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ABSTRACT

RESORT MARKETING TO THE MEMBERS OF THE BABY BOOM
GENERATION: HOW TO ATTRACT AND RETAIN THIS AFFLUENT MARKET

By

Migty Marie Johanson

The resort industry has increased in complexity as
market demands for products and services have changed. The
industry 1is witnessing increasing competition for high
service quality and customer retention. Research has
indicated that the baby boomer will be the salvation for
the resort industry. Between roughly 2000 and 2020 the
members of the baby boom generation will dominate the
resort market. It therefore becomes the challenge for
resort developers, managers and marketing executives to
capture the distinctive patronage of the aging boomer
market for future leisure travel. This study provides an
evaluation of the resort industry focused towards the era
of the baby boomers.

The goal of this study was to determine factors that
will significantly influence boomer’s vacation experiences
within resorts, and to decipher whether or not resorts are
planning to market amenities suitable to meet the demands

of their boomer market. The ‘Resort Soft Amenity’ (RSA)
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instrument was employed to measure and determine future
resort travel characteristics.

Descriptive statistics were conducted to examine the
basic integrity of both scales and data sets. Providing
results indicating both reliable and wvalid instruments.
Cross tabulations were conducted to explore the interaction
between variables. Lastly a principal components analysis
with a varimax rotation was used to test the stated
hypotheses.

The factor analysis was successful in identifying 8
resort amenity scales accounting for over 50 percent of the
variance relating to boomer vacation expectations. ‘Guest
Service and Resort Operating Effectiveness’ was rated as
the most important vacation amenity for future resort
travel. However, the study was successful in discovering
the shortcomings in resorts’ marketing efforts in their
attempts to capture the boomer market. Several amenities
that the members of the boomer generation deemed as
important or even crucial for future travel, resorts did
not. Various human resource and marketing issues are
discussed and recommendations are made in an effort to
assist resort managers in successfully capturing the

affluent boomer market.
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PREFACE

The study is divided into five chapters. The first
chapter contains an introduction, problem statement,
purpose of study, study objectives, importance of study,
definitions of terms relevant to the study, and assumptions
made in the study. The second chapter contains a review of
research that has been conducted on the baby boom market,
on industry trends, on resort market research, as well as a
discussion of vacation research - which 1led to the
development of the survey instrument used in this study.
Chapter two also contains a section on how this study lends
itself to further the research in the field. Research
hypotheses are presented at the end of chapter two.

The third chapter includes a discussion of all
relevant methods and procedures used in the pretest and the
general study. It also contains an evaluation of the pre-
tests results. Chapter four discuses general survey
results, results of hypotheses and sub-problem testing, and
a discussion of the results. Lastly, chapter five contains
a summary, limitations, and recommendations for future

research.
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Introduction

In 1998, there was more travel in the U.S. than in any
previous year (Travel Industry Association 1999). Over the
past ten years, the resort industry expanded rapidly,
offering an ample supply to meet the growing demand of
travelers (Chon and Singh 1995). Today - spa, beach, ski,
golf, and tennis, are just a few of the many types of
resorts in the lodging industry (Gee 1988). Approximately
2195 resort hotels exist in the U.S., representing 6.1% of
all lodging properties. In addition, resorts account for
roughly 12.2% of all U.S lodging rooms, or, 450,494 rooms®
(.Smith Travel Research 1999). Some researchers have noted
that this is an oversupply of resort hotels (Chon and
Whelihan 1992; Trends 1996). The enhanced competition from
this oversupply is forcing resort managers to develop
unique and aggressive marketing strategies to capture
future leisure markets.

Although resorts attract various types of business
travelers, the prime target group of resorts has long been

the vacation market, (Gee 1988) (refer to Figure 1.1).

'Based on 3.7 million rooms and 35,750 properties
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Peter Yesawich, CEO of Yesawich, Pepperdine and Brown,
agrees, noting that: “If you wanted to chart a course for
prosperity into the third millennium you would clearly
align yourself more in the leisure arena than you would the
business arena.. because that is where the demand is coming
from” (1999; 55). According to the National Travel Monitor,
8 out of 10 adults took a qualifying trip in 1998, (defined
as 75 miles from home using over night accommodations) of
which, 92% stated that the purpose of the trip was for a

vacation (Withiam 1997).

Resort Hotels Market Mix

Conference
12%

Covention
17%

Other
3%

Tourists
56%

Business
12%

Figure 1.1 Source: PKF, Trends in the Hotel

Industry, USA Edition, 1997.

The resort industry has witnessed increasing
competition for high service quality and customer

retention. Offering services and amenities the consumer
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deems necessary has become vital to the survival of
resorts. Verhoven and Masterson stated: “An understanding
of the consumer’s perspective of the vacation experience is
not as well known and yet this factor may represent the
single most important one to the continued success of
resorts” (1995; 39). They argued that in order for resorts
to compete, managers will need to consider what vacation
services are most important for a satisfying vacation, and
what can they can do to improve vacation gquality. They
suggested that identifying and understanding the demands of
the customer is not only critical to attracting them, but
key in sustaining customer loyalty.

However, the mood of the country is changing;
Americans have altered their views of vacationing
(Loverseed 1993; Yesawich 1999; Miller 1999; and Gottlieb
1982). Increasingly, adults in this country want something
new and different from their vacation experience
(Yankelovich 1982). It 1is suggested that capturing the
distinctive patronage of the boomers for future potential
travel is crucial. This ultimately requires resort managers
to redirect marketing techniques targeted at the demands of
the baby boom generation (Michalski 1989; Koss 1996; and
Goodman 1995). It will not only be the key to the

popularity of resorts in the future, but essential to their
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economic survival (Levine 1989; Forest 1988; Kovaleach
1988; Chon and Whelihan 1992; Whelihan and Chon 1991; Chon
and Singh 1995; Shaw 1989; Shaw 1990; and Hemmeter 1987).
In effect, the boomers have been said to be, “rewriting the
rules of travel marketing” (Yesawich 1999; 56). This study
provides the first evaluation of the resort industry
focused towards the era of the baby boomers.

The 76.5 million people born in the U.S. between 1946
- 1964 are classified by the U.S. Census Bureau as the baby
boom generation. In Table 1.1 the boomer generational group
is broken down into two distinctive sub-groups known as the
‘early’ and ‘late’ baby boomers. Many of the boomers are
well-educated, demanding, sophisticated, wealthy consumers
who are characterized as the best traveled generation in
U.S. history (Goodman 1989). This group has influenced
eighty-eight percent of all U.S. travel business, and has
influenced the resort industry more than any other
generational group (Goodman 1997). In addition, the boomers
are responsible for, “the consumer montage of the late
90’s: In me I trust. I want it my way. Not the way you

want to necessarily serve it” (Yesawich 1999; 51).
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Table 1.1
The Boomer Generational Group

Group Dominant Age in % of Pop. |
Decade 2000 In 2000

Early Baby 1946-1954 The 60’s 46-54 18%
Boomers

| Late Baby 1955-1964 The 70’s
Boomers

Source: Discover America 2000 Report 1996

Between roughly 2000 and 2020 the baby boomers will
continue to dominate the resort industry. (Chon and Singh
1995; and Goodman 1989). Customize will become the buzz
word for the third millennium resulting in a strong trend
toward personalization, “If ever there was a business where
personalization can reign, it is the business of delivering
travel and vacation experiences” (Yesawich 1999; 52).

This study will provide results indicating that in
order to attract and retain this large and affluent group
of individuals for the next two decades, resorts need to
reposition, revitalize and remarket themselves to meet the

needs of the boomers.
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PROBLEM STATEMENT

What are the demands of the changing resort market of
tomorrow? This study is designed to determine the services
and amenities requested by the members of the baby boom
generation for future resort travel.

Is the resort industry effectively meeting the demands
of the changing market of tomorrow? This study will
determine whether the resort industry is recognizing and
acting upon the inevitable fact that the boomers are aging
and requesting different services and amenities than that

of mature markets in the past.

