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Abstract: Boutique hotels emerged in the late 1970s and since then the product has become more mainstream.
The draw of boutique hotels is more personalized services. When marketing and providing services to a niche
market, it is smart to be able to differentiate potential guests to best meet their needs. The generational cohort
theory states that a population may be divided into segments based on their generation. This research focuses
on millennials to find out what they are seeking in a boutique hotel product. Based upon how they chose their
travel destination there were significant differences between culinary experience, attractions/activities, and
cost/budget.
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1. INTRODUCTION

As the hospitality industry continues to evolve based on their offerings and different generations aging
into the target market, it is imperative to keep up with what people are seeking in a destination and
lodging selection. The boutique hotel industry has grown in popularity and is showing no signs of
slowing down (IBIS World, 2024). As this segment continues to grow, research should keep up with
the demand to ensure the market is captured. Millennials are a significant part of this market seeking a
more unique travel experience. They are a sought-after market considering their level of travel. On
average, this generation took nearly five trips and devoted 29% of their income to travel in 2023
(McKinsey & Company, 2024). This generation is also seeking culinary experiences, with 81% of
survey respondents of the American Express 2023 Travel Trend Report noting looking forward to trying
local food and cuisines on vacation. This research will be exploratory in nature to help shrink this
segment to assist boutique hotel owners in discerning what millennials seeking culinary experiences are
looking for in their product.

2. LITERATURE REVIEW
2.1.Boutique Hotels

Boutique hotels differ from traditional hotels based upon their size. While there is no consensus
regarding the number of rooms they contain, most boutique hotels offer no more than 150 rooms. The
smaller size is key because the fundamental goal is to provide a more personal service and unique
experiences for guests (Schrager, 2015). Another characteristic of these hotels is that they are apt to
have a distinct theme that often represents the community where they are located. The theme may be
present in the décor, amenities, and staff uniforms. They are known for their trendy design and attention
to detail (Agget, 2007; Hollander, 2022).

While there is no universally accepted definition of the term "boutique hotel," it is generally understood
to represent a unique, one-of-a-kind hospitality experience that places a high value on personalized
attention, exceptional service, and distinctive design (Countryman & Jang, 2006; Mcintosh & Siggs,
2005). A recurring theme that appears in the research on boutique hotels is the importance of delivering
a memorable and immersive experience to guests (Lea, 2002; MclIntosh & Siggs, 2005; Van Hartesvelt,
2006). Mclintosh and Siggs found that boutique hotels do not necessarily have to be luxurious or
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expensive (2005). Many are affordable and prioritize personalized service over extravagant decor or
luxurious amenities. They identified five key dimensions that distinguish boutique hotels from other
offerings, including a unique character, personalized touch, high-quality standards, and value-added
location and cultural experiences provided by the hosts. Boutique hotels originated in North America
and the United Kingdom (Olga, 2009). The concept of boutique hotels emerged in the late 1970s to
cater to travelers that wanted to get away from the standardized experience provided by large hotel
chains. Today there is a market of travelers with mid to upper income levels seeking unique,
personalized hospitality experiences (Aggett, 2007; Rogerson, 2010; Sarheim, 2010). The intimacy of
these hotels is a key feature that sets them apart (Henderson, 2011; Friedman, 2014). Guests are seeking
a more memorable stay than they would get from a standardized hotel (Phillips, 2004; Loureiro &
Kastenholz, 2011; Zaman et al., 2016).

2.2.Generational Cohort Theory

The concept of generational cohorts emerged from sociology (Mannheim, 1952). The theory proposes
that a population may be divided into segments based on their generation. This theory finds that the
same generation shares common social and political events as well as social, political, and economic
factors that shape their values, attitudes, beliefs, and behaviors. These factors create a distinctive
generational identity that remains constant over time (Arli & Pekerti, 2016; Ingelhart, 1977; Strauss &
Howe, 1997).

This concept describes how individuals who are born during the same time or generation share related
experiences of some major external events during their late adolescent and early adulthood years
(Meredith & Schewe, 1994; Ryder, 1965). These events can shape beliefs and behaviors and may lead
to shared values and attitudes within a cohort. These can differ from those of other generations and
impact their lifestyles and choices (Strauss & Howe, 1991; Rogler, 2002).

