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ABSTRACT Reflection on the contemporary character of tourist traffic in the city, in particular on the goals
of visits and ways of spending time by visitors, shows new, currently emerging patterns of urban
tourism. At the same time, many works on tourist demand, especially from the perspective of socio-
demographic changes, stress differences between generations in their preferences and behaviour.
Current research on urban tourism clearly lacks a transgenerational perspective, which would take
into empirical consideration generational cohorts. The aim of the article is to establish the differences
between generations of Poles engaging in urban tourism (in the context of a post-industrial city).
Source material for the work comes from studies on tourist traffic in the city of £6dZ conducted in
2009 and 2016; further generational segmentation has been based on these data.

Introduction

Urban tourism is nowadays considered to be one of the rapidly developing types of tourism, both
in terms of the growth of the phenomenon, transformations of the tourist demand, and the broadly
understood city offer. Academic reflection on the contemporary character of tourist traffic in the
city, in particular on the goals of visits and ways of spending time, shows development of new
patterns of tourist consumption of the city (Spirou, 2011). These changes are a part of a broader
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post-modernist socio-cultural transformation, in which tourism is a constitutive element insepa-
rably connected with globalisation and development of the mass consumption industry. They are
also related to post-industrial transformations of modern cities and, in particular, their inner cit-
ies, which are increasingly — in economic and social terms — influenced by tourism with com-
modification of leisure and culture (Gotham, 2018; Kowalczyk-Aniot, 2018; Kotus, Rzeszewski,
Ewertowski, 2015; Spirou, 2011). As noted by Aleksandrova, Rogova and Sluka (2011), cities offer
the best developed leisure infrastructure; Clark (2004), on the other hand, who sees cities as an
“entertainment machine”, stresses that culture, entertainment and urban amenities are becoming
main drivers for modern urban policy and urban development (see also Kowalczyk, Derek, 2015).
Ashworth and Page (2011, p. 4) noted that “leisure economies... shape new geographies of urban
consumption and production.” Attractiveness for tourism and leisure is one dimension of competi-
tion between cities, both on a global, national and on a regional scale. Apart from the image, the
stakes include visitors (tourists, one day visitors, commuters, shoppers) and residents, who in prac-
tice increasingly often use the same space and urban offering, in particular entertainment/leisure-
oriented facilities. Moreover, as noted by Meyer and Niezgoda (2018, p. 51), “with the constant
compression of leisure time, tourism activities in the visited locations become more similar to the
leisure activities of residents.”

In the modern, globalised world, cities are on one hand becoming more similar to one another
thanks to implementation of similar projects and the same network shopping and gastronomy facil-
ities; on the other hand, globalisation forces cities to select strategies of differentiation and encour-
ages locally-based place identities (Hall, Williams, 2002; Zmyslony, 2016). Many of the changes
observed in the urban space are a result of large revitalization projects, which in post-socialist cities,
such as £.6dz, cover in particular post-industrial areas located in the city centre, where entertain-
ment, shopping and culture-related functions are introduced (e.g. Manufaktura — one of the main
tourist attractions in £0dz), creating new tourist and leisure space (Mokras-Grabowska, 2018). At
the same time, many European examples, in particular from the CEE region, show that the growth
of the hospitality industry (including development of urban amenities, as underlined by Clark)
can proceed without a plan and consist in the introduction of a new function in an old (sometimes
dilapidated) structure (e.g. inner city of Budapest and the phenomenon of “ruin bars” — Smith et
al., 2018).

Some works stress the perspective of socio-demographic changes and emphasise differences
between generations as an important factor in the interpretation and differentiation of tourism
preferences, behaviour and choice (Chen, Shoemaker, 2014; Kachniewska, 2014; Markiewicz-
Patkowska, Pytel, Widawski, Olesniewicz, 2018; Monaco, 2018; Pennington-Gray, Fridgen, Stynes,
2003; Sawinska, 2014; Seweryn, 2017; Zajadacz, 2014). As one of the most recent challenges,
Corbisiero and Ruspini (2018) describe, among others, how the tourism industry should prepare for
the generational shift.

A generation is the total of individuals born and living at the same time; it is also a commu-
nity of experiences shaped by a specific society, because a common social and historical situation
shapes similar attitudes, motivations, expectations and value systems (Wiktorowicz et al., 2016).
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Gardiner, Grace, King (2014) notice that the popularity of generational segmentation in tourism re-
search stems from the fact that it provides better opportunities than those offered by demographic
segmentation based on chronological age and life stage.