PURPOSE OF STUDY

The resort industry has increased in complexity as
consumer demands for products and services have changed.
While the industry itself has increased in gquantity and the
number of attributes it offers, success will lie in its
understanding of what boomers want, not what the resort has
to market. This study will assist resort managers in
understanding what these needs of boomers are, as well as,
identifying marketing strategies to target the members of

the baby boom generation.
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STUDY OBJECTIVES

Specifically this study was designed to address the

following objectives:

1) define and discuss baby boomers changing
lifestyles, demographics and social trends,

2) define and discuss resort marketing challenges,

3) identify, rank, and classify resort services and
amenities valued by the baby boomers,

4) identify, rank, and classify resort services and
amenities perceived by managers as being
marketable to the boomers,

5) offer recommendations to assist resort managers

with their future marketing efforts.

IMPORTANCE OF STUDY

Results of this study are important to researchers and
educators, boomers, as well as to resort managers. The
study is important because it provides researchers and
educators with gquantitative information on the marketing
efforts of resorts and the service and amenity expectations
of the baby boomers. Secondly, the study provides the

boomer market with the assurance that their demands about
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service and amenity expectations are being evaluated.
Third, the study points out the shortcomings in the
marketing efforts of the resort industry in capturing the
service and amenity expectations of this group of potential
travelers. Finally, the study advances recommendations
about which services and amenities resorts should offer and
how to market them in order to succeed in capturing the

boomer market.

DEFINITIONS OF TERMS RELEVANT TO THE STUDY

Definitions of selected key terms used in the report
are provided below:

1) Baby Boomer - The generational group born in the U.S.
between 1946 - 1964 (as defined by the U.S. Census
Bureau 1999).

2) Early Boomer - The generational group born in the U.S.
between 1946 - 1954 (as defined by the U.S. Census
Bureau 1999 and Discover America 2000 Report 1996).

3) Future - -n. the time to come; all that is to happen;
the future tense (as defined by Webster 1998). For the
purpose of this study “future” refers to the boomers
dominant period within the resort industry, 2000 to

2020.
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4)

5)

6)

7)

Late Boomer - The sub-generational group born in the
U.S. between 1955 - 1964 (as defined by the U.S.
Census Bureau 1999, and Discover America 2000 Report
1996) .

Major Resort - A commercial 1lodging facility that
contains at least 30 guest rooms and also provides
major recreation opportunities on its premises (as

defined in Recreation in Michigan, 1996).

Resort Hotel - A hotel, usually located in a desirable
vacation spot, that offers fine dining, exceptional
service, activities unavailable at most other
properties, and many amenities (as defined by the

Educational Institute of the AHMA, in Glossary of

Hospitality Terms, 1998).

Soft Amenity - Those aspects of resort management not
directly related to accommodations or facilities (hard
amenities). The term has been operationalized to
include services, activities or programs that enhance
the enjoyment of a resort vacation through either
increased participation or improved relaxation (as

defined by Verhoven and Masterson 1995).
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ASSUMPTIONS

A major obstacle of this study was the process of
defining the term “resort”. Too many interpretations of the
definition of resorts exist in our field. Most definitions
contain the notion that a resort is, a lodging
establishment which contains a major recreational facility.
Although this term is consistently used, the section of the
definition that states, “major recreational facility”, is
the part where the problem 1lies and requires further
defining.

As a result of such a broad definition, many reports,
studies, and publications produce different statistics on
resorts in the U.S. This is especially true concerning the
number of resort rooms and establishments. For the purpose
of this study those segments that Smith Travel Research
classifies under “resorts”, were the segments assumed to be
resorts for this study. This eliminates casinos, time-
shares and the interval vacation segment of the lodging
industry, from the definitions and calculations used in
this study. These criteria are the same standards set
forth in Lodging Industry Profile (1998), published by AHMA
-~ calculated in conjunction with Smith Travel Research, the

Travel Industry Association of America (in association with

10
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the Tourism Works for America Council) and the U.S
Department of Commerce’s Office of Tourism

Industries/International Trade Administration.

11
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CHAPTER II

Review of Related Literature

INTRODUCTION

Despite its importance, virtually no empirical
research has been conducted on resort boomer marketing. In
this chapter however, key publications which have shaped
the literature on the subject area are discussed.
Additionally, the strengths and weaknesses of past
applicable research are analyzed, along with their
implications for resort vacationing.

Through an extensive review of relevant 1literature,
lifestyles and demographics of the baby boom generation
were uncovered, and presented in the first section of this
chapter. In the second section, studies on trends that have
identified changes in our society among the boomers are
evaluated. These trends include: the perception of leisure
time, spendable money and income, shifting priorities, and
travel habits. In the third section, resort marketing
research is reviewed. This review attempts to summarize
data from the limited number of studies completed to date.
In section four, vacation research relevant to the study is

assessed. In the final section of this chapter, boomer

12
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market demands and marketing of the resort industry are
linked to form hypotheses and sub-problems that were tested

in this study.

BOOMER MARKET RESEARCH

In this section, studies addressing the aging issue of
the boomers as it affects resort vacationing in this
country are acknowledged. A look at the projected growth
of the U.S. population between 2000 and 2020 discloses
details of the changing demographics of this aging market
segment (refer to Table 2.1).

Mitchell (1996; 1) offered the following comment to
marketers;

wSome businesses are hoping that boomers will ‘age
into’ their parents’ values and opinions so they can
attract the group as a mature market without changing
current senior-oriented strategies. Others hope that
the successful youth-oriented formula of the past will
continue to work for aging boomers. Both approaches
are too simplistic, of course, because the generation

is neither frozen in time nor marching in its parents’
footsteps.”

13



Table 2.1
Population Estimates 2000 to 2020
Boomer Generation broken down between “early” and “late”
(numbers in thousands)

| Age Groups 2001 2005 2010 2015

- 34 36,758 36,306 38,292 41,084

- 45 44,401 42,165 38,521 37,598

54 38,494 41,506 43,564 41,196

55 64 24,498 29,605 35,283 39,640
65 and over 34,920 36,165 39,409 44,567

| Mean age 36.6 37.2 37.8 38.4

Source: U.S. cgnsu Bureau 1999

According to Goodman (1994) the resort industry is not
going to experience fluctuations among its market over the
next twenty years. Instead, boomers are likely to remain
the predominant market. Interestingly, the boomer market
is comprised of a variety of unique lifestyles as a result
of changing values. For example, the U.S. Census Bureau
statistics revealed that more boomer women work now than
have women from any other generation. This has resulted in
an abundance of high earning dual-income families (1999).
Boomers are also one of the most highly educated

generational groups the industry has ever experienced.

14
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Eighty-five percent of all boomers in the U.S. have at
least a high school degree, while 25% have obtained a
bachelors degree or higher (U.S Census Bureau 1999). The
advanced educational 1level boomers have achieved will
revolutionize the marketplace (Russell 1987). Mitchell
(1996) indicated that the divorce rate is higher within the
boomer generation than for any earlier generation, and as a
result the makeup of the boomer household is small. Russell
(1987) provided information on the attitude and behavior of
this generation group. She evoked that they possess
attitudes that are extremely individualistic, producing
independent and self-indulged boomers. Furthermore,
Iwamuro (1993) inferred that boomers are at a stage in
their lives where people typically have the most spending
power.

Several studies (Ananth, et al. 1992; Lumpkin,
Greenberg, and Goldstucker, 1985; Wuest et al. 1996)
pertaining specifically to the industry have attempted to
identify service, program or facility attributes that are
important to the ‘mature’ traveler. However, the boomer of
tomorrow will demand different services and amenities,
reflecting their unique lifestyles and demographics, than
any other mature market seen before by the industry (Shaw

1989). This will result in a need for resorts to offer

15
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different amenities, provide a different style of customer
service, and market to the boomers in different ways than
have been employed to attract mature markets in the past.
Russell (1987; 4) suggested;

“Rather than join the mature market, boomers

will create a new vibrant midlife marketplace over the

next few decades. As they do so, they will push the

threshold of the traditional “mature” market into older

and older age groups. Consequently, the very idea of a

“mature” market will age with the older people the

concept currently defines. Ultimately, the idea will

fade away with the generations that precede the baby
boom.”

XPast research addressing the boomer market provides
evidence that the boomers will create immense business
opportunities for the resort industry. This literature
identified the demographic and lifestyle characteristics

essential to creating efficient future marketing

strategies.

TRENDS ANALYSIS RESEARCH

Discussed in this section are studies addressing
important trends influencing resort vacationing. One
significant trend that is reshaping the resort industry is
that of the boomer'’s perception and use of time.