2.3. Millennials

A great deal of research has been conducted on millennials because of the size of this segment and their
purchasing power (Hershatter & Epstein, 2010; Viswanathan & Jain, 2013; Loroz & Helgeson, 2013;
Young, 2015). This segment describes people that have been born between 1982 and 2002 (Howe &
Strauss, 2000). Millennials have become an attractive market for tourism destinations because of their
high interest in travel. Millennials have more opportunities to travel than previous generations
(Valentine & Powers, 2013).

Younger adults tend to pursue more new experiences than older adults which should be noted by
destinations that would like to attract this generation (Genoe & Singleton, 2006; Hudson, 2010; lIso-
Ahola et al., 1994). Millennials have been established as an important tourist market because most
members of this generation already have travel experience and spend more when they travel than
previous generations (Benckendorff et al., 2010).

Compared to other generations, millennials are familiar to smart technology (e.g., social media and
mobile technology), which allows them to search information any time and any place when making
decisions. They are also more receptive to different cultures including languages (Benckendorff et
al., 2010). Indeed, millennials are described as tech-savvy, optimistic, assertive, goal-oriented, and
confident (Chen & Choi, 2008). Accordingly, those millennials are willing to understand and admit
diversity comprising ethnicity, lifestyle, and cultures in a society and easily take the dissimilarity
compared to other generation cohorts.

Currently, millennials form almost one third of the world’s population, are the greatest working
generation ever, and are one of the most influential generations when it comes to consumer power
(Hamed, 2017; Bochert et al., 2017; Schiopu et al., 2016). Additionally, the research illustrates that
millennials:

o are very much informed and educated, even being called the hero generation for their belief in
making the future better;

e postpone life milestones such as marriage and having children;

e are not as materialistic as previous generations in relation to owning properties, cars, etc.);

o prefer spending money on interesting experiences such as traveling and leisure;
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e are price-sensitive and consider themselves to be smart consumers, expecting value for their money;
e are highly tolerant to change and believe in seizing the day;

e are interested in sustainable development and may be considered disloyal consumers due to
unpredictable purchasing habits — especially younger millennials (Bochert et al., 2017; Ruspini &
Melotti, 2016; Garikapati, 2016; O°Connel, 2015).

Ultimately, it is believed that the millennial generation is set to redefine every aspect of demographic,
social, political, economic and technological environment (Garikapati et al., 2016). Growing up in the
period of swift change has made their priorities and expectations much different from all previous
generations (Goldman Sachs Report, 2016).

Current trends indicate that millennials are consistently looking for experiences rather than a product
itself and are looking to break the monotony of work-life, so they expect to receive this through their
hotel stay experience (Ramgade & Kumar, 2021). Millennial consumers are looking for authentic,
locally inspired lodging experiences (Gensler, 2016).

2.4. Destination Selection

Researchers have found that tourism growth might be related to how service providers understand the
social and demographic trends that influence a traveler’s preference (Horneman et al., 2002).
Generational theory studies show there is a correlation between a generation and their travel preference
(Huang & Lu, 2017). Responding to traveler age can help the tourism industry provide a more satisfying
and appropriate travel experience for different market segments. (Cohen et al., 2014) This can be
addressed by interpreting the factors that influence tourist behavior, engaging in more effective
marketing strategies, ensuring maintainable destination management, and improving tourism products
and services that match tourist expectations and needs (Octaviany & Mardiyana, 2024).

Hotel selection attributes are the features of products or services that lead customers to choose one
product over others (Lewis, 1984). In other words, it can be described as determining components for
hotels to enhance in building guest satisfaction and gaining market share. Many studies in the hotel
context have historically revolved around the important attributes that guests seek in hotel selection.
The importance of attributes is regarded as a person’s general assessment of the significance of an
attribute for a product (Chu & Choi, 2000). When a customer perceives an attribute as important, the
customer will believe that the attribute will play a significant role in influencing his or her product
choice (MacKenzie, 1986). Wuest, Tas, and Emenheiser (1996) defined perceptions of hotel attributes
as the degree to which travelers find various services and facilities important to customers’ satisfaction.
According to Oliver (1993), there are two related but distinct dimensions of satisfaction, which include
overall satisfaction and attribute satisfaction. Overall satisfaction is concerned with the overall
assessment of a total purchase experience, whereas attribute satisfaction is concerned with particular
facets, or attributes, of products or services (Chi & Qu, 2009). Attribute satisfaction can lead hotels to
choose service directions and a specific product by identifying the dimensions that indicate a strong or
weak impact in customer satisfaction. In addition, attribute satisfaction can be used as an independent
variable to predict the likelihood of a person returning and recommending the experience to others
(Phillips et al., 2013).