According to Ruspini and Melotti (2016), the generation whose needs have deeply transformed
and are still transforming our contemporary cities is Generation Y (Millennials). They argue that

“we are facing a multi-level, co-creative and often informally carried out urban planning where
residents, tourists, policy-makers and other stakeholders are adapting the urban space to the needs
of this generation” (p. 1). Veiga et al. (2017) pose a straightforward question: Will Ys change the
character of global tourism? When answering this question, they focus on the behaviour of one age
cohort. According to these authors, the growing importance of Generation Y (slowly passing the
young adult phase) belongs to logical and natural order of things, however the structure of today’s
tourism consumption of the city is equally strongly influenced by the extremely numerous and
consumption-oriented, aging generation of baby boomers (BB) who both around the world and in
Poland have shaped the patterns of mass tourism (Kowalczyk-Aniol, 2013), and by Generation X
who are currently in the adult phase.

The existing studies on preferences and tourist behaviour are dominated by the characteristics
of one selected generation. There is, however, a lack of works which would verify the theses about
the described differences from the perspective of transgenerational research, covering behaviour
of visitors to the same city at the same time. This gap will be addressed in this article, against the
background of the use of the tourist offer of a post-industrial city.

Method

The authors used data collected during studies of tourist traffic in £.6dz in 2009 and 2016 (ques-
tionnaire method — standardised face-to-face interview — PAPI) as the source material for analysis
of the phenomenon for the cohorts of Poles of the generations BB, X and Y. The results of the
performed generational segmentation have been confronted with available observations from the
literature. The study adopts the following time frames for generations: Baby Boomers (1943—1960),
Generation X (1961-1979) and Generation Y (1980-2000). The study sample was n = 1430 persons
of which 603 persons were interviewed in 2009 and 827 — in 2016 (tab. 1).' In 2009, 178 persons
represented Generation Y, 311 — Generation X and 114 — BB. In 2016, the numbers were, respec-
tively: Y — 409, X — 353 and BB — 65.

1 The analysis covered only Polish residents, who in the reported populations constituted respectively 81%
(Liszewski, 2010) and 79.5% (Kowalczyk-Aniot, 2017; Wtodarczyk, 2017).
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2009 2016

Y X BB Y X BB
Number 178 311 114 409 353 65
Sex
Female 91 (51.1%) 171 (55.0%) 50 (43.8%) 226 (55.2%) 192 (54.3%) 47 (72.3%)
Male 87 (48.9%) 140 (45.0%) 64 (56.1%) 183 (44.7%) 161 (45.6%) 18 (27.7%)
Tourists/ One day visitors
Tourists 80 (44.9%) 193 (62.1%) 70 (61.4%) 241 (58.9%) 211 (59.8%) 34 (52.3%)
ggﬁizy 98 (55.1%) 118 (37.9%) 44 (38.6%) 168 (41.1%) 142 (40.2%) 31 (47.7%)

Source: own study.

Analyses of relations between the variables were performed in the statistical package Statistica
12.0. Relationships between the cross-tabulated categorical variables were tested using Pearson
Chi-square test. Differences between the cohorts in the level of quantitative interval variables
(number of visits, nights) were calculated using one-way ANOVA analysis.

Study results

In the first phase of the analysis, differences between the cohorts owing to the characteristics of the

trip were calculated (tab. 2). One-way ANOVA analysis revealed that significant differences be-
tween the number of visits to £.6dZ occurred between Generations Y and X in 2009 and Generation

X in 2016 (F =4.17; p <0.001). There were no significant differences in the number of nights. There

was, however, a significant increase in the intention to increase spending in 2016 by all cohorts, in

particular among BBs, where the increase almost doubled.

Tallle 2. Traits of interviewed generations

Traits of interviewees 2009 2016 F(p) or xz(p)
Y X BB Y X BB

Number of stays in £.6dZ before 4.05 3.81 3.44 3.03 2.64 2.87 4.17 (0.001)

Number of nights spent in £.6dz 1.25 1.49 1.21 1.89 1.49 1.62 1.12 (0.32)

Intention to increase spending 43.6% 38.6% 42.7% 50.0% 52.3% 74.6% 34.3 (0.001)

Source: own study.

