptop with wireless

access (tlzIgl = 2.92, p < .05), global positioning system (tlzlgl = 3.10, p < .05),

I-PodlMP3/lvIP4 player (tl2T9l = 3.63, p < .05), and none of the above (tlzlgl = -2.3I,

p < .05). That is, respondents who used these equipmenlservices reflected higher

level ofpersonal innovativeness in IT except for the last one "none of the above".

Respondents who did not have any of these equipmenlservices showed much lower

level ofpersonal innovativeness in IT (M = 2.50).
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Table 19: PIIT and Tlpe of IT used

Note: M = Mean; SD = Standard Deviation; *p < .05 (2-tailed); u 
= Equal variance not assumed

Scale I = Strongly Disagree, 7 = StronglyAgree

EquipmenlServices Used

Yes No
Variable n PIIT

M
PIIT
SD

N PIIT
M

PIIT
SD

t d.f. *p.

Cell phone with Internet

access

Cell phone with camera

Cell phone

Digital camera

Pager

Personal Digital Assistant

with Internet access

Personal Digital Assistant

Laptop with wireless

access

Laptop computer

Desktop computer

Global positioning system

/GPS in vehicle

On Star service in vehicle

I-Po d/IvIP 3 /lvf P 4 play er

None of the above

53

65

139

L7I

9

23

16

76

47

r90

26

9

67

4

4.66

4.47

4.09

4.r9

4.33

5.03

5.20

4.42

4.08

4.r2

4.83

4.06

4.55

2.50

r.46

1.45

1.35

1.36

1.37

r.47

1.35

1.35

1.31

t.40

r.39

r.29

r.44

1.23

168

r56

82

50

212

198

205

r45

174

31

195

212

t54

2t7

3.81

3.89

4.00

3.60

4.04

3.94

3.91

3.86

4.05

3.61

3.95

4.06

3.84

4.09

1.30

l.31

r.43

r.34

1.38

r.32

1.34

1.35

1.40

1.20

1.35

1.38

r.29

r.37

3.71

2.90

.4'Ì

2.74

.62

3.69

3.55

2.92

.13

1.89

3.10

-.002

3.63

-2.30

219

219

219

2r9

2t9

2t9

219

219

2r9

44.31'

219

219

219

219

.000

.004

.640

.007

.539

.000

.000

.004

.891

.065

.002

.998

.000

.022



CSE and Tltpe of IT Used

A summated scale with a mean of 5.96 was calculated using the ten items

(see Table 2) used to measure computer self-efficacy. Similar to the previous two

constructs, Cronbach's coefficient alpha was calculated to test the internal consistency

reliability, which was .962. This value was even higher than the composite reliability

reported by Compeau and Higgins (1995a) at a value of .95. Results in Table 20

showed the significant differences in computer self-efficacy between users and

nonusers of cell phone with Intemet access (tU02.901 = 5.63,p < .05), cell phone

with camera (4138.091 = 5.18, p < .05), digital cameÍa (tlzI7l = 4.24, p < .05),

personal digital assistant with Internet access (tlLI7l = 2.92, p < .05), personal digital

assistant (t[2I7)=2.90,p <.05),laptop with wireless access (tlzI7l=3.37,p <.05),

global positioning system (tl2l7) = 2.85, p < .05), I-Pod/MP3A/IP4 player (t1sl .72)

= 8.15, p < .05), and none of the above (tl2I7) = -2.I7 , p < .05). That is, respondents

who used these equipment/services had higher levels of computer self-efficacy except

for the last one "none of the above". Respondents who did not have any of these

equipmenlservices showed a much lower level of computer self-efficacy (M = 3.30).

It is interesting to see that the equipmenlservices for which respondents showing

higher levels of computer self-efficacy were also the same equipment/services related

to higher levels of PIIT.
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Table 20: CSE and ïlpe ofIT used

Note: M = Mean; SD = Standard Deviation; ? < .05 (2-tailed); o 
= Equal variance not assumed

Scale I = Not at all confident; 5 = Moderately confident; l0 = Totally confident

EquipmenlServices Used

Yes No

Variable n CSE
M

CSE

SD

N CS

E
M

CSE

SD

t d.f. *p.

Cell phone with Internet

access

Cell phone with camera

Cell phone

Digital camera

Pager

Personal Digital Assistant

with Internet access

Personal Digital Assistant

Laptop with wireless

access

Laptop computer

Desktop computer

Global positioning system

/GPS in vehicle

On Star service in vehicle

I-Pod/MP3/lvlP4 player

None of the above

52

64

138

169

9

23

16

75

4l

188

26

9

66

4

7.42

1.t7

6.06

6.34

1.34

7.38

7.68

6.73

6.4r

6.05

7.25

6.83

7.68

3.30

2.02

2.10

2.5r

2.35

1.7 4

2.25

2.01

2.26

2.31

2.46

2.r0

2.32

1.90

2.62

r61

155

8t

50

2LO

196

203

r44

172

3T

r93

210

r53

2r5

5.51

5.46

5.19

4.69

5.90

5.80

5.83

5.56

5.84

5.45

5.79

5.92

5.22

6.01

2.47

2.49

2.50

2.62

2.52

2.48

2.49

2.54

2.54

2.72

2.5r

2.5t

2.36

2.48

5.63

5.18

.16

4.24

1.70

2.92

2.90

3,J I

1.40

t.24

2.85

L.O7

8.15

-2.17

r02.90'

138.09"

217

217

217

2rl

2Il

2ll

2t7

217

217

2t7

15r.72"

217

.000

.000

.441

.000

.091

.004

.004

.001

.r64

.215

.00s

.287

.000

.031
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Research question (lb) and (2b): "how are (rge and IT adoption traits related to

travellers' IT usage in ternts offrequency/level?"

Multiple regression was used to detect how age along with IT adoption traits

(e.g., CA, CSE, and PIIT) are related to participants' frequency of IT use (how often

are you going online during a typical week?) and level (number of select available IT

equipmenlservices such as cell phone, PDA, laptop, desktop computer, GPS,

IPodlMP3, etc.) respectively. Therefore, two different multivariate models were

constructed.

Ase, CA. CSE, PIIT and Freauenc:) of IT Use

Before constructing the multivariate model, bivariate analyses were used to

detect the correlations between each explanatory variable (i.e., NEWAGE, CA, CSE,

and PIIT) and frequency of IT use. To determine the strength of the relationship,

Cohen (1988) suggested the following guidelines: r=.10 to .29 or r=-.10 to -.29

indicated small correlations, r=.30 to .49 or r=-.30 to -.49 indicated medium

correlations, and r=.50 to 1.0 or r=-.50 to -1.0 indicated large correlations.

Results showed a small, negative correlation with age (r = -.784, n = 2I7, p

< .01), with older age slightly associated with lower frequency of IT use; a medium,

negative corelation with CA (r = -.397, n = 217, p < .0005), with higher levels of

computer anxiety associated with lower frequency of IT use; a medium, positive

correlation with PIIT (r = .340, n = 2I"/, p < .0005), with higher levels of personal

innovativeness in IT associated with higher frequency of IT use; and a medium,

positive correlation with CSE (r = .344, n = 215, p < .0005), with higher levels of
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computer self-efficacy associated with higher frequency of IT use.

To meet the assumption of multiple regression that correlations between

explanatory variables are low, correlation was used to test the relationships among the

four explanatory variables (i.e., NEWAGE, CA, CSE, and PIIT). Table 2I shows that

correlations between CSE and NEWAGE, CSE and CA, CSE and PIIT, and CA and

PIIT were medium or large based on Cohen (1988) (-.455, -.473, .525, and -.436

respectively). However, Tabachnick and Fidell (1996) suggested that researchers

should "think carefully before including two variables with a bivariate correlation of,

say, .7 or more in the same analysis" (p. 86). Field (2000) also pointed out that if any

explanatory variables conelate very highly (i.e., correlations are above .8 and .9),

multicollinearity might exist. In this study, the correlations were less than .7; so all

variables were retained for the analysis. Moreover, after running the multiple

regression on SPSS, the table labelled "Coefficients" provided collinearity statistics to

detect multicollineality, including "Tolerance" and "VIF" (Variance Inflation Factor).

Gaur and Gaur (2006) suggested that "a value of VIF higher than five (or Tolerance

less than ,2) indicates the presence of multicollinearity" (p. 116). The tolerance values

for the four explanatory variables in this question ranged from .543 to .788; therefore,

no multicollinearity was detected.

Table 22 displayed that R for regression was significantly different from zero,

F(4, 2I0) = t3.654, p < .001. Two of the explanatory variables, which contributed

significantly to the prediction of frequency of IT use, were computer anxiety and

personal innovativeness in IT. Compared to personal innovativeness in IT (beta
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= .156), computer anxiety (beta = -.264) had more influence on frequency of IT use.

Age did not play an important role in predicting respondents' frequency of IT use.

Although this result did not correspond to the result in bivariate analysis, it reflected

that age only has minor influence on frequency of IT use (r = -.I84, n = 2I7, p < .01).

However, it was surprising to see that computer self-efficacy did not have a

statistically sigrrificant effect on predicting respondents' frequency of IT use, which

contradicted the significant bivariate relationship in previous analysis. Altogether,

20.67o (I9.I%o adjusted) of the variability in frequency of IT use was predicted by

knowing scores on these four explanatory variables.
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Table 21: Correlations among NEWAGE, CA, CSE, and PIIT

Measures 1(n) 2(n) 3(n)

(1) NEWAGE

(2) CA .213" (221)

(3) CSE -.455* (219) -.473r,(2t8)

(4) PIIT -.178* (221) -.436* (221) .525* (278)

Note: CA = Computer Anxiety; CSE = Computer Self-Efficacy; PIIT = Personal Innovativeness in

IT; *p <.01

Table 22: Determinants of Explanatory Variables for Frequency of IT Use

Explanatory Variables

NEWAGE

CA

CSE

PIIT

(Constant)

R/R'?/adjusted R2

-.005 -.046

-.302+,k _.264**

.062 .rI7

.150* .156*

4.526

.454/.206/.191

Note: * Signifìcant at p < .Osi ** Significant at p < .0005

73



Ape, CA. CSE. PIIT and Level of IT Use

To measure respondents' level of IT usage, the total number of selected IT

equipmenlservices such as cell phone, PDA, laptop, desktop computer, GPS,

IPod/IvIP3, etc was calculated performing the SPSS "count" function. As a result, a

new variable "Level" was executed. Similar to the previous model, bivariate analyses

were conducted to investigate the conelations between each explanatory variable (i.e.,

NEWAGE, CA, CSE, and PIIT) and level of IT use. Analyses reflected a medium,

negative correlation with age (r = -.395,n=222,p < .0005), with older age associated

with lower levels of IT use; a medium, negative correlation with CA (r = -.345, n =

22I, p < .0005), with higher levels of computer anxiety associated with lower levels

of IT use; a medium, positive correlation with PIIT (r = .381, n = 22I, p < .0005),

with higher levels of personal innovativeness in IT associated with higher levels of IT

use; and alarge, positive conelation with CSE (r = .526, n = 2I9, p < .0005), with

higher levels of computer self-efficacy associated with higher levels of IT use.

To meet the assumption for multiple regression that correlations between

explanatory variables are low, correlation was used again to test the relationships

among the four explanatory variables (i.e., NEWAGE, CA, CSE, and PIIT). This

model still used the same results displayed in Table 21 and retained the four variables.

Table 23 displays a significant regression equation, F(4,2I3) = 26.466, p

< .001. Three of the explanatory variables contributed significantly to the prediction

of frequency of IT use. These were age (beta = -.206), personal innovativeness in IT

(beta = .139) and computer self-efficacy (beta = .317). Altogether,33.2Vo (31.97o



adjusted) of the variability in levels of IT use was predicted by knowing scores on

these four explanatory variables.

Table 23: Determinants of Explanatory Variables for Level of IT Use

Explanatory Variables

NEWAGE

CA

CSE

PIIT

(Constant)

WR'z/adjusted R'

-.026*

-.146

.240'+'4

.191*

3.665

-.206*

-.090

.31'/'4'4

.r39'4

.576/.332/.319

Note: * Significant at p < .05; ** Significant atp < .0005
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Research question (Ic) and (2c): "how are üge and IT adoption traits related to

travellers' information searching strategies in terms of online information searching

behaviours ? "

Multiple linear regression was again used to investigate how age along with

those IT adoption traits (e.g., CA, CSE, and PIIT) were related to participants' online

information searching strategies (analytic-goal driven and browsin g-data driven).

Because the two different searching strategies were measured using two sets of

information needs items (i.e., functional and hedonic needs), it is reasonable to

generate more inclusive concepts by employing data reduction method. Two new

variables, which were coded as Functional and Hedonic, were created.

Correspondingly, two different multivariate models were constructed.

Ase, CA, CSE, PIIT and Functional Needs(anab)tic-goal drivenl

Eleven suruey items that were used to measure functional needs (see Table 4)

were summed to make a summated scale, which had a mean of 5.46. Also, Cronbach's

coefficient alpha was calculated to test the internal consistency reliability, which

was .865. This value was higher than the composite reliability reported by Vogt and

Fesenmaier (1998) with a value of .82.