2.5.Food Tourism

People incorporating the appreciation of food and drink has become more mainstream, with 53% of
leisure travelers choosing their next destination based in part on the food and drink options offered by
the community (Wolf, 2020). These tourists are among many discovering that the enjoyment of a
destination’s food and beverage offerings creates a better destination experience (Henderson, 2009).

As food tourism has grown so has the research about motivations and preferences of tourists who have
a primary interest in food. Cultural tourism planners need to stay current on trends specifically targeting
this dynamic market to translate the meaning of the experience to attendees (Skift, 2016). Food tourism
has become more than a niche market with more people including food and beverage experiences as
reasons they are drawn to a community (Everett, 2016; Stone & Migacz, 2016). Researchers have
attempted to determine reasons for the increased interest in food tourism.
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The varied reasons are:

1) Food travel engages more senses than other travel activities.
2) A traveler can experience multiple activities in a day compounding the experience.

3) While travelers may not return to a prime attraction (i.e., Empire State Building), they are likely to
return to their favorite restaurants and pubs (World Food Travel Association, 2020).

There also has been an increase in heritage tourism based on the increase in education levels and
increased exposure to more information (via television shows and the internet). Engaging in unique
food and beverage experiences can help visitors learn more about the culture and heritage of an area. A
2020 Food Travel Monitor revealed that 79% of visitors learn about local food and drink when they
visit a destination. (World Food Travel Association, 2020). Food tourists are more likely to explore off
the beaten paths in a community and travel further away from their hotel for a memorable culinary
experience. They equate unique culinary experiences as adding to the overall unigueness of the travel
experience (Skift, 2016).

3. METHODOLOGY
3.1.Purpose of The Study

The purpose of this study is to examine the attraction of boutique hotels to millennials and help boutique
hoteliers to better serve and attract this consumer. By narrowing the segment, the boutique hotelier will
be better able to create a marketable product and experience. This research hopes to produce patterns
that will assist in creating a more personalized and sought-after product.

The sample included 167 participants who were recruited using Qualtrics online survey platform. The
survey included a qualifying question to ensure that the participants were both familiar with boutique
hotels and were in the millennial age range.

3.2.Data Analysis

To narrow the focus of the research, the sample was asked: “I tend to choose a travel destination
primarily based on Cost/Budget, Attractions/Activities, and Culinary Experiences: Food and Beverage
Offerings”. Forty-three percent of the sample chose Attractions/Activities, 32% chose Cost/Budget and
25% chose Culinary Experiences: Food and Beverage offerings. Discriminant analysis was utilized to
determine if there were significant differences between the three groups. The Box’s M test was 939.641
with a significance of <.001 indicating statistically significant differences between the groups.

3.3.Research Findings

The findings were separated into four tables based on the degree of significance and based on the
differences between the three groups. It is clear patterns were found differentiating the three groups.
By looking at the means it is evident the standout group are the respondents attracted primarily to a
destination based on culinary experiences. They are more in agreement with what makes boutique hotels
unique and specific information that may be helpful to boutique hoteliers.

The first table shows the most significant differences between the three groups. People seeking culinary
experiences are more likely to prefer staying at branded hotels. They prefer to stay in a room that has
standardized decor and are interested in hotels that attract locals to their restaurant bar. Shopping is a
priority when they travel and they enjoy planned activities like mixology classes, wine tastings, and
beer tastings.

Table 1
Attractions | Cost/Budget | Culinary Experience | Sig.
| prefer to stay at branded hotels when you 3.67 3.81 4.50 <.001
travel.
| prefer to stay in a room that has 3.44 3.59 4.32 <.001

standardized decor. | like being able to stay
in a similar room in another property.

| prefer to stay at a hotel that attracts locals 3.75 3.54 4.41 <.001
to their restaurant/bar.

