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EXECUTIVE SUMMARY 

In this paper, the authors have attempted to investigate the process that takes place when 

consumers purchase an airline ticket online. The specific process was identified as being from the 

moment the consumer goes on the Internet, to the moment of purchase; in this paper referred to as 

the path to purchase.  

The paper attempted to create practical knowledge for the airline industry in general, but did so in 

cooperation with Icelandair. The data was collected through Icelandair’s channels, as it sought to 

provide the company with valuable knowledge. Data collected outside of Icelandair’s channels 

proved that the findings could be generalized over a larger population.  

The paper sought to answer the following research question: “What is the consumer’s path to 

purchase, when buying an airline ticket online?” The research question was supported by four 

main hypotheses, three of which were related to age and behavior.  

The paper took off in the theoretical realm of consumer behavior and its surrounding literature, 

including online consumer behavior, information search behavior, and travel search strategies, 

with the aim to contribute to the literature of travel information search in an online environment.  

The methodological choices consisted of a sequential mixed method research approach, 

consisting of a quantitative survey and a qualitative verbal protocol process. The population of 

this study was Icelandair’s consumers, consisting of a primary segment; Baby Boomers, and a 

secondary segment; Generation X and Generation Y. 

 

The findings showed a strong relationship between age and behavior. Hence, one single path to 

purchase could not be outlined across the consumer groups. Additionally, the findings revealed 

consumers’ lack of knowledge of the intermediaries’ role, when purchasing through the various 

online platforms.  

The study ultimately proposed a knowledge framework consisting of the five primary paths to 

purchase detected. These paths differed across the three different age groups, as they were 

impacted by the consumers’ different perceptions and knowledge of the end-provider, importance 

of different variables, and the travelers’ overall experiences of an online travel booking. These 

findings were considered as having great implications for the airline industry as a whole. 
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Figure 1: thesis overview. Authors’ own creation.  
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1. INTRODUCTION 

 

In an ever-changing commercialized world, it is a challenge for companies to predict their 

consumers’ behavior and to gain a full understanding of the attitudes they hold towards the 

multitude of brands and offerings available at their fingertips. As technology developments have 

moved consumption and the entire ‘shopping experience’ from the offline towards the online 

marketplace, the power has shifted from supplier to consumer. These developments and changes 

in the world of consumption set the stage for the present study.   

The paper takes point of departure in the theory of consumer behavior. The topic has grown as a 

field of study since it originated in the utility theory, where the consumer was seen as a rational 

economic man (Zinkhan, 1992). In modern day literature, the concept is acknowledged as an 

ongoing process that considers a range of influential factors beyond the mere point-of-purchase, 

hence serving as a basis for nearly all marketing activities.  

In recent years, academics have begun researching on the online realms of consumer behavior, as 

the development in Information Communication Technology (ICT) has changed the nature of the 

buyer-seller relationship. By diminishing the proximity between buyer and seller, the Internet has 

profoundly altered the way industries communicate with their consumers, and how consumers 

search for and purchase products and services.  

This study centers on consumer behavior in the airline industry and the impacts of ICT on the 

tourism and travel sector. The airline industry is one of the faster changing industries in the world 

due to an increasingly globalized world. Starting with the American airline deregulation in the 

1970s, the industry has evolved from a system of long-established state-owned carriers operating 

in a regulated market, to a dynamic, free market industry (Keynes, 2009). This has resulted in 

major industry changes, including the entrance of low-cost carriers, declining airfares as well as 

allowing the airline companies to sell directly to their end-consumers, without the need for a 

middleman (ibid). One of the major changes brought about with developments in ICT is the 

establishment of new distribution channels that have altered the entire sales process. These 

include, for example, Online Travel Agents (OTAs) and Travel search engines (Buhalis D. , 

1998).  
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Today, travel is the largest eCommerce category, led by airline ticket sales (Harteveldt, 2012) and 

in 2012, around three quarters of travelers in the US and UK used their computers to compare and 

choose travel products online (Rheem, 2012). Hence, it is safe to say, that tourists of today 

depend greatly on the Internet for their travel planning and information search, as they navigate 

amongst a wide range of the online actors (Qi, Law, & Buhalis, 2008).  

However, with new possibilities come new responsibilities. As the consumer is attempting to 

grasp the online world of travel options, they need proper guidance. Hence, it is important that 

the industry and individual companies understand how their consumers navigate amongst the 

online providers and intermediaries, so that they are able to educate their consumers accordingly. 

These considerations have assisted in forming this particular paper.  

This paper is constructed as a case study around a specific airline company. The purpose of the 

study is to provide valuable knowledge for the company, with the hope that it can be useful for 

other airlines in a similar situation. The company and its problems are introduced in the following 

section. 

 

1.1 The case company, Icelandair 

Icelandair is the national carrier of Iceland, based with its head office in Reykjavik Iceland, using 

Keflavik airport as their main hub. Its history can be traced back to 1937, where it was founded as 

Flugfélag Akureyrar. In 1973, the company merged with Loftleiðir and became known as 

Icelandair in international circles (www.icelandair.us). 

Today, Icelandair serves 38 airports in Europe and the USA (referenceforbusiness.com), and 

continues to expand. Icelandair connects 27 cities in Europe with 12 cities in North America, 

using Iceland as a hub (www.icelandair.us). The airline is situated somewhere in between a low-

cost carrier and a full-service airline, known as the hybrid concept (Flottau, 2013). One of the 

most important reasons for Icelandair’s success is its geographical location, which the company 

aims to leverage in order to capture a large share of the trans-Atlantic market (ibid).  

Icelandair’s department in Copenhagen is the central headquarter for Scandinavia, and is the 

focus of this study. The department will from now on be referred to as “Icelandair Scandinavia”. 
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Icelandair Scandinavia is a relevant case company, as the marketing- and project managers of the 

department, Johann Benediktsson and Gudmundur Thordarson, presented the authors with a 

current problem. This problem centers on the consumers’ search behavior, due to Icelandair’s 

lack of knowledge of their decision-making process when searching for information about travel 

and airline tickets online. Additionally, no research has been conducted on this matter at 

Icelandair Scandinavia so far, emphasizing the urgency of the problem.   

The problem definition and research area are elaborated on in the following.  

 

 

2. PROBLEM DEFINITION 

 

2.1 Clarification and delimitation of research area 

In order to construct the research question of this study and turn it into a research project, a 

prerequisite was to define the research area – a process referred to as preliminary inquiry 

(Saunders, Lewis, & Thornhill, 2012). This was done in collaboration with Icelandair 

Scandinavia as a result of several meetings with Benediktsson and Thordarson. 

As a consequence, it was determined that the research gap was to be centered on the departments’ 

primary marketing dilemma: Where on the Internet do our consumers go to find information, 

from the moment they want to travel and until they purchase an airline ticket? 

This problem stems from the development of the Internet and ICTs, as the consumer now has 

access to an ever-increasing amount of information when planning and purchasing his travel on 

the Internet. According to Bendiktsson and Thordarson, the problem is urgent, as the lack of 

knowledge in this area impacts the department’s ability to optimize their marketing efforts. 

Providing the department with an enhanced understanding can thus have great implications for 

future activities. As Benediktsson says: “We want to use the channels that consumers are actually 

using in our marketing, because then we know where the people are looking for their tickets” 

(App. 1).  
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Icelandair existing knowledge consist of: a) the amount of tickets they sell directly to consumers 

through their own platform, and b) from which online travel agents their consumers purchase 

from. They do, however, lack knowledge of the process leading up to the sale of these tickets. As 

Thordarson says: “We know where people booked their ticket from, but we don’t know how they 

got to that site” (App. 2).  This knowledge gap can be described as the consumer’s path to 

purchase. 

The research gap is illustrated below: 

 

Figure 2:authors’ own creation 

This gap in Icelandair’s knowledge constitutes the research gap of this paper, where the focus is 

to better understand the path that consumers go through from the moment they go online, and 

until they make a purchase decision. As Thordarson explains: ”The core essence of the problem is 

that we want to map up the path to purchase, know where we might have influence in it in our 

marketing activities and how we could know our weak points in this chain”, adding that it is not 

only about where consumers go, but also why:” We want to know what they are thinking, and 

how we can benefit from that”(App. 2).   
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Although it can be argued that this research gap applies to the industry as a whole and could be 

analyzed from an industry perspective, Icelandair is the case company of this study and it is 

therefore analyzed from the standpoint of their consumers.  

2.2 Research Questions and Hypotheses 

With the aim of understanding the general problem of how consumers behave online when 

intending to purchase an airline ticket, the following research question has been developed: 

 

The quantitative analysis of this research question is affected by three hypotheses: 

H1: There is a relationship between age groups and their inspiration search  

(H0: There is not a relationship between age groups and their inspiration search)  

 

H2: There is a relationship between age groups and their evaluation of alternatives 

(H0: There is not a relationship between age groups and their evaluation of alternatives) 

 

H3: There is a relationship between age groups and their choice of booking  

(H0: There is not a relationship between age groups and their choice of booking)  

The qualitative analysis of this research question is affected by six themes, where T 1-3 

correspond to H 1-3.  

T1: Source of Inspiration 

T2: Source of evaluation 

T3: Choice of booking platform 

T4: Knowledge and attitude on seller vs. provider 

T5: Importance of Opinion Variables 

T6: The role of the ‘Travel search engine’ 



Lára Möller and                           

Stine Østergaard     

11 

 

 

2.2.1 Purpose and interpretation 

The purpose of this paper is to close the research gap and to clarify for Icelandair what their 

consumer’s path to purchase is. It is acknowledged that the term “path to purchase” is often used 

by various authors in many different settings, but in the context of this study the term shall be 

interpreted as the consumer’s shopping process from when he goes online with the desire to 

travel, and until he buys an airline ticket. 

The research gap involves several industry actors of various natures. Icelandair has a lack of 

knowledge of whom of these actors the consumer prefers to use during the whole search process, 

when they are looking for travel information and airline tickets. The goal is to illustrate and 

clarify this better with a framework that can be usable for the industry as a whole. 

Although this paper takes place in the online airline travel community, it takes inspiration from 

literature originated for the offline environment, where learning is applied to the online 

environment. 

2.2.2 Segmentation 

The segmentation choices were discussed and clarified in collaboration with Icelandair 

Scandinavia. The following segments were defined and constitute the focus of this study.  

Icelandair’s primary segments, defined as Baby Boomers, are born between the years of 1946 and 

1965, and are therefore in their late forties to late sixties. Most of a company’s revenue of its sale 

of products and services come from its primary target market, as it accounts for the highest 

volume of sales (Fan & Lang, 2000). 

Baby Boomers have become empty nesters and tend to have greater economic flexibility. 

According to Leaver and Scmidt (2009), this generation is a good market for travel and adventure 

vacation. The Baby Boomers are thus currently the main focus for Icelandair, as this group of 

consumers is mature and less price sensitive.  

Icelandair’s secondary segment consists of Generation X, consumers born between 1966 and 

1976, and Generation Y, consumers born between 1977 and 1994. The secondary target market 

includes the company’s future buyers, which characteristics and buying behavior most likely 

differ from those of the primary target market. This group is thus of interest for this study as they 

are the future primary segments of Icelandair. 
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According to Foley and LeFevre (2001), consumers of Generation X tend to have more family-

oriented lifestyles as they likely have children living at home, and look for balance and 

perspective in their lives according to that. Generation Y was born into a technological, 

electronic, and wireless society (Bennett, Sagas, & Dees, 2006), expect competitive pricing and 

often pay little attention to quality (Himmel, 2008). Additionally, word-of-mouth advertising is 

very important to reach this generation, i.e. referrals from people of influence (Art, 2009).  

 

2.2.3 Limitations  

As the participants of the primary data collection are limited to Icelandair’s consumer group in 

Denmark, the results of this study may not be generalized over Danish travelers in general. To 

minimize this limitation, a control group test is conducted to assess the possibilities of broader 

generalization.  

The authors of this study are marketing- and management students, and have received little 

official teaching within the subject of statistics and related programs. Their prior knowledge of 

the field is therefore limited and all statistical tools used for the analysis of survey were learned 

for the purpose of this study. Hence, the authors recognize that their limited prior knowledge of 

this field may impact the depth of statistical findings.  

This study does not attempt to provide Icelandair with marketing suggestions as a result of the 

findings, and is limited to providing the company with a detailed analysis of their consumers’ 

online information search behavior.  

The time horizon of the study is classified as cross-sectional, as it is a “snapshot” taken in a 

specific time, without considering the development of the research area over a longer period 

(Saunders, Lewis, & Thornhill, 2012). The study is therefore limited to what happens at the 

moment data is collected, and does not take e.g. potential technology development, changes in 

industry structure or consumer behavior throughout the research period, into account.  

2.2.4 Ethical considerations 

One of the authors has had a professional relationship with Icelandair, hence risking her 

objectivity. She accounts for this by being aware of her existing knowledge and relationship with 

the company, and makes sure that it does not interfere with the data collection and findings.  
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To avoid too much familiarity between the authors and the participants of the verbal protocol, 

they are second or third tier connections whenever possible. The authors furthermore take into 

consideration and prevent the possible scenarios where they risk influencing the participants of 

the verbal protocol, due to their own pre-existing knowledge of the topic.  

 

2.3 Implications of industry developments  

As the changing nature of the industry and its many new actors has great implications for this 

particular study, it is considered important to provide the reader with a brief overview of its 

current online structure, as this knowledge is a prerequisite for an enhanced understanding of the 

relationships involved.  

The development of ICTs has caused disintermediation in the tourism industry, where the need 

for a middleman in the distribution channel has been dramatically reduced; enabling the airlines 

to sell directly to the consumer via online sales channels (Snyder, 2010).  This has changed the 

relationship among the industry actors (Buhalis D. , 1998; Law, Leung, & Wong, 2004) and 

profoundly influenced the consumption patterns of modern day travelers (Buhalis & Law, 2008). 

However, although the development of the Internet has eliminated the majority of traditional 

physical travel agencies, it has replaced them with some new digital intermediary actors in the 

revised supply chain. The major actors are the following. 

Online Travel Agents (OTAs) are independent organizations, for example Expedia and 

Travellink, that provide travel and tourism related services on behalf of suppliers, such as 

airlines. These organizations contribute to a large volume of transactions in the tourism industry 

in general, and therefore play a major role in the industry (Pan, Zhang, & Smith, Retreived 2014).  

The way OTAs function is that they link up with one or more global distribution system (GDS), 

in order to gather and offer comparative prices for airfares and hotel stays (Verghese, 2011), 

making it possible for consumers to become their own travel agent and book a multi-leg flight on 

multiple airlines (Snyder, 2010). The OTA is the intermediary that ‘takes the consumer’s money 

and forwards the net amount (payment less commission) to the tourism supplier (in this case the 

airline) (tourismekit, 2013). Hence, the added cost to the airline comes in the form of 

commissions. 

Despite the OTAs’ large role in the airline industry, airlines would essentially prefer their 

consumers to make their purchases directly through their own websites, and not through the 
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OTA, due to several reasons. First of all, that would help them to avoide the charges they have to 

pay to OTAs and the fees they pay to the ‘global distribution systems’ that the OTA’s use to 

process the transactions (Perkins, 2011). Secondly, OTAs have been accused for inadequate 

transparency of prices and ancillary product merchandising, making airlines miss out on an 

opportunity to up- and cross-sell their products (Harteveldt, 2012). The consumer relying solely 

on these third-party websites might therefore not receive all the information needed in order to 

make a fully informed purchase decision (Harteveldt, 2012). Lastly, Icelandair’s consumers 

contact the company with inquiries of e.g. changing a name on an airline ticket. However, 

according to Benediktsson, when the consumer has purchased their ticket via an OTA, Icelandair 

cannot help, and advices them to speak to the OTA. The OTA will however not make the 

necessary changes, leaving the consumer at a loss (Benediktsson, appendix 1).  

The Travel Search Engines (also called Meta Search Engines or Aggregators), such as Momondo 

or Skyscanner, are platforms that aggregate flight options for consumers to view. The search 

engine sends a “spider” to different airlines and online travel agents to find products, and every 

time the spider scans a specific airline’s website – the airlines pay a hit price; a process referred 

to as “screen scraping” (Schaal, 2009). Hence, the consumer cannot finalize his booking via a 

Travel Search Engine, but is sent directly to the OTA or airline company to book (Snyder, 2010). 

As a ‘counterstrike’ to these hit prices, Icelandair has banned Travel search engines, such as 

Momondo, to crawl their web.  

To sum up, the traditional actors along with the newer/emerging actors in the market are 

presented below. 

Traditional actors Newer actors 

Tour Operators: Responsible for packaging and 

administrating services such as transport, 

accommodation, transfer etc. Major players in Denmark 

include www.startour.dk and www.spies.dk.    

Online Travel Agents: An online travel agent (OTA) 

specializes in offering planning sources and booking 

capabilities. Major OTAs in Denmark include 

www.expedia.com and www.flybillet.dk.  

Travel Agents: W. a physical presence. Responsible for 

selling the packages provided by tour operators or 

suppliers’ products to end-consumers by using the 

global distribution system. Major players in Denmark 

include www.kilroy.com.   

Travel Search Engines: A site that ’crawls’ airlines’ 

webpages, online travel agents and flight-data 

wholesalers with the purpose to find the best price for 

the consumer. Major players in Denmark include 

www.momondo.com and www.skyscanner.com.  

Airlines: A company that provides air transport services 

for passengers and freight. Major airlines in Denmark 

(including www.icelandair.dk) www.sas.com and 

www.norwegian.no.    

Destination Webpages: Webpages that provide 

information and guidance about specific destinations. 

E.g. www.visitdenmark.com and www.visiticeland.com.  

 

Table 1: actors in the airline industry 

http://www.startour.dk/
http://www.spies.dk/
http://www.expedia.com/
http://www.flybillet.dk/
http://www.kilroy.com/
http://www.momondo.com/
http://www.skyscanner.com/
http://www.icelandair.dk/
http://www.sas.com/
http://www.norwegian.no/
http://www.visitdenmark.com/
http://www.visiticeland.com/
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3. LITERATURE REVIEW 

 

As this research sets out to better understand how consumers go about when they search 

information about their travel and airline tickets on the Internet, the literature takes point off from 

the broad research area of consumer behavior. The theoretical underpinnings aim to provide an 

enhanced understanding of why consumers behave as they do in this specific situation, and touch 

upon the various aspects that can influence and differentiate their behavior.  

The following section follows the theory of consumer behavior and the decision-making process 

from its origin to present day. This is done in order to present current literature on the topic, and 

to ensure the relevance of the applied theories. The main theoretical models of consumer 

behavior are introduced, along with their purpose for this study. Literature on the impact of the 

Internet on the overall concept of consumer behavior is then introduced, and how that has 

influenced information search and buying behavior in the travel and tourism industry.  

 

3.1 Consumer Behavior  

Consumer behavior is a general, wide-ranging study of why, when, and how people buy products 

and services, and includes activities undertaken before, during and after the consumption 

(Blackwell, Miniard, & Engel, 2006). The subject originated in the traditional economic view of 

utility theory, where the consumer was viewed as a rational, economic man (Zinkhan, 1992) and 

has since then developed into a research area on its own.  

Consumer behavior has gone through numerous revisions as it has been explored by many 

different authors and researchers, including but not limited to: Dewey (1910), Katona and 

Mueller (1954), Nicosia (1966), Howard and Sheth (1969), Nelson (1970) and Kollat et al. 

(1970). The subject of consumer behavior has also been examined under various names, such as 

“buyer behavior” and “the study of purchase decisions”, but the umbrella term consumer 

behavior is today widely accepted in the literature. Additionally, whereas early work has mainly 

focused on the point of purchase, the concept is today recognized as an ongoing process, 

involving a range of influential factors and consumption activities (Solomon, 2013). As such, 

consumer behavior serves as a basis for all marketing activities (Swarbrooke & Horner, 1999), 
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including concepts from economics, anthropology, psychology, and sociology (Kollat, Blackwell, 

& Engel, 1970).  

As can be gathered, the subject of consumer behavior can be applied in a variety of academic- 

and non-academic settings, not all equally interesting for this paper. In order to ensure validity, 

the authors have reviewed the relevance of the literature critically, as many bloggers, Internet 

personalities and writers have become self-proclaimed experts on the subject, without the 

necessary linkage to theories or original authors.  

The theory of consumer behavior that dominates in this paper is the five-step framework, referred 

to as the decision-making process. The model is adapted to fit the purpose of this study, as it is 

applied in an online setting. As the framework has gone through numerous revisions, its origin 

and developments are reviewed in the following section.   

3.1.1 Dominating models and frameworks  

John Dewey (1910) first introduced the original decision-making process of consumer behavior 

in 1910, consisting of the five core steps of: need recognition, information search, evaluation of 

alternatives, purchase and post-purchase. Following Dewey’s findings, the EKB framework was 

developed in 1968 by the three professors of Ohio State University, James Engel, David Kollat 

and Roger Blackwell. The model originally served as a teaching aid, developed for a course 

curriculum, as no real conceptualization of the concept had been constructed (Engel & Blackwell, 

1982).   

Francesco Nicosia, a leading scholar in the field of consumer behavior, created the Nicosia model 

in 1966. In that model, he mainly focuses on the communication process between the brand and 

the consumer, where the organization and the consumer impact each other’s actions (Nicosia, 

1966). Shortly after these findings, one of the most frequently quoted models of consumer 

behavior emerged as the Howard-Sheth model of buying behavior, developed in 1969 by John 

Howard and Jagdish Sheth from Columbia University (Howard & Sheth, 1969).  

The EKB model was then revised and expanded, partly due to inspiration drawn from the 

emergence of the Howard-Seth model and as an acknowledgement of the Nicosia model (Engel 

& Blackwell, 1982). The EKB model was thus with time developed into the seven-stage 

Consumer Decision Process (CDP) model by Blackwell, Engel and Miniard in 2001 (Blythe J. , 

2013); (Blackwell, Miniard, & Engel, 2001).  

The figure presented below is the original five-step version of the consumer decision-making 
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process (named EKB), and includes the most widely accepted steps of consumer behavior as, 

supported by majority of textbooks, such as Assael (1998), Blackwell et al. (2005), Hawkins et al. 

(2003) and Darley et al. (2010). This version of the decision-making process serves as the 

primary inspiration and backbone for the construct of this paper. These steps remain a part of 

newer adaptions, additions and evaluations of the model in the literature, as evidenced by Blythe 

(2013), Solomon (2012), and more.  

 

 

 

 

 

 

Figure 3:Engel, Kollat and Blackwell, 1968. 

The research area of this study does not include the moment from where the consumer feels the 

need to travel (need recognition) and what may induce that need, nor the actions he takes after the 

product has been consumed (post-purchase evaluation). Hence, the framework has been adapted 

for the purpose of this study, and despite recognizing the importance of these steps in the entire 

decision-making process, they are considered outside the scope of this study and are therefore not 

incorporated further.  

The remaining steps of information search, evaluation of alternatives and purchase therefore 

constitute the backbone of the data collection and analysis of how travelers search for information 

about their travel.  The next section clarifies how these steps are applied to the purpose of this 

study. 

3.1.2. Information Search  

This step of the decision-making process is adapted for the purpose of this study to indicate the 

sources of information consumers use to search for inspiration for their travel, and is from now 

on referred to as the step of inspiration search.  
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According to Rheem (2012), roughly half of discretionary travelers in developed markets do not 

have a specific destination in mind when they decide they want to travel. Hence, finding a place 

travelers want to visit requires prior information search. This step therefore involves the 

consumer taking action to consult various sources in order to acquire knowledge or information 

from the environment about destinations or travel options (Moutinho, 1987). In his research, 

Rheem (2012) found that the most common source of information about destinations (inspiration 

search) is the Internet, where general search engines (e.g. Google) were the most common 

website used. These findings have influenced the assumptions made in this study prior to the data 

collection.  

It must be noted that the inspiration search process can be quite complex, as consumers not only 

consider where they want to go next, but also consider it in relation to where they have already 

been. As stated by Rheem (2012) “the destination consideration set is often illogical because it is 

often based on chance – a friend happened to go there and loved it, or an episode of a favorite 

show was set there and it looked amazing”(p. 12). Hence, this stage of the decision-process may 

sometimes be more ‘random’ than other information search stages, making it difficult for 

marketers to understand and plan for in their marketing activities. 

3.1.3. Evaluation of Alternatives  

The consumer’s inspiration search process will eventually lead to the search for airline tickets to 

a specific destination. This step of the decision-making process is thus adapted for the purpose of 

this study to indicate the sources of information consumers use to evaluate prices and conditions 

of airline ticket. It is from now on referred to as the step of evaluation of alternatives. 

The consumer’s information search about available airline tickets will generate a set of valued 

criteria. He will then evaluate and compare all product and brand options against those exact 

criteria (Blackwell, Engel, & Miniard, 2001). E.g. if the consumer is looking for the best price, or 

if he values the availability of ancillary services onboard, these are the criteria he may compare 

his options against.  

In his research, Rheem (2012) found that general search engines (e.g. travel search engines) were 

the most commonly used for travel ‘shopping’, or evaluation of alternatives. These findings have 

influenced the assumptions made in this study prior to the data collection.  
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3.1.4. Purchase 

This stage is the last step of the travel information search process, which usually happens after 

having spent time searching inspiration for the destination or travel, followed by evaluation of 

available options of providers and airline tickets to the desired destination. Finally, there is only 

one decision left: where to book the airline ticket.  This step is from now on referred to as 

booking and indicates the platform where the traveler finalizes the ticket purchase.   

Rheem (2012) found that in most markets, airline’s websites attract majority of travel bookers. 

These findings have influenced the assumptions made in this study prior to the data collection. 

Together, these three steps are referred to as the traveler’s Path to Purchase, where the 

purpose is to better understand which information sources he/she uses during these three 

consecutive stages.  

The consumer decision-making process is impacted by various factors that in one way or the 

other can cause deviations from the typical behavior pattern. These factors include, but are not 

limited to, environmental influences, such as social class, culture, personal influence and family 

situation; individual differences, such as consumer resources, motivation and involvement in 

purchase, knowledge, attitudes, personality, values and lifestyle (Blackwell, Engel, & Miniard, 

2001); exogenous variables, such as the importance of the purchase, time at the disposal of the 

buyer, personality traits, financial status (Howard & Sheth, 1969); and demographic variables, 

such as gender, age, educational- and income level (e.g. Sherman & Delener, 1987; Schanninger 

& Sciglimpaglia, 1981).  

 

As this paper is dealing with Icelandair’s primary and secondary segments, it is of great interest  

to further examine whether there might exist any differences in the behavior of these age groups 

and their path to purchase. 

 

3.1.5 Generational Cohorts 

As is stated by Harteveldt (2012) in his report on the future developments of airline distribution: 

”Airlines can’t focus on Baby Boomers without considering Generation Y’s needs – and the 

substantial business opportunity they represent” (p.10). These considerations led to the 

investigation of an activity referred to as multi-generational marketing.  The subject was 

established in the US in 1982, and is a practice of appealing to the unique needs and behaviors of 
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individuals within more than one specific generational group (Morris, 1982). An organization’s 

consumer group will often vary in age, sometimes spanning over more than one or more 

generations. Hence, as each generation is characterized by unique experiences, lifestyles, values 

and demographics that will influence their buying behavior, age has become among the most 

frequently utilized demographic characteristic used to detail a consumer group’s size and classify 

his behavior (O'Connor, 1997); (Gunter & Furnham, 1992) (Hobcraft, Menken, & Preston, 1985).  

 

Given the implications of age and potential impact on consumers’ behavior, it is of great value 

for marketers to reach out to their multi-generational consumers, and understand how their 

behavior might differ from one another. By doing so, companies might be able to offer the same 

distribution and communication programs to a specified group of consumers, that will likely 

respond in a similar way (Schewe & Meredith, 2004). Ultimately, enhanced marketing efficiency 

is realized. 

For these reasons, age plays a vital part in this study as it was considered of high important to 

understand the behavior and possible differences between Icelandair’s primary- and secondary 

customer groups. Such understanding can provide important knowledge for the company’s future 

decision-making and marketing efforts. After all, Generation X and Y will eventually become the 

company’s primary consumer group. 

3.2 Online Consumer Behavior 

The rise of the Internet has moved consumption into an electronic age, impacting the very act of 

purchase. This development has changed the proximity between buyers and sellers as well as 

changing how consumers learn about and purchase products and services (Kim & Lennon, 2008 

as cited in Darley, Blankson, & Luethge, 2010).  

The Internet is a valuable resource for the information-seeking consumer as it makes vast 

amounts of information available at low cost. Consumers have access to more options than ever, 

and comparing prices and all other features has become much easier than before (Mazaheri, 

Richard, & Laroche, 2011; Dasgupta, 2006). As a consequence of this, the Internet plays an 

important role in modern research, where research on online consumer behavior has begun to 

appear in various journals and conference proceedings within the fields of marketing, 
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management, information systems, and psychology (Chan, Cheung, Kwong, Limayem, & Zhu, 

2003).  

However, after reviewing literature on online consumer behavior, it was realized that the scope of 

published studies is very broad, and that only few have attempted to review and develop a 

conceptual framework for this new research area (Jarvenpaa & Todd, 1996; Koufaris, Kambil, & 

Labarbera, 2001). This may be because literature on online consumer behavior and decision-

making is still in its early stages of development (Darley, Blankson, & Luethge, 2010). 

Additionally, due to the rapid development of the online business environment and Internet 

usage, journals and articles on the topic are in many cases already outdated.  

Current literature on online consumer behavior does however indicate that most of the 

components of consumer behavior theory can still be applied to the study of online consumer 

behavior (Chan, Cheung, Kwong, Limayem, & Zhu, 2003). The assumption of this study is 

therefore that the steps of the decision-making process can be applied in an online setting. Hence, 

in an ‘online’ decision-making process, the consumer is assumed to be impacted by the same 

external factors as in a ‘typical’ decision-making process. However, this gap in the literature has 

given purpose to the current study, where it will become a part of academic research within the 

field of online consumer behavior and the decision-making processes. 

The main focus of this study is to understand which information sources Icelandair’s consumers 

use during the three consecutive decision-making steps, or their path to purchase. As such, 

information search behavior, a sub-concept of general consumer behavior, is deeply embedded in 

this study. The next section therefore reviews literature of information search behavior in the 

tourism industry and how that can be diagnosed.  

 

3.3 Information search applied to the travel and tourism industry   

Due to the importance of information search behavior in the consumer buying process (Beatty & 

Smith, 1987; Punj & Staelin, 1983; Foodness & Murray, 1998), many scholars have addressed 

the consideration of how much and what sources of information consumers use when their goal is 

to purchase a particular product or service (e.g. Kiel and Layton, 1981; Beatty and Smith, 1987; 

Srinivasan and Ratchford, 1991; Schmidt and Spreng, 1996) as well as the level of internal vs. 

external search (Fodness & Murray, 1999). Whereas internal search refers to the information 
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recalled about products from memory and is determined by the consumer's previous experience 

and knowledge about the products (Engel, Blackwell, & Miniard, 1993; Fodness & Murray, 

1997; Vogt & Fesenmaier, 1998), external search involves largely personal interaction by word 

of mouth or mass-market communication (e.g. advertising) (Holbrook & Hirschman, 1982). 

Information search is almost always initiated internally, but when that is insufficient, consumers 

are likely to gather information from external sources. Different consumers will also look for 

differing amounts and types of information, and even combine their internal and external 

information search with alternative sources, such as recommendation from friends and family.  

The individual’s primary motive to search information prior to his travel is to enhance the quality 

of the trip (McIntosh & Goeldner, 1990 as cited in Fodness & Murray, 1997).  Additionally, due 

to the complex and risky nature of the product, the high levels of involvement with travel and the 

large cost (Conyette, 2010), the travel consumer is assumed to apply a complex buying behavior 

(Assael H., 1987; Kotler et. al., 2008), thus emphasizing his need for engaging in extensive 

information search prior to the purchase (Schmidt & Spreng, 1996; Engel, Blackwell, & Miniard, 

1993; Howard & Sheth, 1969).   

Planning and information search therefore applies to the travel sector just as in all other consumer 

markets, and the importance of understanding this specific context of information search has been 

emphasizes greatly in previous research  (Fodness & Murray, 1999).  However, previous research 

on online travel information search has mostly focused on the impact of website and information 

quality (Wong & Law, 2005; Matzler & Waiguny, 2005; Chen & Schwartz, 2008; Kim, Ma, & 

Kim, 2006; Ye, Law, Gu, & Chen, 2012). Hence, as travel information search does not 

automatically lead to booking (Shao & Gretzel, 2010), the bridge from information search to 

online booking should be further examined, which is the purpose of this paper.  

 

Just as in general consumer behavior and decision-making, there are many external and 

individual factors that can influence and differentiate travelers information search (e.g. Luo, Feng 

and Cai, 2004; Steinbauer & Werthner, 2007; Card, Chen, & Cole, 2003; Law R. , 2009), not all 

equally interesting for this study.  

 

According to Chiappa (2013), tourists can also be divided into lookers (those who only wish to 

acquire information on the Internet), and bookers (those who also use it to buy tourism services 

and products), and these two can differ in socio-demographic characteristics and Internet usage. 
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Even though these differences in Internet usage amongst travel consumers are acknowledged for, 

the authors will assume that consumers who participate in this study are both lookers and bookers 

of airline tickets on the Internet. 

During the entire information search process, travelers can also adopt different search strategies, 

of which there are three dimensions: spatial, temporal and operational (Fodness & Murray, 1999). 

The operational dimensions of search refer to the way the search is conducted, and focuses on the 

particular sources used. Hence, in order to better understand travelers’ information search, the 

operational dimensions of search will be examined, and how these can be diagnosed (Fodness & 

Murray, 1998). This is elaborated on in the following section.  

3.3.1 Diagnosing Search  

The operational dimensions of search involve the consumer’s access to a variety of information 

sources, consisting of the availability of various alternatives, their attributes and formats (Engel, 

Blackwell, & Miniard, 1995). Hence, the operationalization of information search provides an 

enhanced understanding of how consumers conduct their search and what particular sources they 

use for problem solving and decision-making when looking for suitable flight tickets.  