Withiam (1997) addressed the issue of time pressure

and suggested that Americans are burdened by the fact that

16
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they just don’t have enough time. Godbey (1993) concurred,
agreeing that Americans feel rushed and have a perceived
value of less available time. In addition, the National
Travel Monitor (1998) revealed that, 56% of adults feel as
if they just don’t have enough vacation time, and 38% were
willing to trade an increase in pay for more vacation time.
In essence, “Time is the currency of greatest value to not
just affluent Americans but practically all Americans
today. The currency of greatest v#lue to your customers
today is not denominated in dollars and cents, but it is
denominated in minutes and hours” (Yesawich 1999; 49).
This will influence the way resorts do business and will
impact the way boomers perceive quality. The concept of
“time poverty” has done two things for the travel business,
it has redefined the way people travel and has raised the
level of expectations people have of their vacations
(Yesawich 1999).

Money and income are also heavily influencing the
resort industry. The boomers will continue to spend between
2000 and 2020, more than all past generations in U.S.
history (Goodman 1994). TIA’s Travelometer statistics for
1996, depicted the boomers as the highest spenders of all

generational groups (refer to Table 2.2).

17
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Table 2.2
Pleasure/Vacation Trip Spending 1996

Travelers Age Total Spending

Late Boomers $1166

Early Boomers $1229

Average U.S $1039
Traveler

Source: TIA’s Travelometer 1996

Research has indicated that, if boomers could 1live
comfortably, 42% would quit their jobs while 56% would stay
working (Russell 1989). This of course is much different
than past generations of Americans (Ananth, et al. 1992;
Lumpkin, Greenberg, and Goldstucker, 1985; Wuest, et al.
1996). In addition, the boomers have had an increased
ability and willingness to spend disposable income on
discretionary items (Tannert 1995). Resorts do and will
face intense competition for the baby boomer’s attention
and disposable income (Wheilian and Chon 1991). A summary

of boomer’s median income is display in Table 2.3.

18
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Table 2.3
Boomer’s Median Income 1997

Age Income

Late Boomers $46,359

Early Boomers $51,875

Average U.S $37,005
Households

‘SOurce: U.S. Census Bureau 1997
It should be noted, however, that Fish and Waggle
(1998) studied the impact that income and expenditures have
on the number of vacation and pleasure trips taken. They
concluded that using total expenditures rather than income
may better characterize <vacation and pleasure travel
behavior.
Shifting priorities is another significant trend that
is also reshaping the resort industry. America has seen a
<{g;qmqpic shift in the priorities of its boomers (Troy
1993). In fact, 76% of adults in America agreed with the
statement that they would, “welcome more novelty and change
in their lives” (National Travel Monitor 1998).
Interestingly, Wahlers and Etzed (1985) found that the
desire for novelty in vacations goes up or down depending
on the amount of stimulation in a traveler’s life. Mannell
and Iso-Ahola (1987) suggested that the psychological

benefits of the leisure travel experience stems from the

19
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interaction of two forces: 1) escaping routine and
stressful environments and; 2) seeking recreational
opportunities for intrinsic rewards. In 1997, the National
Travel Monitor reported that, 78% of baby boomers indicated
that they need to reduce stress in their lives. Fortunately
for resorts, leisure travel is seen by the boomers as the
desired way to relieve stress (Goodman 1994).

‘Family travel’ and ‘vacations-for-one’, are the only
two segments that are estimated to grow in demand (Yesawich
1999). It will be evident that some late boomers in the
year 2000, will travel without children to escape the
pressures and stresses of home life (Discover America 2000
Report 1996). According to the Travel Industry Association
(1999) however, family travel accounted for 74% of all
vacation travel in the U.S.(while averaging eight nights
per trip, and two vacations a year). In addition, 88% of
all families with children travel with them on vacation
(Travel Industry Association 1999). Forty-seven percent of
baby boomers took a family vacation in 1997, ranking
highest among all generational groups. Interestingly, those
few families who did not vacation in 1997, reported their
reasoning as ‘economic’ and ‘lack of time’ (Tourism Works

for America 1998 Report).
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Boomers travel habits are also reshaping the resort
industry. Resorts need to understand the complexity of the
boomer generational group in terms of: the types of
accommodations requested, what they want to participate in,
who they will travel with, when and where they will travel
and the purpose or motivation for their travel.

Boomers desire facilities and accommodations that
reflect a more family-centered atmosphere, in order to
accommodate those traveling as couples, as well as for
those traveling with children (Chon and Singh 1995).
Boomers are also searching for flexible resort
opportunities. These include: educational, cultural or
sports activities to participate in (Cato and Kunstler
1988).

Additionally, research has indicated that the boomer
is the salvation of the resort industry, especially the
female boomer. The female boomer influences 80% of all
leisure decisions (Goodman 1994). Female boomers are also
dominating resort travel. Approximately 34% of corporate
travelers are boomer women in addition to representing 65%
of all conventioneers (Goodman 1994).

Boomers are also taking trips that are more frequent,
closer to home, and impulsive. The National Travel Monitor

reported that 86% of boomers are interested in vacationing
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in their own state. In addition, 49% of adults stated that
they want a vacation in a place they can get to within
three hours, either flying or driving (1998). It is
suggested however, that more than 75% of all U.S. trips
involve auto/truck/RV as the primary mode of transportation
(Nelson et al. 1996). As well, 84% of pleasure travelers in
1997 traveled by these means (Tourism Works for America
1998 Report).

One study found that the most popular motive for
vacationing was relaxation (37%) (Rubenstein 1980).
However, resort travel among early boomers and late boomers
is motivated by different factors, due to the different
life-cycle stage one is experiencing. The U.S. Travel Data
Center reported, that in the year 2000 those boomers known
as ‘early’ baby boomers, those born between 1946 - 1954,
may be entering early retirement or working less hours in
the week, which leads to more leisure time. However,
‘late’ baby boomers, those born between 1955 - 1964, will
be highly active in their careers with 1less time and
different priorities for traveling (Discover America 2000
Report 1996).

Business travel is said to be declining in America for
two reasons. First, travel is being minimized because

travel expenses are increasing. Nigro (1997) reported that
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business airfares are expected to increase 8 to 9 perceat,
meals 2 to 3 percent, group travel 10 percent, hotels are
expected to increase 5 to 7 percent, and car rental 4 to 5
percent over the next several years. Secondly, business
travel is declining as a result of advancements in
technology (Braunlich and Nadkarni 1995). Seventy percent
of business travelers stated that, ™“technology will reduce
their future travel for business. They are predisposed to
use technology as a surrogate for business travel”
(Yesawich 1999; 56).

The resort industry will also witness the boomers
traveling to resorts, combining both business and leisure
travel at a much higher rate than in the past. The 1996 TIA
Survey of Business Travelers, revealed that, 8.8 million
business travelers combined business and vacation on a
recent trip. Boomers will be combining business and leisure
when traveling to resorts, giving them more time to spend
with their families.

A thorough analysis of current trends influencing
resort vacationing was presented in this section.
Identified was the boomer’s perception and use of time,
money, priorities and travel habits. But just how will
these trends affect resort marketing? The trends analysis

provided evidence that perhaps resorts’ marketing
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strategies should involve high customer involvement when
deciding on which amenities and services to offer to their
targeted guests because the boomer market is so varied in
its demands.

Additionally, resorts will benefit dramatically from
the identified travel trends. This is especially true for
resorts which can market services and amenities suitable
for those travelers who combine business and 1leisure
experiences along with those resorts who cater to family
travel (Discover America 2000 Report 1996). Goodman (1989)
has noted that boomers are responsible for the demise of
the two week vacation and an increase in the 2-3 day
weekend vacations. Cutler (1990) recommended that resort
marketing should focus on peoples’ perception that they
have less free time, whether it is true or not. Godbey
(1993) has suggested that in order for resorts to add value
to their services, they should assist the guest in relaxing
and slowing down their normal pace of life.

The luxury segment of the resort industry has
increased in popularity with the aging of the boomers.
Consequently, while there is an increase in popularity in
some segments of the resort industry, the aging of the
market has continuously caused problems for others. For

example, ski resorts have been forced to re-develop their
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marketing strategies as a result of the aging of the boomer

market. (Jones 1988 and Mahoney 1990).

RESORT MARKETING RESEARCH

While few distinguished theories and concepts relating
to resort marketing have been advanced, some literature has
discussed how resorts can reposition their marketing
strategies based on emerging trends and the potential
boomer market.