Before consftucting the multivariate model, bivariate analyses were used to

detect the correlations between each explanatory variable (i.e., NEWAGE, CA, CSE,

and PIIT) and analytic searching strategies (functional). Results showed a small,

negative correlation with age (r = -.I37,n=217,p <.05), with older age slightly

associated with lower employment of analytical strategies; a small, positive
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coffelation with PIIT (r = .138, n = 2I'7 , p < .05), with higher levels of personal

innovativeness in IT slightly associated with higher application of analytical strategies;

and a small, positive correlation with CSE (r = .242, n = 2I4, p < .0005), with higher

levels of computer self-efficacy associated with higher employment of analytical

strategies. No correlation was found between computer anxiety and analytical

searching strategies, however. Three explanatory variables (i.e., NEWAGE, PIIT, and

CSE) were used to construct the model.

To meet the assumption of multiple regression that correlations between

explanatory variables are low, correlation was used again to test the relationships

among the three explanatory variables (i.e., NEWAGE, CSE, and PIIT). This model

still used the same results displayed in Table 2l andretained the three variables.

'lable24 displayed that R for regression was significantly different ftom zero,

F(3, 2i0) = 4.435,p < .005. The only one of the explanatory variables that contributed

significantly to the prediction of employing of analytical search strategies, was

computer self-efficacy (beta = .216). Personal innovativeness in IT (beta = .018) and

NEWAGE (beta - -.035) did not make a contribution in predicting respondents'

employment of analytical strategies, which contradicted with the significant bivariate

relationship showed in previous analysis. But when comparing their r values (r =

-.13J, n = 2I'/, p < .05;r = .138, n = 217,p < .05), the results were predictable.

Altogether, only 67o (4.67o adjusted) of the variability in employment of analytical

strategies was predicted by knowing scores on these three explanatory variables.



Table 242 Determinants of Explanatory Variables for Analytical Strategies

Explanatory Variables

NEWAGE

CSE

PIIT

(Constant)

R/R'?/adjusted R'?

-.003

.081*

.013

5.054

-.035

.2r6'+

.018

.244/.060/.046

Note: * Significant atp <.05

Age, CA, CSE, PIIT and Hedonic Needs (browsing-data drivenl

Ten survey items that were used to measure hedonic needs (see Table 4) were

summed to make a summated scale, which had a mean of 4.60. Also, Cronbach's

coefficient alpha was calculated to be .903. This value was higher than the composite

reliability reported by Vogt and Fesenmaier (1998) with a value of .82.

Before constructing the multivariate model, bivariate analyses were used to

detect the corelations between each explanatory variable (i.e., NEWAGE, CA, CSE,

and PIIT) and browsing searching strategies (hedonic). Surprisingly, results only

showed one small, positive correlation between hedonic search and CA (r = .I'72, n =

2I7, p < .05), with higher computer anxiety slightly associated with higher

employment of browsing strategies. The remaining three variables showed no

correlation with respondents' employment of browsing searching strategies. As a

result, the multivariate model cannot be constructed.
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Chapter V

Discussion

The purpose of this study was to investigate how older adults use information

and specifically information technology to plan and experience their vacations. More

specifically, it explored the connections among age, IT adoption traits and travellers'

information needs and how they may relate to travellers IT usage, including IT

selection, frequency/level and information searching strategies. In this chapter,

findings are discussed in relation to the research questions and the existing literature.

Profile of Canadian Leisure T[avellers

Results of this study indicate that respondents in this group are middle-aged

(M = 52.3, SD = 13.3), which corresponds to previous literature that future older

adults (i.e., baby boomers) represent a significant tourism market growth potential

(McDougall, 1998). Also, about half of the respondents (47.37o) are 55 years old and

older, further stressing older travellers will account for a significant proportion of the

overall travel market (McDougall, 1998).

In this study, Canadian leisure travellers with post secondary

certificate/diploma and university degree(s) comprised 75.47o of the sample, while

almost half of the respondents (48.67o) reported income levels of $80,000 or over.

Previous literature has consistently reported baby boomers' higher education and

income levels are two factors that positively correlate with travel (McDougall, 1998,

Van Harssel, 1995). This study reinforces these findings.

This study also indicates a gender difference in the proportion of Canadian
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leisure travellers - 53.67o were female, while 46.4Vo were male. Even though Luo,

Feng, and Cai (2004) suggested that male tourists with higher household incomes are

more likely to be the Internet users, whether gender will influence people's IT usage

and online information searching strategies is not relevant to this study.

The first research question (1a) explored in this study is related to age and

travellers' IT selection for vacation planning. Results suggest that age differences do

exist in some IT equipmenlservices, including cell phone with Internet access, cell

phone with camera, digital camera, personal digital assistant with Internet access,

personal digital assistant, laptop computer, and I-Pod/lvIP3/MP4 player. Respondents

who have those equipment/services available at work and/or at home are relatively

younger than those who do not. For those respondents who do not access to any of the

listed equipmenlservices, they are almost 20 years older than those who access at

least one equipmenlservice (M =7I.6 and M = 52.12 respectively). It is obvious to

see that equipment/services mentioned above represent the latest technology

development; namely, technological convergence (Weithner & Klein, 1999). Previous

studies suggested that new information technologies are so technologically advanced

that they pose technical barriers to people aged 65 and older (Rogers & Fisk, 2003)

and psychosocial barriers to people aged 50 and older (Leavengood, 2001). That is, a

digital divide still exists for older people. These findings are reinforced by this study.

It is interesting to find that age significant differences did not appear in access to

laptop computer with wireless access, which partly contradicted the literature.
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IT Adoption Tþaits & IT Selection

The research question (2a) investigated in this study focussed on the

relationships between each of those IT adoption traits (i.e., CA, CSE, and PIIT) and

type of IT used.

CA and Tltpe of IT Used

Results show that respondents have a certain level of computer anxiety when

they use cell phone with Internet access, cell phone with camera, digital camera,

personal digital assistant with Intemet access, laptop with wireless access, laptop

computer, and I-Pod/MP3lMP4 player or do not use any of the listed

equipment/services. These types of equipmenlservices represent the latest computer

development (Weithner & Klein, 1999). Wireless equipmenlservices, in particular,

reflect that "access" has become the new product, which enables people to access the

information and receive services anytime from anywhere (ITAC, 2003b). Compared

to other equipmenlservices, people usually consider these equipmenlservices as

more advanced and complicated. These results suggest that the lower level of

perceived ease of use of these latest IT equipmenlservices increases people's

computer anxiety, which is supported by the findings suggested by Igbaria and Iivari

(1995) that CA is negatively correlated with perceived ease of use of IT and thereby

IT usage.

CSE andTvpe of IT Used

Results show that respondents who have access to a cell phone with Internet

access, cell phone with camera, digital cameÍa, personal digital assistant with Internet
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access, personal digital assistant, laptop with wireless access, global positioning

system and I-Pod/MP3/MP4 player have a higher level of computer self-efficacy than

those who do not. Respondents who do not have any of the listed equipmenVservices

show a much lower level of computer self-efficacy. It is interesting to see that most

equipmenlservices for which respondents showed computer self-efficacy are also the

equipmenlservices related to computer anxiety levels. These results are reasonable,

however, because respondents who have higher computer self-efficacy usually have

positive perception on IT, which is supported by Igbaria and Iivari (1995) that CSE is

positively corelated with perceived ease of use and thereby IT usage. In turn, using

more advanced and complicated IT equipmenlservices enhance people's CSE and

decrease their CA, which is supported by Thatcher and Perrewe (2002) that computer

anxiety is negatively related to computer self-efficacy.

PIIT andType qf IT Used

Results show that respondents who have access to a cell phone with Internet

access, cell phone with camera, digital camera, personal digital assistant with Internet

access, personal digital assistant, laptop with wireless access, global positioning

system and I-Pod/MP3/MP4 player show a higher level of personal innovativeness in

IT than those who do not. Respondents who do not have any of the listed

equipmenlservices show a much lower level of personal innovativeness in IT. Similar

to computer self-efficacy, respondents chose the same types of equipmenlservices.

These findings are also supported by Thatcher and Perrewe (2002) that personal

innovativeness in IT (PIIT) is positively related with CSE, while it is negatively



related with CA.

Age, IT Adoption TFaits & IT Usase

The research questions (1b) and (2b) (how are age and IT adoption traits

related to travellers' IT usage in terms of frequency/level?) investigated the relative

amount of contribution of each of those explanatory variables (i.e., age, CA, CSE, and

PIIT) to the frequency and level of IT usage.

Aee, CA, CSE, PIIT & Freguenc:) of IT use

Before constructing the multivariate model, correlations between explanatory

variables were tested using correlation function of SPSS 15.0. Results show

conelations for all four variables, including CSE and age, CSE and CA, CSE and PIIT,

CA and PIII CA and age, and age and PIIT (-.455, -.4'73, .525, -.436, .218, and -'178

respectively). As mentioned above, previous literature had similar findings for

correlations between CSE and CA, CSE and PIIT, and CA and PIIT (Thatcher &

Penewe, 2002). For correlations between CSE and age and CA and age, two studies

conducted by Czaja et al. (2006) and Laguna and Babcock (2000) concluded that

older age is associated with lower computer self-efficacy and higher computer anxiety,

which is supported again by this study. Results also display a negative correlation

between age and PIIT; that is, the older a person is, the lower PIIT the person

manifests. It is important to point out that age only has small correlations with CA and

PIIT based on Cohen (1988).

In the multivariate model, when considering the four explanatory variables

together, the CA variable (beta = -.264) has the strongest influence on respondents'
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frequency of IT use, which is consistent with the previous finding that CA is

negatively correlated with usage (Igbaria &Iivari,1995). This result is

understandable because the more frequent one person uses IT, the more comfortable

he/she feel, the less computer anxiety he/she has, and vice versa.

The personal innovativeness in IT variable (beta = .156) also has influence

on respondents' frequency of IT use, which is consistent with the findings in literature

that people who are high in personal innovativeness in IT are more likely to use

information technologies (Agrwal et al., 2000).

With a beta value of only -.046, age had only a marginal and non-significant

effect on respondents' frequency of IT use. Based on the results from descriptive

analysis, 7I7o of respondents went online several times a day or more. Referring back

to the literature, Filipczak (1998) pointed out the computer market for adults who are

65 years old or above is growing. As well, a report from ITAC (2003a) stressed that in

Canada, the 55 + age group underwent an over 50 percent gowth in Internet use,

becoming the fastest growing age segment of users. Also, the report mentioned that

people who are 65 years old and over and people who are 55 to 64 years old account

for 14 percent and25 percent of all Canadian Internet users respectively. Therefore,

results of this study support the trend and indicate that age is becoming a much less

important factor to predict people's frequency of IT use.

Surprisingly, contrary to significant bivariate relationships between CA and

frequency of IT use, computer self-efficacy (beta = .117) did not have a statistically

significant effect on respondents' frequency of IT use, which is inconsistent with



previous studies (Compeau etal.,1999; Igbaria & Iivari, 1995).

Age. CA, CSE, PIIT & Level of IT use

In this multivariate model, the computer self-efficacy variable (beta = .317)

has the strongest influence on respondents' level of IT use. As mentioned in the

previous chapter, respondents' level of IT use was measured counting the total number

of selected IT equipmenlservices. This result suggests that the higher level of CSE

one person has, the more likely he/she uses different equipmenlservices. It is

reasonable because respondents who have higher computer self-efficacy usually have

positive perceptions of IT, which is supported by Igbaria and Iivari (1995) that CSE is

positively correlated with perceived ease of use and thereby IT usage.

With a beta value of .139, the PIIT variable also contributed to respondents'

level of IT use. This result is consistent with the literature that people who are high in

PIIT are more confident in their capability to use a new technology (Agarwal et al.,

2000). As mentioned above, all the equipmenlservices included in this study

represent the latest information technology development, so people who demonsÍate

higher level of PIIT are more likely to try different equipmenlservices.

The age variable (beta = -.206) was found to be negatively related to

respondents' level of IT use. That is, the older one person is, the more likely he/she

uses fewer equipmenlservices than his/her younger counterpart. The literature

mentioned that costs of a computer and the Internet have been cited by some adults

aged 60 and older who cannot afford the expense of buying a computer and pay a

monthly fee to get access to the Internet (Selwyn, 2004). Although respondents in this
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study represent a higher household income group, most North Americans use the

Internet from their employers or educational institutions (Rogers, 2003). Therefore,

after retirement, many adults do not have the same level of income and place to

support their access to IT or they may have lacked exposure in the workplace (Selwyn,

2004). When taking other factors into account, such as technical barriers (Czaja &Lee,

2003; Grodsky & Gilbert, 1998; Morrell, Dailey, & Rousseau,2003; Rogers & Fisk,

2003), biophysical barriers (Filipczak, 1998; Hardy & Baird, 2003; Morrell et al.,

2003) and psychosocial barriers (Leavengood, 2001; Selwyn, 2004), age can have a

negative impact on people's level of IT usage.

Computer anxiety (beta - -.09) in this model only had a marginal, negative

and non-significant effect on people's level of IT usage. This result contradicts

previous finding that CA is negatively correlated with perceived ease of use of IT,

which directly influences people's IT usage (Igbaria & Iivari, 1995).