In their book on consumer behavior, Engel, Blackwell and Miniard (1994) characterized 

consumer information search along three main dimensions: degree, direction and sequence. For 

the purpose of this study, direction of information search was considered of particular interest, as 

it involves both the information sources the consumer uses during his/her decision-making, as 

well as the attributes that guide that search (Engel, Blackwell, & Miniard, 1994). Hence, this 

dimension provides a good general understanding of what is sought after in this paper.  

Now that the research area, problem definition and literature have determined what the paper is 

examining, the following methodological section aims to clarify how that is accomplished. 
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3. METHODOLOGY 

 

The methodology section of this paper was constructed according to The Research Onion by 

Saunders et. al (2012), as it served as an appropriate guide. One layer at a time is “peeled” off, 

starting with the first two layers that constitute the theory of science, moving down to the next 

layers that constitute the research design of the paper, ending with each data collection technique 

conducted in this particular study. The layer of time horizon has already been covered in the 

limitation section, and will not need further clarification. The research onion of this study 

therefore looks as such: 

 

Figure 4: adapted from Saunders, Lewis and Thornhill, 2011.  

4.1 Research philosophies 

Research philosophy involves the assumptions of the researcher; how he understands and sees the 

world, and how those perspectives impact the research process and understanding of what is 

investigated (Saunders, Lewis, & Thornhill, 2012).  

As this study is dealing with human and social science, a standpoint of one true reality (as 

positivism predicts) is neglected, and the researchers interprete the world and reality according to 

the interpretivistic approach. Interpretivism respects the differences between the objects of 

natural science – people and institutions – and requires the researcher to grasp the subjective 
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meaning of social action (Bryman, Social Research Methods , 2012). By working within the 

epistemological perspective of interpretivism, it is recognized that the authors of this study and 

the consumers investigated exist in the sphere of the examined research topic. The perception of 

the authors’ truth thus becomes a part of the process, and their own perceptions of the world are 

taken into consideration and accepted as an active interaction with the empirical findings. 

 

This research aims to understand how consumers behave in an online environment and how they 

search for information about airline tickets. Because this situation is perceived and conducted 

individually, the truth is believed to be subjective in this study. The subjective view is associated 

with social constructivism, which rejects the idea of one true reality and sees the nature of reality 

as being external and one that is socially constructed (Eriksson & Kovalainen, 2008). This means 

that the consumers studied in this paper “perceive different situations in varying ways as a 

consequence of their own view of the world” (Saunders, Lewis, & Thornhill, 2012, p. 111) Thus, 

this paper shall be seen in the light of social constructivism ontology.  

 

Pragmatism recognizes that there are many different ways of interpreting the world and 

conducting research, and that no single point of view can ever give the entire picture (Saunders, 

Lewis, & Thornhill, 2012). Pragmatism is therefore one of the philosophies associated with this 

paper. It is furthermore the main philosophy associated with mixed methods approach 

(Tashakkori & Teddlie, 2003), which was applied in this study in order to gain a complete picture 

of travelers’ information search behavior.  

Within the pragmatic approach lies the hermeneutic element. Hermeneutics originate from human 

sciences and are used in the interpretation of qualitative data (Ramberg & Gjesdal, 2009). The 

hermeneutics moves in a circle where knowledge is constantly evolving, and understanding about 

the topic expands, generating a larger hermeneutic circle. In this way, new understandings forms 

preconceptions, encouraging the researchers to constantly accumulate new findings for further 

interpretations (ibid). 
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Figure 5: authors’ own creation 

The approach is applied as a tool of interpretation and guidance when reviewing information 

collected during the research process, allowing new knowledge to be brought into the project for 

further interpretation. By making use of the hermeneutic approach in this study, the authors also 

account for their level of subjectivity and pre-understanding of the research subject (Arnold & 

Fischer, 1994). 

To sum up the research philosophies adopted in this study; truth is believed to be subjective, 

where the world is seen as something socially constructed. This research works within the realms 

of interpretivism, where it is recognized that the authors’ exist in the sphere of the research topic 

and where their interpretations become a part of the research. By applying the pragmatic research 

philosophy, it is acknowledged that the research problem cannot be examined fully with one 

single method, giving birth to the mixed method approach.  Finally, the hermeneutic element 

allows the authors to constantly develop their understanding of the research topic for further 

interpretation and knowledge expansion.  

4.2 Research approach 

When dealing with research approaches, the two most commonly phrases mentioned are 

deduction and induction. Deduction involves first developing a theory and hypothesis, proposing 

a relationship between the variables and then designing a research strategy to test the hypothesis 

(Saunders, Lewis, & Thornhill, 2012). Induction, on the other hand, is where data is first 

collected and then a theory is formulated as a result of the data analysis (ibid).  

As this paper is a case study, its main difficulties “is handling the interrelatedness of the various 

elements in the research work” (Dubois & Gadde, 2002, bls. 555), requiring a combination of 

inductive and deductive research approaches. Hence, as neither of the research approaches 
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seemed to provide a viable structure for the paper as a whole, the approach of systematic 

combination, inspired by abduction, was considered most viable for several reasons that are 

outlined below.  The application of systematic combination stems from critical researchers, who 

recognized significant pitfalls of case studies. The main critique involved how case studies were 

tested in a quasi-deductive way, and that they sometimes attempt to describe everything, but as a 

result describe nothing (Weick, 1979), sourced from (Dubois & Gadde, 2002).  

By applying the systematic combination as a research approach, the main pitfalls of case studies 

were thus mitigated, and the researchers were better able to develop their own preconceptions of 

what is discovered through empirical fieldwork, analysis and interpretations (Dubois & Gadde, 

2002). The process constantly guided the researchers towards gaining more empirical data and 

enables them to find unanticipated but related issues that may be further explored. This process of 

going back and forth from the research activity, theory and empirical data is referred to as 

“matching”, which is the foundation of systematic combining (ibid) - and is in line with the 

hermeneutic cycle applied in the study.  

The systematic combination is an evolving framework, and therefore constantly forces the 

authors to redirect, expand or change the current theoretical framework. This confrontation of 

theory with empirical data is a continuous process throughout the whole study. As a result of this 

continuous movement back and forth, “data should not be forced to fit preconceived or 

preexisting categories, asserting rather that the categories are to be developed from the data 

(Glaser, 1978 as cited in Dubois & Gadde, 2002, p. 556).  

As the theory of science applied to this particular study has now been covered, the next step is to 

examine the study’s research design.  

 

4.3 Methodological choices 

As more than one method is applied in this paper, the multiple methods approach is used (vs. the 

mono method approach) (Saunders, Lewis, & Thornhill, 2012). The methodological choices 

therefore consisted of various phases, all of which are elaborated on in the following sections. 

Since both qualitative and quantitative methods were conducted in the data collection, the mixed 
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methods approach is the actual method applied in this paper. The mixed method approach is also 

related to the pragmatism paradigm mentioned earlier (Tashakkori & Teddlie, 2003). 

4.3.1 Mixed methods  

The rationale behind choosing a mixed methods approach is multifold. Primarily, it provides the 

researcher with the possibility of examining the research problem from various angles. This is 

supported by the pragmatic paradigm that assumes that no single point of view can ever give the 

entire picture, enabling this research to take multiple viewpoints, perspectives and standpoints 

into considerations (Johnson, Onwuegbuzie, & Turner, 2007). The following perspective is thus 

adopted:  

“we can learn more about our research topic if we can combine the strengths of qualitative 

research with the strengths of quantitative research while compensating at the same time for the 

weaknesses of each method” (Punch K. , 2009, p. 209) 

The methods applied consisted of a quantitative survey and a qualitative verbal protocol, also 

referred to as the thinking-aloud method, followed by qualitative semi-structured interviews. As 

the methods were applied one after the other, the sequential mixed methods research is adopted, 

where the researchers will: “follow the use of one method with another in order to expand or 

elaborate on the initial set of findings” (Saunders, Lewis, & Thornhill, 2012, p. 167).  

The process is illustrated below:  

                        

Figure 6: authors’ own creation. 

The quantitative method of this study; the survey, provided the research with the broad, 

generalizing overview and an understanding of the consumer group in question. It is a strong 

research tool as it “brings the strengths of conceptualizing variables, profiling dimensions, 

tracing trends and relationships, formalizing comparisons and using large and perhaps 

representative samples. “ (Punch K. , 2009, p. 209). 
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The qualitative methods; the verbal protocols and follow-up interviews, were more useful for 

gaining a deeper understanding of the specific groups and individuals than the quantitative study 

alone is able to. By conducting the verbal protocols, the value of qualitative methods was 

realized; “because of their great flexibility, they are well suited for studying naturally occurring 

real-life situations.” (Punch K. , 2005, p. 238). Additionally, the follow-up interviews were able 

to provide circumstances for “the in-depth study of smaller samples, and great methodological 

flexibility” (ibid, p. 290).  

It is important to mention, that although the authors do recognize the differences between the 

verbal protocol and the interview methodologies, the two are linked in this study, as they assist 

each other. Hence, because of this tight link, the interviews were accounted for as part of the 

verbal protocol process.  

One can distinguish between fixed and emerging mixed methods. Whereas the fixed mixed 

methods are preplanned and their nature decided before collecting data, in emerging mixed 

methods, the specific mix of methods emerge in the process as a consequence of the study’s 

development. According to Creswell and Clark (2011) there is also a middle way of conducing 

the methods, where the researcher may plan from the start to conduct the study in two phases, 

such as beginning with a quantitative phase and following it up with a qualitative phase. 

However, the details of the qualitative phase may emerge based on the researcher’s interpretation 

of the results from the quantitative phase. In that way, the study entails a combination of fixed 

and emerging elements (ibid). This approach of the data collection is highly appropriate for this 

paper, as a fixed plan was constructed for the overall data collection, but where the answers 

gathered from one method influence the way the next data collection is constructed.  

 

4.4 Research Strategy 

A research strategy provides the overall direction of the research and the process by which it is 

conducted (Saunders, Lewis, & Thornhill, 2012). Due to the nature of this study, the research 

strategy is conceptualized as a case study.  

4.4.1 Case study as a research strategy 

The case study is one of several ways of conducting social science research. According to 

Yin:“… the distinctive need for case studies arise out of the desire to understand complex social 
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phenomena” (2009, s. 4). He also emphasizes the importance of context, where the “boundaries 

between the phenomenon being studied and the context within which it is being studied are not 

clearly evident” (Yin, 2003 as cited in Saunders, p. 139), making this strategy highly appropriate 

for the current study.  

According to Schell (Schell, 1992), the main strength of conducting a case study is its ability to 

apply a broad range of evidences, where most case studies use multiple sources of data in the 

form of interviews, observation, questionnaire or administrative documents. This enables the 

researchers to approach the often-complex phenomena of case studies through several methods, 

as well as being able to triangulate data and theory, and thereby improving validity (Cassessl & 

Symon, 2004). As Saunders et al. explain (p. 179): “if you are using a case study strategy, you 

are likely to need to use and triangulate multiple sources of data” – referring to the use of 

different data collection techniques within one study, as is done in this paper.  

The case study approach also provides the present study with the opportunity of exploring issues 

in depth and directing the research into new areas or new constructions of theories, where the 

theoretical framework may not be the same in the end as it was in the beginning (Cassessl & 

Symon, 2004). Theory development instead occurs through systematic piecing together of 

evidences, in order to generate theories of broader interest. This supports the choice of applying 

the research approach of systematic combining in this study, as outlined earlier. 

4.4.2 Exploratory, descriptive and explanatory studies 

Research designs may be broadly defined as exploratory, explanatory and descriptive 

(Brotherton, 2008). A descriptive is often a ‘forerunner’ to an explanatory or exploratory 

research, and is a way of describing the phenomena on which you wish to collect data, prior to 

collecting the data (Saunders, Lewis, & Thornhill, 2012). Hence, descriptive study is not relevant 

for this study, as the paper is a combination of an explanatory and exploratory study. The primary 

objective of an exploratory study is to “provide insights into and an understanding of marketing 

phenomena” (Malhotra & Birks, 2007, p. 70). Exploratory studies usually take on qualitative 

research methods, and are most applicable when researchers do not have adequate understanding 

of the problem (ibid). An exploratory design was therefore necessary at the very beginning of the 

research process in order to clarify the researchers’ understanding of the problem, before 

proceeding with the research. After a threshold understanding was gained, the research proceeded 

with an explanatory research design, where the primary objective was to study the problem in 
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order to establish and test causal relationships between variables (Malhotra & Birks, 2007; 

Saunders et al, 2012). Explanatory studies usually take on quantitative research methods 

(Malhotra & Birks, 2007; Saunders et al., 2012), e.g. a survey.  

As this study collects quantitative data (the survey), followed by qualitative data (verbal protocol 

and interviews), in two consecutive phases, the research design of this paper is defined as a 

sequential explanatory research design (Saunders, Lewis, & Thornhill, 2012). 

The individual data collection methods are accounted for in the following section. 

 

4.5 Methodology of the research methods 

As stated before, this research aims to answer its research problem using the mixed method 

approach, applying four data collections: secondary data; sample survey; verbal protocol 

followed by a semi-structured interview. These data collection methods differ in their importance 

for the study, where in particular the survey and verbal protocols are significant for the analysis 

and results. 

Each data collection method has its own limitations, which are accounted for in the subsequent 

method. For example, as the survey has superficial difficulties, those are accounted for by 

conducting the verbal protocol, and since the verbal protocol has its own limitations in terms of 

participant and interpretation errors, these are accounted for by conducting a follow-up interview. 

By accounting for and mitigating the limitations of each method in this way, the goal is to 

constantly enhance the quality of the data collection. 

4.5.1 Secondary Data 

Collecting secondary data was considered an efficient method for providing enhanced and rich 

background information about the research topic and the theoretical foundations, with the benefit 

of great time saving (Bryman & Bell, 2011). Secondary data was mostly collected from the 

Internet, in the form of qualitative research within the areas of consumer behavior, consumer 

decision-making process, information search, tourism and hospitality and other topics relevant for 

this study. The secondary data has been accounted for in the literature review.    

The main drawback of the secondary data is the possibility of subjective influence, poor validity 

(e.g. trying to make the data fit the research when it perhaps does not), and low quality of the data 
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(Saunders, Lewis, & Thornhill, 2012). In order to ensure the quality of the secondary data, the 

authors made sure that it is appropriate for this research, that it was only collected from verified 

and reliable sources, and that the data is still valid. All sources were also checked of their original 

research thoroughly in order to be aware of any reasons that could limit its usefulness (Bryman & 

Bell, 2011). 

4.5.2 Survey 

The next data collection method conducted is a quantitative Internet survey, completed by 

respondents by e-mail (Best & Harrison, 2009). The survey is a so-called sample survey, where 

the main benefit are its ability of being able to estimate quantitatively the distribution of a 

characteristic in a population (Dillman, 1991), and to enable generalization of results (Rea & 

Parker, 2005). 

The main benefits of conducting the survey were, first of all, that it decreases the risk of biased 

data because different opinions are acquired and conclusions can therefore be based on more than 

the authors’ own thoughts. Additionally, the survey provided the study not only with quantity but 

also makes the data more reliable, as it represents the general opinions among the chosen 

segment. Essentially, if conducted properly, the survey was considered to be a reasonably 

accurate method for collecting data and studying individuals in a relatively unbiased and rigorous 

manner (Rea & Parker, 2005).  

Survey Sampling 

In the process of constructing the working population for this study, a general population must 

first be chosen (Rea & Parker, 2005). Of interest for this study is Icelandair’s entire consumer 

group in Denmark. However, as it is an impossible task to define and approach such a large 

population, a lower level of coverage was used with a limited and more accessible population. 

This population consisted of Icelandair’s customers in Denmark that have signed up for the 

company’s newsletter - from now on called Icelandair’s ‘newsletter group’ - a total of 65 

thousand people.  

The newsletter group is the complete list of all the units within the population from which a 

sample is drawn (sampling units), and constitute therefore the sampling frame of this study 

(Barnett, 2002; Saunders, Lewis, & Thornhill, 2012). In principle, all members of the newsletter 

group could have been surveyed and their behavior measured with complete accuracy, a term 

called census (ibid). However, as that would have been very time consuming, a group of 10.000 
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units is considered large enough to have an approximate microcosm of the population from which 

information is collected (Rea & Parker, 2005). In order to obtain such a microcosm, a probability 

sampling method is applied, where the sample is randomly chosen and each unit in the population 

has an equal chance of being selected (Saunders, Lewis, & Thornhill, 2012).  

In order to realize the benefits of the sample survey, some errors must be limited. Sampling error 

results from the difference between the estimate and actual behavior of the population, and is 

caused by the fact that the entire newsletter group is not surveyed on. However, the choice of 

random sampling and a relatively large sample size of 10.000 people helps to minimize the 

sampling error as it leads to a higher response rate (Saunders, Lewis, & Thornhill, 2012); hence, a 

higher degree of accuracy of results can be yielded. The large size of the sample (10.000) is also 

able to lower the anticipated non-response error (Dillman, 1991), since the general assumption is 

that “the higher the response rate the lower the potential of nonresponse error and therefore the 

better the survey” (ibid, page 229). Measurement error indicates the difference between 

underlying and un-observable variables (e.g. opinions or behavior), and what is answered in the 

survey. This stems from, for example, participants’ unwillingness to answer accurately (ibid).  

Pilot Study 

In preparation of the main survey, a pilot study was conducted. A pilot study is a mini-version of 

a full-scale study, also called a “feasibility study”, and is useful for pre-testing the research 

instruments (Baker, 1994). The main purpose of the pilot study in this paper is to determine if the 

questions proposed in the survey are providing the kind of information needed, to give an 

indication about the outcomes of the larger survey and to give warnings of potential weaknesses 

(Polit, Beck, & Hungler, 2001). Although the pilot study cannot guarantee the success of the 

main study, it can greatly increase the likelihood hereof (Baker, 1994).  

A sample size of 20 people was considered an appropriate sample size for the pilot study. This 

method proved to be effective, providing great information about where the survey needed 

improvements before it was distributed. The main survey was significantly changed according to 

the results of the pilot study.  

After reviewing the data and feedback from the pilot study respondents, necessary adjustments 

were made. Several participants were willing to give a verbal feedback on the pilot study, 

providing an even better understanding of the user’s point-of-view. The main adjustments were 

the following.  
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Some questions were misunderstood, and therefore needed better clarification. Phrasing of some 

of the questions caused confusion, so the academic grammar and linguistics was reduced, as 

“instructions should be designed to inform all targeted participants—regardless of their 

education, technical skills, or online experience—how to perform each function” (Best & 

Harrison, 2009). Other questions needed altering all together due to insignificant or surprising 

results.  

Search engine was one of possible answers to booking options, even though the authors 

acknowledge that it is technically not possible to book a ticket via a Travel Search Engine. 

However, the reason for this is that a majority of respondents claimed that they booked their 

ticket via, e.g. Momondo. This indicated that the average traveler might think that he/she is 

booking through that platform, whereas they are always directed to an airline’s or another 

intermediary, e.g. an online travel agent’s webpage. This answer option was therefore kept in the 

survey, to avoid the risk of non-response, and further considerations of this will be taken into 

consideration in the analysis.  

The Survey 

As Icelandair had the distribution channel and volume needed to get significant responses to the 

survey, it is distributed via email as a part of their online newsletter. It should be recognized, that 

while this gives the advantages of volume and access to a wider demographic range, it also has 

some natural limitations, as one must assume a level of company loyalty from an individual who 

has signed up for its newsletter. The survey was designed and compiled using the online survey 

portal, SurveyXact and gathered a total of 849 responses. The entire survey questionnaire can be 

found in appendix 3.  

In order to validate the results and test their ability to be generalized beyond the newsletter group, 

a control group was created. The survey was distributed to the control group via the snowball 

method, using various channels (Facebook, friends-of-friends etc.) (Bhutta, 2012). As a result, 

this control group consists of 66 people.   

The length of the survey was discussed and decided based on a combination on the knowledge 

desired and the concern that the length of online questionnaires is correlated with dropout (Best 

& Harrison, 2009). The reasonable length of 12 questions was therefore decided on.   

When choosing the type of questions to ask, it should be recognized that open-ended questions, 

though beneficial for some analyses, require more effort from the respondents and therefore often 
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induce nonresponses (Knapp & Heidingsfelder, 1999 as cited in Best & Harrison, 2009). Due to 

this concern, most of the questions are closed, with only a few open-ended questions added, 

where elaboration was an option but was not required.  A 5-point Likert scale question was added 

to the survey to understand consumers’ stated importance of different opinion variables when 

purchasing an airline ticket. The Likert scale (Vagias, 2006) was considered easy for consumers 

to answer, which was of high importance when creating the survey.  

It was tempting to eliminate the “I do not remember” as an answer option, as it would provide 

more usable responses. However, as cited in Best and Harrison (2009, p. 21):“this is not only 

more likely to increase measurement error from subjects who feel compelled to respond but also 

prevents researchers from differentiating among subjects who leave the question blank”. It was 

therefore opted for keeping it in the survey. Furthermore, it was decided that respondents were 

not required to answer all questions, as “although forcing responses can eliminate item 

nonresponse, it does so in an overbearing fashion that may lead subjects to drop out of the 

instrument” (ibid, p. 18). 

Lastly, in order to put the participants in a specific ‘mindset’, they were asked to comment on the 

last time they purchased an airline ticket online, as the authors assumed that this would represent 

their general behavior in such a situation. 

Link between Theory and Survey 

The theoretical framework of consumer behavior, by Engel, Kollat and Blackwell (1968), serves 

as inspiration for the design of the survey, where the three steps of the decision-making process 

have been adapted and combined to indicate the consumer’s path to purchase. This, along with 

other consumer behavior theories, has assisted in creating the theoretically emphasized design of 

the survey. 

 

The picture below clarifies the relationship between theory and survey design. 
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 Figure 7: Authors’ own creation 

The survey questionnaire can be divided into four sections, where the questions vary in nature. 

The first questions are aimed at gathering knowledge on the consumer demographics (Saunders, 

Lewis, & Thornhill, 2012). These questions include gender, age and nationality, with the purpose 

to investigate the possible impact of these demographic characteristics on information search 

behavior.  

The next questions are aimed at gathering knowledge on the participants’ information search 

behavior, and focus on behavioral variables (Saunders, Lewis, & Thornhill, 2012). Their design 

was as follows: 

The theoretical step of Information search correlates to the survey question: “where did you start 

looking for general inspiration”. When asking where consumers go to look for general travel 

inspiration, they are directly asked about their information search process. This question 

consisted of nine possible answers, where participants were allowed to give more than one 

answer.  

The theoretical step of Evaluation of alternatives correlates to the survey question: “where did 

you go to learn about price and conditions of airline tickets”. Paraphrasing was required in order 

to serve the purpose needed, but the purpose remains the same; comparing options and looking 
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for variations in products. This question consisted of seven possible answers, where participants 

were allowed to give more than one answer.  

The theoretical step of Purchase correlates to the survey question: “where did you end up 

booking your ticket”. The purchase situation in this context is the booking of an airline ticket, and 

when asked about the booking situation, the consumer is commenting on the actual purchase. 

This question consisted of six possible answers, where participants were only allowed to give one 

answer.  

Consistency of number of answer options was strived to maintain throughout the three questions. 

However, one cannot always book an airline ticket at the same platform as he can search 

inspiration, and in the same way, one cannot always evaluate alternatives on the same platforms 

as he can search inspiration. This caused deviation in the number of answer options for each 

question.   

The third section is linked to the theoretical purpose of diagnosing which attributes consumers’ 

find most important when finding and booking an airline ticket, and constitute a set of opinion 

variables (Saunders, Lewis, & Thornhill, 2012) measured on a Likert scale (Vagias, 2006). These 

variables have the purpose of better understanding how the importance of these variables may 

impact the consumers’ overall information search.  

The last section was Icelandair focused, with the purpose of understanding the consumers’ 

relationship with the company. The responses to these questions were not included as a part of 

the analysis, as they were eventually deemed unfit for the purpose of the study. They were 

however shared with Icelandair.  

Outline of survey analysis 

The survey was analyzed using the statistical program IBM SPSS.  

Before initiating analysis of the quantitative survey, the following filters were applied in order to 

sort out invalid data, with the purpose of generating a stronger dataset.  

 All questionnaires that were not completed were filtered out from the data set.  

 Those who answered ‘No’ to the question “Have you used the Internet in the past 2 years 

to book an airline ticket?” were filtered out, as participants that had not used the Internet 

to book an airline ticket recently, were not of interest for this particular study. 
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 Participants that were born before 1946 and after 1994 were not included in the data set, 

as these age groups are outside of the predetermined segments.  

 

Missing values were evaluated in order to determine if a pattern emerged, that is, whether the 

pattern was systematic or random (Field, 2013). Evaluation of missing data showed that there was 

no pattern and that only 10, 6% of the subjects were missing at least one value, which was not 

considered significant. After having sorted out invalid data and computed all missing values, the 

data was ready to be analyzed in the following way.  

The “impacting factors” of demographic variables and opinion variables were analyzed first. The 

demographic variables were analyzed and interpreted by presenting their frequency distribution. 

The opinion variables were analyzed and presented with a violin plot, which is a graphic 

representation of the findings that plots the underlying distribution of the data (Hintze & Nelson, 

1998). The core feature of the plot is that it presents a smoothed histogram, or a density estimate, 

of the groups of data and is highly useful and informative as it shows the spread and shape of a 

data set based on statistics around the median (Marmolejo-Ramos & Matsunaga, 2009). The 

mean and standard deviation of the opinion variables were also presented for enhanced 

clarification of results.   

 

Behavioral variables were analyzed and interpreted by presenting their frequency distribution, 

along with means and standard deviations. A cross-tabulation between the behavioral variables 

and the different age groups was also provided (Field, 2013).  

In order to support or reject the hypotheses of the study, tests of relationships between the 

behavioral variables and age groups were conducted using chi-square test of significance (Field, 

2013). The chi-square tests were followed up with MANOVA tests of differences (ibid), in order 

to further explore the interaction effect between age groups and their behavioral differences (if 

any). It must be emphasized that the MANOVA was not used to test the hypotheses, but to 

provide a more complete understanding and knowledge of the results from the data set.  

This combination of statistical methods was inspired by previous studies, e.g. Shang (2013), and 

thus the authors expected to generate valid findings from the combination of the two different 

statistical procedures. 



Lára Möller and                           

Stine Østergaard     

39 

 

 

4.5.3 Verbal Protocol  

The verbal protocol is a qualitative method that involves having participants performing a task 

while verbalizing their thoughts. The method was first introduced by Lewis (1982) and was 

further on developed based on the techniques of protocol analysis by Ericsson and Simon (1980); 

(1984); (1987); (1993). Several other authors have studied the theoretical backgrounds of verbal 

protocols in-depth, such as Van Someren et al. (1994), Green (1995), Austin and Delanay (1998), 

and Chiu & Shu (2010). 

The verbal protocol involves having a participant engaging in a specific activity, and verbalizing 

his/her thoughts during the process. The verbal stream is then a “reflection of the cognitive 

processes in use” and “provides the researcher with valuable information about not only those 

processes, but also the representations on which they operate” (Tricket & Trafton, 2009, s. 332). 

The method can be particularly useful to understand human decision-making and problem 

solving, doing a mental calculation or interacting with a computer (McGuinness & Ross, 2003); 

(Mecklenbeck & Raynard, 2011).  

In addition to the survey, the verbal protocol was therefore considered highly appropriate for 

understanding the rationale of the consumer’s behavior, as he or she uses the Internet for travel 

information search and purchase. Whereas the survey served the overall purpose of answering 

what the consumer did, with the verbal protocol method the authors hope to see both what he did 

and understand why he did it. Hence, this method will provide the research with a deeper 

understanding of consumers’ chosen information sources, and the attributes they consider during 

their search.  

Verbal Protocol Sampling 

The verbal protocol participants were found in the larger pool of survey participants. In the 

survey, participants voluntarily indicated if the researchers were allowed to contact them for 

further information, and those that agreed were contacted via email with the request of 

participating in the verbal protocol. This method is referred to as self-selection sampling, where 

inclusion or exclusion of sampling units is determined of whether the units agree or decline to 

participate (Sterba & Foster, 2008). The self-selection sampling is prone to some bias, as the 

decision to participate may reflect some inherent characteristics of the participants, e.g. being 

overly willing to help, hence leading to that the sample may not be fully representative of the rest 

of the survey participants. However, despite not benefiting from the random choice of subject 
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units, as in probability sampling, the self-selection technique was found to be the most effective 

sampling strategy for the verbal protocols conducted in this study. This method of reaching out to 

the participants turned out to be successful, as a number of 17 people agreed on participating in 

the verbal protocol. 

After the self-selection process, a quota sampling technique was adopted on the list of available 

participants (Moser, 1952). Quota sampling is a non-probability sampling technique, and involves 

reviewing data for eligible individuals until the required number of subjects is obtained for each 

group (ibid). The researchers deliberately set the proportions of groups within the sample in order 

to ensure the inclusion of all age groups, with the result of 12 verbal protocol participants. 

Conducting the verbal protocol 

According to Ericsson and Simon (1980), the specific kind of verbal protocol conducted in this 

study is a “think aloud/talk aloud” process, as it is a direct one to one situation, and where the 

time of verbalization is while information is attended. The illustration below is from p. 224.    

                            K. ANDERS ERICSSON AND HERBERT A. SIMON 

A classification of Different Types of Verbalization Procedures as a Function of Time of Verbalization 

(Rows) and the Mapping From Heeded to Verbalized Information (Columns) 

 Relation between heeded and verbalized information 

 Intermediate processing 

Time of verbalization Direct one to 

one 

Many to one Unclear No relation 

While information is 

attended 

Talk aloud 

Think aloud 

   

While information is still 

in short-term memory 

Concurrent 

probing 

Intermediate inference and generative processes 

After completion of the 

task-directed processes 

Retrospective 

probing 

Requests for 

general reports 

Probing hypothetical 

states 

Probing general 

states 

 

Figure 8: (Ericsson & Simon, 1980, p. 224) 

The verbal protocol conducted in this study is concurrent, implying that it is delivered at the 

same time as the participant performs the task, and is undisturbed by the researcher (Austin & 

Delaney, 1998). Conducting the verbal protocol with an immediate verbalization will help to 

enhance the validity, as the description is likely to be more accurate (McGuinness & Ross, 2003); 

(Ericsson & Simon, 1993).   
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The verbal protocol was tested on a few people before conducting the actual data collection. By 

doing that it was attempted to correct for any misunderstandings and flaws stemming from a lack 

of knowledge on the process. Some ground rules were established for surroundings and context 

of each verbal protocol, in order to create a sense of uniformity and therefore heightened the 

quality and validity of the data. These ground rules are described in the following.  

 Test subjects: The test subjects will preferably not be 1
st
 tier connections, to prevent their 

preexisting knowledge with the project as much as possible, as that could interfere with 

their behavior.  

 Factual background information: Information gathered before the test is conducted will 

concern the participant’s gender, age, nationality and Internet usability. Only factual 

information is acquired beforehand.  

 Physical environment: Participants are tested individually in their own natural 

surroundings. The physical setting should be with limited noise and only the silent 

observer present. Once the verbal protocol is started, no further instructions are given.  

 Instructions: “Find and book a ticket to North America within the next two months”.  

Before starting the verbal protocol, the participant is asked to “think-aloud” (Wilson, 

1995) and report everything he is thinking while searching for information and booking 

his/her online ticket. The researchers will not engage in a conversation with the 

participants as that might risk disturbing their natural and cognitive verbalization (Chiu & 

Shu, 2010).  

 Observer’s role: The participant’s comments are simultaneously recorded during the 

process, so that no information is missed. The observer will be silent during the process, 

but will be taking notes while the task is performed. 

 

Pan (2006) published a framework for reporting the verbalization, which was created with 

inspiration from Hodkinson et al. (Hodkinson, Kiel, & McColl-Kennedy). This list/framework 

will serve as a reference point for the reporting of the verbal protocols, and is seen below:  
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An Example of Information Search Protocol 

Time 

Spent 

Time Behavior Verbalization Interpretation  

0:00:03 20:15:42 Click Link Go back to use Internet 

Explorer 

Start Internet 

Explorer 

0:00:09 20:15:45 Type In I’ll go to Google… 

SanDiego.com to see 

what I find here. See if 

there’s anything 

interesting from the web 

site I can find out. Since 

I haven’t been to the city  

Type in guessed 

address: 

sandiego.com 

 

Figure 9: From Pan (2006) 

By reporting the verbal protocol in this way, it is hoped to achieve an accurate understanding and 

representation of the verbal protocol sessions. See appendix 4 – 15 for transcripts of the verbal 

protocols.  

Link between Theory and Verbal Protocol 

The verbal protocol has the same theoretical construct as outlined in Figure 7. The participants 

will go through the three steps of the decision process. Hence, the theoretical underpinnings of 

the verbal protocol are the same as in the survey, but with the added purpose of better clarifying 

why consumers behave as they do.  

Limitations of the Verbal Protocol  

While verbal protocols are generally accepted and regarded as relatively objective, there are a 

few aspects a researcher must keep in mind while conducting the study (Chiu & Shu, 2010). First 

of all, the verbal protocol method can be very time and resource consuming, as it requires 

participants’ physical and mental presence before, during and after the session. As a consequence, 

“verbalization experiments often have a smaller sample size. A survey of design and problem 

solving studies using verbal protocol experiments shows typical sample sizes range from one to 

20 participants”(ibid, p.3). Hence, due to its time consumption, the verbal protocols conducted 

needed to be limited to its 12 participants.  Second, there is the consideration of data validity of 

verbal protocols. Participants might forget to state the reasoning behind their choices, as: “in 

problem solving situations, many things may quickly pass through people’s minds and be 

forgotten before there is time to report them” (Chiu & Shu, 2010, bls. 3). This would reduce the 
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quality of the data, as the purpose is to enhance understanding of why the participants do as they 

do, and if they forget the reasons for their actions, the data becomes less usable.  

 

4.5.4 Follow-up interviews  

Each verbal protocol was immediately followed by a semi-structured interview in order to further 

enhance the researchers’ understanding of the participant’s behavior and attributes considered 

throughout their information search (Boyce & Neale, 2006; Rowley, 2012). At the end of the 

entire session, the data was fully transcribed, and the speaker was given the opportunity to go 

through the transcript and correct mistakes and clarify vague passages.  