The resort marketing literature has indicated that
resorts should first consider the wants and needs of the
vacationer, to assure a satisfactory vacation experience.
Marzella (1996) has suggested that resorts link marketing
strategies to relevant social and travel trends. Along
with providing specific examples of how social and travel
trends can drive marketing strategies for resorts, the
author has noted: “Marketing strategists who stay ahead of
changing developments are likely to be effective in
anticipating changes. The underlying premise is that if
~you understand people’s social values, along with their
travel attitudes and behavior, you can better predict how
they will behave and how to evolve your marketing strategy”

(1996; 19).
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Whelihan and Chon (1991) and Chon and Whelihan (1992)
offered recommendations to the resort industry in
developing marketing strategies to meet the demands of the
market of tomorrow. The strategies identified in these
studies include:

¢ expanding current market segments,

e creating new market segments, and,

¢ expanding services.

The research suggested that the key to resorts achieving
all three identified strategies is to offer services and
amenities the guest of tomorrow values. However, today’s
customer is still highly susceptible to impulse purchasing
based on perceived value (Goodman 1995). Resorts need to
continuously ©prove their worth through price-value,
quality, innovation and marketing and in turn earning the
consumer’s trust (Berry 1998).

Chon and Singh (1995) identified growth in specific
resort market segments, trends in resort product
development efforts, and environmental challenges the
resort industry is facing. The effects of these trends
influence the way in which resorts market. The authors
suggested that the real challenge for resorts is to,
“"design and deliver properly, products and services

commensurate with the needs of the various markets.
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Resorts that employ aggressive and creative marketing
strategies which reflect value, benefits, individually
tailored packaging and promotions, flexibility and a unique
experience among other competitive product attributes, will
gain the winning edge” (1995; 469).

Marketing strategy suggestions were offered in this
section to resorts based on lifestyle, demographic, and
psychographic features of the boomer market. The
recommendations, however, are not based on empirical
investigation resulting from analyzing the boomers’ needs
and desires of resorts for their future travel. This study,
however, will build on the existing knowledge to assist
resorts in identifying exactly what it is that the boomers’
needs are, and what it is that resorts need to do
differently to realize greater profits from this potential

market.

VACATION RESEARCH

Vacation research relevant to the study is evaluated
in this section. Verhoven and Masterson (1995) indicated
that past research measuring vacation experience through
attribute importance (Rubenstein 1980; Oppedijk Van Veen

and Verhallen 1996; and Cato and Kunstler 1988) limited the
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ability to assess the range of ©possible consumer
perceptions and preferences due to the forced response
structure of the survey instruments. Therefore, creating a
need for a true vacation satisfaction index.

As a result, Verhoven and Masterson (1995) developed
the Resort Soft Amenity (RSA) instrument to measure quality
vacation experiences within the interval vacation ownership
segment of the lodging industry. For the purpose of this
study, the RSA instrument was modified to provide an
accurate representation of the resort industry rather than
the time-share/vacation ownership industry, and to add
specificity to reflect the needs of the boomer market.

Additionally, several other studies have identified
ways to measure vacation experiences within the hospitality
industry. Hudson and Shepard (1998) evaluated attributes
important to visitors and managers at a ski resort. They
were able to analysis the strengths and weaknesses of the
resort in offering these attributes to their visitors.
Knutson et al. (1991) developed an index known as LODGSERV,
that evaluates service quality expectations within lodging
properties specific to five dimensions: reliability,
assurance, responsiveness, tangibles, and empathy. An
interesting finding regarding service quality resulted from

a study conducted by Saleh and Ryan (1991). They suggested
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that management and customers are 1likely to view the
quality of service provision from an independent viewpoint,
thus giving rise to differences in perceptions of the
service. Because guest satisfaction is at least in part,
influenced by the availability of guest services, the
provision of quality service has become an increasingly
important aspect regarding the future success of
hospitality businesses (Berry and Parasuraman, 1991).

The studies discussed provided valuable information on
service quality expectations. However, the scope of these
studies do not lend specificity to the resort industry nor
do they evaluate the attribute expectations and demands of

the boomer market.

SUMMARY

Boomer market research over the past decade has
focused on the inevitable fact that the boomers are aging,
but their spirit is not. Research has also encouraged the
resort industry to acknowledge and capitalize on the
changing lifestyles and demographics of this generational
group. Specific trends have been identified to assist the

resort industry in gaining a thorough understanding of this
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significant group of potential consumers. The trends

analyses have concluded that boomers feel;
e time is precious,
e money is spendable,
e priorities have shifted, and,

e travel is both a way to relieve stress and spend

more time with the family.

The effects of these trends on the resort industry
have also been identified. Research throughout the 90’s
concluded with the threat that those resorts failing to
identify with the needs of the changing consumer would lose
to the competition in the new millennium.

The impact that this generational group will have on
the resort industry is powerful enough to drive research in
developing the understanding of specific needs and wants of
the baby boom generational group that have yet to be
uncovered. From the research literature, it is evident
that there have been no previous attempts to establish
specific amenity standards within resorts that match the
desires of the baby boom generation. This study will

provide empirical evidence supporting such a theory.
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STUDY HYPOTHESES

nggthesis 1

It is hypothesized that:
The members of the baby boom generation deem guest
services as the most important amenity in deciding on
future resort travel.
The resort guest for the next two decades, will be looking
for properties that offer the most desired amenities
(Goodman 1991). Boomers will be, ™“unwilling to pay for
amenities they don’t want and will avoid those resorts that
don’t offer what they expect” (Whelihan and Chon 1991; 57).
Boomers are aging and demanding services and amenities
unlike mature markets in the past, creating new challenges

for resorts.

Sub-Problems to Hypothesis 1

The following sub-problems to hypothesis 1 have also been

identified:
1) There are differences between boomers in their
attribute preference based on lifecycle stage.
2) There are differences between boomers in their
attribute preference based on past and future travel

experiences and expectations.
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gperetionelizetion of independent variables

e Lifecycle stage - data included: age, gender, marital

status, income level, and presence of children.

e Past travel experiences - visitor frequency was measured
in terms of:
1) If travel to a resort ever occurred, and
2) when travel occurred.
e Future travel expectations - future travel intentions
were measured in terms of:
1) Future plans to visit a resort,
2) under what conditions, and

3) with whom travel will occur.

EXBchesis 2

It is hypothesized that:
The resort industry does not deem important all the
amenities that the baby boomers demand for future
resort travel.

Resorts must be very specific to the needs of the baby

boomers when developing marketing strategies in order to be

successful in the future (Goodman 1995).
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Sub-Problems to Hypothesis 2

The following sub-problems to hypothesis 2 has also been
identified:

1) There are differences between resorts in the
attributes they will offer to baby boomer guests
based on the resort’s operating characteristics.

2) There are differences between resorts in the
attributes they will offer to baby boomer guests

based on their marketing strategies.

Operationalization of independent variables

e Resort operating characteristics - data included: resort
classification or type, months or seasons of operation,
and size of resort hotel.

e Marketing strategies - direct marketing intentions were
measured in terms of:

1) The influence customers’ needs have on the

products and services to be offered.
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CHAPTER III

Methods

INTRODUCTION

Included in this chapter are discussions of the
samples, materials, procedures and data analysis techniques
used for the study, as well as results for the pretest of

the survey instruments.

SAMPLES

Two samples were drawn for the purpose of this study.
The first sample was drawn from thirty-two resorts in the
state of Michigan. This list was developed by modifying
two existing lists of Michigan resorts. The first list was
provided by Smith Travel Research. This list was then
evaluated against another published list of “major resorts”

found in Recreation in Michigan. This list consisted of

twenty-seven resorts designated by relatively the same
definition as Smith Travel Research. However, the
additional resorts accounted for by Smith Travel Research

are a result of:
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1) “major resorts” by definition included those
resorts with 30 or more rooms, Smith Travel
Research is 20 or more rooms, also,

2) Smith Travel Research’s list of resorts was current
as of 1999, the other list was developed in the
early 90‘s and many new resorts have opened, or
have been reclassified, since the 1list was
developed.