Ase. IT Adoption Tfaits & Information Searching Strategies

The research questions (1c) and (2c) (how are age and IT adoption traits

related to travellers' information searching strategies in terms of online inþrmation

searching behavioursT) investigated the relative amount of contribution of each of

those explanatory variables (i.e., age, CA, CSE, and PIIT) to the respondents'

employment of online information searching strategies as measured by the

information needs scales (i.e., functional needs and hedonic needs).

Age. CA. CSE. PIIT and Functional Needs (analytic-goal drivenl

As mentioned in the "Results" chapter, no correlation was found between
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computer anxiety and analytical searching strategies. Because analytical searching

strategies usually require information seekers to possess a much higher level of

information search and computer skills (Marchionini, 1995), it is obvious to see that

people who possess advanced skills are less likely to have computer anxiety.

Three explanatory variables (i.e., age, PIIT, and CSE) therefore were used to

construct the multivariate model. The result shows that computer self-efficacy (beta

= .216) was the only explanatory variable contributing to predict respondents'

employment of analytical searching strategies. Similar to the explanation for

computer anxiety, people who possess advanced information searching and computer

skills are more likely to have higher levels of computer self-efficacy. People who have

higher levels of CSE have more confidence about their capabilities to use advanced

information searching and computer skills in different situations.

The PIIT variable (beta = .018) almost had no effect on respondents'

employment of analytical searching strategies. Because PIIT is highly correlated with

computer self-efficacy (r = .525, n = 2T8,p < .01), the reason why PIIT did not affect

respondent's choice of using analytical searching strategies is unknown. However, it

might be partially due to the fact that PIIT is "the willingness of an individual to try

out any new information technology" (Agarwal & Prasad, 1998, p. 206) rather than

individuals' judgment about their capabilities to perform computer-related tasks in

different situations (Compeau & Higgins, 1995). That is, people who use analytical

searching sftategies are the people who are experienced IT users.

With a low beta value of -.035, age only had a negative and non-significant



effect on respondents' employment of analytical searching strategies. This result could

be partially explained by findings from Hardy and Baird (2003) that skills can buffer

the processing speed declines that are associated with aging. Once people master the

analytical information searching skills, age will not be a critical factor that determines

travellers' choice of online information searching strategies.

Ase, CA, CSE. PIIT and Hedonic Needs (browsins-data drivenl

In the "Results" chapter, bivariate analyses detected only one small, positive

corelation between computer anxiety and browsing information searching strategies

(r = .172, n = 2I7 , p < .05). That is, respondents who demonstrate higher levels of

computer anxiety are more likely to employ browsing infomation searching strategies.

This result is inconsistent with the findings from Marchionini (i995) that novice

information seekers will use browsing search strategies due to its smaller cognitive

load (less computer anxiety) at the beginning. However, it could be partially due to

the fact that respondents considered analytical strategies as more advanced and

difficult skills, which increase their levels of anxiety; so they decided to employ

browsing searching strategies instead. That is, the computer anxiety originating from

analytical searching strategies increase respondents' possibility of using browsing

strategies. It could also be explained by the fact that browsing strategies ale associated

with novice information seekers and can cause distraction, confusion, frustration, and

cognitive overload after they browse the web for a while (Marchionini, i995). At this

point, the result supports the previous literature.

The remaining three variables showed no correlations with respondents'
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employment of browsing searching strategies. Contradictory findings in the literature

have been found regarding the age variable. Some research suggested that people

aged 6L to 85 are more likely to employ browsing sfrategies because they require

longer reactions (Lin, 2003); and typically have some difficulty in acquiring new

skills (Czaja &.Lee,2003) because analytical strategies are more difficult to learn

than browsing strategies (Marchionini, 1995). Also, another study found that hedonic

needs, which are associated with browsing searching strategies, increased with age

(Vogt & Fesenmaier, 1998). Nevertheless, Marchionini (1995) also found that people

prefer using browsing strategies regardless of their age because they generally

consider that analytical strategies are more difficult to learn.

For the CSE variable, defined as individuals' judgment about their

capabilities to perform computer-related tasks in different situations (Compeau &

Higgins, 1995), it is more relevant to analytic strategies that are goal driven,

deterministic, formal and discrete (Marchionini, 1995). Browsing searching strategies

are opportunistic, data driven, heuristic, informal and continuous (Marchionini, 1995),

which is more related to people's hedonic needs (Vogt & Fesenmaier, 1998).

Therefore, CSE is not related to browsing searching strategies.

For the PIIT variable, based on the definition, it is more related to trying out

any new information technology rather than choosing online information searching

strategies. That is, people who employ any online information searching strategies are

the people who are already using the information technologies. Thus, PIIT is not

related to browsing searching strategies.
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Chapter Vtr

Conclusion

Past research regarding tourism and IT did not pay enough attention to

travellers' online information searching behaviours, especially to older travellers

(Buhalis, 2003;Weber & Roehl, 1999). This study has partially filled that research

gap and added to the knowledge base of travel information search literature by

expanding it to include this increasing population. Also, this study has provided

important information to help understand the factors that influence older adults'IT

usage for their vacations. More specifically, this study has identified whether age and

IT adoption traits (i.e., CA, CSE, and PIIT) have joint or separate influence on

travellers' IT selection, IT usage (i.e., frequency and level) and information searching

strategies (i.e., analytical and browsing). This chapter will list research conclusions

from this study, followed by a discussion of the study implications, limitations and

future research in this area. As a result, this can contribute to researchers' and

practitioners' in the field of tourism and IT understanding of how to improve their

services when encountering older customers.

Research Conclusions

Five main conclusions were drawn from this study.

1. Canadian leisure travellers in this study are middle-aged (M = 52.3, SD = 13.3),

and have higher education and income levels. It is important to mention that

almost half of the total respondents (47 .3%o)aged 55 years old and over, further

stressing older travellers will account for a significant proportion of the overall



travel market (McDougall, 1998).

2. Age and three IT adoption ffaits are important indicators for predicting Canadian

leisure travellers' selection of certain IT equipmenlservices, especially those

latest technologically advanced equipmenlservices. Older travellers were less

likely to use the more advanced IT equipmenlservices. Therefore, the digital

divide still exists for older people. Table 25 lists these equipmenlservices to

facilitate researchers and practitioners in the field of tourism and IT understanding

what kind of equipmenlservices are affected by age and IT adoption traits. For

example, travellers who were younger, have lower levels of computer anxiety,

higher levels of computer self-efficacy and personal innovativeness in IT were

more likely to use equipmenlservices such as cell phone with Internet access, cell

phone with camera, digital camera, PDA with Internet access and I-Pod/MP3.

Table 252 A.ge,IT adoption Tiaits and EquipmenfServices

EquipmenlServices Used Age CA CSE PIIT

Cell phone with Internet
Access

Y L H H

Cell Phone with camera Y L H H

Digital Camera Y L H H

PDA with Internet Access Y L H H

PDA Y H H

Laptop computer with
wireless access

L H H

Laptop computer Y L

Global Positioning
System/GPS in vehicle

H H

I-Pod./MP3IM'P Y L H H

Note: Y = Younger; L = Lower; H = Higher
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3. Correlations among CSE and age, CSE and CA, CSE and PIIT, CA and PIIT, CA

and age were found and supported by previous studies. A negative correlation was

detected between age and PIIT. Also, age only has small corelations with CA and

PIIT based on Cohen's guideline (1988).

4. CA and PIIT are two determinants to predict Canadian leisure travellers'

frequency of IT use, while age and CSE are not. CSE, PIIT, and age are

determinants to predict Canadian leisure travellers' level of IT use, while CA is

not.

5. In terms of online information searching strategies, CSE is the only determinant to

predict Canadian leisure travellers' employment of analytical information

searching strategies, while CA is positively correlated with Canadian leisure

travellers' employment of browsing information searching sftategies.

Based on these results, a revised conceptual frame work is constructed (see

Figure 2).



Figure 2: Revised Conceptual Framework
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Implications

The findings of this study have both practical implications for the fields of

tourism and information technology and theoretical implications for adding

knowledge to tourism-related literature.

P ractic al I mplic ations

A number of practical implications based on the results of the study are

included below.

Firstly, both the tourism industry and the information technology industry

should really pay enough attention to the current and future older travellers as they

will account for a significant proportion of the overall travel market (McDougall,

1998) and IT market (Filipczak, i998; ITAC,2003a).

Secondly, since the digital divide still exists for some older travellers and

some of them prefer information in the paper form rather than electronically (Selwyn,

2004), tourism intermediarjes (i.e., travel agencies and tour operators), especially

traditional intermediaries, should provide both electronic and paper form information

to meet different customers' needs. While for the IT industry, especially for those IT

manufacturers, usability of different IT equipment/services becomes a crucial issue

that will affect their profit and development because a user-friendly device is

"definitively able to compensate performance decrements as present in older adults,

thus meeting the demand of usability for a broad user gtoup" (Ziefle &.Bay,2005, p.

388). For example, inZiefle and Bay's study (2005), researchers compared IT

performance of younger participants (20-35 years old) and older participants (50-64



years old) through introducing two different kinds of cell phones. The results

indicated that age differences did not exist when using the less complex phone.

Thirdly, as Vogt and Fesenmaier (1998) suggested, respondents rated

functional travel information needs as more important than hedonic needs. This study

displayed the same results and suggested that people will use more analytical

searching strategies than browsing searching strategies to gather important

information. However, hedonic needs should not be ignored as the fun and

entertaining part of browsing the web might attract potential üavellers. Thus, these

results bring an issue of website design to both tourism and IT industries. To meet

different needs and maximize the potential market, content of the website such as

"word selection, use of visuals, tone of the communication, and writing style" (Vogt

& Fesenmaier, 1998, p. 57$ and layout of content such as "placement of the words

and pictures, length of the communication and mode of presentation" (Vogt &

Fesenmaie¡ 1998, p. 574) should be taken into account. As Smith and MacKay (2006)

suggested, as older people and younger people may process pictorial information in

the same manner, marketers of tourism and IT industries may attach more pictures to

the website for destination advertising to attract older travellers.

Fourthly, results of this study indicated that computer self-efficacy is relevant

to predict respondents' level of IT use and employment of analytical information

searching srategies. Also, results stressed that receiving help from other people who

know the new software well, previous experience, and sufficient time are important

for respondents to have a higher level of confidence. Therefore, proper training is



crucial for people who are novice users, especially older people. Research found that

people aged 65 years old and over like to and are able to learn computer-related skills

but they need specialized training (Czaja &Lee,2003; Filipczak, 1998; Grodsky &

Gilbert, 1998). Some suggestions include: (1) people aged 65 years old and over feel

much more comfortable to take on this technology if they are taught the first time by

an instructor who is also an older adult or of the roughly same age (Filipczak, 1998;

Grodsky & Gilbert, 1998); (2) emailing and getting on the WWW are two ways to

generate their interests @lipczak, 1998); (3) training programs should take

age-related cognitive changes into account when instructing people who are aged 65

years older or above (Rogers & Fisk, 2003). For example, a program for young adults

might not be suitable for older adults.

The o reti c al Impli c ati ons

Extensive studies have examined relationships among IT adoption traits,

including CA and CSE (Czaja et aL,,2006; Igbaria & Iivari, 1995; Laguna & Babcock,

2000), PIIT, CSE, and CA (Thatcher & Perrewe, 2002), PIIT and CSE (Agarwal et al.,

2000). However, not many researchers have incorporated age into the research when

investigating these relationships. This study proposed a conceptual framework to

explore the connection among age, IT adoption traits and travellers' information needs,

adding knowledge to tourism-related literature.

As well, this study relates well to two conceptual frameworks, including a

model of five stages in the innovation-decision process generated from Rogers'

diffusion of innovation theory (2003) and a framework for measuring online travel
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community member needs (Wang & Fesenmaier,2004). For the first model, this study

only touched the first two stages of the five stage model, namely, knowledge and

persuasion (Rogers, 2003). More specifi cally, age and IT adoption traits extended the

research in the "socioeconomic characters" section of the "knowledge" stage, and IT

selection and IT usage extended the research in the "perceived characteristics of the

innovation" of the "persuasion" stage (Rogers, 2003). For the second model, because

the model was specifically designed for online travel community, this study expanded

the model by including people who are not necessarily frequent and experienced

online information seekers. In this model, Wang and Fesenmaier (2004) tested the

relationship between age and different needs and found that the younger groups (<20,

2I to 30, and 31 to 40) attach greater importance to all four needs than their older

counterparts (56 and older). While for this study, age is not a factor to predict

respondents'functional and hedonic needs that are related to analytical searching

strategies and browsing searching strategies.