A semi-structured interview was considered as the appropriate type of interview for this paper: 

“for a novice researcher, a semi-structured interview based on an interview schedule that centers 

on around six to 12 well-chosen and well-phrased questions to be delivered mostly in a set order, 

but with some flexibility in the questions asked, the extent of probing, and question order, is a 

good starting point.” (Rowley, 2012, p. 262). In all the semi-structured interviews, the themes 

and key questions are similar, although “their use might vary from interview to interview” 

(Saunders et.al 2012, p. 374). This makes the approach especially useful for the interviews, as 

their content might vary according to their individual behavior during the verbal protocol.  

 

A rough interview guide was created for this purpose. Even though the questions asked can differ 

as they depend on the protocol results, it can serve as a useful guide for all the interviews in order 

to get comparable data. The interview guide is presented in appendix 16.  

Outline of Verbal Protocol and Interview Analysis 

The concept of thematic analysis is applied to analyze the individual transcripts. Thematic 

analysis is a method for identifying and analyzing emerging patterns and themes in a data set that 

should highlight its most important constellations of meanings (Braun & Clarke, 2006 as cited in 

Thompson & Harper, 2012). A theme constitutes a pattern of meaning fount in the data set, and 

can contain something explicit, or “directly observable, such as mentions of stigma across a 

series of interview transcripts” (ibid, p. 209), or it can involve something more implicit, for 

example, “one can identify a set of manifest themes, which point to a more latent level of 

meaning” (Joffe & Yardley, 2004, as cited in Thompson & Harper, 2012). The thematic approach 

applied in this study is a “soft” version of the classic thematic analysis as it will not be coded, but 



Lára Möller and                           

Stine Østergaard     

44 

 

 

instead the authors will be looking for reoccurring themes in participants’ behavior and what they 

say. Hence both explicit and implicit patterns of meanings will be looked for.  

The thematic analysis is both inductive and deductive in nature, inspired by the systematic 

combination, as pre-determined themes will be developed prior entering the data collection, but 

themes will also be allowed to ‘emerge’ as they appear throughout the process. 

The methodological decisions applied in order to close the research gap of this study, have led to 

a number of interesting findings and subsequent discussions. These are reviewed in the following 

section. 

 

 

5. ANALYSIS 

 

According to the sequential nature of the study, the quantitative survey findings will be presented 

and analyzed first. The findings from the survey will then be brought into the qualitative data 

collection process, which will also be presented and analyzed.  

The entire data collection process and analysis strive to answer the research question, which, for a 

reminder, is the following: What is the consumer’s path to purchase, when buying an airline 

ticket online? 

5.1 Presentation and interpretation of quantitative findings.  

After the data set had been filtered, the raw data set constituted 650 valid survey responses.  

This analysis is based on the ‘newsletter group’. Afterwards, a generalization test conducted on 

the ‘control group’ is presented. 

In the following section, the three main question groups, containing demographic-, opinion- and 

behavioral variables respectively, are analyzed with statistical methods previously outlined.  
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5.1.1 Demographic variables  

To provide an overview of the survey respondents, the demographic variables are extracted and 

presented in Table 2 below:  

  

Table 2. Survey participants: demographic variables 

 Frequency (N) Percent % 

Gender 

Males 357 54,9 

Females 291 44,8 

 650 100 

Age groups 

Baby Boomer 364 56,0 

Gen X 185 28,5 

Gen Y 101 15,5 

 650 100 

Nationality 

Danish 499 76,8 

Other Scandinavian 122 18,7 

Other 29 4,5 

 650 100 

 

Table 2: SPSS demographic variables 

As can be seen in table 2, the gender distribution between the 650 respondents is fairly equally 

distributed, with almost an even split between males and females. This heightens the validity of 

the results, as answers are not biased towards one gender over the other.  

The age distribution between the generation groups is highly skewed towards Baby Boomers, 

indicating that this age group represents majority of results. However, this age distribution 

supports the assumption that Baby Boomers constitute Icelandair’s primary segment and the 

results will therefore heighten the study’s validity as the sample should accurately represent the 

population of interest.  

As the case study company is located in Copenhagen and dealing with the Scandinavian market, 

it was highly valuable that the survey participants were from the Scandinavian countries, 

primarily from Denmark. As seen from the table, a total of 95,5% of the participants are from the 

Scandinavian countries, and only 4,5% from other countries. These results highly strengthen the 

validity of the results as these countries are the focus of analysis, and the sample should thus 

accurately represent the population of interest. 



Lára Möller and                           

Stine Østergaard     

46 

 

 

 

5.1.2 Opinion Variables 

The findings of opinion variables are presented below, along with descriptive statistics.  

The respondents were asked to rate their importance when booking an airline ticket on a scale 

from 1-5, with 1 being “very important” and 5 being “very unimportant”. The results of these 

variables are interpreted and analyzed on a Violin Plot illustration, based on visually apparent 

findings, and cautious assumptions are made thereof.  

 

Table 3.                                             Descriptive Statistics 

 N Mean Std. Deviation 

Price of ticket 647 1,41 ,661 

Loyalty to an airline 634 2,78 1,202 

Reputation of booking site 621 2,35 ,981 

Appealing advertisement 627 3,33 1,140 

Convenience of webpage (ease of use) 626 2,07 ,991 

Recommendations from others 619 2,97 1,107 

Ancillary services (entertainment system, food) 626 2,96 1,152 

Valid N (list wise) 605   

1=Very important, 2=Somewhat important, 3=Neither/nor, 4=Somewhat unimportant, 5=Very unimportant  

Table 3: descriptive statistics, opinion variable.  

 

The table above shows the means and standard deviations of each opinion variable, as they 

appear for the entire survey group. 

A violin plot helps to better see the spread of means across the different age groups, and to see if 

there are any differences in their stated importance of these variables. The graphics that show the 

most interesting or significant results are presented below, and the rest can be found in appendix 

17.  

The variable that has its mean closest to 1 is price, indicating that price is very important for all 

age groups. This is followed by reputation of booking and convenience of webpage, which seem 

to be somewhat important to all age groups. Furthermore, the standard deviations of these 

variables are not high, which means that individual responses tend not to deviate too much from 

the mean.  
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Figure 10: violin plot; Price 

Price: Price is important for all age groups. The violin plot shows, however, that Baby Boomers 

and Generation X show a relatively higher concentration around ‘Somewhat important’ than 

Generation Y, whereas Generation Y shows the highest concentration around ‘Very important’.  

 

 

Figure 11: violin plot; Loyalty 

 

Loyalty to Airline: Even though loyalty to an airline does not seem to be of high importance 

according to descriptive findings (mean = 2,78), the violin plot shows that this variable is much 

more important for Baby Boomers than the other age groups. These findings can be explained by 
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the high standard deviation of the mean of this variable as seen in Table 3, which indicates that 

individual responses within this variable tend to deviate from its mean.  

 

 

Figure 12: violin plot; Recommendations from others 

Recommendations from others: The violin plot shows that Generation Y has the highest 

concentration around ‘Very important’ and ‘Somewhat important’ of all the age groups. 

 

                             

Figure 13:violin plot; Convenience of webpage 
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Convenience of webpage: Even though convenience of webpage does not seem to be of high 

importance according to descriptive findings (mean = 2,96), the violin plot shows that this 

variable is least important for Generation Y than the other age groups. These findings can be 

explained by the high standard deviation of the mean of this variable as seen in Table 3, which 

indicates that individual responses within this variable tend to deviate from the mean. 

 

                     

Figure 14: violin plot; Ancillary services 

 

Ancillary services: Ancillary services are most important for Generation X and Generation Y, 

which will be interesting to compare to and look at in relation to other findings of the survey and 

verbal protocol.  

 

Interpretation of Opinion variables 

In the violin plot, all age groups place high importance on Price when booking an airline ticket. 

However, as Baby Boomers and Generation X’s answers are more spread between ‘Somewhat 

important’ and ‘Very important’, but Generation Y’s responses only concentrated on ‘very 

important’, this might indicate that price is slightly less important for Baby Boomers and 

Generation X than for Generations Y. This is logical, as older generations tend to be less price-

sensitive than their younger counterparts. This is supported with previous literature that shows 

that mature consumers are not particularly price sensitive (Walker & Mesnard, 2011) 
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Even though the mean of the Loyalty to an airline variable does not show high importance from 

descriptive findings, visual analysis of the violin plot shows different results; that Baby Boomers 

actually place much higher importance on this variable than the younger age groups. These 

differences were explained with the high level of standard deviation of the mean of this variable, 

hence, that individual responses (in this case of Baby Boomers) tend to deviate from the mean. 

This is supported with previous research showing that consumers of this age group are 

overwhelmingly loyal to brands (Walker & Mesnard, 2011).  

 

According to the violin plot, Generation Y places the highest importance on Recommendations 

from others when choosing a provider. This may be interpreted as such that they are more 

influenced by the external environment, such as word-of-mouth, social influences, etc. 

 

Generation Y places the least importance on Convenience of webpage. This might indicate that 

these consumers have a higher trust in Internet-purchases and might not question a webpage that 

does not look so ‘fancy’. If they are able to find a good price for their airline ticket, that may 

outweigh their focus on the quality or ‘ease of use’ of the specific webpage.  

 

Even though the mean of the Ancillary services variable does not show high importance from 

descriptive findings, visual analysis of the violin plot showed different results; that Generation X 

actually place higher importance on this variable than the other age groups. These differences 

were explained with the high level of standard deviation of the mean of this variable, hence, that 

individual responses (in this case of Generation X) tend to deviate from the mean. This might be 

related to the fact that this generation is likely to travel with children, and therefore might 

ancillary services such as an entertainment system and meals on board might be more important 

in those situations. Surprisingly, Generation Y places a higher importance on ancillary services 

than Baby Boomers, who seem to be quite indifferent about this factor. 

These findings are brought into the analysis of the quantitative findings and taken into 

consideration when collecting qualitative data.  
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5.1.3 Behavioral Variables 

The hypotheses 1-3 are tested with quantitative measures, where the aim is to provide statistical 

findings that can either support or reject the individual hypotheses. The level of significance, or P 

value, for this study was set to 0,05. This means that all values that are less than 0,05 are 

considered significant, and the null hypothesis thus rejected.  

The ‘three stages’ of information search behavior, as defined earlier, are presented with their 

adjacent findings.  

Inspiration search behavior 

The following figure represents the descriptive statistics of answers gathered from the survey 

question: ”Where did you start looking for general inspiration?”. These answers indicate where 

consumers start to look when they need inspiration for their travel, that is, when they have not 

necessarily decided upon a destination. Based on previous research and findings from the pilot 

study, the assumption made before viewing the responses was that the consumers will initiate 

their search for inspiration with a General Internet search.  

The question provides multiple response option; hence a single table is created based on 

responses to the 9 variables.  

Below, the mean and standard deviation of each variable is provided. 

Table 4.                                               Descriptive Statistics 

 N Mean Std. Deviation 

General Internet search 643 1,71 ,454 

Airline’s webpages 643 1,42 ,493 

OTA’s webpages 643 1,84 ,370 

Travel Search Engines 643 1,56 ,496 

Travel Agents 643 2,02 1,137 

Tour Operators 643 1,94 ,239 

Destination Webpages 643 1,93 ,255 

Recommendations from others 643 1,88 ,330 

Other 643 1,94 ,242 

Valid N (listwise) 643   

Yes = 1, No = 2 

Table 4: SPSS, descriptive statistics 

As can be seen from Table 4, the answers that have responses closest to 1 (Yes) are ‘Airline’s 

webpages’ and ‘Travel search engines’. Additionally, the standard deviations of the responses are 
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not high, except within ‘Travel Agents’, which means that other individual responses tend not to 

deviate too much from their mean.  

Below, the frequency distribution of each variable is provided. 

Table 5.                                     Frequency distribution 

 Responses  

Percent of Cases N Percent 

Inspiration 

Searcha 

General Internet Search 186 15,7% 28,9% 

Airline’s webpages 375 31,8% 58,3% 

OTA’s webpages 105 8,9% 16,3% 

Travel Search Engines 281 23,8% 43,7% 

Travel Agents 30 2,5% 4,7% 

Tour Operators 39 3,3% 6,1% 

Destination Webpages 45 3,8% 7,0% 

Recommendations from others 80 6,8% 12,4% 

Other 40 3,4% 6,2% 

Total  1181 100,0% 183,7% 

a. Dichotomy group tabulated at value 1. 

Table 5: SPSS frequency distribution (inspiration search) 

Table 5 shows that the most commonly mentioned source of inspiration is ‘Airline’s webpages’, 

representing 31,8% of total responses, followed by ‘Travel search engines’ with 23,8% of total 

responses, and ‘General Internet search’ thereafter with 15,7% of total responses.  

In order to better understand the behavior of Icelandair’s primary and secondary customer groups, 

the different age groups are examined according to their inspiration search behavior. To do so, 

the following hypothesis is formulated: 

  H1: There is a relationship between age groups and their inspiration search 

  H0: There is not a relationship between age groups and their inspiration search 

 

A chi-square test of independence is performed to test the hypothesis. Since the frequency 

distribution in table 5 showed a preference towards ‘Airline’s webpages’, the following cross 

tabulation can help determine if this is a valid representation of the whole consumer group, 

regardless of age. 

 

Table 6a.                                                                  Participant’s age group 

 Baby Boomer Gen X Gen Y 

Count Column N % Count Column N % Count Column N % 

Inspiration General Internet search 115 31,9% 44 24,2% 27 26,7% 
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Search  Airline’s webpages 219 60,8% 108 59,3% 48 47,5% 

OTA’s webpages 63 17,5% 30 16,5% 12 11,9% 

Travel Search Engines 132 36,7% 94 51,6% 55 54,5% 

Travel Agents 17 4,7% 8 4,4% 5 5,0% 

Tour Operators 22 6,1% 12 6,6% 5 5,0% 

Destination Webpages 34 9,4% 7 3,8% 4 4,0% 

Recommendations 

from others 

33 9,2% 24 13,2% 23 22,8% 

Other 23 6,4% 11 6,0% 6 5,9% 

Table 6a 

Table 6b.                      Chi-Square Test 

 Participant’s age group 

Inspiration Search  Chi-square 

df 

Sig. 

49,626 

18 

,000* 

Table 6b: Results are based on nonempty rows and columns in each innermost subtable. * The Chi-square statistic is 

significant at the ,05 level. 

A chi-square showed that the relationship between these variables and the different age groups 

was significant, X
2
 (18, N=643) = 49,6, Sig = ,000.  

 

When looking at the table 6a for individual age groups, it can be seen that majority of Baby 

Boomers (60,8%) and Generation X (59,3%) search inspiration on ‘Airline’s webpages’, but 

majority of Generation Y search inspiration on ‘Travel search engines’ (54,4%). Hence, 

‘Airline’s webpages’ are in fact only the “first pick” for Baby Boomers and Generation X, but not 

for Generation Y.  

To follow up these findings, chi-square tests are conducted on each independent variable (sources 

of inspiration), in order to present which variables show significant relationships to age groups. 

Those that do (‘Travel search engines’, ‘Destination webpages’ and ‘Recommendations from 

others’) are presented below, whereas the rest are excluded, due to low frequency and 

insignificant relationships with the age groups. 

Travel Search Engines 

Table 7a. Participant’s age group / Inspiration Search (Travel Search Engine): Cross 

tabulation 

 Travel Search Engine  

Total Yes No 

Participant’s 

age group 

Baby Boomer Count 132a 228b 360 

Expected count 157,3 202,7 360,0 

% within participant’s age group  36,7% 63,3% 100,0% 
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Gen X Count 94a 88b 182 

Expected count 79,5 102,5 182,0 

% within participant’s age group 51,6% 48,4% 100,0% 

Gen Y Count 55a 46b 101 

Expected count 44,1 56,9 101,0 

% within participant’s age group 54,5% 45,5% 100,0% 

Total Count 281 362 643 

Expected count 281,0 362,0 643,0 

% within participant’s age group 43,7% 56,3% 100,0% 

Table 7a: Each subscript letter denotes a subset of “Think of the last time you wanted to travel by airplane. Where 

did you start looking for general inspiration? (Travel search engines)” categories whose column proportions do not 

differ significantly from each other at the ,05 level. 

Table 7b.                        Chi-Square Test 

 Value df Asymp Sig.(2-sided) 

Pearson Chi-Square 16,660a 2 ,000 

Likelihood Ratio 16,682 2 ,000 

Linear-by-linear 

Association 

14,899 1 ,000 

N of valid cases 643   

Table 7b: a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 44,14 

 

The relationship between this variable and age groups is significant, X
2
 (2, N=643) = 16,7,        

Sig = ,000. Row Percentages; Baby Boomers = 36,7%, Generation X = 51,6%, Generation Y = 

54,5% (strongest tendency for this behavior). As 0 cells have expected count less than 5, the chi-

square statistic should be accurate. 

Destination Webpages 

Table 8a. Participant’s age group / Inspiration Search (Destination Webpages): Cross 

tabulation 

 Destination Webpages  

Total Yes No 

Participant’s 

age group 

Baby Boomer Count 34a 326b 360 

Expected count 25,2 334,8 360,0 

% within participant’s age group  9,4% 90,6% 100,0% 

Gen X Count 7a 175b 182 

Expected count 12,7 169,3 182,0 

% within participant’s age group 3,8% 96,2% 100,0% 

Gen Y Count 4a 97a 101 

Expected count 7,1 93,9 101,0 

% within participant’s age group 4,0% 96,0% 100,0% 

Total Count 45 598 643 

Expected count 45,0 598,0 643,0 

% within participant’s age group 7,0% 93,0% 100,0% 
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Table 8a: Each subscript letter denotes a subset of “Think of the last time you wanted to travel by airplane. Where 

did you start looking for general inspiration? (Destination Webpages)” categories whose column proportions do not 

differ significantly from each other at the ,05 level. 

 

Table 8b.             Chi-Square Test 

 Value df Asymp Sig.(2-sided) 

Pearson Chi-Square 7,520a 2 ,023 

Likelihood Ratio 7,972 2 ,019 

Linear-by-linear 

Association 

6,064 1 ,014 

N of valid cases 643   

Table 8b: a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 7,07. 

The relationship between this variable and age groups is significant, X
2
 (2, N=643) = 7,5,         

Sig = ,023.  Row Percentages; Baby-Boomers = 9,4% (strongest tendency for this behavior), 

Generation X = 3,8%, Generation Y = 4,0%. As 0 cells have expected count less than 5, the chi-

square statistic should be accurate. 

Recommendations from others 

Table 9a. Participant’s age group / Inspiration Search (Recommendations from others): 

Cross tabulation 

 Recomm. from others  

Total Yes No 

Participant’s 

age group 

Baby Boomer Count 33a 327b 360 

Expected count 44,8 315,2 360,0 

% within participant’s age group  9,2% 90,8% 100,0% 

Gen X Count 24a 158a 182 

Expected count 22,6 159,4 182,0 

% within participant’s age group 13,2% 86,8% 100,0% 

Gen Y Count 23a 78b 101 

Expected count 12,6 88,4 101,0 

% within participant’s age group 22,8% 77,2% 100,0% 

Total Count 80 563 643 

Expected count 80,0 563,0 643,0 

% within participant’s age group 12,4% 87,6% 100,0% 

Table 9a: Each subscript letter denotes a subset of “Think of the last time you wanted to travel by airplane. Where 

did you start looking for general inspiration? (Recommendations from others)” categories whose column 

proportions do not differ significantly from each other at the ,05 level. 

 

Table 9b.              Chi-Square Test 

 Value df Asymp Sig.(2-sided) 

Pearson Chi-Square 13,532a 2 ,001 

Likelihood Ratio 12,167 2 ,002 

Linear-by-linear 

Association 

12,692 1 ,000 
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N of valid cases 643   

Table 9b: a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 12,57 

 

The relationship between this variable and age groups is significant, X
2
 (2, N=643) = 13,5,       

Sig = ,001. Row Percentages; Baby Boomers = 9,2%, Generation X = 13,2%, Generation Y = 

22,8% 8 (strongest tendency for this behavior). As 0 cells have expected count less than 5, the 

chi-square statistic should be accurate. 

 

A MANOVA test of difference is conducted in order to see where these differences are lying, in 

order to provide an enhanced understanding of the issue at hand.  

It is acknowledged that chi-square test of independence and MANOVA test of differences do not 

measure the same thing, and the MANOVA test cannot support or reject the hypothesis, which is 

based on relationships. However, it is considered of high interests for the analysis to include the 

MANOVA in order to see if the outcomes of the two tests can support each other. All the tables 

from the MANOVA analysis can be found in appendix 18, but a summary of the findings along 

with chosen tables for enhanced clarification is provided below.  

A covariance matrix for all the 9 independent variables across the age groups is created. As long 

as no corresponding covariance value between the age groups is greater than 3 times each other, 

the MANOVA is assumed to be relatively robust. Findings from the exercise indicates that the 

covariances are greatly higher within ‘Travel agents’ for Baby Boomers and Generation Y, than 

for Generation X. This means that behavior within this variable varies greatly within those two 

age groups.  Hence, due to these findings, the robustness of the MANOVA might be slightly 

minimized. The covariance matrix can be found in appendix 18. 

 

SPSS gives four different approaches to calculating the F value of MANOVA, but for this study 

Pillai’s Trace intercept effect is chosen, as it is considered the most robust estimate to violations 

of assumptions of covariance (Field, 2013).   

The multivariate result is significant for age, Pillai‘s trace = 0,085, F (18, 1266) = 3,2,              

Sig = 0,000. The strength of the relationship, assessed by eta squared, is 4,2%, indicating that the 

different age groups accounted for 4,2% of the variance in the choice of inspiration search. The 

relevant findings have been extracted from the larger table which is found in appendix 18. 
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Table 10.                                           Pillai’s Trace: Multivariate Tests
a 

 

Effect Value F Hypoth

esis df 

Error df Sig. Partial 

Eta 

Squared 

Noncent. 

Parameter 

Observed 

Powerd 

Intercept Pillai’s 

Trace 

,996 16036,744b 9,000 632,000 ,000 ,996 144330,700 1,000 

Age 

Group 

Pillai’s 

Trace 

,085 3,109 18,000 1266,000 ,000 ,042 55,962 1,000 

Table 10: a. Design: Intercept + AgeGroup; b. Exact statistic; c. The statistic is an upper bound on F that yields a 

lower bound on the significance level.; d. Computed using alpha = ,05. 

 

Before conducting one-way ANOVA’s to discover where these differences lie, the homogeneity 

variance assumption needs to be tested with Levene’s test of equality of variance. Of all nine 

variables, the homogeneity assumption is satisfied across four, where the P value is greater than 

0,05, but it is not satisfied across the other five variables because their P values are less than ,05. 

However since the standard deviations in the descriptive statistics are not more than 3-4 times 

larger than each other, except in one case (‘Travel agents’), the analysis will continue with 

individual ANOVA tests. The table presenting Levene’s test of equality of error variance can be 

found in appendix 18.  

 

Seen from table 11 below, ‘Tests of Between-Subjects Effects’, there are three variables where 

there is at least one significant difference between the three age groups. This is within ‘Travel 

search engine’, where the F = 8,5 and Sig = ,000, ‘Destination webpages’, where F = 3,8 and Sig 

= ,023 and ‘Recommendations from others, where F = 6,9 and Sig = ,001. MANOVA did not 

find statistically significant differences between the age groups across all the other variables. This 

is similar to the chi-square findings. The relevant findings have been extracted from the larger 

table, which is found in appendix 18. 

  

Table 11.                                                Tests of Between-Subject Effects  

Sourc

e 

Dependent Variable Type III 

Sum of 

Squares 

df Mean 

Squar

e 

F Sig. Partial 

Eta 

Squared 

Noncent. 

Parameter 

Obser

ved 

Powe

rj 

Age 

Grou

p 

General Internet search ,787 2 ,394 1,917 ,148 ,006 3,834 ,399 

Airline’s webpages 1,423 2 ,712 2,941 ,054 ,009 5,882 ,573 

OTA’s webpage ,250 2 ,125 ,912 ,402 ,003 1,824 ,208 

Travel search engine 4,099 2 2,050 8,512 ,000 ,026 17,024 ,966 

Travel agents 2,449 2 1,224 ,947 ,388 ,003 1,894 ,215 

Tour operators ,018 2 ,009 ,155 ,857 ,000 ,309 ,074 
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Destination webpages ,489 2 ,245 3,787 ,023 ,012 7,574 ,690 

Recommendations 

from others 

1,474 2 ,737 6,879 ,001 ,021 13,758 ,922 

Other ,002 2 ,001 ,020 ,980 ,000 ,041 ,053 

Table 11: SPSS, test of between-subject effects  

 

A follow-up post Hoc Test is conducted to evaluate pairwise differences among the means. 

Because of the unequal group sizes and that the data does not meet the homogeneity of variances 

assumption, the Games Howell Post Hoc test is chosen as it incorporates the sample sizes and 

variances of each group being compared.  The 95% confidence interval for the pairwise 

differences, as well as means and standard deviations for the three groups can be found in 

appendix 18.  According to the findings, within ‘Travel search engine’ there are significant 

differences between Baby Boomers and Generation Y (Sig =,003) and Baby Boomers and 

Generation X (Sig =,005). Within ‘Destination webpages’ there are significant differences 

between Baby Boomers and Generation X (Sig =,022), and within ‘Recommendations from 

others’ there are significant differences between Baby Boomers and Generation Y(Sig =,008). 

The H1 is supported based on the evidences showing significant relationship between 

inspiration search and age groups.  These findings are supported with a MANOVA test, which 

shows that differences exist between age groups and their choice of inspiration.  

Interpretation of Inspiration Search Behavior 

The survey findings show that majority of participants use ‘Airline’s webpages’ to search 

inspiration for their travel. However, when looking closer at the frequency distribution within 

individual groups, it can be seen that although this is still true for Baby Boomers and Generation 

X, a majority of Generation Y actually prefer to search for inspiration on ‘Travel search engines’.  

These results go against the authors’ initial assumptions that a ‘General Internet Search’ would be 

the preferred starting point for consumers when they search inspiration for their travel. Although 

‘Recommendations from others’ might apply here as well, only a surprisingly 15,7% of 

participants choose this option, and unexpectedly many go “straight” to e.g. airlines’ webpages  

for inspiration.  

This can either indicate that respondents already have a destination in mind before going online, 

or perhaps that people are using ‘Airlines webpages’ to get ideas by e.g. checking the low fare-

calendar many companies have applied to their online platform. But the fact that majority of 
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Generation Y use Travel Search Engines for this step, is perhaps not as surprising, as they are 

known for providing a good overview over flight options. 

A Chi-square test further shows a significant relationship between the different age groups and 

their choice of inspiration source. The significant relationships are particularly found between the 

age groups and their choice of ‘Travel search engines’, ‘Destination webpages’ and 

‘Recommendations from others’ to search inspiration for travel.  

Here, interpretation of row percentages (percentages within age group) show that Generation Y 

has the strongest tendency for using ‘Travel search engines’ as a source of inspiration for their 

travel, which is in line with the overall findings. Generation Y is closely followed by Generation 

X, whereas Baby Boomers have a stronger tendency for not using ‘Travel search engines’ for 

inspiration search (63,3% do not pick this option). These findings are supported with findings 

from MANOVA analysis, where the greatest differences are found in the behavior between Baby 

Boomers and Generation Y as well as between Baby Boomers and Generation X. No significant 

differences are found between Generation Y and X, indicating that when it comes to using 

‘Travel Search Engines’ for inspiration search, Baby Boomers are differentiated from their 

younger counterparts.  

 

In contrast, interpretation of row percentages show that Baby Boomers have the highest tendency 

for using ‘Destination webpages’ as a source of inspiration for their travel, whereas Generation X 

and Y has the least tendency of doing so. These findings are supported with findings from 

MANOVA analysis, where the greatest differences are found between the behavior of Baby 

Boomers and Generation X when using ‘Destination Webpages’ as a source of inspiration. The 

nature of the two sources might explain why; Whereas the dynamic, surfer-friendly ‘Travel 

search engine’ might speak more to the younger generations, the similarities between a 

‘Destination webpage’ and a traditional travel book might speak more to the slightly older 

consumers.  

 

Lastly, interpretation of row percentages show that Generation Y has the highest tendency for 

using ‘Recommendations from others’ as a source of inspiration for travel and that Baby 

Boomers have the least tendency for doing so. These findings are confirmed with findings form 

MANOVA analysis, where significant differences are found between the behavior of Generation 

Y and Baby-Boomers when using ‘Recommendations from others’ as a source of inspiration for 
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travel. Since the Generation Y consumer can be assumed to possess a relatively limited amount of 

traveling experience, compared to older counterparts, they might very well be more interested in 

seeking advice through their network. 

As the analysis and interpretation of the inspiration search stage has now been covered, this 

brings the analysis to the next question.  

Evaluation of alternatives 

The following figure represents the frequency distribution from the survey question: “where did 

you look for information about prices and conditions of airline tickets”. The answers indicate 

where consumers go to look for information about airline tickets after they have decided upon a 

destination. Based on previous research, discussions and findings from the pilot study considered 

before reviewing the results, the assumption is that consumers would prefer to search for 

information about prices and conditions on travel search engines. The reasoning behind this 

assumption is that ‘Travel search engines’ provide the consumer with the ability to compare and 

get a good overview over offers between providers, without necessarily making a purchase.  

The question provides multiple response options; hence a single table is created based on 

responses to the 7 variables. Below, the mean and standard deviation of each variable is provided. 

Table 12.                                                           Descriptive Statistics 

 N Mean Std. Deviation 

General Internet search 649 1,84 ,370 

Airline’s webpage 649 1,32 ,468 

OTA’s webpage 649 1,81 ,392 

Travel search engine 649 1,53 ,499 

Travel agent 649 1,94 ,235 

Tour operator 649 1,93 ,259 

Other 649 1,98 ,145 

Valid N (listwise) 649   

Yes=1, No=2 

Table 12: SPSS, descriptive statistics 

 

As can be seen from table 12, the answers that have responses closest to 1 (Yes) are ‘Airline’s 

webpages’ and ‘Travel search engines’. Additionally, the standard deviations of the responses are 

not high, which means that other individual responses tend not to deviate too much from their 

mean.  



Lára Möller and                           

Stine Østergaard     

61 

 

 

Below, the frequency distribution of each variable is provided. 

Table 13.                             Evaluation of alternatives: Frequency distribution 

 Responses  

N Percent Percent of cases 

Evaluation 

of 

alternativesa 

General Internet search  106 9,9% 16,5% 

Airlines webpage 440 41,1% 68,5% 

OTA’s webpage 123 11,5% 19,2% 

Travel search engine 302 28,2% 47,0% 

Travel agent 38 3,6% 5,9% 

Tuor operator 47 4,4% 7,3% 

Other 14 1,3% 2,2% 

Total 1070 100,0% 166,7% 

Table 13: a. Dichotomy group tabulated at value 1. 

 

Table 13 shows that the most commonly mentioned place to evaluate alternatives is ‘Airline’s 

webpages’, representing 41,1% of total responses, followed by ‘Travel search engines’ with 

28,2% of total responses, and ‘Online travel agents’ thereafter with 11,7% of total responses.  

In order to better understand the behavior of Icelandair’s customer group, the different age groups 

are examined according to where they go to evaluate their alternatives regarding prices and 

conditions of airline tickets. To do so, the following hypothesis is formulated: 

H2: There is a relationship between age groups and their evaluation of alternatives 

H0: There is not a relationship between age groups and their evaluation of alternatives 

 

A chi-square test of independence is performed to test the hypothesis. Since the frequency 

distribution shows a preference towards ‘Airline’s webpages’, the following cross tabulation can 

help determine if this is a valid representation of the whole consumer group, regardless of age.  

Table 14a.                                                            Participant’s age group 

 Baby Boomer Gen X Gen Y 

Count Column N % Count Column N % Count  Column N % 

Evaluatio

n of 

alternativ

es 

General Internet search 73 20,3% 20 10,9% 13 13,0% 

Airline’s webpage 255 71,0% 127 69,4% 58 58,0% 

OTA’s webpage 75 20,9% 34 18,6% 14 14,0% 

Travel search engine 137 38,2% 100 54,6% 65 65,0% 

Travel agent 21 5,8% 14 7,7% 3 3,0% 

Tour operator 25 7,0% 16 8,7% 6 6,0% 

Other 6 1,7% 6 3,3% 2 2,0% 

Table 14a: SPSS, participant’s age group 
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Table 14b.                Chi-Square test 

 Participant’s age group 

Evaluation of 

alternatives 

Chi-Square 50,968 

df 14 

Sig. ,000* 

Table 14b: Results are based on nonempty rows and columns in each innermost subtable. * The Chi-square statistic 

is significant at the ,05 level.  

A chi-square shows that the relationship between these variables and the different age groups is 

significant, X
2
 (14, N=643) = 51, Sig = ,000.  

 

As seen in table 14a, majority of Baby Boomers (71,0%) and Generation X (69,4%) search 

information about airline tickets on ‘Airline’s webpages’, but majority of Generation Y search 

information on ‘Travel search engines’ (65,0%). Hence, ‘Airline’s webpages’ are in fact only the 

“first pick” for Baby Boomers and Generation X, but not for Generation Y. 

To follow up these findings, chi-square tests are conducted on each independent variable, in order 

to test which variables show significant relationships with the age groups. Those that do (‘Travel 

search engines’ and ‘General Internet search’) are presented below, whereas the rest are 

excluded, due to low frequency or insignificant relationships with the age groups. 

Travel Search Engines 

Table 15a. Participant’s age group / Evaluation of alternatives (Travel search engine): 

Cross tabulation 

 Travel search engine  

Total Yes No 

Participant’s 

age group 

Baby Boomer Count 137a 227b 364 

Expected count 169,4 194,6 364,0 

% within participant’s age group  37,6% 62,4% 100,0% 

Gen X Count 100a 85b 185 

Expected count 86,1 98,9 185,0 

% within participant’s age group 54,1% 45,9% 100,0% 

Gen Y Count 65a 35b 100 

Expected count 46,5 53,5 100,0 

% within participant’s age group 65,0% 35,0% 100,0% 

Total Count 302 347 649 

Expected count 302,0 347,0 649,0 

% within participant’s age group 46,5% 53,5% 100,0% 

Table 15a: Each subscript letter denotes a subset of After getting inspiration and deciding on a destination, where did 

you go to learn about price and conditions of airline tickets? (Travel Search engine) categories whose column 

proportions do not differ significantly from each other at the ,05 level. 
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Table 15b.                Chi-Square Tests 

 Value df Asymp Sig.(2-sided) 

Pearson Chi-Square 29,491a 2 ,000 

Likelihood Ratio 29,720 2 ,000 

Linear-by-linear 

Association 

29,096 1 ,000 

N of valid cases 649   

Table 15b: a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 46,53. 