A final list of resorts was then created. Indicated in
Table 3.1 are the names and size of the resorts used for
the study. The sample included the resort’s general
manager, or if found more appropriate by their own

submission, the marketing director.
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Table 3.1
Michigan Resort Census

Name of Resort No. of Guest Rooms
As of 1999

Grand Traverse Resort 670
Shanty Creek 600
Grand Hotel 325
Boyne Highlands Resort 276
Mission Point Resort 245
Marriott Conference Center 236
Boyne Mountain Resort 233
Sugar Loaf Resort 224
Crystal Mountain Resort 210
Boyne Mountain Lodge 200
The Homestead 180
Gull Lake View Golf Club 168
Bay Valley Hotel and Resort 151
Indianhead Mountain 140
Hidden Valley Resort 130
Treetops Sylvan Resort 128
McGuire’s Resort 123
and Conference Center
Grand Harbour Resort 121
Garland 117
Rock Harbor Lodge 80
Domino’s Lodge 71
Terrace Bay Resort 71
Double JJ Resort 68
Pine Mountain Lodge 62
Simpson’s Lakeview Resort 60
Ski Brule-Ski Homestead 60
Michaywe Resort 50
Pennellwood Resort 45
Keweenaw Mountain Lodge 42
Marshridge Resort 37
El Rancho Stevens 30
Holiday on the Lake 28
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The second sample was drawn from 500 baby boomers in
the state of Michigan. This population was randomly
selected. The boomer’s mailing list was derived from R.L.
Polk on-line services. R.L. Polk constructs its data base
of residents within the state, providing 99% accuracy. The
computer generated mailing 1list obtained through Polk,
randomly selected those Michigan residents born between
1946-1964, providing only names and mailing addresses.
Transaction data is applied monthly on their master account
to ensure the accuracy of the information. The directory
was then checked for accuracy against statistics from the
U.S. Census Bureau, the United States Postal Service and
other reliable sources.

The Michigan Travel Research Report indicated that
44.6% of Michigan residents chose to travel in state, on
their most recent pleasure trip (Spotts 1997). The same
study revealed that visitors to Michigan were in strong
agreement with “Michigan being great for family vacations,”
and viewed Michigan as having excellent vacation value with
much quality lodging. In addition, the report acknowledged
that expectations of future pleasure travel is expected to
increase by 25%. An additional study, Travelscope (1997),
conducted by U.S. Travel Data .Center, revealed that travel

activity to Michigan (measured by person-trips) was 56.2%
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amongst Michigan’s own residents. Statistics of Michigan’s
boomers, in comparison to the total boomers in the U.S. are

displayed in Table 3.2:

Table 3.2
A Comparison of U.S and Michigan Boomer Statistics

U.Ss. Michigan % of
Total

Total Population 76,542,735 2,831,700 3.69
Male 38,038,777 1,390,924 3.65
Female 38,503,958 1,440,776 3.74
Late Boomers 38,963,832 1,425,551 3.65
Early Boomers 37,578,903 1,406,149 3.74
Married Couple families 58.9% 58.7%

As % of Total Boomer

Households

Source: U.S.'Census Bureau 1999

MATERIALS

In all cases, self-administered questionnaires were
chosen as the data collection method for this study. The
questionnaires were developed and pretested according to
guidelines suggested by Babbie (1989, 1990); Dillman
(1978); and Kerlinger (1986). The potential sample size
made the time and cost of ©personal interviews or
observation techniques prohibitive. The design of this

study included:
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1) a survey assessing baby boomers expectations of

specific resort services and amenities, and,
2) an additional survey assessing resort services and
amenities to be offered to this target market.
Copies of the questionnaires are provided in Appendices A
and B.

The attribute list identified in both questionnaires
was modified from a list previously created by Verhoven and
Masterson (1995). The attribute instrument, known as
‘Resort Soft Amenity’ (RSA), was created to measure amenity
expectations of interval vacation owners. In developing the
instrument, 4300 resort services and amenities were
identified. The most frequently mentioned soft amenities
coincide with the results of other research on vacation
behavior (Verhoven and Masterson 1995).

The RSA instrument was found to be both reliable and
valid. The reliability coefficient alpha for the instrument
was .92. The scale is thought to have content validity as
it was developed by subject matter experts through
extensive Qqualitative research methods such as interviews,
focus groups and the use of the Delphi method.

Verhoven and Masterson’s (1995) RSA survey instrument
was modified in this s8tudy to measure and test the

potential range of attribute importance that boomers and
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resorts felt necessary for future resort travel and
marketing. The questionnaires were reviewed for clarity
and content validity by an advisory group of resort
management professionals. The modifications that were made
to the instrument include:

1) Attributes that were unique to the interval or
time-share industry were left out. (As interval
or timeshare properties by definition for this
study are not classified under the resort segment
of the lodging industry.)

2) Attributes that addressed issues concerning
traveling with families were included in both
questionnaires, and were not included in Verhoven
and Masterson’s instrument (1995).

3) A few attributes were changed to lend specificity
to the resort industry. For example, the
attribute “skiing opportunities” was made more
specific and changed to “gnow skiing
opportunities” to better reflect the Michigan
resort industry.

4) When designing the modified scale, the index was
reduced from a 1 - 7 scale (which produced the
reliability coefficient alpha of .92) to a 1 - 5

scale in order to attempt to obtain reliability
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coefficients in the .7 to .8 range. Researchers
suggest reliability estimates should ideally
range between .70 and .80 to be considered
reliable measures for most research (Kaplan and
Sacuzzo, 1982).

5) In addition, Dillman’s (1978) strategy for
maximizing response rates to personal (biodata)
items was implemented. This explains why these
variables are found at the end of the survey.
Dillman (1978) has found that respondents tend to
complete personal items when they are placed at
the end of a questionnaire because they have
already spent their time completing the early
items. Not responding to the £final items
indicated their Qquestionnaire will not be counted
and their time will have been wasted. For
resorts, detailed Gquestions concerning the
specifics of the operation were placed at the end

of the survey.

PROCEDURES

Both questionnaires were designed to maximize response

rates according to Dillman’s surveying strategies (1978).

41



The i
princi
people
valuabl

49).



The incentives were put in place based on one of the
principles of Homan’s exchange theory, which states, that
people “are more likely to perform an activity, the more
valuable they perceived the reward to be” (Babbie, 1989, p.
49).

The initial mailing to Michigan boomers was sent
certified mail. Gitelson and Drogin (1992) suggested using
certified mailing whenever feasible in mail surveys as a
method to increase response rates. Their study’s results
indicated that certified mailings dramatically increased
response rates over three mailing attempts.

The questionnaire was printed on light blue paper, the
cover letter on University of Hawaii letterhead as to add
professionalism to the study. As an incentive to increase
response rates, potential participants were entered in a
drawing offering a free weekend stay at a Michigan resort.
Respondents were instructed to return the self addressed
post card separately from their questionnaire to ensure
anonymity and confidentiality. A total of 500 surveys were
mailed out. After the initial mailing, 210 were returned,
vielding a 42% response rate.

As suggested by Dillman (1978), the initial mailing
was followed by a post card reminder to all 500 potential

respondents to Please £4i11 out and return their

42



questi

yieldec

£t

rate t
rate a
mail,
those

incent i

to tho:



questionnaire with their post card for the drawing. This
yvielded an additional 62 responses increasing the response
rate to a total of 54.4%. To achieve a higher response
rate a third mailing was sent out, once again certified
mail. The third round was sent to all 500 boomers, asking
those who have yet to respond to please do so. The
incentive post card was not included in the third mailings
to those who had previously sent it in for the drawing.
This round produced 40 more qQquestionnaires, increasing the
response rate to 62.4%. No ‘undeliverable’ surveys were
returned validating the acquired mailing list once again.
The survey instrument sent to Michigan resorts
included the same 68 amenity attributes along with
questions regarding operational status and marketing
strategies of the resorts. The initial mailing included a
questionnaire once again printed on light blue paper with
the University of Hawaili letterhead and seal, this added a
personal touch. Included was a business card of the
researcher and a self-stamped envelope with a Hawaiian
decal. The survey packet was placed in a gift box full of
Hawaiian chocolates, kona coffee, a lei, and macadamia
nuts, and sent priority mail to all thirty-two resort
managers in the sample. As a result, 20 resort managers

responded. A post card reminder was sent as a second
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mailing increasing the response to 23. A third attempt to
increase response rates yielded one more resort response,
for a total of 24 of 32 responses. Once again no

‘undeliverable’ surveys were returned.