Limitations

A few limitations were identified for this study. Firstly, this study recruited

participants from lists of individuals provided by a provincial tourism marketing

agency, a provincial government tourism department, and Parks Canada. That is, this

study employs a non-probabiliry sample of Canadian leisure travellers. Although this

sample is appropriate for the study because it is inexpensive and less time-consuming

compared to probability sampling (Levy & Lemeshow, 1999), it does not allow

researchers to make a precise statistical generalization to the larger population
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(Fowle¿ 1993). Furthermore, this study included only leisure travellers from Canada,

so it is uncertain whether the results can be applied to other countries or not. However,

this is beyond the scope of this study. Secondly, respondents' information searching

strategies were measured through testing their different information needs; that is, the

relationships among age, IT adoption traits and information searching sfrategies were

tested indirectly, which may influence the validity of conclusions. Finally, the

wording of survey question number I (which of the following equipment/services do

you currently have available to you at work and/or home?), may have caused

confusion for some respondents because some items such as cellular phone with

Internet access, cell phone with camera, and cell phone could all be checked

responses. Respondents do not know whether they should choose one or two or all

three items when they have one cell phone with both Internet access and camera. As a

result, the number of select IT equipmenlservices might not be fully accurate, which

may also affect the validity of some conclusions on level of use.

Future Research

A few suggestions for future research are also provided:

1. Gender should be included in the future study in this area. Research regarding

gender also has many different findings. Luo, Feng, and Cai (2004) suggested that

male tourists with higher household incomes are more likely to be the Internet users.

Nevertheless, according to the results from Pew Internet and American Life Project

(2004), the gender ratio among Internet users has shifted to 50 percent men and 50

percent women. As Selwyn (2004) and Weber and Roehl (1999) suggested, gender
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and other demographic characteristics such as age, marital status, education all

influence people's IT usage. Gender therefore should be taken into account.

2. Cohort differences in IT usage and online information search can be an interesting

topic to study. As Beldona (2005) suggested, a moderate cohort effect, which was

defined as "change due to behaviour as a result of the inherent characteristics built

around the experiences of the cohorts", was found in the study regarding online

information search. Future research should compare the differences among younger

people, baby boomers and older people.

3. In the study conducted by Wang and Fesenmaier (2004), the framework for

measuring online travel community member needs included four information needs;

namely, functional, social, psychological, and hedonic needs. Future study should also

explore the connections among age, IT adoptions traits and the remaining two

information needs (i.e., social and psychological) and detect what kind of information

searching strategies are related to them.

4. Since the questionnaires of this study were distributed to respondents through

traditional mail and email formats, whether the format respondents chose to

participate in this study is related to their IT selection, IT usage, and online

information searching strategies could be another interesting topic to study.

5. Previous study conducted by Kah, Vogt, and MacKay (2006) suggested that a

growing number of travellers are employing wireless IT equipmenlservices to

conduct travel information search and booking as "they are in transit to better provide

last minute information and products" (p. 406). Based on the results from the present
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sfiidy,23.97o of respondents own cell phones with Intemet access, 10.47o have PDAs

with Internet access, arrd34.27o possess laptops with wireless access, hence future

research should focus on this growing segment of wireless travellers as they can

o'geneÍate additional sales to sell otherwise lost capacity and revenues" (Kah, et al.,

2006, p. 406).

100



References

Agarwal, R., & Karahanna, E. (2000). Time Flies When You're Having Fun:

Cognitive Absorption and Belief About information Technology Usage. MIS

Quart e rly, 24 (4), 665 -69 4. Retrieved October 26, 2006, from EB SC Oho st

database (Academic Search Elite).

Agarwal, R., & Prasad, J. (1998). A conceptual and Operational Definition of Personal

Innovativeness in the Domain of Information Technology [Electronic version].

Information Sy stems Re s earch, 9 (2), 204-215.

Agarwal, R., Sambamurthy, V., & Stair, R. S. (2000). The evolving relationship

between general and specific computer self-efficacy - An empirical

assessment [Electronic version]. Information Sy stems Re s e arch, I I (4),

418-430.

Beatfy, S. E., & Smith, S. (1987). External information search:An investigation

across several product categories. Journal of Consumer Research, 14,83-95.

Beldona, S. (2005). Cohort analysis of online travel information search behavior:

1995-2000 [Electronic version]. Journal of Travel Research, 44, 135-142.

Bjork, P., & Guss, T. (1999). The Internet as a Marketspace - The Perception of the

Consumers. In D. Buhalis, & W. Schertler (Eds.), Information and

C ommunic ation Te chnolo gies in Tourism I 999 (pp. 5 4-65). New York:

Sprin ger-VerlagÆVien.

Bosman, E. A. (1993). Age-related difference in the motoric aspects of transcription

typing skill [Electronic versionf. Psychology andAginS, 8(1), 87-I02.

10t



Britton, J. H., & Britton, J. O. (L912). Personality Changes in Aging: A longitudinal

Study of Community Residents. New York: Springer Publishing Company Inc.

Buhalis, D. (1998). Strategic use of information technologies in the tourism industry.

Tourism Management, I9(5), 409-421. Retrieved October 29,2005, from

ScienceDirect database.

Buhalis, D. (2001). Tourism and Cyberspace. Annals of Tourism Researclt, 2B(I),

232-235. Retrieved June 6, 2006, from ScienceDirect database.

Buhalis, D. (2003). eTourism. Information technology for strategic tourism

managemenl. London: Pearson Education.

Charness, N. (2003). Access, Motivation, Ability, Design, and Training: Necessary

Conditions for older Adult Success with Technology. In N. Charness, & K. \[.

Schaie (Eds.), Impact of Technology on Successful Aging (pp. 15-27). New

York: Springer Series Societal Impact on Aging.

Cohen, J. W (1988). Statistical power analysis for the behavioral sciences (2'd

edition). Hillsdale, NJ: Lawrence Erlbaum Associates.

Compeau, D. R., & Higgins, C. A. (i995a). Application of Social Cognitive Theory to

Training for Computer Skills. Informatíon System Research, 6(2),It8-I43.

Compeau, D. R., & Higgins, C. A. (1995b). Computer Self-Efficacy: Development of

a Measure and Initial Test. M1S Quarterly, l9(2), 189-2IL Retrieved October

26,2006, from EBSCOhost database (Academic Search Elite).

Compeau, D. R., Higgins, C.4., & Huff, S. (1999). Social Cognitive Theory and

Individual Reactions to Computing Technology: A Longitudinal Study. M1S



Quarterþ, 23(2), 145-158. Retrieved October 26,2006, from EBSCOhost

database (Academic Search Elite).

Czaja, S. J., Fisk, A. D., Hertzog, C., Rogers, W.4., Charmess, N., Nair, S. N., &

Sharit, J. (2006). Factors predicting the use of technology: findings from the

Center for Research and Education on Aging and Technology Enhancement

(CREATE). Psychology & Aging, 2I(2),333-353. Retrieved March 8,2007,

from EBSCOhost database (Academic Search Elite).

Czaja, S. J., & Lee, C. C. (2003). The Impact of the Internet on Older Adults. In N.

Charness, & K. W Schaie (Eds.), Impact of Technology on Successful Aging

(pp. 113-133). New York: Springer Series Societal Impact on Aging.

Dann, G.. (2001). Senior Tourism. Annals of Tourism Research, 28(T),235-238.

Retrieved June 2, 2006, from ScienceDirect database.

Define and sell. (2000). Economist, 354(8159),6-9. Retrieved December 6,2005,

from EBSCOhost database (Academic Search Elite).

Dillman, D. (2000). Mail and Intentet Surtteys: The tailored Design Method. New

York: John Wiley & Sons, Inc.

E-commerce News (2000, April 4). U.S. Baby Boomer and Seniors are fastest

growing Internet demographic group. Reh'ieved October 1, 2006, from

http ://www. sellitontheweb. com/ezinelnews03 87. shtml

Faranda, WT., & Schmidt, S. L. (1999). Segmentation and the Senior Traveler:

Implications for Today's and Tomorrow's Aging Consumer [Electronic

versionl. Journal of Travel & Tourism Marketing, 8(2),3-27 .

103



Field, A. (2000). Discovering Statistics Using SPSS for Windows. London: SAGE

Publications.

Filipczak, B. (i998). Old Dogs, New Tricks. Training, S5(5), 50-55. Retrieved June

6, 2006, from AGELINE database.

Fondness, D., & Murray, B. (1999). A Model of Tourist Information Search Behavior

fElectronic version]. Journal of Travel Research, 37,220-230.

Fowle¡ F. J. (1993) . Suntey Research Methods. Newburry Park: Sage Publications.

Gaur, A. S., & Gaur, S. S. (2006). Statistical Methods for Practice and Research: a

guide to data analysis using,SP,S,S. London: Response Books.

Goldsmith, R. E., & Hofacker, C. F. (1991). Measuring consumer innovativeness.

Journal of the Academy of Marketing Science, 19(3),209-22I.

Grodsky, T., & Gilbert, G. C. (1998). Seniors travel the information superhighway.

Parks & Recreation, 33(6),70-74. Retrieved June 2, 2006, from EBSCOåosr

database (Academic Search Elite).

Hardy, M. 4., & Baird, C.L. (2003). Is It all About Aging? Technology and Aging in

Social Context. In N. Chamess, & K. W. Schaie (Eds.), Impact of Technology

on Successful Aging (pp. 28-41). New York: Springer Series Societal Impact

on Aging.

Heinssen, R. K., Glass, C. R., & Knight, L. A. (1987). Assessing Computer Anxiety:

Development and Validation of the Computer Anxiety Rating Scale.

Computers in Human Behaviot; 3(I),49-59.

Hoffman, D., & Novak, T. P. (1996). Marketing in Hypermedia Computer-Mediated

r04



Environments: Conceptual Foundation [Electronic version] . Journal of

Marketing, 60(3), 50-68.

Holbrook, M. 8., & Hirschman, E. C. (1982). The experiential aspects of

consumption: Consumer fantasies, feelings, and fun. Journal of Consumer

Research, 9, I32-I40

Hooyman, N. R., & Asuman Kiyak, H. (1999). Social Gerontology: A

multidis c iplinary p e rs p e ctiv e . B oston : Allyn & B acon.

Honreman, L., Carter, R. W, Wei, S., & Ruys, H. (2002). Profiling the Senior Traveler:

An Australian Perspective fElectronic version] . Journal of Travel Research, 41,

L-)--7 I -

Igbaria, M., & Iivari, J. (i995). The Effects of Self-efficacy on Computer Usage

[Electronic version]. Omega, 23(6), 587-605.

Information TÞchnology Association of Canada. (2003a). ITAC Salutes IT hero

Pauline HockKenstein. Retrieved July 2I,2006, from

http://www.itac.call-ibrarl¡/ITACNewsRelease/NR-ITACSalutesITHeroPauline

Hockenstein.htm

Information Technology Association of Canada. (2003b, August). It's not your

parent's phone. A Survey of Changing Patterns in Canadian Consumer

Communicalions. Retrieved July 2I,2006, from

http://www.itac.call-ibrar)¡/PolicyandAdvocacy/Informationlnfrastructule/pdf/

03Au eNotYourParents.pdf

Jang, S. (2004). The Past, Present, and Future Research of Online Information Search

105



[Electronic version]. Journal of Travel & Tourism Marketing, 17(2/3), 41-47 .

Javalgi, R., Edward, T., & Rao, S. R. (1992). Consumer behavior in the U. S. pleasure

travel markeþlace: An analysis of senior and non-senior travelers. Journal of

Travel research, 31, 14-20.

Kah,4., Vogt, C., & MacKay, K. (2006). Internet Involvement in Trip Planning and

Purchasing. 2006 TTRA Annual C onferenc e P roc e e dings. 401 -407 .

Kay, R. H. (1990). The relation between locus of control and computer literacy.

Journal of Research on Computing in Education, 22(2),464-414.

Laguna, K. D., & Babcock, R. L. (2000). Computer Testing of Memory Across the

Adult Life Span. Experimental Agíng Research, 26(3),229-243. Retrieved

March 8, 2007 , from EBSCOhost database (Academic Search Elite).

Lake, D. (2001, June 14). Americans go onlinefor travel information Retrieved

August 14,2006, from

http://archives.cnn.com/2001/TECFVinternel06/14ltravelers.use.net.ids/index.

html

Lazants, R. S., & Lazarus, B. N. (2006). Coping withAging. New York: OXF'ORD

University Press.

Leavengood, L. B. (2001). Older People and InternetUse. Generations, 25(3),69-71.

Retrieved June 6, 2006, from AGELINE database.

Levy, P. S. & Lemeshow, S. (1999). Sampling of populations: Methods and

applications. New York: John Wiley & Sons, Inc.

Li,Y., Tan, C. H., Teo, H. H,, & Tan. C. Y. (2006). Innovative usage of Information

Technology in Singapore organization: Do CIO characteristics make a

106



difference? fElectronic version]. IEEE Transactions on Engineering

Management, 5 3 (2), I77 -I90.

Lin, D. Y. M. (2003).Age differences in the perforrnance of hypertext perusal as a

function of text topology [Electronic version]. Behaviour and Information

Te chnolo gy, 22 (4), 2I9 -226.

Luo, M., Feng, L., &. Cai,L. A, (2004). Information Search Behavior and Tourist

Characteristics: The Internet vis-à-vis Other Information Sources lElectronic

versionl. Journal of Travel &Tourism Marketing, 17(2/3),15-25.