A comparison of the main declared purposes for visiting £.6dz between the investigated co-
horts shows changes which occurred in the studied period (tab. 3). In 2009, interviewees from
Generation Y stated as the main purpose visiting friends and relatives (VFR) and events, X — busi-
ness, while BBs — sightseeing and business. In 2016, Ys and Xs declared in the first place business
and events with significant presence of VFR and, in the case of Ys, education. Generation BB,
which in 2009 was most interested in sightseeing, started to come to L.6dZ for VFR, events and
shopping.
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Table 3. Main declared purpose of visiting Eodz

2009 2016
Purpose
Y (%) X (%) BB (%) Y (%) X (%) BB (%)

Sightseeing 5.6 42 17.5 22 2.9 7.7
Cultural or sport event 14.6 7.4 10.5 22.0 18.8 7.7
Business 1.1 18.3 15.8 20.2 36.3 3.6
Transit 11.8 6.7 8.8 2.7 3.8 11.8
Education 2.8 0.6 0.9 13.8 3.8 0.0
Shopping 6.7 2.6 2.6 5.2 6.1 6.7
Leisure 10.7 9.6 5.3 6.7 6.4 1.5
VFR 15.2 8.7 7.9 13.1 10.1 18.5
Chi-square test ¥’ =823.22; p<0.001

Please note: The table includes only one main purpose declared by each interviewee.

Source: own study.

In nearly all categories of ways of spending time in £.6dz, the investigated cohorts differed
between one another (tab. 4). Generation Y is significantly distinguished from the others by spend-
ing time in clubs and pubs. Over 1/3 of persons of this generation (2016) spent time in restaurants
and 1/5 —in cinemas. A clear decrease of interest in visits to museums is conspicuous in all cohorts:
nearly two times fewer persons visited those in 2016 than in 2009. This pertains also to sightseeing
in general. The situation is quite the reverse with respect to meeting friends: in all cohorts interest
in this form of spending time increased, just like interest in events which nearly doubled.

Table 4. Way of spending time in £6dz by interviewees

. 2009 2016 Chi-square test
Way of spending time 2
Y (%) X (%) BB (%) Y (%) X (%) BB (%) x ()

Leisure 303 183 22.8 389 33.7 43.1 44.4(0.001)
Walking 742 75.9 71.0 68.2 75.3 66.1 8.7 (0.12)
Clubs, pubs 23.0 15.4 44 20.8 5.4 3.1 65.2 (0.001)
Restaurants 17.4 232 31.6 34.7 24.4 15.4 29.9 (0.001)
Cinemas 7.8 2.6 2.6 23.7 9.9 0.0 110.9 (0.001)
Theaters 3.4 1.6 35 7.6 5.1 6.1 15.5 (0.008)
Museums 21.9 17.7 21.0 10.0 5.9 46 48.4 (0.001)
Sightseeing 41.6 39.2 54.4 29.8 27.5 33.8 38.3 (0.001)
Meeting friends 32.6 203 132 37.9 24.1 35.4 49.5 (0.001)
Events 18.5 203 18.4 352 382 27.7 54.2 (0.001)
Others 7.1 1.7 1.9 2.6 8.1 3.1 28.9 (0.001)

Please note: The table includes any number of ways of spending time in £6dz given by interviewees.

Source: own study.

Analysis of differences between the groups has also shown that in 2009 the analysed cohorts
did not differ between each other with respect to the main source of information about £.6dz. Such
differences occurred in 2016 and between 2009 and 2016 the significance of traditional sources
dropped significantly, with the Internet on the rise. Transgenerational differences are still visible:

Functioning of Tourism Market 1



Joanna Kowalczyk-Aniof, Marek Nowacki

many more BBs (2016) still used the press, television and especially information from friends and
families. For the Internet, the reverse is true: for only 15% of BBs Internet was the main source
of information about £6dz. No significant differences between the generations were recorded in
the evaluation of the city: all of them rated the highest the atmosphere, hospitality and kindness
of inhabitants and noted significant improvement to the night stay offering as well as aesthetics
of the city. The younger generations appreciated more the development of entertainment and urban
amenities, while BBs rated the worst discos, pubs and clubs, i.e. youth-oriented entertainment
facilities.