Shopping is a priority when | travel. 3.39 3.56 4.50 <.001

I enjoy planned activities like mixology 3.66 3.72 4.70 <.001

classes, wine tastings, beer tastings.
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Strongly Agree=5 Strongly Disagree=1

The second table also shows significant relationships between the groups. The culinary experience
group tends to spend less on their lodging while they are on vacation, so they spend more on shopping
and food/drinks. They like to participate in many activities while preferring off the beaten path
destinations that are trendier and more authentic.

Table 2
Attractions | Cost/Budget | Culinary Experience | Sig.
I tend to spend less on my lodging while I am 3.37 3.61 3.64 .007
on vacation so | can spend more on shopping
and food/drinks.
I like to participate in many activities when | 4.17 3.90 4,52 .009
travel.
| prefer off the beaten path destinations when 3.50 3.75 411 011
I travel.
When | travel | want to stay in a trendy area 4.05 4.02 4,52 .015
where there is a great deal of activity.
I am interested in authentic experiences when 4.14 4.27 4,61 .021
I travel.

Strongly Agree=5 Strongly Disagree=1

The third table shows less significance between the groups. The culinary group considers themselves
“foodies.” They believe that boutique hotels are more luxurious than a standard hotel chain. They like
hotels that reflect their location with a distinct personality.

Table 3
Attractions | Cost/Budget | Culinary Experience | Sig.
I consider myself a "foodie". 3.94 4.04 4.44 .037
Based on what | know about boutique hotels | 4.07 4.04 4.47 .054
think they provide more luxurious
accommodations than a standard chain hotel.
I like it when hotels are tailored to their 4.12 3.97 4.17 .057
location (mold their decor to the community
which they operate)
| prefer a hotel with a distinct personality. 4.14 4.09 4.44 179

Strongly Agree=5 Strongly Disagree=1

The fourth table shows the least amount of significant differences between the three groups. All agree
that boutique hotels offer a more exclusive experience. They also would enjoy a hotel that has retro
games. They are neutral when it comes to staying at a smaller hotel in order receive more personalized service.

Table 4

Attractions | Cost/Budget | Culinary Experience | Sig.
| feel boutique hotels offer a more exclusive 4.16 411 4.38 .303
experience.

I would enjoy a hotel that has "retro" games 4.03 4.18 4.14 718

in the lobby (Clue, Hungry Hippo, Connect
Four)
I would stay a smaller hotel in order to 3.76 3.90 3.88 .803
receive more personalized service.

Strongly Agree=5 Strongly Disagree=1
4. DISCUSSION AND RECOMMENDATIONS

It is interesting to note that although the group seeking culinary experiences is more in agreement with
all questions about boutique hotels and their offerings, the overall sample is at least neutral in their
overall responses. Most brands have boutique offerings such as Marriotts’ autograph collection,
Hilton’s curio collection, Starwood’s Mastercraft collection and Wyndham’s Esplendor collection. The
fact that the culinary group is seeking branded hotels is great news for these brands and illustrates that
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they have a group of Generation Xers they can focus upon. They are not necessarily attracted to
independent hotel chains but could be drawn to the convenience and security of staying at a brand.

They expected a more luxurious experience than a mid-priced hotel, so hoteliers need to keep this in
mind with their design and offerings. Although this generation did not grow up with technology, they
now appreciate such conveniences as operating different devices with their phone. This group is more
philanthropic-minded, so the hotel needs to participate and make known their activity within these
programs.

The draw of beverage classes is a win-win. It is a more personalized option that can be offered at a hotel
and can be a very profitable amenity. It is a great benefit to have guests stay on property while having
them pay the prices with the largest profit margin of alcohol. Another way to draw this market to the
hotel is by promoting their restaurant. Again, a benefit financially for hoteliers is to keep as much of
guests’ spending on property as possible.

Although this group favors brand hotels they are more interested in local businesses instead of chains
and are seeking an authentic experience when they travel. A smart plan would be to maintain
relationships with local businesses so guest services will be able to provide recommendations for a
variety of offerings including authentic experiences.

All groups are mostly neutral on refillable amenities which is good news because it was a bit
controversial when the change was implemented. They feel that boutique hotels are more exclusive
which means that the hotel needs to be presented as such in both marketing material and the product.