MacKay, K. J., & Smith, M. C. (2006). Destination advertising: age and format effects

on memory fElectronic version]. Annals of Tourism Research, 33(I),7-24.

Marakas, G. M., Johnson, R. D., & Palmer, J. W. (2000). A theoretical model of

differential social attributions toward computing technology: when the

metaphor becomes the model fElectronic version]. International Journal of

Human-Computer Studies, 52, 1 19 -1 50.

Marchionini, G. (1995). Information Seeking in Electronic Environments. Cambridge:

Cambridge University Press.

Markson, E. W. (2003). Social Gerontology Today. Los Angeles: Roxbury Publishing

Company.

McCare, R. R., & Costa, P. T. (2003) . Personality in Adubhood. A Five-Factor Theory

Perspective. New York: The Guilford Press.

McDougall, L. (1998, summer). Aging Baby Boomers and What it Means for

Domestic Travel in the 2l't Century. RetrievedAugust 16, 2006, from

r01



http://www.statcan.calenslish/freepub/87-003-XIE/0039887-003-XIE.pdf

Midgley, D. F., & Dowling, G. R. (1978). Innovativeness: The concept and the

measurement. Journal of Consumer Research, 4,229-242.

Monell, R. W., Dailey, S. R., & Rousseau, G. K. (2003). Commentary:Applying

Research: The NlHSeniorHealth.gov Project. In N. Chamess, & K. W Schaie

(Eds.), Impact of Technology on Successful Aging (pp. 134-161). New York:

Springer Series Societal Impact on Aging.

North Dakota Information Technology Department. (2005). Policy and Planning.

Retrieved November 2,2005, from

http ://www.nd. gov/itd/plannin g/definition. html

Pallant, J. (2001). SPSS,Szruival Manual. Philadelphia: Open University Press.

Papalia, D. E., Camp, C. J., & Feldman, R. D. (1996). Adult Development and Aging.

New York: The McGraw-Hill Companies, Inc.

Peterson, R.4., & Merino, M. C. (2003). Consumer Information Search Behavior and

the Internet [Electronic version]. Psychology & Marketing, 20(2),99-I2I.

Pew Intemet andAmerican Life Project. (2004). Older Americans and Internet.

Retrieved March 8, 2007, from

http ://w ww.pewinternet. ore/pdfsipiL seniors online 2004.pdf

Proll, B., & Retschitzegger, W. (2000). Discovering Next Generation Tourism

Information Systems: A Tour on TlScover [Electronic version]. Journal of

Travel Re search, 3 9, 182-191.

Roadburg, A. (1985). Aging: Retirement, leisure and work in Canada. Agincourt, ON:

108



Methuen Publications.

Rogers, E. M. (2003). Dffision of Innovatior¿s. New York: FREE PRESS.

Rogers, W. 4., & Fisk, A. D. (2003). Technology Design, Usability, and Aging:

Human Factors Techniques and Considerations. In N. Charness, & K. W

Schaie (Eds.), Impact of Technology on Successful Aging (pp. 1-1a). New York:

Springer Series Societal Impact on Aging.

Schertler, W., & Berger-Koch, C. (1999). Tourism as an information business: The

Strategic Consequence of e-Commerce for Business Travel. In D. Buhalis, &

W Schertler (Eds.), Infornzation and CommunicationTechnologies in Tourism

1999 (pp.25-35). New York: SpringerWien.

Selwyn, N. (2004). The information aged: A qualitative study of older adults' use of

information and communication technology. Journal of Aging Studies, l8(4),

369-384. Retrieved June 6, 2006, from AGELINE database.

Singleton, R.4., & Straits, B. C. (1999). Approaches to social research. New York:

Oxford University Press.

SeniorNet and Charles Schwab & Co. (1998). Graying of the Intern¿l. Retrieved

August 15, 2006, from

http://www.headcount.com/globalsource/profile/index.htm?choice=ussenior&i

d=190

Sigurdsson, J. F. (1991). Computer experience, attitudes toward computers and

personality characteristics in psychology undergraduates. P ers onality and

Individual Dffi renc es, I 2(6), 617 -624.

109



Smith, M. C., & MacKay, K. J. (2001). The organization of information in Memory

for Pictures of Tourist Destinations: Are there Age-Related Differences?

[Electronic version]. Journal of Travel Research, 39,26I-266.

Statistics Canada (2006, July 28). Community Highlights for Canada. Retrieved

August 11, 2006, from

http://wwwl2.statcan.calenglish/Profil0l/CP01/Details/Paee.cfm?Lang=E&G

eo I =PR&Code 1 =0 1 &Geo2=PR&Code2=0 1 &Data=Count&SearchTbxt=Cana

da&SearchType=B e gins&SearchPR=O 1 &B 1 =All&Custom=

Tabachnick, B, G., & Fidell, L. S. (1996) . Using multivariate statistics (3'd edition).

Mahway, New Jersey: Lawrence Erlbaum.

Thatcher, J. 8., & Perrewe, P.L. (2002). An empirical examination of individual traits

as antecedents to computer anxiefy and computer self-efficacy. MIS Quarterly,

26(4), 38I-396. Retrieved September 27,2006, from EBSCOhost database

(Academic Search Elite).

Tobin, S. S. (1999) . Presentation of the Self in the Oldest Years: with Implications for

Practice. New York: Springer Publishing Company.

University of Twente. (2004, June 9). Dffision of Innovations Theory. Retrieved

February 15,2006, from

http://www.tcw.utwente.nl/theorieenoverzicht/Theor_volo20clusters/Communica

tion%2Oand%20lnformationTo20Technoloey/Diffusion of Innovations Theor

v.doc/

Van Harssel, J. (1995). The senior travel market: distinct, diverse, demanding. In W.

r10



Theobald (Eds.), GIobaI Tourism: The next decade (pp. 363-377). Oxford:

B utterworth-Heinemann Ltd.

Vestre, N. D. (1984). krational beliefs and self-reported depressed mood. Joumal of

Abnormal P sy cholo gy, 9 3 (2), 239 -24I.

Vishwanath, A. (2005). Impact of personality on technology adoption: an empirical

model fElectronic version]. Journal of the American Society for Information

Science and Technology, 56(8), 803-8 1 1.

Vogt, C.4., & Fesenmaier, D. R. (1998). Expanding the functional information search

model [Electronic version]. Annals of Tourism Research, 25(3),551-578.

Vogt, C.4., & Stewart, S. I. (2001). Response Problems in a Vacation Panel Study

[Electronic version]. Journal of Leisure Research, 33(l),91-105.

Wang, Y. C., & Fesenmaier, D. R. (2004). Modeling participation in an online travel

community [Electronic version]. Journal of Travel Research, 42,26I-270.

Wang, Y. C., & Yu, Q., & Fesenmaier, D. R. (2002). Defining the virtual tourist

community: implications for tourism marketing [Electronic version]. Tourism

Management, 2 3 (4), 407 -4I7 .

Weber, K., & Roehl, W. S. (1999). Profiling People Searching for and Purchasing

Travel Products on the World Wide Web [Electronic version]. Journal of

Travel Res earch, 37, 29I-298.

Werthner, H., & Klein, S. (1999). Information Technology and Tourism - A

Chall enging Relationship. New York: SpringerWien.

Wikipedia. (2006, August 17). Digital divide. Retrieved August 17, 2006, from



http ://en. wikipedia. org/wiki/Di gital divi de

Zief\e, M., & Bay, S. (2005). How older adults meet complexity: aging effects on the

usability of different mobile phones [Electronic version]. Behaviour &

Information Te chnolo gy, 24(5), 37 5 -389 .

112



1.
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APPENDIX A

INFORMED CONSENT FORM

Research Project Title: Understanding the lmpacts of lnformation Technology (lT) on the
Vacation Experience

Researcher(s): Kelly J. MacKay, Ph.D.
Sponsor: Social Sciences & Humanities Research Council (SSHRC)

This copy of the consent form should be returned with the questionnaire, and the white copy
should be kept for your records and reference. lt gives you the basic idea of what the research is

about and what your participation will involve. lf you would like more detail about something
mentioned here, or information not included here, you should feelfree to ask. Please take ihe
time to read this carefully and to understand any accompanying information.

Purpose of Research.
The purpose of this research is to investigate how people use or don't use information
and specifically information technology (lT) to plan and experience their vacations.
lnformation technology may include cell phones, pagers, personal digital assistants,
computers and the lnternet, Global Positioning Systems, for example.

Research Procedure.
This study involves several stages of participation. Each stage is outlined below.

Stage 1 - Research participants will complete an initial profile questionnaire to provide
information on your vacation travel patterns, use of information technology (for example,
cell phones, pagers, PDAs, computers, etc.), and demographic characteristics (e.9.,

education, age), as well as a list of upcoming trips. This should take no more than '15

minutes to complete and return (in a postage paid, pre-addressed envelope).

Stage 2 - Research parlicipants will be asked to complete a brief monitoring
questionnaire (electronic or paper version) every few months to report on any upcoming
trips, planning, and information search for the trip. These routine questions should take
no more than 15 minutes to complete.

Stage 3 - When a trip is forthcoming, participants will be sent a diary to reflect the
approximate length of a trip. Participants will be prompted to answer a series of questions
about the trip (e.9., activities, information obtained and used, vacation satisfaction) each
day. The on-trip diary will be provided in paper format for those who do not access the
web daily on their trip. lt should take no more than 15 minutes to complete each day of
the trip.

Your involvement is requested for approximately one year to participate in all stages, with
the option to continue for a second year.

Participants and Compensation.
Participants in the research must be 18 years of age or older.

Stage 1 - All individuals who respond to the initial recruiting questionnaire will be entered
in a draw for a chance to win a prize (valued at minimum $250).

Stage 2 - Participants who respond to the regular monitoring questionnaire will be
entered in a draw for a chance to win a prize (valued at minimum $250) for each
response period.

3.
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4.

Siage 3 - An honorarium/incentive of $25 will be provided for each vacation trip diary
requested and submitted, plus you will be entered in a draw for a chance to win a prize
(valued at minimum $250).

Conf identiality.
Complete confidentiality will be maintained. No response will be connected wiih any
individual participant. Each participant will be assigned an arbitrary identification code so
individual names are not connected to individual responses. Furthermore, individual
findings will not be reported, only group level findings. Any quotes from diary entries used
in repoñs, presentations, or papers will not use participants' real names. Paper based
questionnaires will be stored in a locked cabinet in a locked research lab and will be
shredded at the conclusion of the study. Data will be stored electronically on a password
protected computer and on CDs contained in a locked cabinet in a locked research lab.

Volu ntary Participation.
Each person's participation is completely voluntary. Fudhermore, any person is free to
discontinue his or her participation at any time and for any reason. You are free to refrain
from answering any questions you prefer to omit, without prejudice or consequence.
Your continued participation should be as informed as your initialconsent, so you should
feel free to ask for clarification or new information throughout your participation.

Your signature on this form indicates that you have understood to your satisfaction the
information regarding participation in the research project and agree to participate as a subject.
ln no way does this waive your legal rights nor release the researchers, sponsors, or involved
institutions from their legal and professional responsibilities.

Professor Kelly MacKay
Health, Leisure, and Human Performance Research lnstitute
University of Manitoba,
Winnipeg, Manitoba
R3T 2N2

(204) 474-7058 (ph) ,t@

(204) 261-4802 (fax)

lf you agree to participate in the described research, please sign with today's date on the line
below. Your signature constitutes your consent to participate and shows that you have read and
understand this consent form. PIease send this signed form in the postage paid pre-
addressed envelope.

Name (please print):

Signature Date

Please mari (r'): I prefer communications and questionnair"t E electronically" o, E on paper.

*Email address required for electronic communication:

5.
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This brief questionnaire is desígned to keep us infcrmed about your informaticn technology (lTi use and any upcoming

väcation plans anci trips for rvhich .vou voLrld b€ \,/¡lling t0 complete a travel diar5,. ln acidÌtton therè are a fei! questions that

r,¡ill help us describe characlensiics 0f stud!, participênts- Your ìndividual responses \yììl be kept strictlir confdent¡al. \,/hen

finished. please retum the questionnaire ¡n the pre-addressed, F0slage-paid en,¿elope io the U0i.v..çt$ìt.v C,.i lirlanitoba within
the next two weeks.J
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t ðcrlSlóÈnln:ÛËÊ.oF+È¡¡¡i'ffin¡9¡,r,,,,,.,,..',:,.':, .

COI'IP¡.RED TC IIY FRIEI.ICS. [,IY C:¡!NERSiIIP CF IECHNCLOGY IS

Low

12
î,,'.1r....,2 ,'.,.

12

J4

J+

c

5

5

o

þ

0

High.,

f.,
r'..':.711

7¿

ll6



.:.i"' j rr I

'| ) f i-"t''
.i. iiiirr:,il

'ri '' : ' Welcor¡e to the iuforma?ron Techrology at..¡l iJacaii*n Ëxl:erierce Study
À.Eîiów iiri!ütements ãuoit coñrpùiËi ano tntøinat¡oñïeiñnólögt lri silJrlïö:ã;-ÞöÀ;öàliÞhõîí etCJ:Pliñse-
circle the number thût represents your level of agreement.