DATA ANALYSIS

All of the statistical procedures necessary to analyze
the data in this study were performed using SPSS 8.0
professional series software. Descriptive statistics were
run to examine the basic integrity of both scales and data
sets, followed by inferential statistics to test the
hypotheses stated for the study.

The instruments used in the study were first examined
for their reliability, mean score, and standard deviations.
Secondly, central tendency and frequency scores were
evaluated to discover whether or not there was a normal
distribution of the variables. Cronbach’s Alpha was used to
report reliability and validity for both of the
instruments. Cross tabulations were run to explore the
interaction between variables and to help discover answers
to the several sub-problems identified within each

hypothesis. Lastly, a principal components factor



analysis with a varimax rotation was used to test the

hypotheses.

PRETEST OF SURVEY INSTRUMENTS

Sample

For the purpose of the pretest, a sample of 50 boomers
from the state of Michigan was randomly selected through
R.L Polk, under the same conditions as the sample used in
the study. Due to the fact that the limited amount of
resorts in the state of Michigan were reserved for the
purpose of the study, nineteen resorts from the state of
Wisconsin were chosen as the sample for the pretest. The
Wisconsin resort sample was derived from two sources; 1)
Smith Travel Research and, 2) modified and evaluated
against the Wisconsin Resort Index. These establishments
were evaluated by the same criteria set forth in the
earlier determination, of what classifies an accommodation
as a resort. Research has suggested strong similarities
between the Michigan and Wisconsin resort markets. Fischer
(1995) indicated they both have appealing four-season
vacation areas, resort/conference center complexes, and are

known as famous water wonderlands.
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Boomers were asked in their questionnaire to analyze
Michigan resorts, just as in the study. However, Wisconsin
resort managers were asked to respond to their survey
relevant to Wisconsin boomers. Although this made it
irrelevant to cross compare questionnaire results, it did
allow for the ability to test the data from the two surveys
separately for descriptive statistics, and to check for
reliability and validity of the questionnaires. Warwick and
Lininger stated that, “the absolute necessity of pretesting
the questionnaire.. cannot be overemphasized” (1975; 161).

Procedures

Both sets of surveys received relatively the same
treatment. The boomers mailing was sent certified and the
resorts were sent priority. Both the resorts and the
boomers received only one mailing each. The mailings
included a cover letter with University of Hawaii
letterhead and seal paper. The questionnaires were printed
on light blue paper and attached to it was a bubble sheet
to £ill in responses 1-5 on.

The participants in this pre-test received a chance to
win a free weekend stay at a Michigan resort, by returning
a prepaid postcard with their name on the back. Once again
they were asked to return the postcard separately from the

bubble sheet to maintain anonymity and confidentiality.
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The Wisconsin resorts received the same gift box of
Hawaliian souvenirs as did the Michigan resorts used in the
study’s sample. After the mailings, twenty questionnaires
were returned by the boomers, and twelve Wisconsin resort
managers returned their questionnaires as well.

Discussion of pretest results

Significant pretest results that merit discussion
include the pretest’s response rates, the reliability and
validity of the instruments, and skewed data results.
First, the boomer sample returned twelve useable survey’s,
while the Wisconsin resort sample returned nine useable
surveys. Reasons for the low response rates are discussed.

Given that multivariate statistics were not going to
be conducted on the pretest data, a bubble sheet was used
initially to minimize, if not eliminate data processing
error. However, respondents commented on the added
difficulty of responding to the questionnaire due to the
presence of the bubble sheet, which may explain the low
response rate.

Consequently, the bubble sheet was not intended to be
used for the study as it would discourage those respondents
who wished to site an importance 1level rating on an
interval range (1.5 or 4.5) rather than limiting the

respondent to an ordinal range (1, 2, 3, 4 or 5). Ordinal
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range data would have made the level of measurement not
appropriate to conduct multivariate analysis on the study’s
data (Babbie 1989).

After an evaluation of both the resorts and boomers
responses, it was evident that several should be discarded,
as they contained incomplete or missing answers. As a
result, a comment on the questionnaire that was used in the
study, was added to stress the importance of £filling out
the entire qQquestionnaire, simply by stating that the survey
could not be used for the study unless filled out in its
entirety.

Through a reliability analysis, the properties of the
measurement scales and their items could be evaluated. The
split half methodology provides a measure of replicability
of the instrument (whether or not the instrument will
produce similar results when used again) in addition to
providing a measure of internal consistency. However, less
reliance was placed on the split-halves technigques to
estimate reliability, due to the different correlation
between the two halves which resulted when the items were
entered into SPSS differently. For instance, the even/odd
method versus random selection, both methods produced
different reliability estimates. For reasons such as this,

Carmines and Zeller (1979) have suggested not relying on
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such reliability estimates produced by the split-halves
approach. As Nunnally has argued, “it is best to think of
the corrected correlation between any two halves of a test
as being an estimate of coefficient alpha. Then it is much
more sensible to employ coefficient alpha than any split-
half method” (1978; 223). Carmines and Zeller (1979) have
also suggested using the coefficient alpha as an, excellent
technique for assessing reliability, and that it should be
computed for any scale. However, all reliability and
validity results performed on the pretest gquestionnaires
are provided for the reader to examine the reliability and
validity of the scale.

Regardless of the method wused, the instrument
succeeded in producing reliable and valid results, with
very little random measurement error. An overall index of
the repeatability and internal consistency of the scales as
a whole through reliability coefficients was achieved (see

Table 3.3).
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Table 3.3
Pretest Reliability and Vvalidity Coefficients

Resort Questionnaire Baby Boomer Questionnaire

Alpha = .90 Alpha = .76

Even/0dd Method Even/0dd Method
Split - Half Method = .94 Split - Half Method = .75
Alpha for pl = .84 Alpha for pl = .71
Alpha for p2 = .79 Alpha for p2 = .71
Spearman Brown = .94 Spearman Brown = .75

Random Method Random Method
Split - Half Method = .90 Split - Half Method = .91
Alpha for pl = .82 Alpha for pl = .76
Alpha for p2 = .83 Alpha for p2 = .76
Spearman Brown = .90 Spearman Brown = .92

Additionally, the validity of the instrument was
considered. Validity answers the question, ‘Does the
instrument measure what we intended it to measure?’. There
are four types of <validity, however the two most
significant to the scope of this study are construct and
content validity.

Construct validity refers to how well the theory on
which the instrument is based explains the variance in the
test results (Carmines and Zeller 1979). Analysis of the
instruments’ Cronbach alpha provides an indication of

construct validity (Nie, et al. 1975). The alpha scores of
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.90 and .76 for the instruments gave strong support for its
construct validity.

Content validity refers to how the scale items are
representative of the domain being measured (Carmines and
Zeller 1979). It essentially is a judgment call. However,
the design of the instrument did not depend solely on the
judgement of the researcher. The original design by
Verhoven and Masterson (1995) employed both focus groups
and Delphi technigque methodologies in developing the
original instrument. Since validity had been established
for the original instrument, and since the intent of each
question was maintained and validated against resort
management professionals, there is a relatively high level
of content validity assumed.

Lastly, the income intervals on the questionnaire were
mutually exclusive and were derived from the U.S. Census
Bureau’s income intervals used to depict national income.
However, the income variable was negatively skewed in the
pretest results. Given the boomers stage in their economic
life, a more relevant scale needed to be used for the
questionnaire in the study that more accurately reflects
the boomers high income. This was implemented in order to

obtain a normal distributed variable.
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CHAPTER IV

Data Analysis

General survey results are discussed first in this
chapter, followed by a thorough descriptive and inferential
analysis of the baby boomer data. Results of the
statistical testing are provided and evaluated. Proceeding
is an analysis of the resort data used in the study. A

discussion of hypotheses testing concludes the chapter.

GENERAL SURVEY RESULTS

Only those surveys that were accurately completed and
contained no multiple or missing responses were used in
calculating the results. No surveys from resorts had to be
eliminated. All of the 24 returned surveys from the 32
eligible lodging properties were found to be useful in
calculating the statistics for this portion of the study.
Of the 312 baby boomer surveys returned, 260 were deemed
useable for this study, resulting in a final response rate
of 52%. The scales’ descriptive statistics and alpha

scores are presented in Table 4.1.
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Table 4.1
Scale Descriptives

Scale # of items

Resort 195.83

| Baby Boomer 190.34

Several reliability and validity tests were performed to
determine the accuracy of the measurement instrument, the
overall index of the repeatability and internal consistency
of the scales, as well as possible presence of measurement
error. Both scales were found acceptable at the .70 and

above level.