The groups are neutral in text instead of calling guest services. This could imply that both options should
be readily available. They state they would be more likely to stay at hotel where they know the
employees are treated well. The hotel should include this in its marketing material. Marketing is not
just selling the product it is promoting the experience. If guests know that the employees are respected,
they will feel better giving their money to the hotel.

Some boutique hotels have included some novelty items as amenities. All groups tend to be neutral or
agree to this offering so it may be interesting to test this in guest rooms and find out if it suits their
property.

Personalized service is important across all groups, and they would stay at a smaller hotel to receive it.
There is a market of people that are not looking for a mega-resort and boutique hotels should make
certain that their personalized services exceed their guest expectations.

In conclusion the boutique hotel industry needs to know that the millennial seeking culinary experiences
is wanting to stay at a hotel that is authentic and feels luxurious. They are more social and enjoy
activities. The lobby should be the hub of activity where guests can interact with each other. Care should
be taken in the shopping opportunities that are provided. Unique keepsakes that represent the
community will most likely be in demand. Being “food forward” by providing classes and tastings will
be a draw. Marketing to the community will help fill these during down times and will give the guests
the ability to meet the locals. This research is a beginning step to help operators focus their efforts and
limit waste by trying to attract the masses when drawing a specific demographic is much more
profitable.

REFERENCES
[1] Aggett, M. (2007). What has influenced growth in the UK’s boutique hotel sector? International Journal of

Contemporary Hospitality Management, 19(2), 169-77.

[2] Arli, D., & Pekerti, A. (2016). Investigating the influence of religion, ethical ideologies and generational
cohorts toward consumer ethics: which one matters? Social Responsibility Journal, 12(4), 770-785.

[3] Benckendorff, P., Moscardo, G., & Pendergast, D. (Eds.). (2010). Tourism and Generation Y. CABI.

[4] Bochert, R., Cismaru, L., & Foris, D. (2017). Connecting the members of generation Y to destination brands:
A case study of the CUBIS project. Sustainability, 9(7), 1197-1217.

[5] Chang, T.C., & Peggy T. (2008). The shophouse hotel: vernacular heritage in a creative city. Urban Studies,
341-367.

[6] Chen, P. J., & Choi, Y. (2008). Generational differences in work values: A study of hospitality
management. International Journal of Contemporary Hospitality Management, 20(6), 595-615.

[7] Chi, C. G. Q., & Qu, H. (2009). Examining the relationship between tourists’ attribute satisfaction and
overall satisfaction. Journal of Hospitality Marketing & Management, 18(1), 4-25.

International Journal of Research in Tourism and Hospitality (IJRTH) Page | 6



Millennials and Boutique Hotels: An Exploratory Study

[8]

[9]
[10]

[11]
[12]
[13]
[14]
[15]
[16]
[17]

[18]
[19]

[20]
[21]
[22]
[23]

[24]
[25]

[26]

[27]
[28]
[29]
[30]

[31]

[32]
[33]

[34]

[35]

Chu, R. K., & Choi, T. (2000). An importance-performance analysis of hotel selection factors in the Hong
Kong hotel industry: A comparison of business and leisure travelers. Tourism Management, 21(4), 363-377.
Everett, S. (2016). Food and Drink Tourism: Principles and Practice. Sage.

Garikapati, V.M., Pendyala, R.M., Morris, E.A., Mokhtarian, P.L., & McDonald, N. (2016). Activity
patterns, time use and travel of millennials: A generation in transition? Transport Reviews, 36(5), 558-584.
Genoe, M.R., & Singleton, J.F. (2006). Older men’s leisure experiences across their lifespan. Topics in
Geriatric Rehabilitation, 22(4), 348-356.

Goldman Sachs Report. (2016). Millennials: Coming of age, https://www.goldmansachs.com/insights/
articles/millennials (18 February 2024).

Hamed, H.M. (2017). Marketing destinations to millennials: Examining the compatibility between the
destination marketing organization website and the millennial tourist prospects. Journal of Tourism and
Recreation, 3(1), 1-20.

Henderson, J. (2009). Food tourism reviewed. British Food Tourism, 111(4), 317-326.

Hershatter, A., & Epstein, M. (2010). Millennials and the world of work: An organizational and management
perspective. Journal of Business and Psychology, 25(2), 211-223.