STRONGLY

DISAGREE

I FEEL ¡FPÊEHEIISI\'E ¡6CUI USII'IG CCIIPUTERS. 1 2 3

IT SIÅPES [,IE TC THINK THAT ICCUI..O C¡IJSETHE COI,IPUTER T3 1 2 3

0E918?TÀ|JPÊE¡!.lQÌllir9t,1l'lFQ-iliArl9N-E-YIJLI[r'lG,,!HE-T"Rcl'19:l-(E{,.:r,,,-.,..::,:..,,,:,..::

I HESIIÅTE TO IJSE Á CCI'FUIER tOR FÉ\R OF (l¡XlrlG NISTÅKES 1 2 3

THÅT I C¡NNCT CORRECT.I

CCITIRiTERSAAESO[tE,Àrt{ATlltIlMl0ÀTIl'lO'iCllE. 1 2 3

lF I HiÁÊo ÁÉouTÅ NElü tNFCRilÅrlCN TECHUCLoGY. I i',oLrLD Lz.. ... ... ... .3... ...

t0çKFçF,r,\¡JS f0 EXPERIHEI'IT rÏIH lT.r

'4¡q9¡ring-,lltiU¡Ú+riÍelj¡lfrlqtnfþ.uijir¡¿,t.,'.::'.ì.:"',::',:2,.:.:',':i":::

INGENEF;L,lÅJ'JHESIIÅNÍTOfPJ'0ljfNE;Vll'lFCRl,tATl0lJ 1 2 3
-tEcHt.r0t0GtEs.,,

I LIKE TO EXPER|I lEl.fl:'.fIH NFÀ'll,lFORÌrlATlCtl ÍECHNOLCGIES. 1 2 3

4

",4',

4

,,:4,

.-4

+

4

,.:,.1,

S.Oftenwhen using computers, we¡retold¡boutsoftwarepackages availableto makeusingthe computereasier.
For this question, please answer in two parts. First, please m¡rk "YEs" oR "¡lo' based on v/hether you think you

could use unfamiliar software underthe conditions described. Next, if you chose "YEs", please rate your level of
conlidence to do so by circling the number from 'l to I 0.r

I COULD USE

THE SOFTWARE PACKAGE
NOTATALL
CONFIDENT

MODERATELY T0TALLY.

-Ç_oJ'fLD;N.I Êo-[flQr-Ntrr

TFTHEREI,ÉS|.IOONEÀROU|'IDIOTELLÍi1E 0YES...... 1 2 3 4 5 6 7 I I 10

r\Nif T0 D0 ÅS I G0. 0 NOr

TIl



Ell:t

rr '! I lVe Iccm¿ to Ìne lniornlailori Techrrology anri Vacaiion Ëxperience $tuci'l

':..' i Ii:rrÌlì;.:: L:.,..
' 

',i:liti¡rr,t:
!Lli: liÌ,ilir,:

6. Ftease iétrus rihé;ä i;hëä-änãiólhôil iong ú;¿æ ipæiäCäliõiiiËiei iou äiëpiãnninô [ó ôtrùrtöuinêxt váðåilonl -
(up to three) in the next three months (February, March, April). Also pleasÊ indicale (r) for which trip(s) you wÌll do a

. 
travel diary (0n paper or \,/eb based, only if you have daily lnternet access r +

Likely Departure Number r
. üeisD*e*sLi¡¡liæ. -^-*^---q,c-!e----**-*--.. ^ - ,. 9l qiJq --,-Jfli!.i¡¡-tr*Ç-qop.lele^TEle!9glJ3'

0YES oP.aF,q.Prg,riEEioit!ì'Åcc:ssl ¡
0 l'.]0. f.,rcT THrs tRtFd

o YES 0 Eå!_ELg,,'ì€8 io.:riY Àcci:s)
O NC. NOT THIS TRIP I
O YES 0 F¡PEIC r.EE ir;r-r':cc::€ì
ONO.¡ICTTHISIPIP i

Based on the above places, please identify the next vacatìon destination you are most likely to go: 

--

(ii'rite in here).

Please answer question # 7 based on that destination or SKIP to Question #8 if no upcoming trips,r'

7. Whglplanning your vacation identified as the most likely to occur, please indicate ho',vyou have used 0rYi ill ttse the

sources and services lìstÊd bel0,,v. ¡f at all. Not all formats apply in ail cases. Irad¡lional refers to ho\ti information is

presented úr lhe service is purchased (e.9., in prìnt, telephone, in person). and lntetnet refers lo t'veb.based online sources.r

hlat r' all those that you have used or will use for trip information and or purchase.,'

Source/Service ¡
lnlOrmaUOn ÐOu[ces Io l'lâñ lrlPt

Tr¡ditional lnternet
Purchases Made So Far througha

Traditional lnternet ,

118



r::j rr,r,ì,
?:;¿' -. !triii¡i

i - ,'1i,',',,..

8. Please indicate how much you agree lvith the following re¡sons for searching travel information in general?

(Please circle a response for each statement.)!

SÍongly Stro ngly.,

THNK-You!u

'if'li: 
[:i;::,,

rt9



APPENDIX C

Reminder Card

Utilt¡¡.nslty
or M¡NtroB¡t

Remindef ......4 few days ago you should have received an invitation

to pafiicipate in the lnformation Technology and Vacation
Experience Study being conducted by the University of Manitoba.
There is still time to participate and have your name entered in

the prize draw. Your cooperation and opinions are important. lf
you have already replied, please disregard this notice.
Thank-you for your assistance and good luck in the prize draw
($250 value).

Professor Kelly MacKay
Health, Leisure & Human Pedormance Research lnstitute

University of Manitoba

www. umanitoba.calphysed/research/people/mackay. shtm I



APPENDIX D

Thank-You Card

E
tú e/lELìtË

Æ
[Jñ i i.n RS,I,T li
or fir{,q¡11.ç3.,q

, 'Wê ¡:ece-ived, youi'reSponse,,to,.the-'i,,i r,, , i'

Experience Study being conducted by the

',,,U h iVe,rS-ity Of', M an ito bâ;,,Yo'ú r .n,am ê .h âs.,,',,.'

... þse ñ é nte redr' in. :t hé. Íf ist'pi/rize : dráw,($250

' : . vflIu e),.We,wil l ,contâctry,',l9¡ain;, Íof, .rh ê'

-- - --r: -:-- - Jparticipation is greatly appreciatec.,.

Professor Kelly MacKay
H-eáltþ,,'Leisu¡e.,&,,Hunjan.Perfor:mance: Re-6earch I nslitute,

,..I.r 'r..::il... ..:. .::...'. '

www, u mánitôbâ,câ1Þ hysedlres,eâfch/pe oplel miac.kay.shtm !



APPENDIX E

Frequencies

Perception of Technology and the Internet & Ownership of Technolosv

use of technology

Frequencv Percent Valid Percent
Cumulative

Percent
Valid low

2

J

4

5

b

high

Total

Missing System

Total

B

13

38

4b

69

31

'13

218

4

222

3.6

5.9

17.1

20.7

31.1

14.0

5.9

98.2

1.8

100.0

o1

6.0

17.4

21.1

31.7

14.2

6.0

100.0

3.7

9.6

27.1

48.2

79.8

94.0

100.0

use of the lnternet

Frequencv Percent Valid Percent
Cumulative

Percent
vailo

Missing

Total

tow

2

3

4

5

6

high

Total

System

7

7
.t8

45

63

48

24

212

10

222

3.2

3.2

8.1

20.3

28.4

21.6

10.8

95.5

4.5

100.0

ù.o

3.3
oto.J

21.2

29.7

22.6

11.3

100.0

3.3

þ.Þ

15.1

36.3

66.0

88.7

100.0



ownership of technology

Freouencv Percenl Valid Percent
Cumulative

Percent
Valid

o

high

Total

Missing System

Total

11

16

30

57

50

38

17

219

3

222

5.0

7.2

t.t.c

25.7

22.5

17.1

7.7

98.6

1.4

100.0

5.0

7.3

13.7

26.O

22.8

17.4

7.8

100.0

5.0

12.3

26.O

52.1

74.9

92.2

100.0

Computer Anxíetv

apprehensive about using computers

Freouencv Percent Val¡d Percent
Cumulative

Percent
Strongly Disagree

2

3

4

5

b

Total

SystemMissing

Total

100

62

21

16

15

o

220

2

222

45.0

27.9
oÃ

7.2

6.8

2.7

99.1

.9
'100.0

45.5

28.2

9.5

7.3

6.8

2.7

100.0

45.5

73.6

83.2

90.5

97.3
't00.0

scares me to cause the computer to destroy

Freouencv Percent Valid Percent
Cumulative

Percent
Valid rongly Disagree

o

Strongly Agree

Total

Missing System

Total

90

71

21

14

o

12

2

219

3

222

40.5

32.0

9.5

6.3

4.1

5.4

.9

98.6

1.4

100.0

41.1

32.4

9.6

6.4

4.1

5.5

.9

100.0

41.1

73.5

83.1

89.5

93.6

99.'l

100.0

123



hesitate to use a computer

Freouencv Percenl Valid Percent
Cumulative

Percent
Valid Strongly lJ¡sagree

2

3

4

5

6

Strongly Agree

Total

Missing System

Total

121

o.t

12

11

I
4

1

221

1

222

54.5

28.4

5.4

5.0

4.1

1.8

.5

99.5

.5

100.0

54.8

28.5

5.4

5.0

4.1

1.8

.5

100.0

54.8

83.3

88.7

93.7

97.7
ooÃ

100.0

intimidating

Frequencv Percent Valid Percenl
Cumulative

Percent
al Strongly Disagree

2

.J

4

5

b

Strongly Agree

Total

Missing System

Total

105

54

15

20

14

3

3

214

I
222

47.3

24.3

6.8

9.0

o.J

1.4

1.4

96.4

3.6

100.0

49.1

25.2

7.0

9.3

6.5

1.4

1.4

100.0

49.1

74.3

81.3

90.7

97.2

98.6

100.0

Personal Innovativeness in IT

Iook for ways to experient with lT

Frequencv Percent Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

.>

4

5

o

Strongly Agree

Total

Missing System

Total

18

34

,tt
51

35

35

10

220

2

222

8.1

15.3

16.7

23.0

15.8

15.8

4.5

99.1

.9

100.0

8.2

15.5

16.8

23.2

15.9

15.9

4.5

100.0

8.2

23.6

40.5

o.J.o

79.5
oÃÃ

100.0

t24



the first to try out new lTs

Frequencv Percent Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

3

4

5

b

Strongly Agree

Total

Missing System

Total

39

41

34

45

33

19

7

218
4

222

17.6

18.5

15.3

20.3

14.9

8.6

3.2

98.2

1.8

100.0

17.9

18.8

15.6

20.6

15.1

8.7

3.2

100.0

17.9

36.7

52.3

72.9

88.1

96.8

100.0

hes¡tant to try out new lTs

Freouencv Percenl Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

3

4

5

6

Strongly Agree

Total

Missing System

Total

52

61

42

32
o

17

7

220

2

222

23.4

27.5

18.9

14.4

4.1

7.7

3.2

99.1

.9

100.0

23.6

27.7

19.1

14.5

4.1

7.7

3.2

100.0

23.6

51.4

70.5

85.0

89.1

96.8

100.0

like to experiment with new lTs

Frequencv Percent Valid Percent
Cumulative

Percent

Valid Strongly Disagree

Á+

5

o

Strongly Agree

Total

Missing System

ïotal

19

31

37

41

43

30

16

217

5

222

8.6

14.0

to.t
18.5

19.4

13.s

7.2

97.7

2.3

100.0

8.8

14.3

17.1

18.9

19.8

13.8

7.4

100.0

8.8

23.0

40.1

59.0

78.8

92.6

100.0

125



C omp ute r S e lf- Effíc acv

no one around to tell me what to do

FrequencV Percent Valid Percent
Cumulative

Percent
at all confident

4

Moderately confident

o

7

I
I
Totally confident

Total

Missing System

Total

3

12

20

15

42

16

¿o

28

19

12

193

29

222

1.4

5.4

9.0

6.8

18.9

7.2

11.7

12.6

8.6

5.4

86.9

13.1

100.0

t.b

o.¿

10.4

7.8

21.8

8.3

13.5

14.5

9.8

o.¿

100.0

1.6

7.8

18.1

25.9

47.7

56.0

69.4

83.9

93.8

100.0

never use a package like it before

Frequencv Percent Valid Percent
Cumulative

Percent
Valid Not at all confident

2

3

4

Moderately confident

o

7

I
I
Totally confident

Total

Missing System

Total

3

16

23

15

32

19
'18

28

14

I
176

46

222

1.4

7.2

10.4

6.8

14.4

8.6

8.'t

12.6

6.3

3.6

79.3

20.7

100.0

1.7

9.1

13.1

8.5

18.2

10.8

10.2
'15.9

8.0

4.5

100.0

1.7

10.8

23.9

32.4

50.6

61.4

71.6

87.5

95.5

100.0

126



software manuals for reference

Frequencv Percent Valid Percent
Cumulative

Percent
Valid Not at all confident

2

\)