The relationship between these variables is significant, X
2
 (2, N=649) = 29,5, Sig = ,000. As 0 

cells have expected count less than 5, the chi-square statistic should be accurate. Row 

percentages: Baby Boomers = 37,6%, Generation X = 54,1%, Generation Y = 65% (strongest 

tendency for this behavior).  

All age group columns have different subscript letters of a and b subsequently, meaning that the 

percentages are all significantly different and that the observed trend of Generation Y and X 

using ‘Travel search engines’ the most to search evaluate their alternatives is real. Similarly, as 

Baby Boomers have a lower percentage of using ‘Travel search engines’ for their information 

search, that trend is also real.  

General Internet Search 

Table 16a. Participant’s age group / Evaluation of alternatives (General Internet search): 

Cross tabulation 

 General Internet search  

Total Yes No 

Participant’s 

age group 

Baby Boomer Count 73a 291b 364 

Expected count 59,5 304,5 364,0 

% within participant’s age group  20,1% 79,9% 100,0% 

Gen X Count 20a 165b 185 

Expected count 30,2 154,8 185,0 

% within participant’s age group 10,8% 89,2% 100,0% 

Gen Y Count 13a 87a 100 

Expected count 16,3 83,7 100,0 

% within participant’s age group 13,0% 87,0% 100,0% 

Total Count 106 543 649 

Expected count 106,0 543,0 649,0 

% within participant’s age group 16,3% 83,7% 100,0% 

Table 16a: Each subscript letter denotes a subset of After getting inspiration and deciding on a destination, where did 

you go to learn about price and conditions of airline tickets? (General internet search) categories whose column 

proportions do not differ significantly from each other at the ,05 level. 
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16b. Chi-Square Tests 

 Value df Asymp Sig.(2-sided) 

Pearson Chi-Square 8,631a 2 ,013 

Likelihood Ratio 8,937 2 ,011 

Linear-by-linear 

Association 

5,839 1 ,016 

N of valid cases 649   

Table 16b: a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 16,33. 

The relationship between these variables is significant, X
2
 (2, N=649) = 8,6, Sig = ,013. As 0 

cells have expected count less than 5, the chi-square statistic should be accurate. Row 

percentages: Baby Boomers = 20,1% (strongest tendency for this behavior), Generation X = 

10,8%, Generation Y = 13%. 

Again, a MANOVA test of difference is conducted in order to see where these differences are 

lying, in order to provide an enhanced understanding of the issue at hand and to see if the 

outcomes of the two tests can support each other. 

All the tables from the MANOVA analysis can be found in appendix 19, but a summary of the 

findings along with chosen tables for enhanced clarification is provided below.  

 

A covariance matrix for all the 7 independent variables across the age groups is created.  Findings 

from the exercise indicate that the variances are all approximately the same; hence, the 

MANOVA test is assumed to be robust. The covariance matrix can be found in appendix 19. 

Seen from Pillai’s Trace value in table 17 presented below, the multivariate result is significant 

for age, Pillai‘s trace = 0,079, F(14, 1282) = 3,8, Sig = 0,000. The strength of the relationship, 

assessed by eta squared, is 3,9%, indicating that the different age groups account for 3,9% of the 

variance in the choice of information search about airline tickets. The relevant findings have been 

extracted from the larger table which is found in appendix 19. 

 

Table 17.                                    Pillai’s Trace: Multivariate Tests
a
 

Effect Value F Hypoth

esis df 

Error df Sig. Partial Eta 

Squared 

Noncent. 

Parameter 

Observed 

Powerd 

Interce

pt 

Pillai’s 

Trace 

,997 32164,381b 7,000 640,000 ,000 ,997 225150,667 1,000 

Age 

Group 

Pillai’s 

Trace 

,079 3,754 14,000 1282,000 ,000 ,039 52,560 1,000 

Table 17: a. Design: Intercept + AgeGroup, b. Exact statistic, c. The statistic is an upper bound on F that yields a 

lower bound on the significance level, d. Computed using alpha = ,05 
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Before conducting one-way ANOVA’s to discover where the differences lie, Levene’s 

homogeneity assumption of variance is tested. The assumption is not satisfied on all variables 

except one. However since the standard deviations in the descriptive statistics are not more than 

3-4 times larger than each other, the analysis will continue with individual ANOVA tests.   

Table 18.                                        Tests of Between-Subject Effects 

Sourc

e 

Dependent Variable Type III 

Sum of 

Squares 

df Mean 

Square 

F Sig. Partial 

Eta 

Squared 

Noncent. 

Paramete

r 

Obser

ved 

Powe

rj. 

Age 

Grou

p 

General Internet search 1,179 2 ,590 4,354 ,013 ,013 8,707 ,754 

Airline’s webpage 1,159 2 ,579 2,663 ,070 ,008 5,327 ,529 

OTA’s webpage ,351 2 ,175 1,140 ,320 ,004 2,281 ,251 

Travel search engine 7,337 2 3,669 15,376 ,000 ,045 30,752 ,999 

Travel agent ,136 2 ,068 1,233 ,292 ,004 2,466 ,269 

Tour operator ,057 2 ,029 ,424 ,655 ,001 ,847 ,119 

Other ,031 2 ,016 ,744 ,475 002 1,489 ,177 

Table 18: SPSS, test of between-subject effects 

 

Seen from table 18, ‘Tests of Between-Subjects Effects’, there are two variables where there is at 

least one significant difference between the three age groups. This is within ‘Travel search 

engine’, where the F value is 15,376 and Sig = 0,00, and within ‘General Internet search’, where 

the F value is 4,354 and Sig = 0,13. MANOVA does not find statistically significant differences 

between the age groups across all the other dependent variables. The findings are thus similar to 

the chi-square findings above. The relevant findings have been extracted from the larger table, 

which is found in appendix 19. 

A follow-up post Hoc Test is conducted to evaluate pairwise differences among the means. 

Because of the unequal group sizes and that the data does not meet the homogeneity of variances 

assumption, the Games Howell Post Hoc test is again chosen. The 95% confidence interval for 

the pairwise differences, as well as means and standard deviations for the three groups can be 

found in appendix 19.  According to the findings, within ‘General Internet Search’ there are 

significant differences between Baby Boomers and Generation Y (Sig =,009), and within ‘Travel 

search engine’, there are significant differences between Baby Boomers and Generation Y(p 

=,000), and between Baby Boomers and Generation X (Sig =,001). 
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The H2 is supported, as there are evidence supporting a significant relationship between the age 

groups and where they go to evaluate alternatives. These findings are supported with a 

MANOVA test, which shows that differences exist between age groups and their choice of 

information about prices and conditions of airline tickets. 

Interpretation of Evaluation of alternatives 

The survey results show that majority of participants use ‘Airline’s webpages’ to search 

information about prices and conditions of airline tickets for their travel. When looking closer at 

the frequency distribution within individual groups, it can be seen, just as in the previous stage, 

that majority of Baby Boomers and Generation X are responsible for this result, but that majority 

of Generation Y uses ‘Travel search engines’ for this stage. As such, Generation Y is the only age 

group that lives up to the assumption made by the authors prior to analyzing the data.  

Chi-square test further shows significant relationships between the age groups and their choice of 

using ‘Travel search Engines’ and ‘General Internet Search’ as a way of evaluating their 

alternatives.   

Here, interpretation of row percentages shows that Generation Y has the strongest tendency for 

using ‘Travel search engines’ when evaluating their alternatives, followed by Generation X, 

whereas Baby Boomers have a stronger tendency for not using Travel Search Engines to search 

information about prices and conditions of airline tickets (62,4% did not choose this option). 

Hence, this supports the previous frequency distribution findings. These findings are supported 

with findings from MANOVA analysis, where the greatest differences are found in the behavior 

between Baby Boomers and Generation Y as well as between Baby Boomers and Generation X. 

No significant differences are found between Generation Y and X, indicating that, just as in the 

inspiration stage, Baby Boomers are not drawn to the Travel search engines in the same way as 

the other consumers.   

Although they might not prefer ‘Travel search engines’, Baby Boomers will evaluate their 

options in other ways. Interpretation of row percentages shows that Baby Boomers have the 

strongest tendency for using ‘General Internet search’ as a source for evaluating their alternatives 

and Generation X the least tendency for that behavior. Generation Y is placed between the two 

groups.  These findings are supported with findings from MANOVA, where the greatest 

differences are also found in the behavior between the Baby Boomers and Generation X. It is 
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possible that Baby Boomers will essentially use Google search in the same way as younger 

consumers uses the Travel search engines, but they might expect a more “objective” or wider 

ranging search, than from a specific website.  

As the analysis and interpretation of the evaluation stage has been covered, this brings the 

analysis to the next question. 

 

Booking behavior 

The following figure represents the frequency distribution of answers gathered from the survey 

question: ”Where did you end up booking your airline ticket”. Based on previous research and 

findings from the pilot study, the preliminary assumption is that the consumer will prefer to book 

directly from the airline company.  

The question does not provide multiple answer options, as the consumer can only book his/her 

ticket on one place. A single table is therefore created based on responses to the 6 variables.  

Table 19.                                  Place of booking: distribution 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Airline’s webpage 444 68,3 69,5 69,5 

 OTA’s webpage 51 7,8 8,0 77,5 

 Travel search engine 81 12,5 12,7 90,1 

 Travel agent 26 4,0 4,1 94,2 

 Tour operator 24 3,7 3,8 98,0 

 Other 13 2,0 2,0 100,0 

 Total 639 98,3 100,0  

Missing  System 11 1,7   

Total 650 100,0   

Table 19: a. Dichotomy group tabulated at value 1. 

Looking at the table above, it shows that the most commonly chosen booking channel is 

‘Airline’s webpages’, representing 68,3% of total responses, followed by ‘Travel search engines’ 

with 12,5% of total responses, and ‘Online travel agents’ thereafter with 7,8% of total responses.  

In order to better understand the behavior of the consumer group that is of interest for this study, 

the different age groups are examined according to their booking behavior. To do so, the 

following hypothesis is formulated: 
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H3: There is a relationship between age groups and their choice of booking.  

H0: There is not a relationship between age groups and their choice of booking. 

 

The hypothesis is tested with a chi-square analysis. By doing so, it can be determine whether the 

preference for booking via ‘Airline’s webpages’ is representative of the whole consumer group, 

regardless of age.  

 

Table 20a.                                                     Place of booking 

 Airline’s 

webpage 

OTA’s 

webpag

e 

Travel 

search 

engine 

Travel 

agent 

Tour 

operator 

Other Total 

Baby 

Boom

er 

Count 231a 33a 42a 17a 15a 8a 346 

Expected count 239,9 27,6 43,1 15,5 12,7 7,2 346,0 

% within participant’s 

age group 

66,8% 9,5% 12,1% 4,9% 4,3% 2,3% 100,0% 

Gen X Count 132a 11a 20a 10a 5a 4a 182 

Expected count 126,2 14,5 22,7 8,1 6,7 3,8 182,0 

% within participant’s 

age group 

72,5% 6,0% 11,0% 5,5% 2,7% 2,2% 100,0% 

Gen Y Count 71a,b 6a,b 16b 1a 3a,b 1a,b 98 

Expected  count 67,9 7,8 12,2 4,4 3,6 2,0 98,0 

% within participant’s 

age group 

72,4% 6,1% 16,3% 1,0% 3,1% 1,0% 100,0% 

Total Count 434 50 78 28 23 13 626 

Expected count 434,0 50,0 78,0 28,0 23,0 13,0 626,0 

% within participant’s 

age group 

69,3% 8,0% 12,5% 4,5% 3,7% 2,1% 100,0% 

Table 20a: Each subscript letter denotes a subset of “After learning about ticket options, where did you end up 

booking your ticket?”  categories whose column proportions do not differ significantly from each other at the ,05 

level. 

Table 20b.                Chi-Square Tests 

 Value df Asymp Sig.(2-sided) 

Pearson Chi-Square 9,339a 10 ,500 

Likelihood Ratio 10,610 10 ,389 

Linear-by-linear 

Association 

1,982 1 ,159 

N of valid cases 626   
 

Table 20b: a. 4 cells (22,2%) have expected count less than 5. The minimum expected count is 2,04. 

The relationship between these variables is insignificant, X
2
 (10, N=626) = 9,3, Sig = ,500. As 0 

cells have expected count less than 5, the chi-square statistic should be accurate.  
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As seen in the frequency distribution within individual groups in table 20a,  majority of Baby 

Boomers (66,8%), Generation X (72,5%) and Generation Y (72,4%) claim to book their airline 

tickets through ‘Airline’s webpages’. This finding thus represents the entire newsletter group.  

 

A one-way analysis of Variance (ANOVA) is conducted to evaluate if there are any differences 

between age groups and their choices of booking. All the tables from the ANOVA analysis can 

be found in appendix 20, but a summary of the findings along with chosen tables for enhanced 

clarification is provided below. 

Levene’s test of homogeneity is insignificant, meaning that the variances between age groups are 

not significantly different.  The table presenting Levene’s test of equality of error variance can be 

found in appendix 20. 

 

Table 21.                                  Tests of Between-Subjects Effects 

Dependent Variable: place of booking 

Source Type III Sum of Squares df Mean Square F Sig. Partial Eta Squared 

Corrected 

Model 

2,968a 2 1,484 ,950 ,387 ,003 

Intercept 220,238 1 220,238 140,941 ,000 ,181 

Age Group 2,968 2 1,484 ,950 ,387 ,003 

Error 995,393 637 1,563    

Total 1319,000 640     

Corrected 

Total 

998,361 639     

Table 21: a. R Squared = ,003 (Adjusted R Squared = ,000) 

Seen in table 21, the ANOVA is insignificant, F (2, 637) = 0,950, Sig = 0,387. The strength of the 

relationship, as assessed by Partial eta Squared, is weak, as the age groups account for only 0,3% 

of the variance of the choice of booking.  

 

A follow-up post Hoc Test is conducted to evaluate pairwise differences among the means. 

Because of the unequal group sizes and that the data does not meet the homogeneity of variances 

assumption, the Games Howell Post Hoc test is chosen as it incorporates the sample sizes and 

variances of each group being compared.  The 95% confidence interval for the pairwise 

differences, as well as means and standard deviations for the three groups can be found in 

appendix 20. According to the findings, there are no significant differences in the means between 
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the age groups. Hence, no significant differences were found between the different age groups 

and choice of booking.  

 

The H3 is rejected, as there is no significant evidence supporting that booking behavior differs 

across age groups. These findings are confirmed with an ANOVA test, which shows that no 

differences exist between age groups and their choice of booking. 

Interpretation of Booking Behavior 

The survey results shows that great majority of participants used ‘Airline’s webpages’ to book 

their airline tickets, with the rest of the options lagging far behind. This supports the authors’ 

assumption, that majority of the consumers investigated in this study choose to book their airline 

ticket via an airline’s webpage.  

A chi-square test of independence does not show any significant relationships between age 

groups and choice of booking. ANOVA test of differences does also not show any significant 

differences in behavior between the age groups. These insignificant findings may be due to an 

unrepresentative sample. However, when reviewing these relatively uniformed findings, it is 

important to keep in mind that it is technically not possible to book an airline ticket via travel 

search engine, such as Momondo. This might indicate a level of measurement error, where the 

participants may actually have behaved in another way than they have answered in the survey.  

In most cases, a Travel Search Engine will redirect the consumer to an Online Travel Agent’s 

webpage, where he will end up booking his airline ticket. So, with great likelihood, majority of 

those that claim booking via ‘Travel search engine’ belong to the ‘Online travel agent’s column, 

heightening the number of OTA respondents accordingly.  

The fact that 12,5% claim to book their airline ticket via ‘Travel search engines’ may indicate 

consumers’ lack of knowledge about the role of OTA’s in the overall booking process, as they 

seem to be unaware of whom they are purchasing their airline ticket from. These findings will be 

taken into considerations in the collection and analysis of qualitative data.  

5.1.4 Other Tests 

Other tests are also conducted in order to see whether significant differences are in the behavior 

across the three steps of inspiration search, evaluation of alternatives and booking, between males 

and females, as well as between consumers from Denmark and other Nordic countries.  
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Findings from independent T-tests conducted between males and females show that no significant 

differences are in the behavior of the two groups; the tests are insignificant, and the means 

between men and women across all variables in the three search stages do not differ significantly 

from each other.  

Findings from independent T-tests conducted between consumers from Denmark and consumers 

from ‘other Nordic countries’ show no significant differences in their behavior; the tests are 

insignificant, and the means between the two groups across all variables in the three search stages 

do also not differ significantly from each other.  

 

5.2 Generalization of Results 

In order to test the possibility of generalizing these results beyond Icelandair’s newsletter group, 

a control group is created with the purpose of conducting an independent T-test. For that purpose, 

answers are collected outside of Icelandair’s channels via the so-called ‘snowball method’. In 

order to reflect the distribution of the newsletter group, the authors strive to reach out to Danish 

consumers within the generation of Baby Boomers.  The responses from the control group consist 

of 66 responses in total, and after applying same filters as to the ‘newsletter group’ survey, a raw 

data set of 49 valid responses is left for the analysis. To provide an overview of the survey 

respondents, the demographic variables are presented in Table 22 below:  

 

Table 22. Control group participants 

 Frequency (N) Percent % 

Gender   

Males 27 55,1 

Females 22 44,9 

 49 100 

Age group   

Baby Boomer 31 63,0 

Gen X 5 10,2 

Gen Y 13 26,5 

 49 100 

Nationality   

Danish 34 76,8 

Other Nordic  15 18,7 

 49 100 

 

Table 22: control group participants: demographic variables 
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As seen in table 22, the gender distribution among the 49 respondents is fairly equally distributed, 

with almost an even split between males and females. This heightens the validity of the results, as 

answers are not biased towards one gender over the other and should thus accurately represent the 

population of interest. The age distribution is skewed towards Baby Boomer, but this was done 

purposely, in order to reflect the age distribution of the newsletter group and Icelandair’s primary 

segment. The proportions of Generation X and Y in the control group do not fully represent the 

proportions in the newsletter group, where there were more participants from Generation X than 

from Generation Y. This may slightly minimize the robustness and validity of the T test findings. 

Lastly, the nationality distribution is purposely skewed towards Danes in order to accurately 

represent the newsletter group, and the population of interest.  

Included in the T-test is a correction factor that can be applied, named ‘Equal variances not 

assumed’, which corrects for the fact that there is a difference in standard deviations. But when 

sample sizes are unequal, this correction factor cannot be relied on to give an accurate P-value. 

Hence, as the correction of ‘Equal variances not assumed’ assumes that the sample sizes are 

equal and sample sizes are in fact unequal, the less and less the corrections can be trusted. 

Because of these possible distortions and reduced validity of results due to different group sizes, a 

random sample of 49 respondents from the ‘Newsletter group’ is taken out, and a T-test is run 

between the two groups that now are of equal sizes. This way, the P-value is assumed to be more 

reliable. The output of the t-test can be found in appendix 21. 

T-tests conducted on inspiration search, evaluation of alternatives and booking, show that all 

participants of the Newsletter group and the control group engage, on average, in similar 

information search strategies. These findings are based on the fact that all means across variables 

between groups are fairly similar, and all Sig.(p) values are insignificant.  

These results indicate that all findings and interpretations generated from quantitative analysis of 

this study can be generalized over a larger population outside of Icelandair’s Newsletter group.  
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Outcome of Hypotheses 1-3 

Reflected in the quantitative findings and interpretations, the preliminary results of the first three 

hypotheses are the following: 

Table 23.               Quantitative outcomes of Hypotheses 1-3 

H1 There is a relationship between age groups and their inspiration search supported 

H2 There is a relationship between age groups and their evaluation of alternatives  supported 

 

H3 There is a relationship between age groups and their choice of booking rejected 

 

Table 23: hypotheses tested with quantitative measures.  

5.3 Presentation and interpretations of qualitative findings  

As the nature of sequential mixed methods depicts, the findings from the survey analysis are 

brought into the verbal protocol, with the purpose to explain or elaborate on the quantitative 

findings. In this way, the verbal protocol builds on the survey, with the rationale to refine and 

better explain the statistical results by exploring the participants’ behavior in more depth 

(Rossman & Wilson, 1985; Tashakkori & Teddlie, 1998; Creswell J. , 2003, as cited in Ivankova, 

Creswell, & Stick, 2006). The main purpose of the verbal protocol exercise is thus to strengthen 

the understanding of the participants’ behavior by extracting meaning from data  

5.3.1 Demographic variables 

Table 24. Verbal protocol participants 

 Frequency (N) Percent % 

Gender   

Males 4 33,3 

Females 8 66,6 

 12 100 

Age group   

Baby Boomer 4 33,3 

Gen X 4 33,3 

Gen Y 4 33,3 

 12 100 

Nationality   

Danish 10 83,3 

Other Nordic  2 16,6 

 12 100 

Table 24 
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As a result of T-tests showing that the behavior of the ‘newsletter group’ did not differ 

significantly from the ‘control group’, all of the verbal protocol participants are extracted from 

the ‘newsletter’ group, Hence, it it considered unnecessary to conduct a verbal protocol on the 

control group. Additionally, as tests show that there are no significant differences in the behavior 

of males and females, the unbalanced distribution thereof in the verbal protocol is not considered 

likely to have significant implications for the results.  

5.3.2 Opinion Variables 

Unlike in the survey questionnaire, the verbal protocol participants are not asked to ‘scale the 

importance’ of the different opinion variables. As a consequence, it is not possible to interpret on 

explicit findings. However, through the thematic analysis approach, the authors consider if and 

when the participants implicitly expresses their attitudes towards these various variables.  

5.3.3 Verbal Protocol findings 

The following table is constructed to provide the reader with an overview of the verbal protocols 

conducted for this study. To ensure consistency, participants are told to find and ‘book’ an airline 

ticket to a place of own choice in North America, within the next two months. Hence the 

‘Inspiration Search’ is not included in this process, but is examined as a part of the follow-up 

interview.  The last step (highlighted in bold) is the place of booking.   
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Airline's webpage Travel search engine OTA's webpage General Internet Search 

 

The Baby Boomers: 

Tine Momondo Norwegian Momondo Norwegian       

                

Christopher SAS KLM Google Momondo Flybillet SAS Icelandair  

                

Lene Skyscanner OTA           

                

Knud SAS Google Skyscanner  OTA SAS     

The Gen X: 

Thomas Expedia SAS           

                

Asdis Icelandair Dohop Expedia Icelandair       

                

Sverrir Momondo Flybillet Swissair Lufthansa Momondo Flybillet   

                

Julia ( Norwegian) Momondo Flybillet         

The Gen Y: 

Marie Louise Momondo OTA Momondo Flybillet       

                

Michala Momondo Tripmonster Skyscanner Momondo Tripmonster     

                

Christina Momondo Norwegian Momondo British Airw. Norwegian     

                

Louise Momondo OTA SAS Air Canada Google Skyscanner Norwegian  

Table 25: Verbal protocol sheet 

The purpose of the verbal protocol is not only to understand what the participants do, but also 

why they do it. Hence, in order to gain as much information about this process from each 

participant, follow-up interviews are conducted immediately after each verbal protocol. In that 

way, no information should be missing and data should be adequate to answer the research 

question.   

Six themes have guided the thematic analysis. The first three correspond to hypothesis 1-3, as 

they attempt to support or reject the quantitative findings. The next three are developed outside of 

the hypotheses, and help to broaden the understanding of the consumers’ search process. These 

themes and adjacent findings are identified as follows.  
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Theme 1: Source of Inspiration.  

This theme helps to elaborate on the survey findings in H1, by clarifying how the various age 

groups engage in inspiration search. 

Survey consideration: Survey findings showed that there is a relationship between age groups 

and where they search inspiration for travel. Majority of Baby Boomers and Generation X 

claimed using Airline’s webpages to search inspiration and majority of Generation Y claimed 

using Travel Search Engines. Significant relationships were detected around Travel Search 

Engines, Destination Webpages and Recommendations from others. These findings will be kept in 

mind during the verbal protocol.  

Before entering the analysis of this theme, it is important to mention that as participants are given 

instructions to find an airline ticket to a specific destination, the inspiration search phase is not 

included in the verbal protocol, and participants are expected to go directly to the evaluation of 

alternatives stage of the process. In order to account for this limitation, the inspiration search 

stage of the verbal protocol has been brought into the follow-up interviews. There the participants 

are asked if they would have behaved differently without a specific destination in mind and where 

they would normally search inspiration for their travel. The inspiration search is thus interpreted 

according to what they claim to do, more than how they actually behaved. Although this is 

against the real purpose of the verbal protocol, it is necessary due to the circumstances.   

Findings 

The Baby Boomers use a mix of General Internet Search (Google) combined with more “old 

school”, offline methods such as reading articles, books (e.g. Lonely Planet) and using 

recommendations from others. Lene’s explanation is a fair representation of the age group: “If I 

have a couple of options I’m considering, I would read about them first, e.g. in the Lonely Planet 

books or research online to see what’s interesting” (Appendix 6).  

 

Participants of Generation X have diverse ways of searching inspiration, as they had a tendency 

to combine reading magazines, articles and recommendations from others with General Internet 

Search and Travel Search Engines. Examples are Julia, who says: “I usually Google the 

destination”[....]”I use Expedia a lot, as they have a lot of good information I can use” (App. 10); 
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and as Asdis puts it: “I get inspiration first from articles, then from advertisement, 

recommendations from others and then I go to Google”(App. 8).  

 

The Generation Y participants rely on a mix of General Internet Search, Recommendations from 

others and Travel Search Engines when getting inspiration. Michala explains her search pattern as 

such: “Google and search engines definitely. It’s also based on networks and Facebook and 

where my friends have been. Usually I also go to an airline’s webpage. And if it is a place I have 

never been before, I go to Momondo” (App. 13). Louise describes a similar search mix by saying: 

“Lonely planet, rough guides, Google, maybe even a Facebook update to get some ideas and 

recommendations from others”(App. 15).  

Interpretation of findings 

The VP findings from the inspiration stage goes partially against the survey findings, where both 

Baby Boomers and Generation X respondents claim using ‘Airline’s webpages’ when searching 

for inspiration, as both seem to be more inclined towards the offline world in the VP, in particular 

Baby Boomers. Only Generation Y seems to be aligned across the two sets of findings, 

supporting the survey findings that this generation has the highest tendency for using 

‘Recommendations from others’ and ‘Travel Search Engines’ as a source of inspiration for travel. 

The VP findings also favor the authors’ initial assumptions that consumers engage in ‘General 

Internet Search’ when searching inspiration for their travel, as majority of participants did so. The 

authors consider if the inconsistency realized between the quantitative and qualitative findings 

might be caused by participants’ misunderstanding of the survey question, hence, indicating a 

potential case of measurement error.  

If the Baby Boomers are more inclined to use the “offline” world; travel books such as Lonely 

Planet, articles from magazines (which are assumed to be written about specific destinations), this 

might indicate that this generation seeks to familiarize itself with destinations prior deciding on a 

travel. Hence, the findings can be interpreted as indirectly supporting the survey findings that 

show that Baby Boomers have the strongest tendency for using Destination Webpages as a source 

of inspiration.  

It is rather difficult to interpret on the findings of Generation X due to their various responses in 

this stage. This may however be explained by the fact that their behavior is impacted by many 

different factors, such as income, education, family situation, trip party, etc., as this generation’s 
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life-style can span from being a single career-focused adult, to having a large family. Hence, their 

responses and behavior might be reflected in their various situations.  

 

Generation Y leans more towards the online world, when getting inspiration for their travel. 

These findings can be interpreted as such that, as the online community has most likely been the 

primary travel search platform for these consumers for most of their travelling years, they have a 

natural tendency to search inspiration from sources such as social networking sites and Travel 

Search Engines.   

 

The findings from theme 1 shows patterns associated with different behavior across age groups, 

but these patterns are somewhat inconsistent to the survey findings, due to many overlaps 

between the age groups.  

 

Theme 2: Sources of evaluation 

This theme helps to elaborate on the survey findings in H2, by clarifying how the various age 

groups evaluate prices and conditions of airline tickets.  

Survey consideration: Survey findings showed that there is a relationship between age groups 

and where they go to evaluate alternatives of airline tickets. Majority of Baby Boomers and 

Generation X claimed using Airline’s webpages when evaluation prices and conditions of airline 

tickets and majority of Generation Y claimed using Travel Search Engines. Significant 

relationships were detected around Travel Search Engines and General Internet Search. These 

findings will be kept in mind during the verbal protocol. 

Findings 

Baby Boomers show a strong tendency of being loyal to ‘Airline’s webpages’ when evaluating 

alternatives, as three out of four includ an airlines webpage in their search, and two of them go 

directly to the airline’s webpage. Christopher simply states: ”I always go first to SAS”(App. 5), 

and Tine, after getting an overview of possibilities on Momondo explains; ”Now I will go to 

Norwegian to check if there are any differences between departures or prices”(App. 7). Baby 

Boomers also show a higher tendency than others to go to Google (aka. General Internet Search), 
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to find the flight they are looking for by simply typing, e.g. “Copenhagen - New York” 

(Christopher and Knud) (App. 4 and 5).  

Even though all Baby Boomers are situated on a Travel Search Engine at some point in their 

search process, two of them are directed there after a Google search (Knud and Christopher), and 

do not state that TSE’s are a part of their ‘regular’ search process in general.  

 

Generation X show mixed behaviors and no significant similarities in their evaluation of 

alternatives, all juggling between ‘Airlines’ webpages’, ‘Online Travel Agents’ (mainly Expedia) 

and ‘Travel Search Engines’ (momondo and Dohop) – but not in the same order. Two of the 

participants do at some point in the process use ‘Aairline’s webpages’ to search for information 

about airline tickets, and all four are at some point come in contact with an ‘Online Travel 

Agent’.  

Three of the participants go straight to a ‘Travel Search Engine’ to get “an overview” of available 

options (Sverrir, Julia and Thomas). Julia explains: “I would use Momondo, I like that page. I can 

get an overview, and it shows me who is flying, and what "packages" can be combined”(App. 

10), and Asdis: “(I) use Dohop to find the airline that has the best deal”(App. 8). Two of these 

participants combine their search on ‘Travel Search Engins’ and ‘Airline’s webpages’, or as 

exemplified by Sverrir after getting an overview on Momondo: ”I always go to the airline’s 

webpage to check the individual flights (back and forth) at those airlines I saw that are flying to 

the destination to check the prices”(App. 11).  

Additionally, three of the four Generation X participants express some loyalty to a specific airline 

company, as exemplified by Julia, who otherwise during the verbal protocol did not use an 

airline’s webpage: ”If Norwegian is flying to that destination, I go directly to them”[....] But if 

they don’t fulfill my needs, I will go to Momondo or just Google for search engines” (App. 10), 

and Thomas:”  “If its within Europe and I know SAS is flying to that destination, I typically go to 

SAS”(App. 9).  

All participants of Generation Y start their information search at the same ‘Travel Search 

Engine’, Momondo. As Michala explains her preference: “what I like about Momondo is that it 

shows prices for the entire months, so I think that is pretty useful” (App. 13). Furthermore, two of 

the participants never check an ‘Airline’s webpage’ during their entire search process, but rely 

solely on ‘Travel Search Engines’ to evaluate alternatives, or as Marie-Louise says when asked if 
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she compares prices on other webpages: “No I don’t think so. Unless I was specifically told that 

there is somewhere else I should go to find information about airline tickets” (App. 14).  The 

other two participants use one or more ‘Airlines’ webpages’ as well as ‘Travel Search Engines’ to 

compare prices.  

Interpretations of findings 

The VP findings from the evaluation stage support the survey findings for Baby Boomers and 

Generation Y, which show that Baby Boomers prefer using ‘Airline’s webpages’ to evaluate 

airline tickets, and Generation Y prefer ‘Travel Search Engines’. In regards to Generation X, the 

findings are open for interpretations, as the survey findings are not entirely supported in the 

verbal protocol, which show the participants behaving in various ways. Majority use ‘Travel 

Search Engines’ to find and compare airline tickets, but also express loyalty to a specific airline. 

This generation therefore shows little indication of preference for using one over the other, as 

they have a high tendency for using a combination of both when evaluating airline tickets. Hence, 

the greatest contrasts are realized between the behaviors of Baby Boomers and Generation Y, 

where 3 of the former group start their search on an ‘Airline’s webpage’, and the all of the latter 

group start their search on a ‘Travel Search Engine’ (Momondo), showing some indication of 

their preferences for one over the other.  

The VP findings also support the survey finding that Baby Boomers use ‘General Internet Search’ 

to search information about airline tickets, as two out of four engag in such behavior. 

Additionally, the verbalized thoughts indicate that Baby Boomers are more concerned about the 

inclusion of ‘Online Travel Agents’ in the entire evaluation process than their younger 

counterparts, and therefore rely more on airline’s webpages as the ‘main’ source for evaluating 

their alternatives.  

The VP findings also support the survey findings that Generation Y has the strongest tendency 

for using ‘Travel search engines’ more for this stage of the process. Hence, the behavior of 

Generation Y speaks for a generation that has “grown up” alongside the development of travel 

search engines. As a consequence, they seem to be highly familiar with them and use them as a 

natural part of the search process.  
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The findings from theme 2 show that participant’s behavior varied greatly and some patterns do 

emerge between age groups and where they evaluated their alternatives.  These patterns are 

mostly realized among Baby Boomers and Generation Y.  

 

Theme 3: Choice of booking platform 

This theme helps to elaborate on the survey findings in H3, by clarifying where the various age 

groups book their airline ticket. 

Survey consideration: Survey findings showed that there is not a relationship between age 

groups and where they book their airline tickets. Majority of all participants claimed using 

airline’s webpages when booking an airline tickets. This trend was followed by Travel Search 

Engines and Online Travel Agents thereafter. No significant relationships were found between 

age groups and their choice of booking. These findings will be kept in mind during the verbal 

protocol. 