Discussion and results

Our findings show that there are clear differences in the tourist consumption of the city between
the generations. Moreover, the dynamic approach to the behaviour of the generations confirms cer-
tain directions of change, observable with age, also within generations (in particular the growing
Y). Generation Y most often comes to £.6dz for events, in the company of friends, to friends and
spends leisure time together with them, even when they more often travel for business. In contrast,
BBs travel with families and appear to be more willing to increase their spending. Generation X
more often than the others travel nowadays for business-related purposes, but in their leisure time
they participate most frequently in events in £.6dz. The results also show that BBs still appear to
be more interested in traditional sightseeing than the younger generations. This result is consist-
ent with the previous research (Huang, Petrick, 2009; Lebrun, 2014; Pennington-Gray, Fridgen,
Stynes, 2003) showing that this generation is more attracted than Generation X by historical and
architectural aspects of cities. At the same time, the younger generations — X and Y — are more
interested in gastronomy than the Baby Boomers. This is consistent with Lebrun’s (2014) findings
about Generation X and works focused on and describing Generation Y (Corbisiero, Ruspini, 2018;
Kowalczyk-Aniot, 2012). Generation Y makes more use of amenities of £6dz — pubs and clubs,
starting with cinemas, theatres and ending with museums. On the other hand, shopping, which is
one of the biggest urban tourism activities, shows no difference between the analysed generations,
as pointed out by Pennington-Gray et al. (2003) and Lebrun (2014). Generations Y and X (which is
most often discussed in the literature) are more ICT-oriented in their search of a source of informa-
tion about the city, however all the generations place a high value (BBs the highest) on information
from friends and family.

The findings shed more light on the transformation of the tourist traffic in £6dz, as described
by Kowalczyk-Aniot (2015) and Matczak (2017), which is a post-industrial city, creating its tour-
ist offer primarily using central, revitalised urban space, the attributes of which in particular for
younger generations are urban entertainment and leisure amenities located therein. The diversity
of purposes for visiting and ways of spending leisure time by visitors observed confirms the exist-
ence of a mosaic of drivers — described in the literature and typical of contemporary urban tour-
ism — encompassing entertainment, shopping, business meetings, VFR and sightseeing (Ashworth,
Page, 2011). The patterns of tourist consumption of the city focused on, among others, VFR, which
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are currently gaining ground, increasingly often result from the growing mobility of societies” and
the growing diversity and availability of the urban offering. At the same time, they show a growing
convergence between local and tourist consumption (Ashworth, 2009). This is related to the socio-
cultural modernisation in which “consumerism is now ensconced as a cultural form” (Ashworth,
Page, 2011, p. 6), while tourism and leisure have become a major element of lifestyle (Hotowiecka,
Grzelak-Kostulska, 2013). This is also confirmed, in spite of the existing differences in the prefer-
ences and behaviour between generations of Poles visiting £.6dz, by the results of the conducted
analysis.

The research conducted has its limitations resulting from the character of the available data as
well as the adopted generational cohort segmentation. At the same time, the exploration-oriented
character of the research helps to outline directions for further search — including with the use
of generational segmentation and determination of the consequences and challenges that the de-
scribed phenomenon has for Polish cities, which increasingly often seek to use tourism develop-
ment as a scenario for partial restructuring of the urban economy.
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KONSUMPCJA TURYSTYCZNA WSPOLCZESNEGO MIASTA -
ANALIZA MIEDZYPOKOLENIOWA

SEOWA KLUCZOWE | segmentacja pokoleniowa, turystyka miejska, miasto postindustrialne

STRESZCZENIE Refleksja nad wspofczesnym charakterem ruchu turystycznego w miescie, zwlaszcza
celami przyjazdu do miasta oraz sposobami spgdzania czasu przez osoby je odwiedzaja-
ce, pokazuje ksztattujace si¢ nowe wzorce turystyki miejskiej. Jednoczes$nie wiele prac
na temat popytu turystycznego, zwlaszcza w perspektywie przemian spoteczno-demo-
graficznych, akcentuje réznice mi¢dzy pokoleniami w preferencjach i zachowaniach tu-
rystycznych. W dotychczasowych badaniach nad turystyka miejska wyraznie brakuje
perspektywy migdzygeneracyjnej uwzgledniajacej empirycznie kohorty pokoleniowe.
Celem artykutu jest okreslenie réznic mi¢gdzy pokoleniami Polakow w turystyce miej-
skiej (w konteks$cie miasta poprzemystowego). Materiat zrodtowy pracy stanowia wyni-
ki badan ruchu turystycznego w Lodzi prowadzonych w 2009 i 2016 roku, na ktérych

oparto dalsza segmentacj¢ pokoleniows.
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