4

Moderately confident

b

7

B

I
Totally confident

Total

Missing

Total

4

18

22

18

28

13

27

27

16

14

187

35

222

1.8

8.1

9.9

8.1

12.6

5.9

12.2

12.2

7.2

6.3

84.2

15.8

100.0

2.1

9.6

1 1.8

9.6

15.0

7.0

14.4

14.4

8.6

7.5

100.0

2.1

11.8

23.5

33.2

48.1

55.1

69.5

84.0

92.5

100.0

see someone else using it before try¡ng it myself

Freouencv Percent Valid Percent
Cumulative

Percent
Valid Not at all

2

3

4

Moderately confident

6

7

I
o

Totally confident

Total

Missing System

Total

2

13

21

16

31

22

21

.)¿

26

16

200
22

222

.9

5.9

9.5

7.2

14.0

9.9

9.5

14.4

11.7

7.2

90.1

9.9

100.0

1.0

6.5

10.5

8.0

15.5

1'1.0

10.5

16.0

13.0

8.0
'100.0

1.0

7.5

18.0

26.0

41.5

52.5

63.0

79.0

92.0
'100.0

t27



call someone for help if I got stuck

Freouencv Percenl Valid Percenl
Cumulative

Percent
Valid Not at all confident

4

Moderately confident

b

7

I
9

Totally confident

Total

Missing System

Total

4

B

14

18

25

20

22

29

35

38

213
o

222

1.8

3.6

6.3

8.1

1 1.3

9.0

9.9

13.1

15.8

17.1

95.9

4.1

100.0

1.9

o.o

6.6

8.5

11.7

9.4

10.3

t.J.o

16.4

17.8

100.0

1.9

5.6

12.2

20.7

32.4

41.8

52.1

65.7

82.2

100.0

someone else had helped me get started

Freouencv Percent Valid Percent
Cumulative

Percent
Not at all conl¡dent

4

Moderately confident

6

7

B

I
Totally confident

Total

Missing System

Total

1

o

12

20

23

15

29

29

33

39

210

12

222

.5

4.1

5.4

9.0

10.4

6.8

13.1

13.1

14.9

17.6

94.6

5.4

100.0

.5

4.3

5.7
oÃ

11.0

7.1

13.8

13.8

15.7

18.6

100.0

.5

4.8

10.5

20.0

31.0

38.1

51.9

65.7

81.4

100.0

128



had a lot of time to complete the task

Frequencv Percenl Valid Percenl
Cumulative

Percent
Valid Not at all conf¡dent

2

3

4

Moderately confident

6

7

8
o

Totally confident

Total

Missing System

Total

1

7

19

20

24

14

27

25

27

42

206

16

222

.5

3.2

8.6

9.0

10.8

6.3

12.2

1 1.3

12.2

18.9

92.8

7.2

100.0

.5

3.4

9.2

9.7

11.7

6.8

13.1

12.1

13.1

20.4

100.0

.5

3.9

13.1

22.8

34.5

41.3

54.4

66.5

79.6

100.0

had just the built-¡n help facility for assistance

Freouencv Percent Valid Percent
Cumulative

Percent
Valid Not at all confident

2

3

4

Moderately conf¡dent

o

7

8
o

Totally confident

Total

Missing System

Total

Lf

18

22

17

25

13

25

28

23

19

193

29

222

1.4

8.1

9.9

7.7

11.3

5.9

11.3

12.6

10.4

8.6

86.9

13.1

100.0

1.6

9.3

11.4

8.8

13.0

6.7

13.0

14.5

11.9

9.8

100.0

1.6

10.9

22.3

31.1

44.O

50.8

63.7

78.2

90.2

100.0



someone showed me how to do it first

Freouencv Percenl Valid Percent
Cumulative

Percent
Val¡d Not at all conficlent

2

3

4

Moderately confident

6

7

I
I
Totally confident

Total

Missing System

Total

2

5

14

16

21

19

25

26

35

48

211

11

222

.9

2.3

6.3

7.2

9.5

8.6

11.3

11.7

15.8

21.6

95.0

5.0

100.0

.9

2.4

6.6

7.6

10.0

9.0

1 1.8

12.3

16.6

22.7

100.0

.9

3.3

10.0

17.5

27.5

36.5

48.3

60.7

77.3

100.0

used similar packages before

Frequencv Percent Valid Percenl
Cumulative

Percent
Valid Not at all conf¡dent

2

J

4

Moderately confident

6

7

I
o

Totally confident

Total

Missing System

Total

,|

5

5

18

17

16

24

42

31

51

210

12

222

.5

2.3

2.3

8.1

7.7

7.2

10.8

18.9

14.O

23.0

94.6

5.4

100.0

.5

2.4

2.4

8.6

8.1

7.6

11.4

20.o

14.8

24.3

100.0

.5

2.9

5.2

13.8

21.9

29.5

41.0

61.0

75.7

100.0



Trav e I I nfornt atio n N e e d

learn about unique events

Frequencv Percent Valid Percent
Cumulative

Percent
Valid 2

,J

4

5

6

Strongly Agree

Total

Missing System

Total

5

I
23

o.J

66

4B

213
I

222

2.3

.t.o

10.4

28.4

29.7

21.6

95.9

4.1

100.0

2.3

3.8

10.8

29.6

31.0

22.5

100.0

2.3

6.1

16.9

46.5

77.5

100.0

be well-informed

Freouencv Percent Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

3

4

5

o

Strongly Agree

Total

Missing

Total

1

2

1

12

41

82

73

212

10

222

.5

.9

.5

5.4

18.5

36.9

32.9

95.5

4.5
'100.0

.5
o

.5

5.7

19.3

38.7

34.4

100.0

.5

1.4

1.9

7.5

26.9

65.6

100.0

learn about prices

Freouencv Percent Valid Percent
Cumulative

Percent
Val¡d 3

4

5

6

Strongly Agree

Total

Missing System

Total

I
o

37

77

82

213
o

222

3.6

4.1

16.7

34.7

36.9
oÉo

4.1

100.0

3.8

4.2

17.4

.10.¿

38.5

100.0

3.8

8.0

25.4

61.5

100.0
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know about highlights

Freouencv Percent Valid Percent
Cumulative

Percent
Vatid 2

3

4

5

6

Strongly Agree

Total

Missing System

Total

4

4

15

48

80

57

208

14

222

1.8

1.8

6.8

21.6

36.0

25.7

93.7

6.3

100.0

1.9

1.9

7.2

23.1

38.5

27.4

100.0

1.9

3.8

11.1

34.1

72.6

100.0

find bargains

Frequencv Percent Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

3

4

5

6

Strongly Agree

Total

Missing System

Total

1

5

16

23

36

70

OJ

214

I
222

.5

2.3

7.2

10.4

16.2

31.5

28.4

96.4

3.6

100.0

.5

2.3

7.5

10.7

16.8

32.7

29.4

100.0

.5

2.8

10.3

21.0

37.9

70.6

100.0

get a good deal

Freouencv Percent Valid Percent
Cumulative

Percent
Valid

b

Strongly Agree

Total

Missing System

Total

2

10

29

37

72

63

213

9

222

.9

4.5

13.1

16.7

32.4

28.4

95.9

4.1

100.0

.9

4.7

13.6

17.4

33.8

29.6

100.0

.9

5.6

19.2

36.6

70.4

100.0



locate information that is concise

Freouencv Percent Valid Percent
Cumulative

Percent

Valid Strongly Disagree

2

3

4

5

6

Strongly Agree

Total

Missing System

Total

1

2

5

27
Ão

72

213
o

222

.5

.9

2.3

12.2

26.6

32.4

21.2

95.9

4.1

100.0

.5
o

2.3

12.7

27.7

33.8

22.1

100.0

.5

1.4

3.8

16.4

44.1

77.9

100.0

be prepared for all aspects

Freouencv Percent Valid Percent
Cumulative

Percent
Valid 2

3

4

5

o

Strongly Agree

Total

Missing System

Total

4

10

38

52

67

40

211

11

222

1.8

4.5

17.1

23.4

30.2

18.0

95.0

5.0

100.0

1.9

4.7

18.0

24.6

31.8

19.0

100.0

lo

o.o

24.6

49.3

81.0

100.0

locate best available informalion

FrequencV Percent Valid Percent
Cumulative

Percent

Valid 2

3

4

5

o

Strongly Agree

Total

Missing System

Total

2

4

24

45

79

o¿

216

b

222

.9

1.8

10.8

20.3

35.6

27.9

97.3

2.7

100.0

ô

1.9

11.1

20.8

36.6

28.7

100.0

.9

2.8

13.9

34.7

71.3

100.0
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reduce the likelihood of disaster

Freouencv Percent Valid Percent
Cumulative

Percent
vailo SÌrongry ursagree

2

3

4

5

o

Strongly Agree

Total

Missing System

Total

À

18

19

41

40

47

44

213
I

222

1.8

8.1

8.6

18.5

18.0

21.2

19.8

95.9

4.1

100.0

1.9

8.5

8.9

19.2

18.8

22.1

20.7

100.0

1.9

10.3

19.2

38.s

57.3

79.3

100.0

reduce likelihood of being disppointed

Freouencv Percent Valid Percent
Cumulative

Percent
Valid Strongly Disagree

Missing

Total

2

3

4

5

o

Strongly Agree

Total

System

3

I
16

41

43

62

40

214

I
222

1.4

4.1

7.2

18.5

19.4

27.9

18.0

96.4

.t.o

100.0

1.4

4.2

7.5

19.2

20.1

29.0

18.7

100.0

1.4

5.6

13.1

32.2

52.3

81.3
't00.0

get excited about travel

Frequencv Percent Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

3
Â+

5

6

Strongly Agree

Total

Missing System

Total

1

5

B

24

35

74

64

211

11

222

.5

2.3

J.O

10.8

15.8

J!t.!t

28.8

95.0

5.0

100.0

.5

2.4

3.8

11.4
't6.6

35.1

30.3

100.0

.5

2.8

6.6

18.0

34.6

69.7

100.0

134



be entertained

Freouencv Percent Valid Percent
Cumulative

Percent
Valid Strongly D¡sagree

2

3

4

5

o

Strongly Agree

Total

Missing System

Total

3

10

22

3B

61

54

27

215
7

222

1.4

4.5
oo

17.1

27.5

24.3

12.2

96.8

3.2
't00.0

1.4

4.7

10.2

17.7

28.4

25.1

12.6
''t00.0

1.4

6.0

16.3

34.0

o¿..1

87.4

100.0

get excited about unique cultures

Frequency Percent Valid Percenl
Cumulative

Percent
vailo Srrongry ursagree

Missing

Total

2

\)

4

5

b

Strongly Agree

Total

System

3

7

14

43

60

53

30

210

12

222

1.4

3.2

6.3

19.4

27.0

23.9

13.5

94.6

5.4

100.0

1.4

3.3

6.7

20.5

28.6

25.2

14.3

100.0

1.4

4.8

11.4

31.9

60.5

85.7

100.0

"hear" the sounds of the ocean

Freouencv Percent Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

3

4

5

o

Strongly Agree

Total

Missing System

Total

39

.)¿

27

34

31

26

22

211

11

222

17.6

14.4

12.2

15.3

14.0

11.7

9.9

95.0

5.0

100.0

18.5

15.2

12.8

16.1

14.7

12.3

10.4

100.0

18.5

.t.t.o

46.4

62.6

77.3

89.6

100.0



"smell" the fresh air

Freouencv Percent Valid Percent
Cumulative

Percent

b

Strongly Agree

Total

Missing System

Total

38

27

21

3B

24

33

29

210

12

222

17.1

12.2

9.5

17.1

10.8

14.9

13.1

94.6

5.4

100.0

18.1

12.9

10.0

18.1

11.4

15.7

13.8

100.0

18.1

31.0

41.0

59.0

70.5

86.2

100.0

"taste" those foods I discover

Freeuencv Percent Valid Percent
Cumulative

Percent
Valid Strongly

2

3

4

5

o

Strongly Agree

Total

Missing System

Total

33

20

21

41

eo

37

21

212

10

222

14.9

9.0

9.5

18.5

17.6

16.7

9.5

95.5

4.5

100.0

15.6

9.4

9.9

19.3

18.4

17.5

9.9

100.0

15.6

25.0

34.9

54.2

72.6

90.1

100.0

experience the local culture

Freouencv Percenl Valid Percent
Cumulative

Percent
lid Strongly lJisagree

2

3

4

5

6

Strongly Agree

Total

Missing System

Total

6

10

14

35

53

59

33

210

12

222

2.7

4.5

6.3

15.8

23.9

26.6

14.9

94.6

5.4

100.0

2.9

4.8

6.7

16.7

25.2

28.1

15.7

100.0

2.9

7.6

14.3

31.0

56.2

84.3

100.0



rcalize exper¡ences that lthink about

Frequency Percent Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

3

4

5

b

Strongly Agree

Total

Missing System

Total

7

12

14
ao

54

59

27

212

10

222

3.2

5.4

6.3

I /.O

24.3

26.6

12.2

95.5

4.5

100.0

3.3

5.7

o.o

18.4

25.5

27.8

12.7

100.0

3.3

9.0

15.6

34.0

59.4

87.3

100.0

understand the personality of a community

Freouencv Percenl Valid Percent
Cumulative

Percent
Strongly Disag

2

3

4

5

o

Strongly Agree

Total

Missing System

Iotal

o

10

16

37

60

54

28

211

11

222

2.7

4.5

7.2

16.7

27.0

24.3

12.6

95.0

5.0

100.0

2.8

4.7

7.6

17.5

28.4

25.6

13.3

100.0

2.8

7.6

15.2

32.7

61.1

86.7

100.0

wonder about daily life of area

Frequencv PercenÌ Valid Percent
Cumulative

Percent
Valid Strongly Disagree

2

3

4

5

6

Strongly Agree

Total

Missing System

Total

8

10

12

39

67

58

21

215

7

222

3.6

4.5

5.4

17.6

30.2

26.1

9.5

96.8

3.2

100.0

3.7

4.7

5.6

18.1

31.2

27.0

9.8

100.0

3.7

8.4

14.0

32.1

63.3

90.2

100.0
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APPENDIX F

Multiple Regression Results

Age, CA, CSE. PIIT and Frequency of IT use

Bivariate Analyses

Correlations

**. 
Correlation is significant at the O.O1 level (2-tailed).

Correlations

**. 
Correlation is significant at the 0.01 level (2-tailed).

Correlations

how often
going online

in a week NEWAGE
how often going Pearson Correlation
online in a week Sig. (2{ailed)

N

1

217

-.1 84*

.006

217

NEWAGE Pearson Correlation

Sig. (2-tailed)

N

-.184

.006

217

1

222

how often
going online

in a week CA
how often going Pearson Correlation
online in a week Sig. (2{aited)

N

1

217

-.397',

.000

217

CA Pearson Correlation

Sig. (2-tailed)

N

-.397*

.000

217

1

221

how often
going online

in a week PIIT
how often going Pearson Oorrelat¡on
online in a week Sig. (2{aited)

N

1

217

.340.