BABY BOOMER DATA RESULTS - Descriptive Analysis

Descriptive statistics were computed resulting in mean
and standard deviation statistics for each attribute; as
well as attribute frequency profiles and histograms. In
Table 4.2 mean scores as they were ranked for analysis of

individual attribute importance are displayed.
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Table 4.2
Baby Boomer Attribute Mean Scores

jAttribute

| Furnishings clean and in good repair
| Friendly and warm attitude of staff
Helpful and courteocus staff
|Clean recreation areas
| Staff available to solve complaints quickly

| Reservations to avoid overcrowding
ICable/coloxr TV unit
| Staff available 24 hours
| sStaff knowledgeable about area attractions
List of charges for amenities
Quiet surroundings
| Brochures on area attractions
| Driving map of the area
| Recreation amenities that operate well
| List of scenic attractions
| Indoor swimming pool
| Jacuzzi, hot tub, sauna
i Menus (cost)of resort’s restaurants
| Staff assistance in finding areas of interest
{ Good selection of activities for all ages
| Walking, nature trails
Information on area parks(theme, zoo, nature)
;Good variety of on-site recreation facilities
| Coffee shop or snack bar
| Water-related sports
| Location of entertainment spots
| Evening activities
| TV and radio listings
| Flexible maid service
Information on local fairs, special events
| Adequate lounge chairs by beach or pool
| Family-oriented activities
| Outdoor swimming pool
Pretravel information
!Information on historic attractions
| Adequate sunbathing area by beach or pool
| Hiking/biking trails
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Table 4.2 Continued
Baby Boomer Attribute Mean Scores

| Attribute

Ticket arrangements for plays, concerts
| Evening entertainment on-site
| Local transportation information
| Boating opportunities
| VCR available
Beach towel service
Rainy day activities
| Rating system for area attractions
| Help with luggage at check in/out
| Rental car availability
i Available airport transportation
| Opportunity to rent quality sports equipment
| variety of video tapes to borrow
| Bicycles to rent/borrow
|Written activity schedule
| Cocktail service by pool
| Grocery information or delivery
J Golf course available
l Snow skiing opportunities
| Teen activities

i Tour of resort area
Adult only floor
Scheduled children’s activities
Reading material in lending library

lOn-site recreation director

| Tennis courts available
Picnic supplies (basket, food, games)
Barbecue facilities
Babysitting/childcare services
Orientation party

| Scheduled activities with other guests
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All attributes received a minimum score of ‘1’ or
‘amenity is not at all important’ as well as a maximum
score of ‘5’, or ‘crucial - won’t stay at a resort without
it’. Deeming discussion are the attributes which received
a mean score of > 4.00, indicating a ‘very important’
attribute, and those which received a mean sore of < 2.00
indicating very ‘little importance’ placed on that
attribute (as designated with a division bold line in Table
4.2).

The five attributes with extremely high means tend to
be very negatively skewed with maximum standard deviations
of .86. That is to say less than 4.3% of all respondents
gave these five attributes a rating of either a ‘1’
(attribute is not at all important) or a ‘2’ (somewhat
important). On the other end, the nine attributes with
extremely low means were very positively skewed with
maximum standard deviation of .99. Less than 6.3% of all
respondents gave these nine attributes a rating of either a
‘4’ (very important) or a ‘5’ (crucial - won’t stay at a
resort without it). Other than these noted attributes the
histograms and central tendency scores revealed relatively
normal distributed attributes.

Frequency profiles and histograms produced valuable

information on the boomer sample. Of concern are the

56






independent variables revealing information on Dbaby
boomer’s age, gender, marriage and children status, income
level, and past and future travel experiences and
expectations. The following is a discussion summarizing the
sociodemographic data’s frequencies as compared to Michigan

baby boomer statistics (as seen in Table 4.3).

Table 4.3
Sample Data versus U.S. Census Bureau Statistics

Michigan Boomers Boomer Sample

| Median Income $49,117 $50,000
Age

‘ Barly boomers 49.6% 54.2%

Late boomers 50.3% 45.8%

Gender

‘1 Male 49.1% 74.6%

Female 50.9% 25.4%

Those Married 58.7% 74.2%

Those With Children N/A 71.2%

It is interesting to note that most respondents tend
to be high income earning married men with children, with a
relatively even distribution of men between early and late
boomers. (The 500 baby boomers that comprised the original
sample was not skewed as seen here in the gender results.
The original sample was 58% male and 42% female.) An
assumption can be made that all respondents were employed

as all respondents identified themselves as income earners,
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of which, 63% make over §50,000 (income was measured in
terms of individual income, not household).

In addition, more than 80% of all the respondents have
traveled to a Michigan resort for leisure purposes. of
those boomers, 83.7% state their travel was within the last
five years. When making decisions on traveling in the
future, 90.8% said they plan on visiting a Michigan resort.

Of those 90% that do plan on visiting a Michigan
resort, 70% plan on traveling with dependents. The most
desired travel companions among boomers are their children
(81.7%); followed by their spouse (77 .4%); their
grandchildren (22.6%); their parents (18.9%); and lastly,
others (14.6%). Friends, pets and tour groups were also
cited as possible travel companions.

Of importance for resort marketers are those boomers
that do not plan on traveling to a Michigan resort in the
future, of which 66.7% would travel to a Michigan resort if

their desired attributes were offered.

Sub-Problem 1 testing

An exploration of the interaction between variables
allows for a deeper undérstanding of the complexities of
the data set, which may account for differences in

attribute important scores. Through this exploration each
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sub-problem identified under hypothesis 1 are addressed.
Sub-problem 1 states;
There are differences between boomers in their
attribute preference based on lifecycle stage (age,
gender, presence of children, marital status and
income).

Age
Early Boomers (46-54) - Of those early baby boomers that

responded (54.2% of sample), 74.5% are married, 67.4% have
children, 58.9% make over $50,000 in annual income, and 83%
have traveled to a Michigan resort. Of those, 83.8%
traveled within the last 5 years. In addition, 88.7% plan
on traveling to a Michigan resort in the future. Of those
planning to travel to a Michigan resort in the near future,
60.8% will be traveling with dependents. Of those early

baby boomers that will be traveling with dependents:

75.0% will be traveling with children,
e 14.5% with their parents (in-laws),

e 80.3% with their spouse,

e 23.7% with their grandchildren, and,

e 13.2% traveling with ‘others’.
Of those early boomers that do not plan on traveling to a
Michigan resort in the near future, 62.5% say they would

change their minds if their desired amenities were offered.
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Late Boomers (36-45) - Of those late baby boomers that
responded (45.8% of sample), 74% are married, 75.6% have
children, 56.3% make over §50,000 in annual income, and
77.3% have traveled to a Michigan resort. Of those, 83.7%
traveled within the last 5 years. In addition, 93.3% plan
on traveling to a Michigan resort in the future. Of those
planning to travel to a Michigan resort in the near future,
79.3% will be traveling with dependents. Of those late baby

boomers that will be traveling with dependents:

e 87.5% will be traveling with children,

22.7% with their parents (in-laws),

75.0% with their spouse,

21.6% with their grandchildren, and,

e 15.9% traveling with ‘others’.
Of those late baby boomers that do not plan on traveling to
a Michigan resort in the near future, 75% say they would

change their minds if their desired amenities were offered.

Summary - Although more early boomers have traveled in the
past to resorts, more late boomers will be traveling in the
future. It is those late boomers that will change their
minds about traveling in the future if their desired resort

attributes are offered. In addition, more late boomers



will be traveling with dependents. Nearly all of those
will be traveling with their children, and spouse. Also,
more late boomers will travel with their parents. While
early boomers, 1if traveling with dependents, will be

traveling more with their spouse than their children.