Findings 

Baby Boomers show a preference for booking their airline ticket on ‘Airline’s webpages’, as 

three out of four express a desire to book with the airline directly. E.g. Knud, who’s principle is 

to book his airline ticket via airline’s webpage (App. 4), and Christopher that says: “I want to pay 

more in order to purchase a ticket from an airline’s webpage, instead of through for example 

flybillet.dk”(App. 5). Additionally, Tine avoids the ‘Online travel agents’ consciously, and wants 

to book her airline ticket directly via the airline’s webpage (App. 7).  

Generation X is, again, very mixed in their behavior. Two participants book their airline ticket via 

an ‘Online travel agent’, and two via an ‘Airline’s webpages’. Hence, this group shows no 

preference for one booking site over the other, except one participant (Asdis), who trusts airline’s 

over everything else when booking her airline ticket.  

Thomas also expresses some loyalty for booking his airline ticket at SAS, but not at any cost: 

“Within Europe I look at SAS and if it’s on a reasonable price I book the ticket there. But if SAS 

was very expensive, then I go to Expedia to search for budget ticket” (App. 9), hence, turning his 

business to an ‘Online travel agent’ if SAS cannot satisfy his needs.  
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Despite comparing prices across airline’s webpages and travel search engines, Sverrir finalizes 

his booking via an ‘Online travel agent’ (or Momondo as he thinks) out of convenience, or as he 

explains: “If the prices match, then I would book at Momondo. If they don’t match, then I would 

book at each airline” (App. 11).  

Majority of participants from Generation Y show no preference towards the place of booking, 

except for Christina who consciously avoids OTA’s involvement in her purchase: “with Flybillet, 

there is always some hassle if I need to change my ticket” (App. 12). Other participants expressed 

indifference of whom their provider was, e.g. Marie-Louise:” I really don’t care who my provider 

is” (App. 14) and Louise, who was indifferent: “I wouldn’t have a problem booking via an online 

travel agent” (App. 15).  

Interpretations of findings 

The VP findings from the booking stage go against the survey findings. Whereas the survey 

findings show that all age groups prefer to book their airline ticket via ‘Airline’s webpages’, only 

approximately half of the entire groups of VP participants ‘book’ their ticket there. This was 

expected to be higher if it were to support the survey findings. This might indicate a difference 

between what consumers think they should do, and what they actually do.  

The Baby Boomers verbalize a preference towards doing business with Airline’s own webpages 

as well as showing a direct avoidance of OTAs in the booking process. Although this might be 

attributed to a higher sense of loyalty and risk awareness of this age group, it might also simply 

be a natural consequence of their behavior in the previous stages; if a consumer conducts most of 

his inspiration- and evaluation search on an ‘Airline’s webpage’, it is only natural that this is also 

where he will finalize his purchase. 

Despite all participants from Generation X expressing a preference for one or more airlines that 

they would normally visit when evaluating alternatives, they seem very indifferent of the place of 

booking, and the choice comes down to where they find the best price or the convenience of 

booking via an ‘Online travel agent’. 

Generation Y shows the highest indifference towards their end-provider, they simply want to get 

the best price. They however show a higher tendency than the two other groups to book their 

ticket via an ‘Online travel agent’, as two of the participants never consider any airline’s website 
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in their entire process. This goes against the survey findings, which show that all age groups 

preferred booking their airline tickets via the ‘Airline’s webpage’.  

Findings from theme 3 show that the participant’s behavior varied greatly, and patterns do 

emerge between the age groups and where they book their airline ticket. These findings are thus 

different from what was realized in the survey. Two possible reasons for the differences in survey 

and verbal protocol findings are noticed;  

First, if the results from the survey are skewed according to the large proportion of Baby 

Boomers, this is in line with the VP findings that suggest that Baby Boomers are more inclined to 

book via an airline directly.  

Second, when investigating this issue, it is discovered that many of the participant do not 

know/care about what webpage they are being directed to from the travel search engine (which in 

most cases is an OTA’s webpage). It seems as if the participants perceive the OTA as an 

elongation of either the travel search engine or as a ‘booking site’ of the airline they are going to 

fly with (found on TSEs), hence thinking they are about to purchase their airline ticket via the 

airline itself. This could also help to explain why so many participants in the survey claim that 

they book via Travel Search Engines, when in reality they are being directed to either an OTA’s 

or Airline’s webpage.  

Simply put, it seems like consumers don’t know, in many cases, whom they are doing business 

with, which led to the development of the fourth theme. 

 

Theme 4: knowledge and attitude on seller vs. provider  

This theme has been developed based on the authors’ discoveries throughout the analysis of 

quantitative data as a part of the hermeneutic practice, where new knowledge is created and 

brought into the research project. 

Questions had been raised regarding whether the consumers realized (and/or cared about) from 

whom they would purchase their airline ticket.  These considerations developed as a consequence 

of a surprisingly large part of participants claiming to book their airline tickets through a ‘Travel 
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search engine’, which in reality is not possible. This theme helps to enhance understanding of 

these considerations. 

Survey consideration: According to survey results, surprisingly many participants claimed 

booking their airline ticket through a ‘Travel Search Engine’, which is technically not possible. 

This raised concerns of whether consumers are in general aware of whom they are doing 

business with, and the possible consequences of booking their airline ticket via an ‘Online travel 

agent’. These considerations will be kept in mind during the verbal protocol.  

In order to understand this better, consumers’ behaviors during the verbal protocol are implicitly 

interpreted, and as the very last question of the interview (in order not to interfere with their 

actions), participants are asked if they are aware of the implications of booking their airline ticket 

via an ‘Online travel agent’ instead of directly via the airline´s webpage. The results of these 

implicit and explicit interpretations were the following.  

Findings 

The findings of this section are well exemplified by one of the participant’s comments, when he 

is situated on a ‘Travel search engine’: ”I’m in doubt about who I’m buying from here. It says 

SAS, but it also says skyscanner, so it’s probably skyscanner”(Knud, App. 4). However, different 

perceptions were detected between the different age groups.  

The findings show that majority of Baby Boomers are aware of the role of ‘Online travel agent’, 

which helps to explain their conscious will to avoid the ‘Online travel agent’ inclusion in their 

purchase, as Christopher says: ”I’d do anything to avoid OTA’s”(App. 5) and Knud, who 

explains his rationale by saying: ”Out of principles, I think one should buy from the company, and 

not some booking agent”(App. 4).  

Only one participant from Generation Y, Christina consciously avoids the inclusion of OTA’s in 

her booking process, as she puts it: “I don’t want anything to do with them (OTAs)” (App. 12). 

As for the rest of the participants, including all participants of Generation X, their actions or 

verbalization of this factor indicate that they are not aware of the possible implications of 

booking their ticket via ‘Online travel agent’, and that they are more or less convinced that their 

purchase situation is the same no matter who they buy from. These thoughts are verbally 

expressed by several of the participants, e.g. ”No I actually didn’t know that. But that’s very 
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interesting ” (Thomas, App. 9) and Asdis, who was not able to distinguish between an OTA and 

an airline: “Well I thought Expedia was an airline” (App. 8).  

Interpretations 

The VP findings from the fourth proposition support the authors’ concern of that consumers are 

in many cases not aware of whom they are eventually doing business with, and the possible 

implications of doing business with an ‘Online travel agent, e.g. instead of the airline itself. The 

findings indicated that majority of the participants are unaware of that even though they are flying 

with a certain airline, they are not necessarily doing business with that airline when they are 

being directed to an ‘Online travel agent’ from a ‘Travel search engine’.  

Differences in perceptions and knowledge about the intermediaries are also realized between the 

different age groups. Baby Boomers are most aware of the ‘Online travel agent’ and the possible 

implications of doing business with them, explaining why they in almost all cases try to avoid 

their inclusion in the purchase. This also supports the survey and VP findings where Baby 

Boomers use and verbalize their preference for using ‘Airline’s webpages’ when booking their 

airline tickets. On the contrary, almost all participants from the younger age groups are unaware 

of the inclusion and/or the implications of including ‘Online travel agent’ in their purchase. This 

supports these age groups’ higher tendency of purchasing their airline tickets via these online 

actors. As ‘Online travel agent’ have existed for a larger part of these consumers’ travelling 

years, they are likely a more natural part of the booking process; hence they have less reason to 

question their role in the booking process. 

These findings from theme 4 show that consumers are not in all cases aware of whom they are 

doing business with and the implications of including ‘Online travel agent’ in their purchase. 

Findings also show a significant relationship between the different age groups and their 

perception of this.  

Theme 5: Importance of Opinion Variables  

The fifth theme centers on the consumers’ importance of the set of seven opinion variables asked 

in the survey questionnaire. This theme can thus help to elaborate on the findings from the 

survey. 
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Survey considerations: The survey findings showed that there were some relationships between 

the stated importance of opinion variables, and the different age groups. This will be kept in mind 

during the verbal protocol. 

Findings and interpretations 

Price is indicated as being important to all respondents, but slightly less important for Baby 

Boomers. The VP supports these findings, as well as indicating a relationship between this 

variable and age. It is seen from the VP that the older the participants are, the more they prefer 

convenience, e.g. time of flight or entertainment systems to reduced price. As Knud (Baby 

Boomer) explains his behavior: “price is not my top priority, and I’m willing to pay for benefits” 

(App. 4). At the other end of the scale, the younger VP participants of Generation Y admits to 

prioritizing price over everything else, but are more flexible with dates of flight, as they in 

general are assumed to have more free time than people on a fixed holiday schedule.  

 

Loyalty to an airline is indicated as being more important for Baby-Boomers than their younger 

counterparts. The VP support these findings, where it is realized that this factor is most important 

to Baby Boomers, followed by Generation X. As Knud (Baby Boomer) explains his loyalty by 

saying: ”I’m probably loyal to the Danish aspect of the company (SAS)” (App. 4), and Julia, who 

stays loyal to Norwegian when possible: ”I actually don’t compare to other companies”[...]“I 

choose the one I’ve tried before”(App. 10). In sharp contrast, none of the participants of 

Generation Y express their loyalty during the verbal protocol.  

 

Ancillary services are indicated as being more important for Generation X than other age groups. 

This is partially supported with the VP, as Asdis expresses when she flies with her children:” I 

need the entertainment system for my kids” (App. 8). Hence, supporting previous assumptions 

that this generation might be more influenced by its family situation and therefore emphasizing 

the importance of these services when flying with their children. 

 

Recommendations from Others is indicated as being most important for Generation Y and the VP 

supports these findings. E.g. Marie-Louise who explains:”[....] when I was in Africa, I got 

recommendation of using some airline company called Jambo jet that apparently has some really 

cheap flights, so I just used that airline” (App. 14). This might indicate the tendency of 
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Generation Y not having a strong preference for a specific provider, and being more open for 

‘suggestions’ for where they can find the best price.   

 

Convenience of webpage seems to be least important for Generation Y, which is partially 

supported with the VP findings, as Marie-Louise explains it when intending to book her airline 

ticket on an OTA’s webpage:” I get a bit pissed because I think the webpage is crappy but it 

won't affect my decision” (App. 14). Hence, whereas the violin plot shows a certain level of 

importance of this variable across all the age groups, the VP findings indicate that convenience of 

webpage might be more important for the older generations. This might also help to explain their 

higher tendency of using airline’s webpages, as they might value their more ‘professional’ 

appearance.  

 

These findings from theme 5 show that there are is a relationship between the different age 

groups and the variables they value the most when finding and booking an airline ticket.  

 

Theme 6: The role of the ‘Travel search engine’ 

This theme has emerged during the verbal protocol process, and is therefore not created prior 

entering the data collection. This theme helps to elaborate on what ‘role’ the ‘Travel search 

engine’ has in the consumers’ entire search process, and is based on the following considerations.   

Although the survey results has already indicated that consumers use ‘Travel search engines’ to a 

high degree, it becomes apparent when reviewing consumer’s paths to purchase, that the ‘Travel 

search engine’ plays a very specific role in the consumers’ search process, regardless of his age. 

Despite the consumers’ varied opinions (and lack hereof) about intermediaries, they are almost all 

in contact with a ‘Travel search engine’ at some point during their search. It is realized, that the 

‘Travel search engine’ is in many cases used as a “checklist” for learning which companies are 

available for a specific flight. This is often followed by the consumer disembarking the ‘Travel 

search engine’ altogether, and booking directly from one of the airlines presented on that 

“checklist”. This is particularly apparent for the Baby Boomers, whereas younger generations 

have a higher tendency of using the ‘Travel search engine’ for their entire evaluation and booking 

process 
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The findings for theme six show that, regardless of age, all participants use ‘Travel search 

engines’ greatly to get an overview over available airline tickets to a specific destination. 

The qualitative findings from the verbal protocol have now been presented and analyzed 

according to the six themes; three of which that are correlated to hypotheses 1-3, and three that 

are developed outside of that frame, in order to gain a broader and enhanced understanding of 

consumer’s overall chosen path to purchase.  

 

Outcomes of themes 1-6: 

Table 26.           Qualitative outcomes of Theme 1-6 

T1 A relationship was detected between age groups and their inspiration 

search 

T2 A relationship was detected between age groups and their evaluation 

of alternatives 

T3 A relationship was detected between age groups and their choice of 

booking 

T4 Consumers are not always aware of whom they are doing business 

with 

T5 A relationship was detected between the different age groups and the 

variables they value the most when finding and booking an airline 

ticket 

T6 The role of the ‘Travel search engines’ was to get an overview over 

available options of airline ticket to a specific destination 
 

Table 26: qualitative outcomes 

 

 

6. DISCUSSION 

 

6.1 Discussion of major findings 

After having reviewed and interpreted findings from the quantitative and qualitative data 

collections, this section discusses the major findings, how and when the findings of the two data 

collection support or contradict each other, and the implications thereof. Once the major findings 

have been discussed and understanding has been enhanced, a new ‘knowledge framework’ is 
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presented with the purpose of closing the research gap, and thus provide an answer to the 

research question. 

For clarification, the outcomes from both the quantitative and the qualitative analyses are as 

follows.  

Survey   VP Quantitative and Qualitative outcomes  

H1 T1 Survey and VP both showed that there is a relationship between age groups 

and their inspiration search 

H2 T2 Survey and VP both showed that there is a relationship between age groups 

and their evaluation of alternatives 

H3 T3 The survey did not show a relationship between age groups and choice of 

booking, but the VP did.  

 T4 VP showed that consumers are not always aware of whom they are doing 

business with 

 T5 VP showed that there is a relationship between what consumers value the 

most when finding and booking an airline ticket and their age groups 

 T6 VP showed that the role of the ‘Travel search engines’ was to get an 

overview over available options of airline ticket to a specific destination. 
 

Table 27: quantitative and qualitative outcomes.  

 

In the inspiration stage, the survey findings show that Baby Boomers primarily search inspiration 

on ‘Airline’s webpages’, and that they also have a tendency for doing so on ‘Destination 

webpages’. The VP showed that majority of this age group prefers searching inspiration by 

reading books and articles in magazines. Hence, along with searching inspiration on ‘Airline’s 

webpages’, it can be assumed that this generation is interested in researching about specific 

destinations with methods that provide similar information as destination webpages. 

Similar findings are realized within Generation X, where in the survey they claim to search 

inspiration on ‘Airline’s webpages’, but in the VP they use a combination of books, ‘General 

Internet search’ and ‘Travel search engines’.  The behavior of this generation is thus very mixed, 

which is assumed to be caused by highly varied life-style choices of this generation, e.g. one can 

be a single parent and another can have a large family, which will impact consumers’ behavior 

when searching inspiration for their travel. 

Generation Y is the only age group that shows consistent findings across both data collections, 

where in both the survey and the VP they use a combination of ‘Travel search engines’ and 

‘Recommendations from others’, often combined with the use of social networking sites. The 
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consistency is interesting, as it showcases a generation with a distinctive inspiration search 

behavior. Being brought up with ‘Travel search engines’, these younger consumers seem to use 

them as a ‘google’ search to get ideas. This is in line with their tendency of engaging in peer-to-

peer interaction, e.g. using social networking sites to get inspiration for their travel.  This is the 

age group that is most likely to post a ‘status’, asking their peers where they should go travelling 

next summer.   

 

Hence, consistencies as well as contradictions appeared in the findings. Essentially, the older 

participants tend to engage in more offline inspiration search, whereas the younger participants 

lean more towards the online community and their network.  Despite of conflicting findings from 

the survey and VP, the thematic analysis does seem to support the survey findings, showing that 

there is a relationship between age groups and where they search inspiration for their travel.  

 

 

In the evaluation of alternatives stage, the survey findings show that Baby Boomers use 

‘Airline’s webpages’ the most when evaluating options, and they also tend to do so with ‘General 

Internet search’. This is supported in the VP. Although this generation seems to depend greatly 

on ‘Airline’s webpages’ to evaluate their alternatives, participants in the VP are situated on a 

‘Travel search engine’ at some point in their search. However, in two out of four cases that 

happens after being directed from a ‘Google search’, as opposed to a direct conscious choice 

from the consumer to visit those webpages.  

Survey findings show that Generation X prefers to evaluate their options on ‘Airline’s webpages’. 

However, findings from the VP are partially inconsistent with these findings, and show that they 

compare prices across several platforms. It seems like Generation X uses ‘Travel search engines’ 

to get an overview over available options, followed by a comparison on ‘Airline’s webpages’ in 

order to find the best price. In general, this generation does not show strong preference for one 

platform over the other, when evaluating alternatives of airline tickets. 

Both survey and VP findings show that Generation Y uses ‘Travel search engines’ to evaluate 

options of airline tickets. This is particularly evident in the VP, where all participants initiate their 

search on Momondo, and it seems like the overall perception here is that ‘what is not available on 

Momondo, is not available at all’. These findings are also supported with the violin plot, where it 

can be seen that Generation Y places the least importance of ‘Loyalty to an airline’ when booking 
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an airline ticket, explaining why they never visit an airline’s webpage as their first choice.  

The thematic analysis supports the survey findings, stating that there is a relationship between the 

age groups and where they evaluate the prices and conditions of airline tickets. Consumers’ 

actual choices of information sources are also consistent across the two data collections. 

 

The findings from the booking stage show the biggest inconsistency between the survey and the 

verbal protocol.  

The survey findings show that a majority of consumers across all age groups book their tickets 

via ‘Airlines’ webpages’. For Baby Boomers, these findings are supported with the VP. The 

violin plot also supports this, where this generation expressed the highest importance on ‘Loyalty 

to an airline’ when booking an airline ticket. Their stated preference for booking airline tickets on 

‘Airline’s webpages’ seems to stem from their loyalty and trust issues. It is also thought to be a 

natural behavior for this generation, which claims to search inspiration and evaluate alternatives 

on ‘Airline’s webpages’, to finalize their purchases on the same platform. 

For Generation X and Y, however, the survey findings are not supported with the VP. 

Participants of both of these age groups are in many cases directed to an ‘Online travel agent’ 

from a ‘Travel search engine’, where they finish their booking, hence going against the survey 

results. Some do compare prices found a ‘Travel search engine’ to prices on an ‘Airline’s 

webpage’, but the booking is ultimately completed where they find the best price. For Generation 

X, this sometimes comes down to convenience, e.g. being able to ‘book multiple leg flights at 

once', instead of having to book the ticket at each airline at a time. For Generation Y, however, it 

seems as a ‘natural’ part of their behavior, that after having evaluated options on a ‘Travel search 

engine’ they book their ticket via an ‘Online travel agent’. The violin plot supports the findings 

from the VP, where it is seen that the younger age groups are less loyal to a specific airline, and 

that they are slightly more price sensitive than their older counterparts.  

Whereas the survey does not show any significant relationships between age groups and their 

choice of booking platform, the VP does. These conflicting findings might indicate that there is a 

gap between what people think they do and what they actually do. This finding seems to relate 

mostly to Generation X and Y, as their behavior in the VP varies the most from the survey 

findings.  

As learned from preliminary discussions with Benediktsson and Thordarsson, they seem to 
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believe that their consumers are familiar with the various intermediaries (OTAs) and their role in 

the entire purchasing process. However, as findings of theme four show, consumers do not 

necessarily know whom they are doing business with.  

The findings of the thematic analysis do however show that majority of Baby Boomers are aware 

of the role of the various intermediaries, or in this case the ‘Online travel agents’. This 

rationalizes their conscious will to avoid their inclusion in the entire process and their higher 

tendency of using airline's webpages. Hence, when encountering an ‘Online travel agents’, this 

often involves ‘stepping out’ of the web platform they are situated on (e.g. a travel search 

engine), and go to the Airline’s webpage to finalize the booking.  

However, the opposite is experienced with Generation Y and Generation X, where only one 

participant is aware of this factor. Hence, great majority of these two age groups do not seem to 

know whom they were eventually doing business with. As the participants from these age groups 

are in all cases directed to an ‘Online travel agents’ from a search engine, this might indicate that 

they will not go directly to an ‘Online travel agents’ webpage, unless being directed there via a 

travel search engine. It might thus be interesting to see whether the behavior of the younger 

consumers would be different, had they been made explicitly aware about the implications of 

including ‘Online travel agents’ in the purchase. The Verbal Protocol findings from theme 4 thus 

reveal that in majority of cases, consumers do not seem to know whom they are doing business 

with – particularly within younger age groups. 

This is encountered particularly when the participants are being re-directed from a Travel Search 

Engine to another intermediary’s website - an ‘Online travel agent’. In order to clarify a possible 

explanation for what might cause the consumer’s confusion, the following is a screenshot of the 

Momondo search engine.  
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Figure 15: retrieved from www.momondo.com 03.10.14.  

As can be seen from the figure, the airline operating the actual flight is always  visually apparent 

on the left, in this case Icelandair. However, by looking closer, one can see that the company, 

who owns and sells the airline ticket to the consumer, is an online travel agent, in this case 

Flybillet. Hence, in this case the consumer might think that he is about to purchase his ticket from 

Icelandair.  

The many survey participants that claim booking their airline ticket via a ‘Travel search engine’ 

might thus be explained by consumers that are not aware of the re-direction from a ‘Travel search 

engine’ to an ‘Online travel agent’ when booking an airline ticket. The authors consider if the 

participants think of the ‘Online travel agent’ as an elongation of the ‘Travel search engine’ or a 

“partner site” of the airline operating the flight. If so, that might help to clarify the misleading 

survey findings, and the ‘unawareness’ of these players in the VP. Additionally, it is questioned 

whether consumers will even go directly to an ‘Online travel agents’ webpage, if they have not 

been directed there from a search engine.  

Theme 5 reveals that the different age groups place different level of importance on various 

opinion variables, when finding and booking an airline ticket. The different level of importance 

of these variables is in many cases reflected in their actual behavior and choice of information 

http://www.momondo.com/
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sources during the VP. For example, the violin plot indicates that younger participants 

(Generation X and Y) are more focused on ‘Price of the ticket’ than their older counterparts 

(Baby Boomers), and this is reflected in their overall behavior throughout the VP. On the 

contrary, Baby Boomers value ‘Loyalty to an airline’ more than the younger participants, and that 

is also reflected in their overall searching and booking behavior, where they are more inclined to 

‘stick’ to airline’s webpages throughout their information search and booking.  

Ancillary services seem to be more important for Generation X than other age groups, which the 

authors attribute to this generation’s life style choices, e.g. these services might be more 

important for consumers who travel with children. 

 Lastly, findings show that Generation Y value ‘Convenience of webpage’ the least of all the age 

groups. The authors attribute this to their high focus on price, which might outweigh the 

importance of the quality or ‘user-friendliness’ of the specific website. E.g. even when the 

webpage is “crappy”, it does not influence their choice to pursue their purchase. Hence, the 

overall difference in their stated value of the various opinion variables are often reflected in, and 

perceived to direct their information search and booking behavior. 

Throughout the findings, there is one specific online actor who re-appears during information 

search across all age groups; the ‘Travel search engines’. These discoveries led to the question 

about the overall role of the ‘Travel search engine’ and thus the development of theme six, which 

has brought new significant knowledge to the study. 

Whereas the different consumer groups use the ‘Travel search engines’ to a different degree, they 

do all use them at some point in their entire search. The Baby Boomers tend to use ‘Travel search 

engines’ as a ‘secondary’ search platform, and as a way to compare their preferred airline to 

competitors. Younger participants of Generation X and Generation Y, however, use ‘Travel 

search engines’ more as their ‘primary’ search platform, in order know who is flying to a specific 

destination. They also have a higher tendency of pursuing their entire booking through those 

platforms. 

 

From the findings it therefore seems as the ‘overview of available options’ and comparison 

abilities are the most attractive factors of the ‘Travel search engines’. Since an airline ticket is 

often a relatively expensive product, and with the vast amount of airline products providers, it 

seems as a good tool to minimize the complexity of the search process. Hence, the consumer may 

feel as if he has reviewed ‘everything that is available’. As a consequence, if an airline is not 
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situated on the search engines to begin with, many consumers may not be reminded of them as an 

option.  

 

‘Travel search engines’ thus seem to be the gatekeepers of the online booking process, as it is the 

platform that most consumers use to find information about available options of providers. As has 

been mentioned before, Icelandair does not allow the ‘Travel search engine’ Momondo to crawl 

their web, and the only bookings available from the company on this platform are via ‘Online 

travel agents’. Hence, if Icelandair wants more consumers to book via their own website, a good 

starting point might be to allow search engines to crawl the company’s web, so that they appear 

on the search engines.  

However, in order to ensure that these consumers will opt for booking their tickets via the 

‘Airline’s webpage’, instead of the ‘Online travel agent’, they need to be educated on the 

difference between them when using the travel search engines, and the benefits of booking 

directly via the airline. Although the best case scenario (for the airlines) would be for all 

consumers to go directly to the airline’s webpage, it is probably difficult to change consumers’ 

behavior, as the ‘Travel search engines’ have become an entirely natural part of their search 

process.  Hence, a second best option is to adapt to this seemingly unrevised behavior, and 

attempt to direct consumers towards their own webpages (from the Travel search engine), instead 

of the ‘Online travel agent’s’. 

Additionally, as a result of these findings, it is realized that the ‘Online travel agents’ seem to be 

highly reliant on bookings that come via redirection from a ‘Travel search engine’. Hence, if 

consumers are not being directed through those platforms, they might likely purchase their airline 

tickets less frequently via online travel agents. 

 

6.2 Presenting the consumers 

Having reviewed about the different consumer groups of Icelandair throughout various tests, 

analyses and findings thereof, it is learned that they tend to engage in different behavior when 

finding and booking their airline tickets. To enhance the understanding of, and the differences 

between these consumer groups, they are introduced as they have appeared in this study.  
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The Baby Boomer: Icelandair’s Primary Consumer 

            

Figure 16: authors’ creation. Picture source: http://www.picturesof.net/. 

The Baby Boomers are in their late forties to late sixties. They might have teenagers living at 

home or have most likely become empty nesters with greater economical flexibility.  

When the Baby Boomer feels the need to travel, he will search inspiration about specific 

destinations with books, articles in magazines and official destination webpages.  

After the Baby Boomer has figured out where he wants to travel, he will visit the webpage of his 

preferred airline to check prices of airline tickets. Occasionally he will visit a ‘Travel search 

engine’, often after being directed there from a ‘google search’. Here, he will see who else is 

flying to that destination, and compare the prices of the two actors. Unless the price differences 

are significant, he will stay loyal to his airline of preference, even if that comes at a slightly 

higher cost, as he wants to avoid intermediaries in his purchase. This behavior might be due to 

old habits from the former ‘offline’ system, causing him to be more suspicious of the new actors 

and their unknown nature.  

Lastly, the Baby Boomer will, like any other economical man, value a good deal, but price is not 

always most important, and as travelers in this age are often more financially independent than 

younger consumers, he will not sacrifice convenience and loyalty to an airline at any price.   
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The Generation X 

           

Figure 17: authors’ creation. Picture source: http://www.picturesof.net/. 

The Generation X consumers is in his late thirties or early forties. His purchasing behavior is very 

dependent on his lifestyle choices, as he may have settled down and started a family, or even be a 

single career focused adult. His travel search patterns can thus differ as a consequence.  

When a consumer of Generation X feels the need to travel, he will most likely engage in various 

offline and online methods when searching inspiration for their travel. This may include reading 

books and magazines, in a combination with searching the Internet about various travel options.  

He may have a few ‘safe’ airlines he sometimes checks out of habit, but he has no loyalty for a 

particular airline over other providers, and will thus not hesitate to include intermediaries in his 

overall search and booking process. He will often compare prices across several platforms, with 

the purpose of finding the best price 

His choice will often depend on his travel party. E.g. if he is travelling with his children, the 

availability of ancillary services ancillary services (e.g. Wi-Fi on board, entertainment system, 

food on board, etc.) will often be more important than getting the best price for the airline ticket. 
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The Generation Y 

           

Figure 18: authors’ creation. Picture source: http://www.picturesof.net/. 

The Generation Y consumer is in his early twenties to mid-thirties and might still be a student, or 

in the beginning of his career. His purchasing behavior is very characterized by his search for the 

best price, and the fact that he has grown up alongside the developments of ‘travel search 

engines’ and ‘Online travel agents’. 

When a consumer of Generation Y feels the need to travel, he will seek recommendations from 

his network, and go to his preferred website, often a Travel Search Engine. As he tends to be 

rather flexible with time, he often plans his travel according to where he can get the best price. 

Intermediaries are a natural, integrated part of his travel search and booking process, and he 

shows little to no preferences in terms of his end-provider, as he navigate the online ‘jungle’ of 

travel providers with the purpose of finding the best price.  Travel search engines are the ‘point of 

departure’ towards his purchase and he has very little tendency of going directly to an airline’s 

webpage to find airline tickets.  

 

With the extended knowledge on the various consumer types and their typical behavioral 

preferences, the next section utilizes this knowledge along with the discussed findings, with the 

purpose to fill in the research gap.  
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6.3 Closing the research gap 

This paper set out to answer the research question of what the consumer’s path to purchase is. 

Findings have however shown that there is more than one path to purchase, as it is impacted by 

various factors that cause differentiation in consumers’ behavior. These were realized to include, 

for example, demographic variables, such as age, various opinion variables as well as different 

perceptions and knowledge of the intermediaries.  

As a consequence, the various paths to purchase that were realized in this study have been 

mapped out in the figure below. An elaboration on each distinctive path is provided, describing 

the underlying reasons for each behavior, as well as determining which consumers are most likely 

to engage in which path.  

Referring back to Figure 2 (the research gap), it can be seen that, prior to any data collection, the 

authors assumed that other industry players such as Tour Operators, Destination Webpages, etc., 

would have a larger role in the overall study. However, in this study, these players have had an 

insignificant role in the consumers’ search process, and are therefore not a part of the results. 

The path(s) to purchase and the configurations of major actors, as realized in this study, are as 

follows. 

 

Figure 19: authors’ own creation 
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PATH A describes a consumer that goes directly to an airline’s webpage to find information 

about airline tickets, and to finalize his purchase on the same platform.  

Prices may be compared across several airlines’ webpages, but the consumer never considers or 

visits a travel search engine or an OTA’s webpage. These consumers are those that know about a 

certain airline that flies to the desired destination, and possess a level of loyalty to that particular 

company. It can be argued that this is the ‘optimal’ situation for any airline – to be at the top of 

the consumers’ mind, and not having to fight for its attention against other players. 

Consumers that engage in this behavior are most likely aware of the role of the OTA, and try to 

avoid them in their purchase, and not compromise price for their preference for the airline.  

The findings of this study indicate that consumers that engage in behavior of PATH A are most 

likely Baby Boomers. 

 

PATH B describes a consumer that goes to a Travel Search Engine to find information about 

airline tickets, and is then directed to an Online Travel Agent, from which he books his airline 

ticket.  

Consumers that engage in this behavior are most likely not aware of the role of the ‘Online travel 

agent’, or at least are indifferent of their inclusion in the purchase. They may also not have a 

‘preferred airline’ they always visit, hence deeming loyalty to an airline less important.  

The determining variable directing the search of these consumers is price, and the overriding 

attitude of these consumers is that ‘What is not on the travel search engine is not available'.  

Consumers who engage in the behavior of PATH B are most likely of Generation Y or 

Generation X. Hence; this is the current path of Icelandair’s future consumers. Online travel 
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agents are highly reliant upon booking from path B.  

 

Path C and D are perceived as rare, as they were not encountered in the conduct of this study. 

These paths are therefore combined and accounted for together. 

 

PATH C describes a consumer that goes to a travel search engine, and is directed to an airline’s 

webpage (instead of an OTA’s webpage). This scenario was not experienced during the VP, but 

based on other findings, the authors assume that consumers that engage in this behavior are of the 

same nature as the ones that engage in PATH B. Hence, consumers that engage in this behavior 

are most likely not aware of the role of the OTA, or at least are indifferent of their inclusion in 

the purchase.  

This was experienced as a rare path, but as this behavior is more beneficial for airlines, it is a path 

the authors would like to see being made possible for Icelandair’s consumers.  

The authors assume that consumers that engage in the behavior of PATH C are the same as the 

ones that engage in PATH B – Generation Y and X.  

 

 

PATH D includes consumers that go directly to an OTA’s webpage. This scenario was not 

experienced during the VP, and was thus assumed to being a rare path.  

As was experienced throughout the study, ‘Online travel agents’ rely heavily on the consumers 

being directed to their website from a travel search engine, often without the consumer even 

realizing it. Hence, the consumer showed no indication of voluntarily going directly to an online 

travel agent’s webpage.  
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However, consumers that engage in this behavior are assumed to be aware of the role of the 

‘Online travel agents’, but whether they are aware of the possible implications of booking their 

airline tickets via those intermediaries is unknown. The authors assume that consumers who 

engage in the behavior of PATH D are most likely of Generation X and Generation Y.  

 

 

PATH E describes a consumer who visit Travel Search Engines to get an overview of the 

available options, but will then step out of the search engine and go to the individual airline’s 

webpage to find and book the ticket.  

The rationale for this behavior is two-fold: 

Either, the consumer will visit the ‘Travel search engine’ to get an overview over available 

options. He will then find the most suitable flight option, step out of the search engine, and go to 

that specific airline’s webpage to book his airline ticket. He wants to avoid the intermediaries and 

therefore goes directly to the end-provider. 

Or, the consumer will (again) visit the ‘Travel search engine’ to see the options available. He will 

then find the most suitable flight option, and go to that specific airline’s webpage to compare 

against the results from the ‘Travel search engines’. The airline is not necessarily the consumer’s 

preferred end-provider, but the comparison across the two platforms is a way for the consumer to 

feel as if he gets the ‘best deal’. Hence, as he is indifferent of who his provider is, his choice of 

pursuing the booking via the airline or the travel search engine comes down to the best price 

and/or convenience.  