.000

217

PllT Pearson Correlation

Sig. (2{ailed)

N

.340*

.000

217

1

221
**. 

Correlation is significant at the 0.01 level (2{ailed)
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Correlat¡ons

how often
going online

in a week CSE
how often go¡ng Pearson Oorrelat¡on
online in a week Sig. (2{ailed)

N

1

217

.344

.000

215

CSE Pearson Correlation

Sig. (2-tailed)

N

.344"

.000

215

1

219
**. 

Correlation is significant at the O.O1 level (2{ailed).

Correlations betwe en Explanatory Variables

Correlations

Multiple Re gression Model

Variables Entered/Removed

Model
Variables
Entered

Variables
Removed Method

1 CSE,
NEWAqE,
CA, PIIT

Enter

a. All requested variables entered.

b. Dependent Variable: how often going online in a week

how often
going online

in a week NEWAGE CA PIIT CSE
how often going Pearson Correlat¡on
online in a week Sig. (2lailed)

N

1

217

.184-

.006

217

-.397-

.000

217

.340*

.000

217

.344.

.000

215

NEWAGE Pearson Correlation

Sig. (2-tailed)

N

.184"

.006

217

1

222

.218-

.001

221

.178"

.008

221

-,455-

.000

219

CA Pearson Correlalion

Sig. (2lailed)
N

-.397.

.000

217

.001

221

.21 1

221

-.436-

.000

221

.473-

.000

218

PllT Pearson Correlation

Sig. (2-tailed)

N

.340"

.000

217

78"-.1

.008

221

.436-

.000

221

1

221

.525.

.000

218

CSE Pearson Correlation

Sig. (2-tailed)

N

.344.

.000

215

.455-

.000

219

.473-

.000

218

.525'

.000

218

1

219

"*. Correlation is significant at the 0.01 level (2lailed).
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Modelsumma4f

Model R R Square
Adjusted
R Souare

Std. Error of
the Estimate

1 .4544 .206 191 1.198

ANOVAb

Model
Sum of

Sonarcs df Mean Square F Siq.

1 Regression

Residual

Total

78.336

30't .195

379.531

4

210

214

19.584

1.434

13.654 .0004

a. Predictors: (Constant), CSE, NEWAGE, CA, PllT

b. Dependent Variable: how often going online in a week

a. Predictors: (Constant), CSE, NEWAGE, CA, PIIT

b. Dependent Variable: how often going online in a week

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: how often going online in a week

o.2 0.4 0.6 0.8

Observed Cum Prob

-oo
o-
E
c)
E
(¡)
()
oo.xul

CoefficientS

Model

Unslandardized
fìnoffinianic

Standardized
Coefficients

Sio.

Collineâritv Statislics

B Std. Error Beta Tolerance VIF

1 (Oonstant)

NEWAGE

CA

PIIT

CSE

4.529

-.005

-.302

.150

.062

6At
.007

.082

.o72

.o44

-.046

-.264

. t30

.117

7.461

-.bbb

-ó.þoó

2.O78

1.397

.000

.506

.000

.039

.164

.788

.727

.674

.543

1.270

1.375

1.483

1.842

a' Dependent Variable: how often going onlìne in a week
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Age. CA, CSE. PIIT and Level of IT use

Bivariate Analyses

CorrelationS

**. 
Correlation is significant at the 0.01 level (2{ailed).

a' Listwise N=222

**' 
Correlation is significant at the 0.01 level (2-tailed).

a. Listwise N=221

**' 
Correlation is significant at the 0.01 level (2{ailed).

a' Listwise N=221

*". 
Correlation is significant at the 0.01 level (2-tailed).

a. Listwise N=21 9

lT eouipment NEWAGE
lT equipment Pearson Correlation

Sig. (2{ailed)

-.395*

.000

NEWAGE Pearson Correlation

Sig. (2-tailed)

- QOÃ*

.000

1

CorrelationS

lT eouiomenl CA
lT equipment Pearson Correlation

Sig. (2-tailed)

-.345*

.000

CA Pearson Correlation

Sig. (2{ailed)
-.345*

.000

1

CorrelationS

lT equipment PIIT
lT equipment Pearson Correlation

Sig. (2-tailed)
1 .381-

.000

PllT Pearson Correlation

Sig. (2-tailed)
.38'l .

.000

1

Correlationf

lT eouipment CSE
T equipment Pearson Correlation

Sig. (2{ailed)
1 .526"

.000

CSE Pearson Correlation

Sig. (2{ailed)
.526
.000

1
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Correlatíons betw een Explanatory Variables

Correlat¡ons

Multiple Re gression Model

a' All requested variables entered.

b. Dependent Variable: lT equipment

a. Predictors: (Constant), CSE, NEWAGE, CA, PllT

b. Dependent Variable: lT equipment

lT eouiDment NEWAGE CA PIIT CSE

I equrpmenl Fearson uorfetaüon

Sig. (2-tailed)

N

1

222

-.395.

.000

222

-.t'¿+C

.000

221

.381.

.000

221

.526

.000

219

NEWAGE Pearson Correlation

Sig. (2-tailed)

N

-.395.

.000

222

1

222

.001

221

ö.21 ..1TÔ

.008

221

-.455-

.000

219

CA Pearson Conelation

Sig. (2{ailed)

N

-.345'

.000

221

.218-

.001

221

1

221

-.r+óo

.000

221

-.473-

.000

218

PllT Pearson Correlation

Sig. (2-tailed)

N

.381-

.000

221

.173',

.008

221

-.436

.000

221

1

221

.525'

.000

218

CSE Pearson Correlation

Sig. (2-tailed)

N

-3¿O

.000

219

-.455-

.000

219

-.473.

.000

218

.525.

.000

¿tö

1

219

"' Correlation is significant at the 0.01 level (2{ailed).

Variables Entered/Removed

Model
Variables
Entered

Variables
Removed Method

1 CSE,
NEWAqE,
CA, PIIT

Enter

Model Summarr/

Model R R Souare
Adjusted
R Square

Std. Error of
the Estimate

1 .5764 .332 .319 1.561
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ANOVAb

Model
Sum of

Souares df Mean Souare F siq.
Hegressron

Residual

Total

258.092

519.290

777.382

4

213
217

64.523

2.438
26.466 .0004

a. Predictors: (Constant), CSE, NEWAGE, CA, PllT

b. Dependent Variable: lT equipment

Normal P-P Plot of Regression Standardized Residual

.o
o
o-
E
J()
!to
o
0)
CLx

t¡J

Dependent Variable: lT equipment

o.2 0.4 0.6 0.8

Observed Cum Prob

Coefficientf

Model

Standardized

t Sio.

Côllinearitv Statistics

B SÌd. Eror Bete Tolerance VIF
(uonslant)

NEWAGE

CA

PIIT

CSE

3.665
-.o29

-.1 46

.191

.240

.786

.009

.107

.094

.o57

-.206

-.090
tao

.317

4.664
-3.265

-1.367

2.O32

4.174

.000

.001

. t/Õ

.043

.000

788

727

674

543

1.270

l.ó/c
1.4ÕJ

1.842

a' Dependent Var¡able: lT equipment

r43



Aee. CA. CSE. PIIT and Functional (analvtic-eoal driven)

Bivariate Analyses

Correlations

analvtical NEWAGE
analytical PearsonCorrelation

Sig. (2tailed)

N

1

217

-.137-

.044
217

NEWAGE Pearson Correlation

Sig. (2-tailed)

N

-.137',

.044

217

I

222
.. 

Correlation is significant at the 0.05 level (2-tailed).

Correlations

e na lvtiea I CA
analytical PearsonL;orrelatron

Sig. (2{ailed)

N

1

217

-.007

.913

217

CA Pearson Correlation

Sig. (2{ailed)

N

-.007

.913

217

'l

221

Correlations

analytical PIIT
anaryflcar rearsonuorrerailon

Sig. (2{ailed)
N

1

217

.1 38-

.o42
217

PllT Pearson Correlation

Sig. (zlailed)
N

.138.

.042
217

1

221
*. 

Correlalion is significant at the 0.05 level (2{ailed).

Correlations

analvtical CSE
analytrcal Pearsonuorrelatron

Sig. (2-tailed)

N

1

217

.242.-

,000

214
CSE Pearson Conelation

Sig. (2-tailed)

N

.242*

.000

214

1

219
**. 

Correlation is significant at the 0.01 level (2-tailed).
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C orrelations between Explanatory Variables

Correlations

Multiple Re gression Model

a. All requested variables entered

b. Dependent Variable: analytical

a. Predictors: (Constant), CSE, NEWAGE, PllT

b. Dependent Variable: analytical

a. Predictors: (Constant), CSE, NEWAGE, PllT

b. Dependent Variable: analytical

a na lviica I NEWAGE PIIT CSE
PearsonCorrelation analyt¡cal

NEWAGE

PIIT

CSE

1.000

-.137

.138

.242

-.t.5t

1.000

-.178
-.455

.138

-.178

1.000

.525

.242

-.455

.525

1.000

Sig. (1{ailed) analytical

NEWAGE

PIIT

CSE

.022

.021

.000

.022

.004

.000

.021

.004

.000

.000

.000

.000

N analytical

NEWAGE

PIIT

CSE

217

217

217

214

217

222

221

219

217

221

221

218

214
219

218
219

Variables Entered/Removed

Model
Variables
Entered

Variables
Removed Method

1 CSE,
NEWAGE,
PIIT

Enter

Model Summarf

Model R R Square
Adjusted
R Square

Std. Error of
the Estimate

.2444 .060 .046 .s20

ANOVAb

Model
Sum of

Souares df Mean Souare F Siq.
1 Regression

Residual

Total

11.258

177.706

188.964

3

210

213

3.753

.846

4.435 .0054
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Coeff¡cientf

Model

Standardized
¡'ì^ôffi^iôñtc

t Siq.

Collinearitv Statistics

B Std. Error Betâ Tolerence VIF

1 (Constant)

NEWAGE

PIIT

CSE

5.U54

-.003

.013

.081

.403

.005

.054

.033

-.035

.018

.216

12,537

-.470

.232

2.478

.000

.639

.816

.014

.788

.720

.590

1.269

1.389

r.696

a. Dependent Variable: analytical

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: analytical
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.ct
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Ase, CA. CSE. PIIT and Hedonic (browsine-data driven)

Bivariate Analyses

Correlations

browsinq NEWAGE
orowstng Fearsonuorretalton

Sig. (2{ailed)

N

1

217

-.074

.278

217

NEWAGE PearsonCorrelation

Sig. (2-tailed)

N

-.074

.278

217

1

222

Correlations

browsinq CA
þrowsrng PearsonUorrelatron

Sig. (2{ailed)

N

1

217

.172*

.011

217

CA Pearson Correlation

Sig. (2{ailed)

N

.172.

.011

217

1

221
*' 

Correlation is significant at the 0.05 level (2{ailed).

Gorrelations

hrowsino PIIT
browsing PearsonCorrelation

Sig. (2{ailed)

N

1

217

.037

.591

217
PllT Pearson Correlation

Sig. (2{ailed)
N

.037

.591

217

1

221

Correlations

browsinq CSE
browsing PearsonCorrelation

Sig. (2{ailed)

N

1

217

.084

.219

214
CSE Pearson Correlation

Sig. (2-tailed)

N

.084

.219

214

1

219
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