Hollander, J. (2022). What is a Boutique Hotel? A clear definition with examples. Hotel Tech Report.
https://hoteltechreport.com/news/boutique-hotel (1 October 2023).

Horneman, L., Carter, R., Wei, S. & Ruys, H. (2002). Profiling the senior traveler: An Australian
perspective. Journal of Travel Research, 41(1), 23-37.

Howe, N., & Strauss, W. (2000). Millennials rising: The next great generation. Random House.

Huang, Q., & Yuqi, L. (2017). Generational perspective on consumer behavior: China’s potential outbound
tourist market. Tourism Management Perspectives, 24, 7-15.

Hudson, S. (2010). Wooing zoomers: marketing to the mature traveler. Marketing Intelligence & Planning,
28(4), 444-461.

IBIS World. (2024). Boutiqgue Hotels in the US-Market Size (2004-2030) Market report,
https://www.ibisworld.com/industry-statistics/market-size/boutique-hotels-united-states/(24 October 2024).
Ingelhart, R. (1977). The Silent Revolution. Changing Values and Political Style among Western Publics.
Princeton Legacy Library.

Iso-Ahola, S.E., Jackson, E.L., & Dunn, E. (1994). Starting, ceasing, and replacing leisure activities over
the human life-span. Journal of Leisure Research, 26(3), 227-249.

Lea, K. (2002). The boutique hotel: Fad or phenomenon. Locum Destination Review, 7, 34-39.

Lewis, R. C. (1984). Isolating differences in hotel attributes. Cornell Hotel and Restaurant Administration
Quarterly, 25(3), 64-77.

Loroz, P., & Helgeson, J. (2013). Boomers and their babies: an exploratory study comparing psychological
profiles and advertising appeal effectiveness across two generations. Journal of Marketing Theory and
Practice, 21(3), 289-306.

Loureiro, S., & Kastenholz, E. (2011). Corporate reputation, satisfaction, delight, and loyalty towards rural
lodging units in Portugal. International Journal of Hospitality Management, 30(3), 575-583.

MacKenzie, S. B. (1986). The role of attention in mediating the effect of advertising on attribute
importance. Journal of Consumer Research, 13(2), 174-195.

Mannheim, K. (1952). The Problem of Generations. In P. Kecskemeti (Ed.), Essays on the Sociology of
Knowledge (pp. 276-320). Routledge and Kegan Paul.

Mclntosh, A. J., & Siggs, A. (2005). An exploration of the experiential nature of boutique accommodation.
Journal of Travel Research, 44, 74 — 81.

McKinsey & Company (2024). The State of Tourism and Hospitality 2024 Market Report,
https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/the-state-of-tourism-
and-hospitality-2024 (24 October 2024)

Meredith, G., & Schewe, C. D. (1994). The power of cohorts. American Demographics, 16, 22-31.
O‘Conell, S. (2015). How Millennials Define Frugality Differently. U.S. News & World Report.
https://money.usnews.com/money/the-frugal-shopper/2015/06/05/how-millennials-define-frugality-
differently, (15 February 2024).

Octaviany, V., & Mardiyana, E. (2024) Generational travel behavior to visit tourism destination. Asian
Journal of Social Sciene and Management Technology, 6(2), 54-65.

Oliver, R. L. (1993). Cognitive, affective, and attribute bases of the satisfaction response. Journal of
Consumer Research, 20(3), 418-430.

International Journal of Research in Tourism and Hospitality (IJRTH) Page | 7



Millennials and Boutique Hotels: An Exploratory Study

[36]

[37]

[38]

[39]

[40]
[41]
[42]
[43]

[44]

[45]
[46]
[47]
[48]
[49]

[50]
[51]

[52]
[53]
[54]
[55]

[56]

[57]

Pekerti, A.A., & Arli, D. (2017). Do cultural and generational cohorts matter to ideologies and consumer
ethics? A comparative study of Australians, Indonesians, and Indonesian  migrants in Australia. Journal
of Business Ethics, 143(2), 87—404.

Phillips, P. (2004). Customer-oriented hotel aesthetics: a shareholder value perspective. Journal of Retail &
Leisure Property, 3(4), 365-373.

Phillips, W. J., Wolfe, K., Hodur, N., & Leistritz, F. L. (2013). Tourist word of mouth and revisit intentions
to rural tourism destinations: A case of North Dakota, USA. International Journal of Tourism Research,
15(1), 93-104.