The findings of this study indicate that consumers that engage in the former version of PATH E 

are most likely Baby Boomers. Consumers that engage in the latter version of PATH E behavior 

are expected to be Generation X and Generation Y. 
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7. CONCLUSION 

 

This paper set out to investigate how consumers behave when navigating the online world of 

travel information. This was specified to the process of searching inspiration for travel, 

evaluating available options of airline tickets and when they eventually book the tickets. The 

importance of the subject arises in a world where highly developed information and 

communication technologies provide consumers with near to endless resources of available 

information, and nothing seems to stop them from going from one webpage to the next in order to 

save time and money.  

The problem to be investigated in this paper was specifically developed around Icelandair’s lack 

of knowledge about their consumers’ information search and booking behavior, as they had never 

conducted research on this from the consumers’ perspective. The study sought to limit this 

knowledge gap by providing the company with enhanced understanding of their consumers and 

the so-called ‘path to purchase’, defined as the moment from the consumers sit down in front of a 

computer, and until he books his airline ticket.  

The study was therefore centered on the following question: What is the consumer’s path to 

purchase, when buying an airline ticket online? This research question was supported by three 

age related hypotheses and three corresponding themes. Additional three themes were developed 

to enhance understanding of underlying issues. 

In order to do answer the research question, the study was built upon a mixed methods’ research 

approach, by conducting a quantitative survey, qualitative verbal protocols and follow-up 

interviews. The methods were expected to provide knowledge of both what consumers do, and 

why they do it. The hermeneutics element of the study allowed the researchers to constantly bring 

new knowledge gathered during the process into the data collection for further elaboration.  

Literature showed that there was lack of research within the study of online consumer behavior, 

particularly because this research area is still in its early stages. The existing consumer behavior 

framework of the decision-making process was adapted and applied to the study as inspiration 

search, evaluation of alternatives and booking. These steps thus linked the theory of consumer 

behavior to the present study, where the authors strived to contribute to the current literature of 
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online consumer behavior in the world of travel and tourism. 

The easy answer to the research question would be to list the major industry actors and assume 

that consumers utilized them in the same way, and in the same order. However, the answer is not 

as simple as that. The reality is that there are many external and individual factors that can 

influence and differentiate one consumer’s behavior from another, hence making it difficult to 

assume that one pattern of behavior can be generalized over Icelandair’s entire consumer groups.  

As a consequence hereof, the current study set off to investigate behavior across Icelandair’s 

different consumer groups, who were divided into the generational cohorts of Baby Boomers 

(primary segment), Generation X and Generation Y (secondary segment). This enabled the 

authors to distinguish and identify the different behaviors, or ‘path to purchase’, of these key 

consumer groups. 

The overall findings showed that age is in fact a significant differentiating factor when 

diagnosing online travel search behavior. Hence, the study showed that there was a relationship 

between age and inspiration search, evaluation of alternatives and somewhat in booking. Other 

individual factors, such as importance of ‘Price’ and ‘Loyalty to an airline’ were also shown to 

impact the consumers’ search behavior. 

The implications of distinguishing between the age groups not only enhanced an understanding of 

Icelandair’s primary segment (Baby Boomers), but will allow them to predict and thus influence 

the behavior of their future segments (Generation X and Y). As younger consumers seem very 

‘fixed’ on using intermediaries in their search processes, it may be necessary for airlines to 

‘adapt’ to that behavior, as it may not be easily changed. 

Examination of themes revealed that there is a gap between what people claim to do, and what 

they actually do when observed. Hence, investigation of consumers’ knowledge of the various 

online actors helped to better understand the reasoning behind the chosen path to purchase. It was 

realized that consumers were often not aware of whom they were actually buying from, which 

became apparent by their ignorance about the different intermediaries. These findings were also 

related to the different age groups, as knowledge and attitudes varied. 

In order to answer the research question and fill in the research gap of this paper, a knowledge 

framework was proposed. This framework constitutes the five primary paths to purchase detected 
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in this study. The five paths were constructed based on the knowledge gathered from the 

quantitative and qualitative data collections, where an enhanced understanding of the different 

consumers’ behavior enabled the authors to map out their typical path to purchase. A dominating 

element in the design of this framework was the role of the Travel search engine, as it was 

discovered through the thematic analysis, that its role as an intermediary was more significant 

than initially anticipated. Although alternative paths might exist, these were the dominating paths 

discovered in this study.  

 

The outline of these paths are the authors’ way of closing the research gap and to clarify what 

consumers might do in that mysterious gap between going online and booking their ticket. The 

framework not only provides Icelandair with an enhanced knowledge of the various paths, but 

additionally emphasizes that their consumers do not all behave in the same way. By reviewing 

this framework, Icelandair should thus be able to better understand their different consumer 

groups and their preferred path to purchase.  

 

 

 

8. FUTURE RESEARCH 

 

As a consequence of the project’s novelty in an unexplored research area, it does contain some 

limitations. However, these limitations open up the possibility for future research, which are 

proposed to be the following.  

Firstly, it would be interesting to gain a more complete understanding of consumers’ attitude and 

knowledge of the difference between sellers and end-providers of airline products. This opens up 

possibilities for future research as it remains a mystery whether consumers are generally not 

aware of whom they are doing business with, or if they know, but just don’t care. The latter is a 

more challenge for airline companies, since if people recognize the role of the middleman (in this 

case, the Online travel agents) but still make the same choices, the task of winning consumers 

over is larger. In a future research it would therefore be interesting to see the difference in 
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behavior of consumers in two phases; before they are told about the role and implications of 

purchasing via Online travel agents, and after they are told about it, and thus see if they behave 

different. 

Second, it would be interesting to investigate how other external or individual variables can 

impact the consumer’s search process through these same three stages. For example income 

levels of households, educational level or even conducting the study in another geographical area 

with consumers of other nationalities. 

Lastly, this paper set out to contribute to the literature on online consumer behavior. However, 

general research in that area is under constant development, as technology continuously develops 

and changes consumers’ behavior. Hence, although this study has contributed to this research 

area, it is important to emphasize the importance of this field in the coming years and decades, as 

it will take up an increasingly larger part of general consumer behavior studies.  
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Appendix 2 

Interview with Gudmundur Thor Thordarson (project manager) at Icelandair Scandinavian 

Headquarters, on April 10, 2014.  

Interviewer: Lara M. Möller and Stine Østergaard 

Lara: So, can you tell us a bit about what the general problem is?  

Gudmundur: Our problem is that we want people to go use our channel to book their tickets. The 

other partners benefit from our marketing activities, and we do all the work, they get the benefits. 

And there are increasingly many consumers that do that – go to Google, go to meta search 

engines and online travel agents, but they don’t necessarily know what they are doing, but it’s 

more convenient for them. The online travel agents have such a strong position in the market that 

they have the power to direct people into their channels instead of ours. Even though people think 

that they are about to book with Icelandair, the online travel agents have the power to direct 

them into their booking system and book through their channels. 

The core essence of the problem is that we want to map up the path to purchase, know where we 

might have influence in it in our marketing activities, and how we could know our weak points in 
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this chain. If we take out the inspiration part, “I think I might want to travel”, and only think 

about when people know where they want to go, we want to get a better insight into how the 

consumers behave.  

 

Lara: Do you want to know where consumers start, e.g. Google, OTA, TSE? 

Gudmundur: It’s also like, what are their preferences. Why do people go this way, and not that 

way. What triggers them to go this way instead of that way. This is from a marketing perspective. 

But if the project will be about consumer behavior, then it should be from the consumer 

perspective. We want to know what they are thinking, and how we can benefit from that. 

We know what we are doing, but how can we do it better from the consumers’ perspective.  

Lara: What is the gap between what you know, and what you want to know? 

Gudmundur: The gap is that we don’t do any market research. Of course we do market research 

on our own material, but not on the consumer.  

We know where people booked their ticket from, but we don’t know how they got to that site. You 

can also see some fluctuations in this from year to year.  

For example travellink might have incredibly many bookings this years, but not so many the year 

after. We want to know what people are doing, and why they are doing it. We want to map this 

process up a little.  

We have no idea about the pattern that goes on until the consumer books his ticket. 

Also, for example, we could be paying an online travel agent a commission, but we yet would like 

people to find us on google or go directly into our system.  

Why is this becoming so more and more popular for people to travel search engines? Do they 

think they get the cheapest prices booking it through OTAs? It’s not always clear for us. We have 

experienced that we have cheaper price on our flights, but still people are not booking it directly 

from us. They are booking more expensive fares with Icelandair from an online travel agent. So 

it’s like about how the consumer trend is. It’s not only what they are doing, but also why.  
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A general trend in the society is changing, and it’s not changing for our benefit.  

Stine: What do you already know about this at the moment? 

Gudmundur: What we know about the consumer behavior, is, to say it very clear, we don’t know 

that much. We know from our numbers when people tend to book, whether its in the daytime or 

night time, or something like that. But that’s just from our data, from the Internet and tracking 

system. 

Stine: What is Icelandair’s target segment? 

Gudmundur: Icelandair’s target segment is many people. 40% of people don’t book through our 

web, otherwise they go to a travel agency or an online travel agent.  

Our target segment is a bit older, it’s 40+ and people that can afford to take a trip to Iceland or 

USA, nature lovers, and niche segments. Those who are interested in nature, outdoor activities, 

etc. 

If you would look at people in an Icelandair plane, these are people within that segment.  

But the trend, that people are booking their tickets via OTA’s, doesn’t necessarily fit to our target 

segment, but it could be interesting to understand what we have to be looking at for the next year.  

Here in Scandinavia, people tend to book in a shorter advance, like a month before or something. 

But 5-10 years ago people planned their trip way ahead. There was such a different approach to 

travel. 

Obviously you get information everywhere, you get bombarded with offers and information about 

everything. It gets thrown to your head. My theory is that people are more spontaneous today, 

and that’s why their booking pattern is like it is, they just go the easiest way.  

Stine: In terms of other service providers, who are your main competitors? 

Gudmundur: In Denmark we have Wowair, they compete with us on price. But otherwise, talking 

about N-America, it’s all airlines that fly out of Copenhagen, like SAS, Norwegian, all are our 

competitors. If we are talking about from marketing perspective, everyone is competing on price, 

and then Norwegian and SAS are our biggest competitors. They are competing fiercely to each 

other, and we are like SAS but on a much smaller scale.  
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Lara: But how is it when you are listed on online travel agents, to not being recognized for 

anything else but price, and not your added services? 

Gudmundur: Online travel agents are not interested in what we have to offer; they are interested 

in the money. And if the customers want to change their ticket, or change something, they are on 

their own. That’s why it is so bad that people book through those agencies. And off the record, I 

think slowly they are declining in the long run. There isn’t so much different to book through an 

online travel agent and through a low cost carrier. If you take Norwegian, for example, they 

don’t have the same problem as we have. They are everywhere, and people just go to their 

webpage to book the ticket. I bet they have 90% of their bookings through their own web and the 

online travel agents have minority of their bookings.  

What Norwegian is doing better, is that because they have a huge marketing budget? 

Norwegian also has a see-through product, and there we could compare them to an online travel 

agent. It’s like, they do it on the ‘mess’. They survive on the volume, and don’t care that much 

about each and every customer. But they know that they will come back if they have the right 

prices. So for Norwegian, it’s more of a commodity than a service. This also relates to the trend 

that people think more about travel as a commodity. People don’t care longer about which 

airline they fly with.  

What Icelandair did in 2008, we cut on all perks and food, started charging on food, hence our 

fairs got lower. Before 2008 we were an all-inclusive airline, but after 2008 we have always been 

trying to adapt to it, installing wi-fi, focusing on to make an experience. We are trying to get 

people to appreciate what we have to offer, beyond just the plane ticket. But it always get harder 

and harder, because competitors cut everything out, and it’s becoming taking a bus. People 

appreciate it when they have it, but it’s not a decision-factor when they have it.  

Lara: What do you consider being the main benefits and drawbacks of the online travel 

agents? 

Gudmundur: The benefits are that that some OTA’s have large brands, but for us to get bookings 

from them, is like we are dependent on them. But if they wouldn’t exist we wouldn’t mind them so 

much and they wouldn’t affect us so much. Then we wouldn’t be here talking. Then people would 

just go to airline’s webpages and book it there.  
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The benefits aren’t that clear. We work with some of them, but at the same time as we are 

working with them we are also competing against them. It’s a bit of a lose-lose situation to work 

with them. If you go to an online travel agent and search for a flight to Iceland, we would come 

up. We could benefit from having information about us in there, about the company, but not all 

online travel agents will allow it because people would then just step out of the page and go 

directly to our webpage.  

But like I said, some of them we have a better relationship with, and for some OTA’s we are a 

small player who they don’t even care about. They don’t make any money out of us.  

The drawbacks are much bigger than the benefits.  

Lara: Do you see a big chunk of your revenue coming from OTA’s 

Gudmundur: Yes they are always getting bigger and bigger, and are spending more on tapping 

into our marketing activities and don’t do anything themselves. They take from us, and they might 

give us some revenue back if people choose us. But in majority of cases people don’t choose us 

through Online Travel Agents. The competition is so fierce, so if we don’t offer the right price 

people don’t choose us. 

If you search Copenhagen-New York, you would probably get an online travel agent called 

Flybillet.dk on the top. Momondo has this feature now, a mouse-over feature, if you choose them, 

you can see that if you pay with a credit card, the fee is around 300 kr. So Momondo informs you 

about this, and not the OTA, that if you choose flybillet.dk, then you risk paying a credit card fee 

of 300. But in the search itself, the OTA appears the cheapest. And most people click on the 

cheapest without looking at this. In our mindset, we see the cheapest price, and we start looking 

at that. Even though later in the process they start adding these fees. I don’t know if it’s legal, 

and I think somebody is going to flag it as illegal. They are lowering their prices just to appear 

cheapest, just to add the cost later. Of course it doesn’t cost 300kr do pay with a master card. But 

they are competing so fiercely between themselves.  

It’s a valid question: would you pick the cheapest if you would know that there is added a credit 

card fee, or do you care about it? 
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Stine: What do you want to receive from us? 

Gudmundur: What is interesting for us is to elaborate on this research and a make some tests to 

adapt it to our marketing activities. Take it as a stepping-stone. As we are not doing those 

researches ourselves, all knowledge we can get is good, and we can work with it. Everything is 

beneficial.  

The interview developed into a casual conversation. 

 

Appendix 3 

survey questionnaire 

This is a short market research survey on behalf of Icelandair, conducted by two 
students from Copenhagen Business School as part of their master thesis. It will take 
around 3-4 minutes to complete.  
Your help is greatly appreciated!  
Before you start, please think of the last time you bought an airline ticket online.  

 

Gender 

(1)  Male 

(2)  Female 

What year are you born? 

(1)  Before 1946 

(2)  1946 - 1965 

(3)  1966 - 1976 

(4)  1977 - 1994 

(5)  After 1994 

 

Nationality 

(1)  Danish 

(2)  Icelandic 

(3)  Swedish 

(4)  Norwegian 
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(5)  Finnish 

(6)  Other __________ 

Have you used the Internet for booking an airline ticket within the last year? 

(1)  Yes 

(2)  No 

Think of the last time you wanted to travel by airplane. Where did you start looking for 

general inspiration? 

You can choose more than one option. 

(1)  General Internet search (e.g. Google) 

(2)  Airline webpages 

(3)  Online Travel Agent's webpages (e.g. Expedia, Supersaver) 

(4)  Travel search engines (e.g. Momondo, Skyscanner) 

(5)  Destination webpages (e.g. VisitDenmark, Iceland Excursions) 

(6)  Tour operators (e.g. Apollo, Star Tours) 

(7)  Travel agents (w. sales offices, e.g. Kilroy) 

(8)  Recommendations from others (friends, family, social media etc.) 

(9)  Other, please specify: __________ 

After getting inspiration and deciding on a destination, where did you go to learn about price 

and conditions of airline tickets? 

You can choose more than one option. 

(1)  General internet search (e.g. Google) 

(2)  An airline's webpage 

(3)  Online Travel Agent's webpages (Expedia, Supersaver) 

(4)  Travel search engines (e.g. Momondo, Skyscanner) 

(6)  Tour Operators (e.g. Apollo, Star Tours) 

(6)  Travel agents (w. sales offices, e.g. Kilroy) 

(7)  Other, please specify:  __________ 

After learning about ticket options, where did you end up booking your ticket? (if you 

remember the specific website, please specify) 

(1)  Airline's webpage: __________ 

(2)  Online travel agent's webpage (e.g. Expedia, Supersaver): __________ 

(3)  Travel search engine (e.g. Momondo, Skyscanner): __________ 
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(4)  Tour operator (e.g. Apollo, Star Tours) __________ 

(5)  Travel agents (w. sales offices, e.g. Kilroy) __________ 

(6)  Other: __________ 

How important were the following factors when finding and booking the ticket? 

 Very 

important 

Somewhat 

important 

Neither 

important 

nor 

unimporta

nt  

Somewhat 

unimporta

nt 

Very 

unimporta

nt 

Price of the ticket (1)  (2)  (3)  (4)  (5)  

Loyalty to a company  (1)  (2)  (3)  (4)  (5)  

Reputation of the booking 

site 
(1)  (2)  (3)  (4)  (5)  

Appealing advertisement  (1)  (2)  (3)  (4)  (5)  

Convenience of webpage 

(easy to use) 
(1)  (2)  (3)  (4)  (5)  

Recommendation from 

others 
(1)  (2)  (3)  (4)  (5)  

Ancillary services 

(entertainment system, food 

etc.) 

(1)  (2)  (3)  (4)  (5)  

 

Do you have one or more specific webpages that you usually visit when planning to travel? 

Please list and explain why you visit them: 

______________________________________________________________________________ 

 

How often have you flown with Icelandair within the last 2-3 years? 

(1)  Never 

(2)  1-2 times 

(3)  3-4 times 

(4)  more than 4 times 
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The last question is about your relationship with Icelandair. Please indicate your 

agreement/disagreement with the following statements: 

 Strongly 

agree 

Somewhat 

agree 

Neither 

agree nor 

disagree 

Somewhat 

disagree 

Strongly 

disagree 

Icelandair is my preferred 

airline carrier 
(1)  (2)  (3)  (4)  (5)  

When I fly with Icelandair, I 

purchase my ticket directly 

from their webpage 

(1)  (2)  (3)  (4)  (5)  

I think Icelandair is visible on 

travel search engines 
(1)  (2)  (3)  (4)  (5)  

I only choose Icelandair when 

they are the cheapest  
(1)  (2)  (3)  (4)  (5)  

 

You are almost done! 

If you wish to participate in the contest, please provide a contact email adress: 

____________________ 

Please indicate, if we can contact you for further questions 

(1)  Yes 

(2)  No, thanks 

 

Please click "finish", and you have succesfully completed the survey. 
We sincerely thank you for your time! 
- Lára and Stine, Master Thesis students at Copenhagen Business School.  
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Appendix 4 

Participant: Knud Østergaard  

Verbalization Report 

Name: Knud 

Østergaard Gender: Male 

Age: 1951 

(Baby 

Boomer) Nationality: Danish 

Familiar with booking tickets online (Y/N): Yes 

Time 

spent Time Behavior Verbalization 

  09:45 Goes to SAS I would go directly to SAS…  

    

searches flights 

on sas.com 

I’m looking for a ticket to New York. Picking the dates that 

corresponds to my  

      next vacation. First, I’m just curious about the prices… 

      
it depends on if I’m flexible on the dates… wow, that’s surprisingly 
cheap…I’m checking for dates, and big price differences 

    

considers other 

airlines to compare, I would consider other airlines… cant think of any… 

    

Googles 

'københavn-new 

york' 

or just Google the flight… I don’t know the search engines from each 
other, so I don’t go directly to them, and I’ve also become become 

skeptical about them after the negative attention in the media… here’s 

Lufthansa...Momondo....okay maybe I would check one of theses 

engines… skyscanner 

    

Directed to 

Skyscanner 

I don't have a preference for these search engines, but now we're 

here.…  

    

 Putting in same 

dates Billund?? Oh, I have to pick the airport…  

    

Reviews 

options at 

skyscanner these are with lay-overs… charles de gauelle, london… 

      

 I’m looking for direct options… I’m only gone for a week so it has to 

be 

    

 filtering 

options direct flight. I’m not used to these engines so it’s taking me a while. 

      Okay, so it's only SAS if I want a direct flight…  

    

checking for 1 

over-lay That’s 12-13 hours compared to 7 direct… the price difference is 

      

around 100 dkk… so my priority is time over money…of course, if 

the 

       price difference is significant, it does matter. But in this case, I would 

       choose SAS direct, as the difference is not too big 

    
Goes back to 
SAS 

I would go back to SAS… but if the offer is much better at this place 
(OTA), 

       I would probably just book it here… but out of principles, 
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I think one should buy from the company, and not some booking 

agent…I think it’s unfair, but I’m not holy, if there's many money to 

save, Im not buying from SAS... 

      
I’m in doubt about who I’m buying from here. It says SAS, but it also 
says skyscanner, so it’s probably skyscanner.  

19 

min 10:04 Books 

Then I would book with SAS, unless they were significantly more 

expensive.  

 

We would like to focus on the path you took from going online to booking (or pretend to booking) 

the ticket. Overview of what you did: You went directly to SAS, and to compare you would 

consider other airlines. As you couldn’t think of any and you don’t know the search engines and 

therefore won’t go directly to them, so you went to Google, and ‘googled’ the flight you were 

looking for. You are also a bit skeptical about the search engines because of negative attention in 

the media. Then you went to skyscanner from google and searched the same flights there.  Your 

priority was time over money. Then you went back to SAS to compare the prices to what you 

found on skyscanner.  You were actually in doubt of who you were buying from, whether it was 

SAS or skyscanner, but out of principle you booked your ticket via SAS and not via an OTA.  

-Correct (Knud) 

Interview 

Where do you generally search for inspiration for travels? I would go online. For example 

Brazil, if I know somebody who’s been there I would ask, but I would probably just do a random 

search to get an idea of prices and view my possibilities. So I would do some research.  I don’t 

think SAS flies to Brazil, so I will do some research before deciding on a destination. Then I 

would buy a book or something, but only after almost deciding where to go, and search what to 

see, what to do etc.  

Why did you start your search on SAS? I don’t know, I’m probably loyal to the Danish aspect 

of the company. 

So is it because of loyalty to the airline? Yes, and to the remains of a national airline company, 

as I’m afraid the direct flights to and from Copenhagen won’t be as big of a priority to other 

companies. So we will be forced to do over-lays – especially with business travels – that would 

make me sad… I hate to wait! 
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Would your choices have been differed, if we had given you free choice of destination? If 

you had said e.g. Paris or London, I would still go to SAS, as I know they fly to these 

destinations. But for overseas flight, it also depends on time of departure and how long time it 

takes. I am willing to pay a premium for not wasting time. Price is not my top priority, and I’m 

willing to pay for benefits.  

 

Appendix 5 

Participant: Christopher Gabel 

Verbalization Report 

Name: 

Christopher Gender: Male 

Year born: 

1958 Nationality: Danish 

Familiar with booking tickets online (Y/N): Yes 

Time 

spent Time Behavior Verbalization 

  11:37   if I want to go to N-America, it's going to be to Boston 

      
I would always go first to SAS of a principle to see if they have 
cheap tickets 

    Goes to SAS.com 

I always think they give the best tickets. I’m going to go in the 

fall 

      
break, on a Saturday, and then go home in one week. I’m just 
going to press search to see what comes.  

      

I can see that if SAS is going to do this for me, the cheapest is 

around 6300. I don’t think that’s surprising 

      Because earlier I have found that KLM is a good alternative, so  

    
 

I’m going to check that out. 

    

 Goes to Royal 

Dutsch airlines They don't fly direct but I can handle one stop 

    

Chooses the same 

dates 

Normally I don't care about departure times, I just want to check 

the prices here I am a bit confused over what the price actually is 

      

Here I can see that KLM is able to do this for 4100 kr, which is 

cheaper than SAS 

    Google Copenhagen to Boston 

    

Is directed to 

Momondo   

    

Chooses the same 

dates 

I can see here that it looks like that Icelandair is the cheapest 

option, with one stop in Iceland for 4500 

      This is 400 kr more expensive but I save travel time of 3 hours 

    Presses the link 

Now I’m directed to Flybillet and I would never book the ticket 
through there, but here I can see the details of the flight, and 

having some time in Iceland would be nice 
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But I would never book the ticket through flybillet.dk. I want to 

have the airline responsible if something goes wrong.  

    Goes back to SAS I would go back here and check out the prices and go further 

    Presses ‘continue’ Here I can see that it's not a direct flight 

      
This is a long trip, and it doesn't say how long it takes to get to 
the destination and that annoys me.  

    

Compares arrival 

times between SAS 

and Icelandair   

    

 

The Icelandair is my choice because the price is ok, and the 

flight time is the best 

    Goes to Icelandair.dk I’m going to see if they can do the miracle for me here as well 

    

Chooses the same 

dates 

Icelandair is 150 kr more expensive than the one through 

flybillet but I don't care 

      Here they tell me that I get economy class special, which is fine 

      

The reason for i skip HLM is the trip down to holland and from 

there to the US which is a de-tour 

21 
min 11:58 

Books the ticket via 
Icelandair 

While by going to Iceland and from there to US is more like a 
direct flight 

 

Overview of what you did:You went directly to SAS out of a principle. Because of satisfying 

previous experience you checked the prices at KLM as well. Then you decided to ‘google’ the 

flights, and found out that Icelandair was flying there, and it actually was the cheapest option. 

You were directed to flybillet, but would never book your ticket there as you want the airline to 

be responsible if anything goes wrong. You went back to SAS to check the details of the flight, 

and realized that it wasn’t a direct flight, and it annoyed you that it didn’t say how long it would 

take you to get to the destination. Then you went to Icelandair’s webpage to compared departure 

and arrival times between Icelandair and SAS, and figured out that icelandair’s flight time was 

the best, but realized that Icelandair’s ticket was more expensive there than via flybillet, but you 

didn’t care. The reason for why you skipped KLM was the trip to Holland which is a de-tour, 

whereas going to Iceland is more like a direct flight. So you booked the ticket via Icelandair.  

-Correct (Christopher) 

Interview 

Where do you generally search for inspiration for travels? “I would never use the Internet for 

that, I simply use the information I have in my head. I have maybe read articles, books, and 

Børsen Weekend sometimes has travel articles I read. So I would never use the Internet, and 

always the information I have in my head”. 
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Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? … why?/why not? “I would always check SAS first because 

that’s just a habit. But if I should be very specific, I would go to CPH lufthavn.dk and see what 

airlines have been coming in or are flying to Boston, and then go from one airline’s webpage to 

the other to check the prices, if I want to be very specific. I prefer not to fly with Norwegian 

because I have heard that they have been having some troubles. When we went to Portucal this 

summer I didn’t know enough about who was flying to Lisbon, so then I went to cph.dk to see the 

incoming flights and then checked the prices of those airlines”. 

Would your choices have been differed, if we had given you free choice of destination? No I 

wouldn’t have done it different. I always start by going to SAS or cph.dk to see the prices. 

Do you consider who you are doing business with? If it’s an airline, an OTA, etc.  Yes, much. 

I don’t want to do business with OTA’s, only airlines. I do anything I can to avoid the OTAs.  

Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that even though you are flying with SAS your ticket actually belongs 

to billetkontored and if you have troubles with your flight, it’s not SAS that can help you 

because the ticket doesn’t belong to them? Yes I am very aware of that. I want to pay more in 

order to purchase a ticket from an airline’s webpage, instead of through for example flybillet.dk. 

What is your primary focus when looking for this ticket? Price? Airline company? Or? 

Price level is most important, after that it’s convenience in relation to flight time and stopovers. I 

would always choose a direct flight. If SAS would have cost 200 kroners more for a direct flight, I 

would have chosen SAS. But now it was so much more expensive, and that’s why I chose 

Icelandair and was okay with stopping over in Iceland.  

 

Appendix 6 

Participant: Lene Andersen 

Verbalization Report 

Name: 

Lene 

Andersen Gender: Female Destination: Florida 
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Year born: 

1959 

Nationality: 

Danish Have you been there before? Yes 

Familiar with booking tickets online (Y/N): Yes 

        

Tim

e 

spen

t 

Ti

me Behavior Verbalization 

  
20:
05 

Decides on a 
destination I want to go to Florida 

    

goes to 

skyscanner.com  I will look at flights for…. Orlando!  

        

    

Applying filters to 

shorten the flight This one is very long, so I'll shorten the time filters…  

    
weighs price vs. 
Time 

I’m looking for one of the cheap(er) tickets, but with less travel time. 
Now that I’ve reduced the time, they are more expensive 

      

I’m considering the various options… its a compromise;  how much 

more will I pay for not wasting my time in an airplane 

 

    

Finds the best fit 
between time and 

price So I’ve found one, where the compromise suits me 

      I would just pick this one 

11 

min 

20:

16 

Picks the chosen 

option of 

Skyscanner 

if this was a real situation, I would consider times of landing vs. how 

long it took me to get to my hotel, etc., and maybe re-evaluate my 

choice based on that.  

 

Overview of what you did: After picking a destination (Florida), you went directly to Skyscanner, 

evaluated time vs. price and picked an option (from Skyscanner), based on that. 

 –Correct (Lene) 

Interview 

Where do you generally search for inspiration for travels? If I have a couple of options I’m 

considering, I would read about them first e.g. in Lonely Planet (book) or research online to see 

what’s interesting. If, for example, I’d never been in Rome, I might use the tour operators to see 

what they suggested because that could then give me an idea about what’s to see in the area, and 

then move on and read about it, before purchasing my travel. But if I’m going to, say, Myanmar, 

I would probably buy a travel book to read about it, before buying such an expensive trip.  
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Do you ever check the airline’s own webpages? Hmm, no, well, I’m a member with SAS, so I 

might check them, but I’m not using them if their competitors have other options. But I will use 

them to compare with the results on the search engines.  

Would your choices have been differed, if we had given you free choice of destination? Yes, I 

think so. I would spend more time researching if the travel had a specific purpose, or if I was 

depended on public transit etc.  

Do you consider who you are doing business with? If it’s an airline, an OTA, etc. No, only in 

the sense that, if a certain company has gotten some bad press, then that would make me stay 

away.  

Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that you are forth fitting a number of rights? Well I’m counting on our 

own travel insurance, so no.  

Why did you use Skyscanner? Probably because it gave me the best options last time I checked. 

Had it given me some bad options in terms of price or time, then I would check other options, e.g. 

Momondo.  

 

Appendix 7 

Participant: Tine Jørgensen 

Verbalization Report 
 

Name: Tine 

Gabel Gender: Female 

Name: Tine Nationality: Danish 

Year 
born: 

1958       

Familiar with booking tickets online (Y/N): Yes 

Time 

spent Time Behavior Verbalization 

  10:25 Momondo  

I go to Momondo to get an overview over all the possibilities. I’m 

going to New York in the fall break. What I often do is to choose a 
direct flight as I’d rather not to stopover.  

     Chooses flight Then I can rather choose one stop afterwards if it is too expensive.  
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      I'm going to change this date to Friday because I can see it's cheaper 

      
Then I usually check is the time of day I fly, because I think that's 
very important 

    

 Chooses one 

stop 

Here it is only Norwegian I can fly with, so this didn't give me so 

many options. Then I will choose one stop and see what happens.  

      
Okay then I can also fly with Air Berlin, but I really don't want to 
do that, so Norwegian is going to have to be okay.  

      

That is direct, and a bit more expensive but that's the one I want. So 

I actually have an opinion in what airline I’m flying with.  

    Norwegian.no 
Now I will go to Norwegian to check if there are any differences 
between departures or prices 

    

Chooses the 

same dates Okay so it's kind of the same 

      
But there is something called low-fare and flex and I think I have to 
check what that means 

    

Chooses low-

fare flex with 

same dates It's funny that it doesn't say what the difference is between those 

    

Goes back to 

Momondo Okay so it was this one I was thinking about (norwegian) 

    
Clicks on the 
link 

Now I want to see the details of the flight. It's not always that you 

book the ticket through Momondo, but you just do it to get the 
overview.  

      

I would not book the ticket through here, and if the prices are the 

same on Norwegian, I want to book them there.  

    
Goes to 
Norwegian 

This will take me 7 hours and 20 minutes and it's exactly the same 
price as it was on Momondo. I book the tickets here.  

10 min 10:35 Books the ticket   

 

Overview of what you did:You went to Momondo to get an overview and comparison between 

prices, departures and stops on the way. You found some interesting ones, and went to the 

Norwegian’s webpage to see if the prices were the same. And if they were the same, you would 

always book it through the airline’s webpage. 

-Correct (Tine) 

Interview 

Where do you generally search for inspiration for travels? I use the Internet, 

recommendations from others and books.  

Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? … why?/why not? I always visit MOMONDO.  
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Would your choices have been differed, if we had given you free choice of destination? No, it 

would have been the same. I’m not tied to having a bonus card at SAS, so I’m not controlled by 

anything like that.  

Do you consider who you are doing business with? If it’s an airline, an OTA etc.  Yes, I do. It 

means a lot which airline I am doing business with. I want to fly with someone I trust and is 

established.  

Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that even though you are flying with SAS your ticket actually belongs 

to billetkontored and if you have troubles with your flight, it’s not SAS that can help you 

because the ticket doesn’t belong to them? Yes, and that’s why I always go to MOMOND only 

to have an overview, but then go to the airline’s webpage to do business with the airline.  

What is your primary focus when looking for this ticket? Price? Airline company? Or? 

Price, stops, time schedule, and what airline it is. I wouldn’t for example fly with Air Berlin, or 

Malaysian air.  

 

Appendix 8 

Participant: Ásdís Kristjánsdóttir 

Verbalization Report 

Name: Ásdís 

Kristjandottir Gender: Female 

Year born: 1976 Nationality: Icelandic 

Familiar with booking tickets online (Y/N): Yes 

        

 Time 

spent Time Behavior Verbalization 

  

 12:0

0 

Goes to 

Icelandair.is 

I would always start by going to Icelandair because that’s just 
something I always do. I’m going to go to Boston so I try to find 

the cheapest ticket over a weekend in December.  