Ramgade, A., & Kumar, A. (2021). Changing trends of hospitality industry: Emergence
of millennials and gen Z as future customers and their influence on the hospitality industry. Vidyabharati
International Interdisciplinary Research Journal, 12(2), 110-116.

Rogler, L.H. (2002). Historical generations and psychology: The case of the Great Depression and World
War Il. American Psychologist, 57(12), 1013-1023.

Ruspini, E., & Melotti, M. (2016). How is the millennial generation reshaping cities and urban tourism
[Conference Session]. Urban planning and tourism consumption, Jerusalem, Israel.

Ryder, N.B. (1965). The cohort as a concept in the study of social change. American Sociological Review,
30, 843-861.

Schiopu, A, Padurean, M., Tala, M., & Nica, A. (2016). The influence of new technologies on tourism
consumption behavior of the millennials. Amfiteatru Economic, 18(10), 829-846.

Schrager, 1. (2015, October). The boutique hotel concept. In A. Wood, & J. Gabel (Eds.), The Future of Tall:
A Selection of Written Works on Current Skyscraper Innovations, Addendum to the Proceedings of the
CTBUH 2015 International Conference (pp. 26-30). Council on Tall Buildings and Urban Habitat.

Skift Magazine. (2016). Defining the Future of Travel. (https://skift.com/insights/skift-magazine-issue-3-
the-megatrends-defining-travel-in-2016/) (accessed on April 2, 2024).

Stone, M., Migacz, S., & Wolf, E. (2019). Beyond the journey: the lasting impact of culinary tourism
activities. Current Issues in Tourism, 22(2), 147-52.

Strauss, W., & Howe, N. (1997) The Fourth Turning: What the Cycles of History Tell Us About America’s
Next Rendezvous with Destiny. Broadway Books.

Teo, P., & Chang, T.C. (2009). Singapore's postcolonial landscape: boutique hotels as agents. In T. Winter
and P. Teo (Eds.), Asia on Tour: Exploring the rise of Asian tourism (pp. 81-96). Routledge.

Valentine, D. B., & Powers, T. L. (2013). Generation Y values and lifestyle segments. Journal of Consumer
Marketing, 30(7), 597-606.

Van H. M. (2006). Building a better boutique hotel. Lodging Hospitality, 32 — 44.

Viswanathan, V., & Jain, V. (2013). A dual-system approach to understanding generation Y decision
making. Journal of Consumer Marketing, 30(6), 484-492.

World Food Travel Association. (2020). Food Travel Monitor Research Report. World Food Travel
Association.

Wouest, B. E., Tas, R. F., & Emenheiser, D. A. (1996). What do mature travelers perceive as important
hotel/motel customer services? Hospitality Research Journal, 20(2), 77-93.

Young, E. (2015). How Millennials get news: inside the habits of America’s first digital generation.
Associated Press-NORC Center for Public Affairs Research & American Press Institute.

Yuan, Y. H. (2009). The Nature of Experience in Hospitality Settings [PhD dissertation, Texas Tech
University].

Zaman, M., & Botti, L. (2016). T.V. Does managerial efficiency relate to customer satisfaction? The case

of Parisian boutique hotels. International Journal of Culture, Tourism and Hospitality Research, 10(4), 455-
470.

Zeithaml, V.A. (1988). Consumer perceptions of price, quality and value: A means-end model and synthesis
of evidence. Journal of Marketing, 52(3), 2-22.

Citation: Tammie J. Kaufman, Jessica Hoeschen, “Millennials and Boutique Hotels: An Exploratory Study".
International Journal of Research in Tourism and Hospitality (IJRTH), vol 11, no. 1, 2025, pp. 1-8.
doi: https://doi.org/10.20431/2455-0043.1101001

Copyright: © 2025 Authors. This is an open-access article distributed under the terms of the Creative Commons
Attribution License, which permits unrestricted use, distribution, and reproduction in any medium, provided the
original author and source are credited.

International Journal of Research in Tourism and Hospitality (IJRTH) Page | 8


https://hmct.dypvp.edu.in/Documents/research-papers-publication/Research-Papers/12.pdf
https://hmct.dypvp.edu.in/Documents/research-papers-publication/Research-Papers/12.pdf