      
Okay actually over a weekend its quite expensive but from 
Tuesday to Tuesday is very reasonable 

    

goes to 

dohop.com 

Now I'm going to open a new window and check the prices on 

dohop because I recently learned that I should do that. I think this 

is a website that finds the cheapest flights.  
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Chooses the 

same flight   

    

is directed to 

expedia Expedia??? Is that an airline 

      

Here I have a price where I can see that I’m flying with Icelandair 

but I wouldn’t completely trust it so I’m going back to 

Icelandair’s webpage to see if I’m getting the same price 

    
 Goes back to 
Icelandair.is 

I would book the airline ticket at Icelandair.is and just compare it 
to what I found on expedia 

12 min 12:12 Books ticket 

I would book the ticket on Icelandair because I don’t completely 

trust the other webpage 

 

You went to Icelandair.is to check the price, then you went to Dohop to see what airlines were 

also flying to the same destination, but you don’t really trust it so you book the ticket via 

Icelandair, or other airline you know and trust. “Yes that is correct. Because of trust I would 

always go to the airlines webpage to book it, but use Dohop to find the airline that has the best 

deal. If Dohop would have told me that easyjet had the cheapest ticket, I would have gone to 

Easyjet’s webpage to purchase the ticket”. -Asdis 

Interview 

Where do you generally search for inspiration for travels? If I’m reading magazine that talks 

about interesting places, then often I get an idea to go somewhere. So I get inspiration first from 

articles, then from advertisement, recommendations from others then I go to Google.  

Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? … why?/why not? I always go to Icelandair and Wowair 

because that’s just something I always do.  

Would your choices have been differed, if we had given you free choice of destination? I 

would have checked Wowair as well, so always Wowair and Icelandair. 

Do you consider who you are doing business with? If it’s an airline, or an OTA, etc. Well I 

thought Expedia was an airline. In this case I thought that Icelandair had the ticket but Expedia 

would get some commission. But what matters the most is safety. I trust Dohop but I don’t trust 

Expedia.  

Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that even though you are flying with SAS your ticket actually belongs 
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to billetkontored and if you have troubles with your flight, it’s not SAS that can help you 

because the ticket doesn’t belong to them? What? No I had absolutely no idea about that.  

What is your primary focus when looking for this ticket? Price? Airline company? Or? First 

and foremost price, but if im going to a London, it’s a drawback to land on Heathrow. The USA: 

price and convenience, then I would fly with Icelandair because I need the entertainment system 

for my kids. To Europe: price and what airport I will land on. I like smaller airports better, 

everything runs smoother” 

What would you have done if the ticket was much cheaper at Dohop? “If it would have been 

much cheaper on Dohop to purchase the ticket I would have call Dohop to get assistance. But 

because of trust I would always go to the airlines webpage to book it, but use Dohop to find the 

airline that has the best deal. If Dohop would have told me that Easyjet had the cheapest ticket, I 

would always go Easyjets webpage to purchase the ticket”. 

 

Appendix 9 

Participant: Thomas P. Helms 

Verbalization Report 

 
Name: 

Thomas 
Helms Gender: Male 

Age: 1974 

- Gen X Nationality: Danish 

Familiar with booking tickets online (Y/N): Yes 

        

Time 

spen

t 

Ti

me Behavior Verbalization 

  
15:
32     

    

goes to 

Expedia If I’m going to Orlando I just go straight to Expedia 

    
selects 
dates I would never ever do two stops to go to the us and therefore click one stop 

      

I know that 18 hours is way too long, so I sort them on flight duration, here is one 

that is 12 hours with one stop but it’s also too expensive.  

    

scrolls 
down 

Expedia 

For me it's basically is a balance between flight time and price. Sometimes I go to 
Expedia for the overview. Then if SAS has a flight on reasonable price, I go to 

their webpage.  
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I have a gold card from SAS so I prefer to fly with them. In this instance there is a 

SAS ticket available.  

    

Goes to 

SAS 

For some reason it keeps asking me of country and language and thats a bit 

annoying. I log into SAS and redo the search here.  

      

Here are some options but I look for one with only 1 stop. I also try to avoid 

Washington airport because I hate that airport.  

      In this case, that's unfortunately with flight times and duration that fits best 

13 

min 

15:

45 

Books 

via SAS 

So I book the one through Washington because that fits with arrival, duration and 

flight time 

 

Overview of what you did:You went straight to Expedia to check the prices, saw that SAS was 

flying to your preferred destination and then went to SAS to find the ticket. You tried to avoid 

some specific airports, and you wanted only one stop. You picked the flight that fitted best with 

your desired flight time and duration. Is that correct? 

-Correct (Thomas) 

Interview 

Where do you generally search for inspiration for travels? There is not really any specific 

websites or anything. It’s a lot from reading magazines. My next trip is going to be to Tokyo 

because my friend lives there. It’s more these things that decide where I go. Use wallpaper guide 

for travelling to larger cities. But that’s more after deciding where to go.  

Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? Why?/why not? If it’s within Europe and I know SAS is flying 

to that destination, I typically go to SAS. If it’s outside Europe, I typically go to Expedia. Once or 

twice I have used MOMONDO. I use it because it searches all possible flights. I’m looking for 

the combination of flight time, price and duration.  

Would your choices have been differed, if we had given you free choice of destination? It 

depends on where I am going. Within Europe I look at SAS and if it’s on a reasonable price I 

book the ticket there. But if SAS was very expensive, then I go to Expedia to search for budget 

ticket.  

Do you consider who you are doing business with? If it’s an airline, an OTA, etc. Not really. 

I don’t really mind if im buying it from expedia or from SAS directly.  
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Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that even though you are flying with SAS your ticket actually belongs 

to billetkontored and if you have troubles with your flight, it’s not SAS that can help you 

because the ticket doesn’t belong to them? No I actually didn’t know that. But that’s very 

interesting – I had no idea.  

What is your primary focus when looking for this ticket? Price? Airline company? Or? 

Obviously price, but for long haul flights its more the total flight time and the stopovers because I 

don’t want to get stuck for 6 hours at an airport.  

 

Appendix 10 

Participant: Julia Waldhauer 

Verbalization Report 

 
Name: Julia 

Waldhauer Gender: Female 

Year born: 1975 Nationality: Danish/Latvian 

Familiar with booking tickets online (Y/N): Yes 

        

Time 

spent Time Behavior Verbalization 

  

 11:3

4   

Okay, so I choose New York. And I'm immediately 
starting to think about airline companies. I’m 

considering Norwegian, because I heard they are flying 

to New York and I know they are not that expensive.  

    Goes to Momondo 

Otherwise, I would use Momondo, I like that page. I can 

get an overview, and it shows me who is flying, and 

what packages can be combined.... 

    
Reviewing findings at 
Momondo 

I only want the direct flights… and I’m looking at 
departure times, as I am dependent on public transport.  

    

Looking at SAS at 

Momondo This one could be a possibility…  

    

Goes back to reviewing 

options  

I’m looking at the price differences between direct and 
over-lay flights and considering how long I would have 

to wait and considering how long I would have to wait 

      

I’m looking at the various flight companies (at 

Momondo’s search results)…I will spend some time 
researching reputations of airline companies and I would 

rather pay a premium for a company I trust... 

      
If I'm flying alone, its okay with a lay-over, but with my 
daughter, I would never do that – it stresses her out.... 

    Picking an option from I like this one because of the price - even though it’s not 
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Momondo a direct flight. 

    Directed to Flybillet 
I’m considering the extra options and expenses… I think 
is fine…  

  11:46 Books at Flybillet I would pick this one  

 

Overview of what you did: You went straight to Momondo as you think it gives you an overview 

of who is flying. You would spend some time researching on each airline option, and rather pay a 

premium for a company that you trust. You would avoid layover when travelling with your 

daughter. You found your flight on momondo, were directed to flybillet and booked it there.  

-Correct (Julia) 

Interview 

Where do you generally search for inspiration for travels? I have a lot of plans, I just don’t 

have the money yet (laughs). I usually Google the destination, and consider what kind of vacation 

I want, what’s my goal, do I want museums or shopping, etc. I use Expedia a lot, as they have a 

lot of good information I can use. I can get a lot of inspiration that way, and for example see if 

they have something for kids. I also consider if people have made bad reviews. 

Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? … why?/why not? Would your choices have been differed, 

if we had given you free choice of destination? I use Norwegian a lot in Europe! I actually 

don’t compare to other companies, as I’m usually pretty satisfied with Norwegian. If Norwegian 

is flying to that destination, I go directly to them. If I’m flexible with time, I will use their low-fare 

calendar to see when it’s cheaper to fly. 

So you actually also use their site to plan your trip? Yes, then I’ll for example consider the 

various weekends and what fits the best compared to price etc. But if they don’t fulfill my needs, I 

will go to MOMONDO or just Google for search engines. Travelmarket?! Maybe that’s what it’s 

called…  

So you only end up at MOMONDO, if you can’t use Norwegian? Yes, then I would also look 

at SAS. If I know where the companies are flying, I just go straight to them. I should probably 

spend more time on comparing various options than I actually do. I choose the one I’ve tried 

before. 
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What is your primary focus when looking for this ticket? Price? Airline company? Or? 

Price is not as important as feeling secure with the company, and it differs if I’m travelling alone 

or with my daughter – then her needs come first and price is not as important.  

 

Appendix 11 

Participant: Sverrir Thordarson 

Verbalization Report 
 

Name: 

Sverrir 

Thordarson Gender: Male 

Year born: 

1976 Nationality: Icelandic 

Familiar with booking tickets online (Y/N): Yes 

        

Tim

e 

spen

t 

Ti

me Behavior Verbalization 

  
19:
43 

Goes to 
Momondo 

When there are many flights going to the destination, then Momondo gives 
me a good overview over the offers and the prices 

    

Find flights 

to Boston 

I want to go to Boston. Now I’m just checking the prices, and it’s also 

important that there are not many stopovers.  

      
If it's only one stop, then I would basically always choose the one that is 
cheapest.  

    

Clicks on a 

flight on 

Momondo   

    

Swissair 

and 

Lufthansa   

    

Is directed 
to 

flybillet.dk 

Now I’m looking at the details of the flight. I would choose this flight 
because the travel hours fit well and the flight home is shorter than on other 

flights I see here.  

    
Goes to 
Swissair Now I just want to check if the prices are the same for each leg 

    

Chooses 

departure 

dates Okay I can see that the prices are the same 

    

Goes to 

lufthansa   

    

Chooses 

dates Here I can also see that the prices are the same, actually a bit more expensive 
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Goes back 

to 

Momondo Okay so I would choose this flight (Swissair and Lufthansa) 

    
Clicks on 
the link   

    
Is directed 
to an OTA 

And I would just book it here because it saves me the time of having to go 

and book it at individual airlines, and also I don’t risk that the prices of one 
leg rise while I’m booking the other one.  

24 

min 

20:

07 

 Books the 

ticket 

  

Overview of what you did:You went first to momondo to get the overview, see who is flying to 

the destination, and then you went into each webpage (flight to and flight from) and checked if 

the prices were the same. As they were the same, you booked through MOMONDO because it 

saves you time and you don’t risk that the price for the one leg gets higher while you are booking 

the other.  

-Correct (Sverrir) 

Interview 

Where do you generally search for inspiration for travels? It depends on which season it is, 

for example if it’s for a summer holiday or winter holiday. But if I travel within Europe, I usually 

go and check what trips are available from Kastrup on cph.dk, and it also depends on if I want to 

go to a beach or to a city. However it’s not really the destination that matters, but the experience 

that I seek. So if the experience that I want is to go to a city, then it doesn’t really matter if its 

Berlin or Paris, just that the hotel and ticket are within my price range.  

Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? … why?/why not? Well if I go to Iceland I just go straight to 

wowair.dk and icelandair.dk and compare the prices. But if I’m going somewhere else then I 

often start by going to Easyjet and Norwegian because I have flown with them before and have 

usually been happy. But then if I’m going to a more complicated place, a small place in Turkey 

for example, I go to MOMONDO because they give me the overview over how I can get to those 

places. There I get an overview of x amount of airlines, which would take me a long time to figure 

out myself. Then I would do the same as I did before, I always go to the airline’s webpage to 

check the individual flights (back and forth) at those airlines I saw that are flying to the 

destination to check the prices.  
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Where would you book the ticket in that case? If the prices match, then I would book at 

MOMONDO. If they don’t match, then I would book at each airline.  

Would your choices have been differed, if we had given you free choice of destination? With 

free choice of destination, and I would be going within Europe, I would start by checking Low 

cost airlines that are flying from Kastrup. But I would also check MOMONDO to see if they have 

the same prices as well.  If it’s a complicated and long trip I always start at MOMONDO. But 

other ways I check what airlines are flying from Kastrup and go to their webpage.  

Do you consider who you are doing business with? If it’s an airline, an OTA, etc. No, that 

doesn’t matter to me. Okay maybe not completely true. If the price would be the same to N-

America with Lufthansa and Icelandair, I would choose Icelandair. But basically it’s about who 

is cheaper.  

Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that even though you are flying with SAS your ticket actually belongs 

to billetkontored and if you have troubles with your flight, it’s not SAS that can help you 

because the ticket doesn’t belong to them? What? No I had no idea about that.  

What is your primary focus when looking for this ticket? Price? Airline company? Or? 

Price.  

 

 

Appendix 12 

Participant: Christina Homayoun 

Verbalization Report 

Name: Christina 
Homayoun Gender: Female 

Age: 1989 Nationality: Danish 

Familiar with booking tickets online (Y/N): Yes 

        

Time 

spent Time Behavior Verbalization 

  11:16 Goes to Momondo I will go to Momondo 
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I'm going from Copenhagen to New York and on the 1st of 

september for a week 

    Search flights 

Okay then depending on if you are a little flexible which I 

usually am,  

      I would look at the "month line" and find the cheapest flight 

    
Scrolls down 
Momondo 

Then I would look at the top searches and see the prices for 
that.   

      

Okay then this flight is with british airwaves and the other one 

with Norwegian, 

       and this is also a direct flight while the other one is one-stop. 

    Go to Norwegian  Then I go to their webpage and see their price calendar. 

      
 There are always a couple of pages I would always check out 
to see the prices, for example 

      easyjet and norwegian because they tend to have good prices 

    

Checks prices on 

Norwegian 

If I was totally flexible, then I would choose the cheapest 

flights  

      on Norwegian, and I can see that is 3763 

    Goes to Momondo 

The flights are still cheaper, but I wouldn't click on them 

because I don't want a third party  

      

involved in my purchase. So i go to british airwave's webpage 

and find the same flights there 

    

Goes to British 

Airwaves   

    

Finds the same 

flight   

    

Continues to check 

out 

Okay so this one is a lot more expensive than the one on 

norwegian because  

      

I'm  paying more to get a direct flight. The good thing about 

momondo 

      

 is that you can get a quick overview, but when you go to the 

actual sites there  

      

will be a lot of add ons, so if there are any issues you will 

contact the OTA  

      and the airline back and forth. So with that knowledge  

      
I try to cut out the middle men, it just becomes to complicated 
and by doing it the  

      other way it is just more flexible 

    
Goes back to 
Norwegian   

16 min 11:32 books the ticket 

I would book the ticket via Norwegian because it's a small 

amount more expensive 

      
 than Momondo and it's a direct flight In that sense, 500kr is 
not that much of a difference 

 

Overview of what you did:You went straight to momondo and look at the ‘month line’ as you are 

quite flexible with dates. You would look at the top searches and see the prices. You found two 

flights, one with British airways and one with Norwegian. Then you went to each airline’s 
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webpage to compare the prices to what you found on momondo. The flight with Norwegian was 

cheaper on momondo than on its website, and the flight with British airways was a lot more 

expensive on its website than on momondo. You added that the good thing about momondo is the 

overview, but when you were going to check out there were many add-on’s to the flight, as well 

as if there are any issues you might get in trouble. Therefore you try to cut out the middle man 

and book the ticket through Norwegian, even though it is a bit more expensive.  

-Correct (Christina) 

Interview 

Where do you generally search for inspiration for travels? It kind of depends because some of 

the places I go to, it to visit family. That’s why I have been many times to Dubai and LA. Then my 

inspiration is visiting them. Visiting trips are quite frequent. I have been to a lot of European 

capitals but that’s more out of convenience as it’s easy to go there for a couple of days. But if I 

had to find something completely new, recommendations from other mixed with the combination 

of what I find myself would be my inspiration.  From a more practical point of view it also 

depends on cost and time to travel, if I was to compare it with other destinations.  Momondo I 

would only go to if I knew already where I was going.  

I would say that I kind of skip the inspiration phase, because I have been on a lot of the places 

myself. But I would probably go and search for overall information on the Internet, if I was going 

to for example S-America. Then I would have to read about the countries in order to get an 

overall feeling for them.  

Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? Why?/why not? The one I most frequently use is Momondo, 

because it gathers all the different airlines and to get the overview and see the top airlines, and 

then go to their individual webpages. For certain destinations, for example London, I would 

always check Easyjet.  

Would your search behavior have been differed, if we had given you free choice of 

destination? No, it would have been the same.  
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Do you consider who you are doing business with? If it’s an airline, an OTA etc. Yes, I do. If 

MOMONDO redirects me to the airlines’ page, then it’s just a faster way for me. But in terms of 

online travel agents – then I wouldn’t use them. 

Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that even though you are flying with SAS your ticket actually belongs 

to billetkontored and if you have troubles with your flight, it’s not SAS that can help you 

because the ticket doesn’t belong to them? Yes, and that’s also why I don’t want anything to do 

with them. For example with Flybillet, there is always some hassle if I need to change my ticket. 

If you book a ticket through Flybillet, you can’t change the name of if you can’t go. But if you 

book it with SAS then you can change those information and the ticket isn’t completely lost.  

What is your primary focus when looking for an airline ticket? E.g. price, convenience, 

service, etc. Price would of course always be a big influencer, because right now I wouldn’t be 

able to buy an airline ticket for 10.000. But if there is a minor difference in price, I would look at 

the convenience and skip a lot of hours in the airport if I’m changing flights. I want the 

convenience, but it also depends on what it costs and also on how long the flight is, then I would 

be willing to pay a bit more to get fewer stops. Service is also important if there will be a 

problem.  

 

Appendix 13 

Participant: Michala Møller  

Verbalization Report 

 
Name:Michala 

Moeller Gender: Female 

Age: 1989 Nationality: Danish 

Familiar with booking tickets online (Y/N): Yes 

Time 

spent 

Tim

e Behavior Verbalization 

  

09:3

1     

    

goes to 

momondo 

I start with momondo because that's my initial start, and actually 

since im booking a  

      

ticket to N-America i go here because I don't know any airlines 

that fly to n-america 
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      In other cases i would to another site 

      
okay I’m going go to torondo, and I’m going choose some time in 
November, if I’m booking  

      a ticket for this week its going pretty expensive 

    still on momondo okay choose this, and search the flights 

      

what i like about momondo is that it shows prices for the entire 

months, so I think 

      that is pretty useful 

      

it tells me the cheapest, quickest and the best ticket. 3811, that's 

pretty cheap actually 

      okay then it tells me that its two stops. The quickest one is  

      1000 kr more expensive, but its 6 hours less travel time 

    

searches 

momondo 

this is usually what takes me some time because im trying to 

evaluate all the alternatives 

      

to be honest, I would go with the first one which is the cheapest 

one even though its the longest one 

    

presses the flight 

and goes 

okay so I press here, and that takes me to Tripmonster. I have 

actually never seen this site before 

    to tripmonster 

okay so this is the flight that I found, then I am going to choose 

this 

    

Goes to 

skyscanner.net From way back I've been recommended to check skyscanner, 

       and I always find that an easy comparison site. I always do 

      

skyskanner.net, not .dk. Okay so Denmark to Toronto, and the 

same month,  

      November, from the 4th to the 11th.  

    

Finds the same 

flight Okay so 4.078 is the cheapest one, and actually the travel time  

      is more so this is more expensive. I don't think that all 

      

airlines are actually included on this site. This one for example 

doesn't include united airlines.  

      If this one was cheaper, I would most likely go with this one,  

      but I like the Momondo site more because it's more flexible 

      

and I can see the whole month which I like a lot. So im not gonna 

go with this one.  

14 min 

09:4

5   

Result: Go through Monondo and to Tripmonster and book the 

ticket there.  

 

Overview of what you did: 

You went to Momondo because you don’t know airlines that go to N-America, and you thought 

Momondo could give you a good overview of combined flights. You also thought about who you 

were flying with, which in this case was SAS. You were also pretty sure that the search engine 

would direct you straight to the airline’s webpage, and not to the OTA’s webpage. But in the end 

you didn’t mind booking it through the OTA anyway. 
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-Correct (Michala) 

Interview 

Where do you generally search for inspiration for travels? I use Google and Search engines 

definitely. It’s also based on my network and Facebook and where my friends have been.  

Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? … why?/why not? If there is some place I have never been 

before I always go to Momondo. And I would always compare flights among airlines, for 

example Norwegian and SAS. When I’m going to US and N-America I would always run it 

through these things.   

Would your choices have differed, if we had given you free choice of destination? Yeah then 

I would probably have gone to an airline’s webpage.  

Do you consider who you are doing business with? If it’s an airline, an OTA, etc.  No, I don’t 

mind doing business through, e.g. Tripmonster.  

Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that even though you are flying with SAS your ticket actually belongs 

to billetkontored and if you have troubles with your flight, it’s not SAS that can help you 

because the ticket doesn’t belong to them? Oh really? I didn’t know that.  

What is your primary focus when looking for this ticket? Price? Airline company? Or? 

Right now as a student, it’s definitely price. But as soon as I get a full time job I’m definitely 

going to think more about convenience.  

 

 

Appendix 14 

Participant: Marie-Louise 

Verbalization Report 
Name: Marie-

Louise Krogh Gender: Female 

Age: 1989 Nationality: Danish 
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Familiar with booking tickets online (Y/N): Yes 

        

Time 

spent Time Behavior Verbalization 

  16:13   I wanna go to new york 

      i always go to momondo 

      
Im usually quite flexible with time and dates, by using a 
search engine 

      i can get an overview of the cheapest days that i can fly 

      
thats much easier than if i have to go to each and every 
airline company 

    Goes to Momondo momondo gives me an overview of the cheapest flights 

      I wanna go in the middle of august 

      

What i really like is that not only do I get to see who are 

the most frequent flyers 

    

Two options: ryanair and 

norwegian 

If I get inspired I can choose from these different 

suppliers  

      and go to their websites if I find it necessary 

      

but momondo provides me with the overview that I 

need 

    finds a flight   

      

I don't have to fly with a certain flight company, so im 

pretty flexible 

      i really dont care who is my provider 

    Clicks on the flight link   

      

In my situation, I would be mostly concerned about 

price, and secondly 

      

about time of arrival, and time of departure. I dont like 

flying or arriving 

      

in the middle of the night. But it depends of price, 

because if there is a 

      

huge difference in price then i rather want to 

compromise on the flight time 

    Goes back to search page   

      

I dont know if i would maybe tend to be a little more 

attracted to fly with  

      

companies that i know and have good experience of - 

but thats a third priority 

      

but if for example norwegian/ryanair has the same price 

as another company 

      

that i don't know equally much of i would choose 

Norwegian/ryanair 

      

If all things unchanged - i would always choose the 

airline that I know 

      

Now that I have Norwegian and Ryanair to choose 

from, I would consider 

      the number of stops, that's a factor I would consider 

    

Clicks on Norwegian 

link   

    Directed to Flybillet.dk - I get a bit pissed because I think the webpage is crappy 
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OTA but it won't affect  

      my decision 

      Everything looks fine so i press "choose" 

12 min 16:25 Books her ticket Finishes her purchase on an OTA 

 

Overview of what you did: You went straight to momondo as it gives you a good overview over 

the cheapest flights. You don’t feel the need to fly with a specific company, you don’t care who is 

your provider, so you are quite flexible. Flying with companies you know is a third priority. You 

were directed to flybillet and booked your ticket there. You thought their webpage was a bit 

messy and confusing, but that didn’t impact your decision. 

-Correct (Marie-Louise) 

Interview 

Where do you generally search for inspiration for travels? I think I would probably start on 

Google. If I really had no clue of where I wanted to go, I’d just Google “new travel trends” or 

something like that.  

Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? … why?/why not? When I want to book a flight ticket, I 

always go to Momondo. I do it because it gives me this nice overview that I really like.  

Would your choices have been differed, if we had given you free choice of destination? No, 

the process of booking would be the same. Let’s say that I used the process of googling 

something, and I would find a place, and after knowing I would want to got there I would go to 

Momondo to find the flight.  

Would you just stay on MOMONDO? And not check anything else? No I don’t think so. 

Unless I was specifically told that there is somewhere else I should go to find information about 

airline tickets. For example when I was in Africa, I got recommendation of using some airline 

company called Jambo jet here that apparently has some really cheap flights, so I just used that 

airline.  

Do you consider whom you are doing business with? If it’s an airline, an OTA etc. No. I 

don’t consider it at all. 
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Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that even though you are flying with SAS your ticket actually belongs 

to billetkontored and if you have troubles with your flight, it’s not SAS that can help you 

because the ticket doesn’t belong to them? No I didn’t know. I would think that I would have 

the exactly same right.  

What is your primary focus when looking for this ticket? Price? Airline Company? Or?  I 

would always look for the price. Of course everything is relative, I wouldn’t safe 500kr if the 

flight time is 3 times longer.  

 

Appendix 15 

Participant: Louise Nøhr 

Rough Interview Guide:  

Verbalization Report 

Name: Louise 
Nøhr Gender: Female Destination: New York 

Age: 29 - Gen Y Nationality: Danish Have you been there before? Yes 

Familiar with booking tickets online (Y/N): Yes 

        

Time 
spent Time Behavior Verbalization 

      Im choosing New York 

    Goes to Momondo.com im going to Momodo - because I tried it before 

    looks at options 
im checking the Norwegian one… that looks 
reansoble 

      
then i would go to the various flight  company 
websites to 

      
 compare, because the airline companies sometimes 
have  

      better offers on their own sites …so lets do that…  

    goes to SAS.dk   

    goes to Air Canada.com  oh but wait, they dont fly direct…  

    goes to google.com 
i cant remember who goes directly, so ill check 
google… 

       skyscanner… i dont know that one…  

    goes to skyscanner.dk 
okay, so im comparing… its 400 kr expensive to go 
directly with  
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Norwegian that to have an overlay… its pointing in 
that direction 

      
 but im seeing a small difference between the prices 
here  

      and on Momondo 

    
checking time of arrival and 
departure Pickachu, I pick you!  

    goes to Norwegian.com  
i might find the same flight cheaper on their own 
webesite, 

      so I check… 

    
checks Norwgian various 
packages I dont know what "low fare" is.. So ill ckeck that…  

    considering anchillary services 
this one has luggage, food… this one doesn’t… 
aaahhh  

      - this one has no refunds!  

    
picking and choosing package 
elements 

with luggage… its this much… then with flexibility, 
its this much 

    Books ticket on Norwegian ok, this is the one I would choose 

 

Overview of what you did: You went straight to MOMONDO to get an overview. Then you went 

to the individual airline websites to compare prices to what you found on MOMONDO. Then you 

went to Google to figure out what other airlines flew directly, and ended up at Skyscanner. Then 

you decided to choose Norwegian and went to their website. Here you spend time researching 

and understanding their packages before picking one.  

-Correct (Louise) 

Interview 

Is this the way you usually approach the process? Well, yes – I do a lot of research to get an 

idea about prices and what’s reasonable.  

How to you search inspiration for travel? Well, it depends on where I wanted to go, and what 

kind of holiday. I would probably start with TripAdvisor, if it’s not a place I know, look up 

political surrounding etc. to make sure it’s safe to go, Lonely planet,  rough guides, Google,  

maybe even a Facebook update to get some ideas, recommendations from others.  

(do you consider who you are doing business with? If it’s an airline, an OTA, etc.) You went 

into the airlines own sites, but was that only because of price? Yes. I wouldn’t have a problem 
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booking via an online travel agent (flybillet), but I might do some research first, to see if it’s 

okay, and I’m insured from head to tow, so I don’t see that being a problem.  

Are you aware of that if you, for example, book your ticket through an online travel agent, 

such as billetkontoret, that you are forthfitting a number of rights? I would do some research 

first, but I would never book a ticket where I couldn’t e.g. change anything, price is important, 

but so is safety, insurance etc.  

Why did you start with Momondo? Well that’s the one I thought about. Maybe because it’s on 

TV all the time right now. That’s probably the only reason.  

 

Appendix 16 

Rough Interview Guide:  

We have now witnessed you performing the verbal protocol, where you showed us how you go 

about when you purchase an airline ticket. While you still remember your actions, we would like 

to ask you a few questions regarding your behavior. Is that okay with you? 

Yes – move on to the questions.  

No – thank participant for their time.  

We would like to focus on the path you took from going online to booking (or pretend to booking) 

the ticket. 

(Remind of the specific path: “you did A – then B – then C, correct?!”) 

If the participant has already verbalized some answers while performing the task, like “I always 

check here, before going anywhere else”… those thoughts should be probed now.  

o You said, so-and-so... can you explain?  

o You had a strong reaction to XX, can I ask you why?  

o You went to A, then to B, and then back to A gain… how come? 

o Why did you use A?  
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If the participant did not make any obvious comments while performing the task, the following 

questions can be asked:  

o Where do you generally search for inspiration for travels? 

o Do you have a specific approach when buying an airline ticket online? E.g. do you always 

go straight to a specific website? … why?/why not?  

o Would your choices have differed, if we had given you free choice of destination?  

o Do you consider who you are doing business with? If it’s an airline, an OTA etc.  

o What is your primary focus when looking for this ticket? Price? Airline company? Or?  

 

Appendix 17 
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Appendix 18 

 

Between-Subjects Factors 

 Value Label N 

Participant's age group 0 Baby Boomer 360 

1 Gen X 182 

2 Gen Y 101 

 

Descriptive Statistics 

 Participant's age group Mean Std. Deviation N 

General Internet Search Baby Boomer 1,68 ,467 360 

Gen X 1,76 ,429 182 

Gen Y 1,73 ,445 101 

Total 1,71 ,454 643 

Airline's webpages Baby Boomer 1,39 ,489 360 

Gen X 1,41 ,493 182 

Gen Y 1,52 ,502 101 

Total 1,42 ,493 643 

OTA's webpage Baby Boomer 1,83 ,380 360 

Gen X 1,84 ,372 182 

Gen Y 1,88 ,325 101 

Total 1,84 ,370 643 

Travel search engines Baby Boomer 1,63 ,483 360 

Gen X 1,48 ,501 182 

Gen Y 1,46 ,500 101 
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Total 1,56 ,496 643 

Travel Agents Baby Boomer 2,01 1,078 360 

Gen X 1,96 ,206 182 

Gen Y 2,15 2,007 101 

Total 2,02 1,137 643 

Travel Operators Baby Boomer 1,94 ,240 360 

Gen X 1,93 ,249 182 

Gen Y 1,95 ,218 101 

Total 1,94 ,239 643 

Destination Webpages Baby Boomer 1,91 ,293 360 

Gen X 1,96 ,193 182 

Gen Y 1,96 ,196 101 

Total 1,93 ,255 643 

Recommendations from others Baby Boomer 1,91 ,289 360 

Gen X 1,87 ,339 182 

Gen Y 1,77 ,421 101 

Total 1,88 ,330 643 

Other Baby Boomer 1,94 ,245 360 

Gen X 1,94 ,239 182 

Gen Y 1,94 ,238 101 

Total 1,94 ,242 643 
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Inter-Item Covariance Matrix 

Participant's age group 

Gener

al 

Intern

et 

Searc

h 

Airline'

s 

webpag

es 

OTA's 

webpa

ge 

Travel 

search 

engin

es 

Trave

l 

Agen

ts 

Travel 

Operato

rs 

Destinati

on 

Webpage

s 

Recommendati

ons from others 

Oth

er 

Baby 

Boom

er 

General 

Internet Search 
,218 -,056 ,019 ,000 -,045 ,022 ,023 ,021 

-

,009 

Airline's 

webpages 
-,056 ,239 ,005 -,006 -,028 -,001 -,005 -,017 

-

,025 

OTA's webpage 
,019 ,005 ,145 ,042 ,010 ,000 ,011 ,001 

-

,011 

Travel search 

engines 
,000 -,006 ,042 ,233 -,039 ,000 -,012 -,003 

-

,015 

Travel Agents -,045 -,028 ,010 -,039 1,161 -,052 ,009 ,001 ,001 

Travel 

Operators 
,022 -,001 ,000 ,000 -,052 ,058 ,003 ,006 

-

,004 

Destination 

Webpages 
,023 -,005 ,011 -,012 ,009 ,003 ,086 ,016 

-

,003 

Recommendati

ons from others 
,021 -,017 ,001 -,003 ,001 ,006 ,016 ,083 

-

,006 

Other -,009 -,025 -,011 -,015 ,001 -,004 -,003 -,006 ,060 

Gen X General 

Internet Search 
,184 -,050 ,015 ,002 ,000 ,012 ,013 ,040 ,002 

Airline's 

webpages 
-,050 ,243 ,007 -,015 -,010 ,005 -,001 -,023 

-

,025 

OTA's webpage 
,015 ,007 ,138 ,025 ,015 ,011 ,010 ,006 

-

,010 

Travel search 

engines 
,002 -,015 ,025 ,251 ,016 ,004 ,002 -,019 

-

,015 

Travel Agents 
,000 -,010 ,015 ,016 ,042 ,008 ,009 ,005 

-

,003 

Travel 

Operators 
,012 ,005 ,011 ,004 ,008 ,062 ,008 ,008 

-

,004 

Destination 

Webpages 
,013 -,001 ,010 ,002 ,009 ,008 ,037 ,023 

-

,002 

Recommendati

ons from others 
,040 -,023 ,006 -,019 ,005 ,008 ,023 ,115 ,009 

Other ,002 -,025 -,010 -,015 -,003 -,004 -,002 ,009 ,057 

Gen Y General 

Internet Search 
,198 -,018 ,018 -,037 ,060 ,007 ,009 ,019 

-

,016 

Airline's 
webpages 

-,018 ,252 -,007 -,001 ,101 ,026 ,001 -,029 
-
,019 

OTA's webpage 
,018 -,007 ,106 ,025 ,038 ,004 ,015 ,003 

-

,007 

Travel search 

engines 
-,037 -,001 ,025 ,250 ,122 ,013 ,008 -,035 

-

,033 

Travel Agents 
,060 ,101 ,038 ,122 4,028 ,027 ,016 ,054 

-

,191 

Travel 

Operators 
,007 ,026 ,004 ,013 ,027 ,048 ,008 ,009 

-

,003 

Destination 

Webpages 
,009 ,001 ,015 ,008 ,016 ,008 ,038 ,011 

-

,002 

Recommendati
ons from others 

,019 -,029 ,003 -,035 ,054 ,009 ,011 ,178 
-
,004 

Other -,016 -,019 -,007 -,033 -,191 -,003 -,002 -,004 ,056 
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Multivariate Testsa 

Effect Value F 

Hypothesis 

df Error df Sig. 

Partial 
Eta 

Squared 

Noncent. 

Parameter 

Observed 

Powerd 

Intercept Pillai's Trace ,996 16036,744b 9,000 632,000 ,000 ,996 144330,700 1,000 

Wilks' Lambda ,004 16036,744b 9,000 632,000 ,000 ,996 144330,700 1,000 

Hotelling's 

Trace 

228,3

71 
16036,744b 9,000 632,000 ,000 ,996 144330,700 1,000 

Roy's Largest 

Root 

228,3

71 
16036,744b 9,000 632,000 ,000 ,996 144330,700 1,000 

Age 

Group 

Pillai's Trace ,085 3,109 18,000 1266,000 ,000 ,042 55,962 1,000 

Wilks' Lambda ,916 3,143b 18,000 1264,000 ,000 ,043 56,571 1,000 

Hotelling's 

Trace 
,091 3,177 18,000 1262,000 ,000 ,043 57,179 1,000 

Roy's Largest 

Root 
,079 5,576c 9,000 633,000 ,000 ,073 50,181 1,000 

a. Design: Intercept + AgeGroup 

b. Exact statistic 

c. The statistic is an upper bound on F that yields a lower bound on the significance level. 

d. Computed using alpha = ,05 

 

Levene's Test of Equality of Error Variancesa 

 F df1 df2 Sig. 

General Internet Search 8,162 2 640 ,000 

Airline's webpages 2,232 2 640 ,108 

OTA's webpage 4,055 2 640 ,018 

Travel search engines 9,386 2 640 ,000 
Travel Agents 2,899 2 640 ,056 

Travel Operators ,629 2 640 ,533 

Destination Webpages 16,090 2 640 ,000 

Recommendations from others 24,229 2 640 ,000 

Other ,081 2 640 ,922 

Tests the null hypothesis that the error variance of the dependent variable is equal across groups. 

a. Design: Intercept + AgeGroup 

 

 

Tests of Between-Subjects Effects 

Source 

Dependent 

Variable 

Type III 
Sum of 

Squares df 

Mean 

Square F Sig. 

Partial 
Eta 

Squared 

Noncent. 

Parameter 

Observed 

Powerj 

Corrected 

Model 

General Internet 

Search 
,787a 2 ,394 1,917 ,148 ,006 3,834 ,399 

Airline's 

webpages 
1,423b 2 ,712 2,941 ,054 ,009 5,882 ,573 

OTA's webpage ,250c 2 ,125 ,912 ,402 ,003 1,824 ,208 

Travel search 

enignes 
4,099d 2 2,050 8,512 ,000 ,026 17,024 ,966 

Travel Agents 2,449e 2 1,224 ,947 ,388 ,003 1,894 ,215 

Travel Operators ,018f 2 ,009 ,155 ,857 ,000 ,309 ,074 

Destination 

Webpages 
,489g 2 ,245 3,787 ,023 ,012 7,574 ,690 
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Recommendations 

from others 
1,474h 2 ,737 6,879 ,001 ,021 13,758 ,922 

Other ,002i 2 ,001 ,020 ,980 ,000 ,041 ,053 

Intercept General Internet 

Search 
1471,618 1 1471,618 7167,221 ,000 ,918 7167,221 1,000 

Airline's 

webpages 
1028,347 1 1028,347 4249,501 ,000 ,869 4249,501 1,000 

OTA's webpage 1689,657 1 1689,657 12343,931 ,000 ,951 12343,931 1,000 

Travel search 

enignes 
1150,364 1 1150,364 4777,631 ,000 ,882 4777,631 1,000 

Travel Agents 2056,176 1 2056,176 1590,476 ,000 ,713 1590,476 1,000 

Travel Operators 1866,068 1 1866,068 32615,711 ,000 ,981 32615,711 1,000 

Destination 

Webpages 
1868,658 1 1868,658 28914,542 ,000 ,978 28914,542 1,000 

Recommendations 

from others 
1694,166 1 1694,166 15811,960 ,000 ,961 15811,960 1,000 

Other 1861,467 1 1861,467 31761,170 ,000 ,980 31761,170 1,000 

Age 

Group 

General Internet 

Search 
,787 2 ,394 1,917 ,148 ,006 3,834 ,399 

Airline's 

webpages 
1,423 2 ,712 2,941 ,054 ,009 5,882 ,573 

OTA's webpage ,250 2 ,125 ,912 ,402 ,003 1,824 ,208 

Travel search 

engines 
4,099 2 2,050 8,512 ,000 ,026 17,024 ,966 

Travel Agents 2,449 2 1,224 ,947 ,388 ,003 1,894 ,215 

Travel Operators ,018 2 ,009 ,155 ,857 ,000 ,309 ,074 

Destination 

Webpages 
,489 2 ,245 3,787 ,023 ,012 7,574 ,690 

Recommendations 

from others 
1,474 2 ,737 6,879 ,001 ,021 13,758 ,922 

Other ,002 2 ,001 ,020 ,980 ,000 ,041 ,053 

Error General Internet 

Search 
131,409 640 ,205      

Airline's 

webpages 
154,875 640 ,242      

OTA's webpage 87,604 640 ,137      

Travel search 
enignes 

154,100 640 ,241      

Travel Agents 827,396 640 1,293      

Travel Operators 36,617 640 ,057      

Destination 

Webpages 
41,361 640 ,065      

Recommendations 

from others 
68,573 640 ,107      

Other 37,509 640 ,059      

Total General Internet 

Search 
2014,000 643       

Airline's 

webpages 
1447,000 643       

OTA's webpage 2257,000 643       

Travel search 

enignes 
1729,000 643       

Travel Agents 3442,000 643       

Travel Operators 2455,000 643       



Lára Möller and                           

Stine Østergaard     

160 

 

 

Destination 

Webpages 
2437,000 643       

Recommendations 

from others 
2332,000 643       

Other 2452,000 643       

Corrected 

Total 

General Internet 

Search 
132,196 642       

Airline's 

webpages 
156,299 642       

OTA's webpage 87,854 642       

Travel search 

enignes 
158,199 642       

Travel Agents 829,844 642       

Travel Operators 36,635 642       

Destination 

Webpages 
41,851 642       

Recommendations 

from others 
70,047 642       

Other 37,512 642       

a. R Squared = ,006 (Adjusted R Squared = ,003) 

b. R Squared = ,009 (Adjusted R Squared = ,006) 

c. R Squared = ,003 (Adjusted R Squared = ,000) 

d. R Squared = ,026 (Adjusted R Squared = ,023) 

e. R Squared = ,003 (Adjusted R Squared = ,000) 

f. R Squared = ,000 (Adjusted R Squared = -,003) 

g. R Squared = ,012 (Adjusted R Squared = ,009) 

h. R Squared = ,021 (Adjusted R Squared = ,018) 

i. R Squared = ,000 (Adjusted R Squared = -,003) 
j. Computed using alpha = ,05 

 

Games-Howell   

Dependent 

Variable (I) Participant's 

age group 

(J) Participant's age 

group 

Mean 

Difference (I-

J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

General Internet 

Search 

Baby Boomer Gen X -,08 ,040 ,131 -,17 ,02 

Gen Y -,05 ,051 ,560 -,17 ,07 

Gen X Baby Boomer ,08 ,040 ,131 -,02 ,17 

Gen Y ,03 ,055 ,886 -,10 ,15 

Gen Y Baby Boomer ,05 ,051 ,560 -,07 ,17 

Gen X -,03 ,055 ,886 -,15 ,10 

 Airline's webpages Baby Boomer Gen X -,01 ,045 ,940 -,12 ,09 

Gen Y -,13* ,056 ,050 -,27 ,00 

Gen X Baby Boomer ,01 ,045 ,940 -,09 ,12 

Gen Y -,12 ,062 ,138 -,26 ,03 

Gen Y Baby Boomer ,13* ,056 ,050 ,00 ,27 

Gen X ,12 ,062 ,138 -,03 ,26 

OTA's webpage Baby Boomer Gen X -,01 ,034 ,952 -,09 ,07 

Gen Y -,06 ,038 ,305 -,15 ,03 

Gen X Baby Boomer ,01 ,034 ,952 -,07 ,09 

Gen Y -,05 ,043 ,526 -,15 ,05 

Gen Y Baby Boomer ,06 ,038 ,305 -,03 ,15 

Gen X ,05 ,043 ,526 -,05 ,15 
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 Travel search 

engines 

Baby Boomer Gen X ,15* ,045 ,003 ,04 ,26 

Gen Y ,18* ,056 ,005 ,05 ,31 

Gen X Baby Boomer -,15* ,045 ,003 -,26 -,04 

Gen Y ,03 ,062 ,894 -,12 ,17 

Gen Y Baby Boomer -,18* ,056 ,005 -,31 -,05 

Gen X -,03 ,062 ,894 -,17 ,12 

Travel Agents Baby Boomer Gen X ,05 ,059 ,647 -,09 ,19 

Gen Y -,14 ,208 ,778 -,63 ,35 

Gen X Baby Boomer -,05 ,059 ,647 -,19 ,09 

Gen Y -,19 ,200 ,603 -,67 ,28 

Gen Y Baby Boomer ,14 ,208 ,778 -,35 ,63 

Gen X ,19 ,200 ,603 -,28 ,67 

Travel Operators Baby Boomer Gen X ,00 ,022 ,975 -,05 ,06 

Gen Y -,01 ,025 ,889 -,07 ,05 

Gen X Baby Boomer ,00 ,022 ,975 -,06 ,05 

Gen Y -,02 ,028 ,833 -,08 ,05 

Gen Y Baby Boomer ,01 ,025 ,889 -,05 ,07 

Gen X ,02 ,028 ,833 -,05 ,08 

Destination 

Webpages 

Baby Boomer Gen X -,06* ,021 ,022 -,11 -,01 

Gen Y -,05 ,025 ,072 -,11 ,00 

Gen X Baby Boomer ,06* ,021 ,022 ,01 ,11 

Gen Y ,00 ,024 ,999 -,06 ,06 

Gen Y Baby Boomer ,05 ,025 ,072 ,00 ,11 

Gen X ,00 ,024 ,999 -,06 ,06 

Recommendations 

from others 

Baby Boomer Gen X ,04 ,029 ,359 -,03 ,11 

Gen Y ,14* ,045 ,008 ,03 ,24 

Gen X Baby Boomer -,04 ,029 ,359 -,11 ,03 

Gen Y ,10 ,049 ,125 -,02 ,21 

Gen Y Baby Boomer -,14* ,045 ,008 -,24 -,03 

Gen X -,10 ,049 ,125 -,21 ,02 

Other Baby Boomer Gen X ,00 ,022 ,986 -,06 ,05 

Gen Y ,00 ,027 ,985 -,07 ,06 

Gen X Baby Boomer ,00 ,022 ,986 -,05 ,06 

Gen Y ,00 ,030 ,999 -,07 ,07 

Gen Y Baby Boomer ,00 ,027 ,985 -,06 ,07 

Gen X ,00 ,030 ,999 -,07 ,07 

Based on observed means. 

 The error term is Mean Square(Error) = ,059. 

*. The mean difference is significant at the ,05 level. 

 

 

Appendix 19 

Manova and Anova statistics from H2 

 

Between-Subjects Factors 

 Value Label N 

Participant's age group 0 Baby Boomer 364 

1 Gen X 185 

2 Gen Y 100 
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Descriptive Statistics 

 Participant's age group Mean Std. Deviation N 

General internet search Baby Boomer 1,80 ,401 364 

Gen X 1,89 ,311 185 

Gen Y 1,87 ,338 100 

Total 1,84 ,370 649 

Airlines webpage Baby Boomer 1,30 ,459 364 

Gen X 1,31 ,465 185 

Gen Y 1,42 ,496 100 

Total 1,32 ,468 649 

Online Travel Agent's webpage Baby Boomer 1,79 ,405 364 

Gen X 1,82 ,388 185 

Gen Y 1,86 ,349 100 

Total 1,81 ,392 649 

Travel Search engine Baby Boomer 1,62 ,485 364 

Gen X 1,46 ,500 185 

Gen Y 1,35 ,479 100 

Total 1,53 ,499 649 

Travel agent Baby Boomer 1,94 ,233 364 

Gen X 1,92 ,265 185 

Gen Y 1,97 ,171 100 

Total 1,94 ,235 649 

Tour operator Baby Boomer 1,93 ,253 364 

Gen X 1,91 ,282 185 

Gen Y 1,94 ,239 100 

Total 1,93 ,259 649 

Other Baby Boomer 1,98 ,128 364 

Gen X 1,97 ,178 185 

Gen Y 1,98 ,141 100 

Total 1,98 ,145 649 

  

 

Inter-Item Covariance Matrix 

Participant's age group 

General 

internet 

search 

Airlines 

webpage 

OTA’s 

webpage 

Travel 

Search 

engine 

Travel 

agent 

Tour 

operator Other 

Baby 

Boomer 

General internet 

search 
,161 -,017 -,014 -,004 -,009 ,008 -,003 

Airlines webpage -,017 ,210 -,018 -,033 -,005 -,015 -,009 

OTA’s webpage -,014 -,018 ,164 ,046 -,001 ,005 -,003 

Travel Search 

engine 
-,004 -,033 ,046 ,235 -,005 -,007 -,006 

Travel agent -,009 -,005 -,001 -,005 ,055 -,004 -,001 

Tour operator ,008 -,015 ,005 -,007 -,004 ,064 -,001 

Other -,003 -,009 -,003 -,006 -,001 -,001 ,016 

Gen X General internet 

search 
,097 -,026 -,004 -,010 -,003 -,004 ,002 

Airlines webpage -,026 ,216 ,014 -,014 -,009 ,006 -,006 

OTA’s webpage -,004 ,014 ,151 ,020 ,002 ,022 -,006 

Travel Search 

engine 
-,010 -,014 ,020 ,250 ,013 ,013 -,007 
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Travel agent -,003 -,009 ,002 ,013 ,070 ,004 -,002 

Tour operator -,004 ,006 ,022 ,013 ,004 ,079 -,003 

Other ,002 -,006 -,006 -,007 -,002 -,003 ,032 

Gen Y General internet 

search 
,114 ,005 ,012 -,025 -,004 -,008 -,003 

Airlines webpage ,005 ,246 ,009 -,068 -,007 -,005 -,012 

OTA’s webpage ,012 ,009 ,122 -,001 -,004 ,002 -,003 

Travel Search 

engine 
-,025 -,068 -,001 ,230 ,011 ,011 -,013 

Travel agent -,004 -,007 -,004 ,011 ,029 ,008 -,001 

Tour operator -,008 -,005 ,002 ,011 ,008 ,057 -,001 

Other -,003 -,012 -,003 -,013 -,001 -,001 ,020 

 

 

 

 

Multivariate Testsa 

Effect Value F 

Hypothesis 

df Error df Sig. 

Partial 

Eta 

Squared 

Noncent. 

Parameter 

Observed 

Powerd 

Intercept Pillai's 

Trace 
,997 32164,381b 7,000 640,000 ,000 ,997 225150,667 1,000 

Wilks' 

Lambda 
,003 32164,381b 7,000 640,000 ,000 ,997 225150,667 1,000 

Hotelling's 

Trace 
351,798 32164,381b 7,000 640,000 ,000 ,997 225150,667 1,000 

Roy's 

Largest 
Root 

351,798 32164,381b 7,000 640,000 ,000 ,997 225150,667 1,000 

AgeGroup Pillai's 
Trace 

,079 3,754 14,000 1282,000 ,000 ,039 52,560 1,000 

Wilks' 

Lambda 
,922 3,785b 14,000 1280,000 ,000 ,040 52,994 1,000 

Hotelling's 

Trace 
,084 3,816 14,000 1278,000 ,000 ,040 53,427 1,000 

Roy's 

Largest 

Root 

,071 6,483c 7,000 641,000 ,000 ,066 45,381 1,000 

a. Design: Intercept + AgeGroup 

b. Exact statistic 

c. The statistic is an upper bound on F that yields a lower bound on the significance level. 

d. Computed using alpha = ,05 

Before following these findings up with a series of one way ANOVA tests, the homogeneity variance assumption is 

tested with Levene’s test of equality of variance for each variable. 

Levene's Test of Equality of Error Variancesa 

 F df1 df2 Sig. 

General internet search 18,890 2 646 ,000 

Airlines webpage 6,316 2 646 ,002 

Online Travel Agents's webpage 5,068 2 646 ,007 
Travel Search engine 5,907 2 646 ,003 

Travel agent 5,124 2 646 ,006 

Tour operator 1,682 2 646 ,187 

Other 2,966 2 646 ,052 
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Tests the null hypothesis that the error variance of the dependent variable is equal across groups. 

a. Design: Intercept + AgeGroup 

 

 

Tests of Between-Subjects Effects 

Source 
Dependent 
Variable 

Type III 

Sum of 
Squares df 

Mean 
Square F Sig. 

Partial 

Eta 
Squared 

Noncent. 
Parameter 

Observed 
Powerh 

Corrected Model General 

internet search 
1,179a 2 ,590 4,354 ,013 ,013 8,707 ,754 

Airlines 

webpage 
1,159b 2 ,579 2,663 ,070 ,008 5,327 ,529 

Online Travel 

Agents's 

webpage 

,351c 2 ,175 1,140 ,320 ,004 2,281 ,251 

Travel Search 

engine 
7,337d 2 3,669 15,376 ,000 ,045 30,752 ,999 

Travel agent ,136e 2 ,068 1,233 ,292 ,004 2,466 ,269 

Tour operator ,057f 2 ,029 ,424 ,655 ,001 ,847 ,119 

Other ,031g 2 ,016 ,744 ,475 ,002 1,489 ,177 

Intercept General 

internet search 
1703,802 1 1703,802 12577,814 ,000 ,951 12577,814 1,000 

Airlines 

webpage 
896,001 1 896,001 4118,633 ,000 ,864 4118,633 1,000 

Online Travel 

Agents's 

webpage 

1648,397 1 1648,397 10719,602 ,000 ,943 10719,602 1,000 

Travel Search 

engine 
1082,610 1 1082,610 4537,427 ,000 ,875 4537,427 1,000 

Travel agent 1876,655 1 1876,655 34016,637 ,000 ,981 34016,637 1,000 

Tour operator 1843,492 1 1843,492 27352,281 ,000 ,977 27352,281 1,000 

Other 1937,885 1 1937,885 91601,588 ,000 ,993 91601,588 1,000 

Age Group General 

internet search 
1,179 2 ,590 4,354 ,013 ,013 8,707 ,754 

Airlines 

webpage 
1,159 2 ,579 2,663 ,070 ,008 5,327 ,529 

OTA’s 

webpage 
,351 2 ,175 1,140 ,320 ,004 2,281 ,251 

Travel Search 

engine 
7,337 2 3,669 15,376 ,000 ,045 30,752 ,999 

Travel agent ,136 2 ,068 1,233 ,292 ,004 2,466 ,269 

Tour operator ,057 2 ,029 ,424 ,655 ,001 ,847 ,119 

Other ,031 2 ,016 ,744 ,475 ,002 1,489 ,177 

Error General 

internet search 
87,508 646 ,135      

Airlines 

webpage 
140,536 646 ,218      

Online Travel 

Agents's 

webpage 

99,338 646 ,154      

Travel Search 

engine 
154,133 646 ,239      

Travel agent 35,639 646 ,055      
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Tour operator 43,539 646 ,067      

Other 13,667 646 ,021      

Total General 
internet search 

2278,000 649       

Airlines 
webpage 

1276,000 649       

Online Travel 
Agents's 

webpage 

2227,000 649       

Travel Search 

engine 
1690,000 649       

Travel agent 2482,000 649       

Tour operator 2455,000 649       

Other 2554,000 649       

Corrected Total General 

internet search 
88,687 648       

Airlines 

webpage 
141,695 648       

Online Travel 

Agents's 

webpage 

99,689 648       

Travel Search 

engine 
161,470 648       

Travel agent 35,775 648       

Tour operator 43,596 648       

Other 13,698 648       

a. R Squared = ,013 (Adjusted R Squared = ,010) 

b. R Squared = ,008 (Adjusted R Squared = ,005) 

c. R Squared = ,004 (Adjusted R Squared = ,000) 

d. R Squared = ,045 (Adjusted R Squared = ,042) 

e. R Squared = ,004 (Adjusted R Squared = ,001) 
f. R Squared = ,001 (Adjusted R Squared = -,002) 

g. R Squared = ,002 (Adjusted R Squared = -,001) 

h. Computed using alpha = ,05 

  

Multiple Comparisons 

Games-Howell   

Dependent Variable 

(I) 

Participant's 

age group (J) Participant's age group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

General  

internet search 

Baby Boomer Gen X -,09* ,031 ,009 -,17 -,02 

Gen Y -,07 ,040 ,182 -,16 ,02 

Gen X Baby Boomer ,09* ,031 ,009 ,02 ,17 

Gen Y ,02 ,041 ,854 -,07 ,12 

Gen Y Baby Boomer ,07 ,040 ,182 -,02 ,16 

Gen X -,02 ,041 ,854 -,12 ,07 

Airlines webpage Baby Boomer Gen X -,01 ,042 ,940 -,11 ,08 

Gen Y -,12 ,055 ,077 -,25 ,01 

Gen X Baby Boomer ,01 ,042 ,940 -,08 ,11 

Gen Y -,11 ,060 ,183 -,25 ,04 

Gen Y Baby Boomer ,12 ,055 ,077 -,01 ,25 

Gen X ,11 ,060 ,183 -,04 ,25 
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OTA’s webpage Baby Boomer Gen X -,02 ,036 ,806 -,11 ,06 

Gen Y -,07 ,041 ,241 -,16 ,03 

Gen X Baby Boomer ,02 ,036 ,806 -,06 ,11 

Gen Y -,04 ,045 ,596 -,15 ,06 

Gen Y Baby Boomer ,07 ,041 ,241 -,03 ,16 

Gen X ,04 ,045 ,596 -,06 ,15 

 Travel  

Search engine 

Baby Boomer Gen X ,16* ,045 ,001 ,06 ,27 

Gen Y ,27* ,054 ,000 ,15 ,40 

Gen X Baby Boomer -,16* ,045 ,001 -,27 -,06 

Gen Y ,11 ,060 ,168 -,03 ,25 

Gen Y Baby Boomer -,27* ,054 ,000 -,40 -,15 

Gen X -,11 ,060 ,168 -,25 ,03 

 Travel agent Baby Boomer Gen X ,02 ,023 ,715 -,04 ,07 

Gen Y -,03 ,021 ,389 -,08 ,02 

Gen X Baby Boomer -,02 ,023 ,715 -,07 ,04 

Gen Y -,05 ,026 ,185 -,11 ,02 

Gen Y Baby Boomer ,03 ,021 ,389 -,02 ,08 

Gen X ,05 ,026 ,185 -,02 ,11 

Tour operator Baby Boomer Gen X ,02 ,025 ,750 -,04 ,08 

Gen Y -,01 ,027 ,946 -,07 ,06 

Gen X Baby Boomer -,02 ,025 ,750 -,08 ,04 

Gen Y -,03 ,032 ,680 -,10 ,05 

Gen Y Baby Boomer ,01 ,027 ,946 -,06 ,07 

Gen X ,03 ,032 ,680 -,05 ,10 

Other Baby Boomer Gen X ,02 ,015 ,523 -,02 ,05 

Gen Y ,00 ,016 ,972 -,03 ,04 

Gen X Baby Boomer -,02 ,015 ,523 -,05 ,02 

Gen Y -,01 ,019 ,794 -,06 ,03 

Gen Y Baby Boomer ,00 ,016 ,972 -,04 ,03 

Gen X ,01 ,019 ,794 -,03 ,06 

Based on observed means. 

 The error term is Mean Square(Error) = ,021. 

*. The mean difference is significant at the ,05 level. 
 

Appendix 20 

Anova for H3 

 

Descriptives 
After learning about ticket options, where did you end up booking your ticket?   

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence Interval for 

Mean 

Minimum Maximum 

Lower 

Bound Upper Bound 

Baby 

Boomer 
358 ,77 1,292 ,068 ,63 ,90 0 5 

Gen X 184 ,66 1,240 ,091 ,48 ,84 0 5 

Gen Y 98 ,59 1,101 ,111 ,37 ,81 0 5 

Total 640 ,71 1,250 ,049 ,61 ,80 0 5 

 

 

Test of Homogeneity of Variances 
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After learning about ticket options, where did you end up 

booking your ticket?   

Levene Statistic df1 df2 Sig. 

1,960 2 637 ,142 

 

 

Tests of Between-Subjects Effects 
Dependent Variable:   After learning about ticket options, where did you end up booking your ticket?   

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Partial Eta 

Squared 

Corrected Model 2,968a 2 1,484 ,950 ,387 ,003 

Intercept 220,238 1 220,238 140,941 ,000 ,181 

AgeGroup 2,968 2 1,484 ,950 ,387 ,003 

Error 995,393 637 1,563    

Total 1319,000 640     

Corrected Total 998,361 639     

a. R Squared = ,003 (Adjusted R Squared = ,000) 

 

 

Multiple Comparisons 
Games-Howell   

(I) Participant's age 

group 

(J) Participant's age 

group 

Mean 

Difference 

(I-J) 

Std. 

Error Sig. 

95% Confidence Interval 

Lower 

Bound 

Upper 

Bound 

Baby Boomer Gen X ,11 ,114 ,613 -,16 ,38 

Gen Y ,17 ,131 ,381 -,14 ,48 

Gen X Baby Boomer -,11 ,114 ,613 -,38 ,16 

Gen Y ,07 ,144 ,891 -,27 ,41 

Gen Y Baby Boomer -,17 ,131 ,381 -,48 ,14 

Gen X -,07 ,144 ,891 -,41 ,27 

Based on observed means. 

 The error term is Mean Square(Error) = 1,563. 

 

 

Appendix 21 

 

Random sample of 49 from Newsletter group T-test 

 

H1 

 

Table 1 

 

Group Statistics 

 Survey Group N Mean Std. Deviation Std. Error Mean 

General Internet Search Newsletter Group 49 1,8163 ,39123 ,05589 

Control Group 49 1,7959 ,40721 ,05817 

Airline's webpages Newsletter Group 49 1,3469 ,48093 ,06870 

Control Group 49 1,4694 ,50423 ,07203 

OTA's webpage Newsletter Group 49 1,8163 ,39123 ,05589 

Control Group 49 1,7959 ,40721 ,05817 

Travel search engines Newsletter Group 49 1,4694 ,50423 ,07203 

Control Group 49 1,5510 ,50254 ,07179 
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Travel Agents Newsletter Group 49 1,9796 ,14286 ,02041 

Control Group 49 1,9592 ,19991 ,02856 

Tour Operators Newsletter Group 49 1,9592 ,19991 ,02856 

Control Group 49 1,8980 ,30584 ,04369 

Destination Webpages Newsletter Group 49 1,9592 ,19991 ,02856 

Control Group 49 1,9388 ,24223 ,03460 

Recommendations from 

others 

Newsletter Group 49 1,9388 ,24223 ,03460 

Control Group 49 1,8571 ,35355 ,05051 

Other Newsletter Group 49 1,9592 ,19991 ,02856 

Control Group 49 1,9388 ,24223 ,03460 

 

Table 2 

Independent Samples Test 

 

Levene's 
Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

General Internet 

Search 

Equal 

variances 

assumed 

,256 ,614 ,253 96 ,801 ,02041 ,08067 -,13972 ,18054 

Equal 

variances 

not 

assumed 

  ,253 95,847 ,801 ,02041 ,08067 -,13972 ,18054 

Airline's 

webpages 

Equal 

variances 

assumed 

4,381 ,039 
-

1,230 
96 ,222 -,12245 ,09954 -,32004 ,07514 

Equal 

variances 
not 

assumed 

  
-
1,230 

95,786 ,222 -,12245 ,09954 -,32005 ,07515 

OTA's webpage Equal 

variances 

assumed 

,256 ,614 ,253 96 ,801 ,02041 ,08067 -,13972 ,18054 

Equal 

variances 

not 

assumed 

  ,253 95,847 ,801 ,02041 ,08067 -,13972 ,18054 

Travel search 

engines 

Equal 

variances 

assumed 

,152 ,698 -,803 96 ,424 -,08163 ,10170 -,28351 ,12024 

Equal 

variances 

not 

assumed 

  -,803 95,999 ,424 -,08163 ,10170 -,28351 ,12024 

Travel Agents Equal 

variances 

assumed 

1,371 ,245 ,581 96 ,562 ,02041 ,03510 -,04927 ,09008 
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Equal 

variances 

not 

assumed 

  ,581 86,883 ,562 ,02041 ,03510 -,04936 ,09018 

Tour Operators Equal 

variances 

assumed 

5,806 ,018 1,173 96 ,244 ,06122 ,05220 -,04239 ,16484 

Equal 

variances 

not 

assumed 

  1,173 82,686 ,244 ,06122 ,05220 -,04260 ,16505 

Destination 

Webpages 

Equal 

variances 

assumed 

,834 ,363 ,455 96 ,650 ,02041 ,04487 -,06865 ,10947 

Equal 

variances 

not 

assumed 

  ,455 92,667 ,650 ,02041 ,04487 -,06869 ,10951 

Recommendations 

from others 

Equal 

variances 
assumed 

7,594 ,007 1,333 96 ,186 ,08163 ,06122 -,03990 ,20316 

Equal 
variances 

not 

assumed 

  1,333 84,926 ,186 ,08163 ,06122 -,04010 ,20336 

Other Equal 

variances 

assumed 

,834 ,363 ,455 96 ,650 ,02041 ,04487 -,06865 ,10947 

Equal 

variances 

not 

assumed 

  ,455 92,667 ,650 ,02041 ,04487 -,06869 ,10951 

 

 

H2 

 

Table 1 

Group Statistics 

 Survey Group N Mean Std. Deviation Std. Error Mean 

General internet 

search 

Newsletter Group 49 1,8367 ,37344 ,05335 

Control Group 49 1,7959 ,40721 ,05817 

Airlines webpage Newsletter Group 49 1,3469 ,48093 ,06870 

Control Group 49 1,4286 ,50000 ,07143 

Online Travel 

Agent's webpage 

Newsletter Group 49 1,8367 ,37344 ,05335 

Control Group 49 1,7959 ,40721 ,05817 

Travel Search engine Newsletter Group 49 1,5102 ,50508 ,07215 

Control Group 49 1,4898 ,50508 ,07215 

Travel agent Newsletter Group 49 2,0000 ,00000 ,00000 

Control Group 49 1,9592 ,19991 ,02856 

Tour operator Newsletter Group 49 1,9796 ,14286 ,02041 

Control Group 49 1,9388 ,24223 ,03460 

Other Newsletter Group 49 1,9796 ,14286 ,02041 

Control Group 49 1,9388 ,24223 ,03460 
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Table 2 

Independent Samples Test 

 

Levene's Test 
for Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% 

Confidence 
Interval of the 

Difference 

Lower Upper 

General 

internet 

search 

Equal 

variances 

assumed 

1,077 ,302 ,517 96 ,606 ,04082 ,07893 
-

,11586 
,19749 

Equal 

variances not 

assumed 

  ,517 95,289 ,606 ,04082 ,07893 
-

,11587 
,19751 

Airlines 

webpage 

Equal 

variances 

assumed 

2,458 ,120 -,824 96 ,412 -,08163 ,09911 
-

,27836 
,11509 

Equal 

variances not 

assumed 

  -,824 95,855 ,412 -,08163 ,09911 
-

,27836 
,11510 

OTA's 

webpage 

Equal 

variances 
assumed 

1,077 ,302 ,517 96 ,606 ,04082 ,07893 
-
,11586 

,19749 

Equal 
variances not 

assumed 

  ,517 95,289 ,606 ,04082 ,07893 
-

,11587 
,19751 

Travel 

Search 

engine 

Equal 

variances 

assumed 

,000 1,000 ,200 96 ,842 ,02041 ,10204 
-

,18214 
,22296 

Equal 

variances not 

assumed 

  ,200 96,000 ,842 ,02041 ,10204 
-

,18214 
,22296 

Travel agent Equal 

variances 

assumed 

8,913 ,004 1,429 96 ,156 ,04082 ,02856 
-

,01587 
,09751 

Equal 

variances not 

assumed 

  1,429 48,000 ,159 ,04082 ,02856 
-

,01661 
,09824 

Tour 

operator 

Equal 

variances 

assumed 

4,306 ,041 1,016 96 ,312 ,04082 ,04017 
-

,03893 
,12056 

Equal 

variances not 

assumed 

  1,016 77,788 ,313 ,04082 ,04017 
-

,03917 
,12080 

Other) Equal 

variances 

assumed 

4,306 ,041 1,016 96 ,312 ,04082 ,04017 
-

,03893 
,12056 

Equal 

variances not 

assumed 

  1,016 77,788 ,313 ,04082 ,04017 
-

,03917 
,12080 

 

 

H3 

 



Lára Möller and                           

Stine Østergaard     

171 

 

 

Table 1 

Group Statistics 

 Survey Group N Mean Std. Deviation Std. Error Mean 

After learning about ticket 

options, where did you end 

up booking your ticket? 

Newsletter Group 47 ,5745 1,15617 ,16864 

Control Group 
49 ,9184 1,20479 ,17211 

 

Table 2 

Independent Samples Test 

 

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% 

Confidence 

Interval of the 

Difference 

Lower Upper 

After 

learning 

about ticket 

options, 

where did 

you end up 

booking your 

ticket? 

Equal 

variances 

assumed 

1,186 ,279 
-

1,426 
94 ,157 -,34390 ,24117 

-

,82276 
,13496 

Equal 

variances not 

assumed   
-

1,427 
94,000 ,157 -,34390 ,24096 

-

,82234 
,13454 

 

 