Implications for Resorts - Significant differences (p<.05)
in attribute means scores can be attributed to age. For
example, the following attributes were found to be
significantly more important to 1late baby boomers for
future travel:

babysitting/childcare services,

family oriented activities,

good selection of activities for all ages,

good variety of on-site recreational facilities,

indoor swimming pool,

rainy day activities,

scheduled children’s activities,

teen activities.
The only attribute that was found to be significantly
(p<.05) more important to early baby boomers for future
travel was:

adult only floor.
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Gender
Males - Of those male baby boomers that responded (74.6% of

sample), 77.8% are married, 73.2% have children, 60.8% make
over $50,000 in annual income, and 84.5% have traveled to a
Michigan resort. Of those, 90% traveled within the last 5
years. In addition, 92.3% plan on traveling to a Michigan
resort in the future. Of those planning to travel to a
Michigan resort in the near future, 74.9% will be traveling
with dependents. Of those male baby boomers that will be

traveling with dependents:

e 81.3% will be traveling with children,

16.4% with their parents (in-laws),

79.1% with their spouse,

22.4% with their grandchildren, and,

13.4% traveling with ‘others’.
Of those males that do not plan on traveling to a Michigan
resort in the near future, 60% say they would change their

minds if their desired amenities were offered.

Females - Of those female baby boomers that responded
(25.4% of sample), 63.6% are married, 75.2% have children,
48.5% make over $50,000 in annual income, and 68.2% have
traveled to a Michigan resort. Of those, 75.6% traveled

within the last 5 years. In addition, 86.4% plan on
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traveling to a Michigan resort in the future. Of those
planning to travel to a Michigan resort in the near future,
52.6% will be traveling with dependents. Of those female
baby boomers that will be traveling with dependents:

e 83.3% will be traveling with children,

e 30.0% with their parents (in-laws),

e 90.0% with their spouse,

e 23.3% with their grandchildren, and,

e 20.0% traveling with ‘others’.
Of those females that do not plan on traveling to a

Michigan resort in the near future, 77.8% say they would

change their minds if their desired amenities were offered.

Summary - Most male respondents have traveled and plan on
traveling to a resort in the future bringing along their
spouse and children. Although fewer females have traveled
to a Michigan resort, nearly 90% plan to do so in the
future. Also, fewer females plan on traveling with
dependents. Those that do, nearly all plan on traveling

with their spouse.

Implications for Resorts - Significant differences (p<.05)
in attribute mean scores can be attributed to gender. For

example, the following attributes were found to be
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significantly more important to female boomers for future
travel:

available airport transportation,

barbecue facilities,

clean recreation areas,

furnishings clean and in good repair,

help with luggage at check-in/out,

information on local fairs, special events,

reading materials in lending library,

reservations to avoid overcrowding,

staff available to solve complaints quickly,

staff assistance in finding areas of interest,

staff available 24 hours at day,

staff knowledgeable about area attractionms,

ticket arrangements for plays, concerts,

variety of video tapes to borrow.
Interestingly, there were no significant (p<.05) attributes
that males found more important than females for future
travel.

Marital Status
Married Boomers - Of those married baby boomers that

responded (74.2% of sample), 77.7% have children, and 61.7%
make over $50,000 in annual income, and 81.4% have traveled

to a Michigan resort. Of those, 87.3% traveled within the



last 5 years. In addition, 91.2% plan on traveling to a
Michigan resort in the future. Of those planning to travel
to a Michigan resort in the near future, 73.3% will be
traveling with dependents. Of those married baby boomers

that will be traveling with dependents:

e 79.0% will be traveling with children,

20.2% with their parents (in-laws),

96.6% with their spouse,

22.5% with their grandchildren, and,

e 15.5% traveling with ‘others’.
Of those married baby boomers that do not plan on traveling
to a Michigan resort in the near future, 70.6% say they
would change their minds if their desired amenities were

offered.

Unmarried Boomers - Of those unmarried baby boomers that
responded (25.8% of sample), 52.2% have children and 49.3%
make over $50,000 in annual income, and 77.6% have traveled
to a Michigan resort. Of those, 73.1% traveled within the
lagst 5 years. In addition, 90% plan bn traveling to a
Michigan resort in the future. Of those planning to travel
to a Michigan resort in the near future, 58.3% will be
traveling with dependents. Of those unmarried baby boomers

that will be traveling with dependents:
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e 91.0% will be traveling with children,
e 14.3% with their parents (in-laws),

° 5.7% with their spouse,

o 22.9% with their grandchildren, and,

e 11.4% traveling with ‘others’.
Of those unmarried baby boomers that do not plan on
traveling to a Michigan resort in the near future, 57% say
they would change their minds if their desired amenities

were offered.

Summary - Married boomers are more likely to have
children, make more money, and have also traveled and plan
on traveling more than those boomers that are unmarried.
Married boomers are more likely to travel with dependents
than unmarried boomers. Of those, nearly all married
boomers will be traveling with their spouse. Nearly all
unmarried boomers traveling with dependents will be

traveling with their children.

Implications for Resorts - Significant differences (p<.05)
in attribute mean scores can be attributed to marital
status. For example, the following attribute was found to
be significantly more important to married boomers for

future travel:
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scheduled children’s activities.
In addition, the following attributes were found to be
significantly (p<.05) more important to non-married boomers
for future travel:

adult only floor,

information on local fairs and special events,

pre-travel information,

tour of resort area.

Presence of Children
with Children - Of those baby boomers that have children

(71.2% of sample), 59.5% make over §50,000 in annual
income, and 77.3% have traveled to a Michigan resort. Of
those, 85.5% traveled within the last 5 years. In
addition, 92.4% plan on traveling to a Michigan resort in
the future. Of those planning to travel to a Michigan
resort in the near future, 79.5% will be traveling with
dependents. Of those baby boomers that will be traveling
with dependents:

o 87.5% will be traveling with children,

e 22.7% with their parents (in-laws),

e 75.0% with their spouse,

e 21.6% with their grandchildren, and,

e 15.9% traveling with ‘others’.
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Of those that do not plan on traveling to a Michigan resort
in the near future, 64.3% say they would change their minds

if their desired amenities were offered.

wWithout Children - Of those baby boomers without children
(28.8% of sample), 53.3% make over §50,000 in annual
income, and 76% have traveled to a Michigan resort. of
those, 79% traveled within the last 5 years. In addition,
86.7% plan on traveling to a Michigan resort in the future.
Of those planning to travel to a Michigan resort in the
near future, 43.1% will be traveling with dependents. of
those baby boomers that will be traveling with dependents:

e 10.7% will be traveling with children,

e 21.4% with their spouse,

e 85.7% with their parents (in-laws,)

e 21.4% with their grandchildren, and,

e 21.4% traveling with ‘others’.
Of those that do not plan on traveling to a Michigan resort
in the near future, 70% say they would change their minds

if their desired amenities were offered.

Summary - More boomers that have children will be traveling

with dependents. Of these most will be traveling with their
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children. Of those boomers without children traveling with

dependents, nearly all will travel with their spouse.

Implications for Resorts - Significant differences (p<.05)
in attribute mean score can be attributed to presence of
children. For example, the following attributes were found
to be significantly more important to those boomers who
have children:

babysitting/childcare services,

driving map of area,

evening entertainment on-site,

family oriented activities,

good selection of activities for all ages,

good variety of on-site recreation facilities,

scheduled children’s activities,

teen activities,

VCR available.
Interestingly, there were no significant (p<.05) attributes
that non-married boomers found more important than married
boomers for future travel.
Income
High Income Earners - Of those baby boomers earning >
$50,000 (57.7% of sample), 60.3% have traveled to a

Michigan resort. Of those, 64% traveled within the last 5
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years. In addition, 58.5% plan on traveling to a Michigan
resort in the future. Of those planning to travel to a
Michigan resort in the near future, 61% will be traveling
with dependents. Of those baby boomers that will be
traveling with dependents:

e 62.7% will be traveling with children,

e 51.6% with their parents (in-laws),

e 62.2% with their spouse,

e 54.1% with their grandchildren, and,

e 50.0% traveling with ‘others’.
Of those that do not plan on traveling to a Michigan resort
in the near future, 50% say they would change their minds

if their desired amenities were offered.

Low Income Earners - Of those baby boomers earning <«
$§50,000 (42.3% of sample), 39.7% have traveled ¢to a
Michigan resort. Of those, 36% traveled within the last 5
yvyears. In addition, 41.5% plan on traveling to a Michigan
resort in the future. Of those planning to travel to a
Michigan resort in the near future, 39% will be traveling
with dependents. Of those baby boomers that will be
traveling with dependents:

e 37.3% will be traveling with children,

o 48.4% with their parents (in-laws),
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e 37.8% with their spouse,
o 45.9% with their grandchildren, and,

e 50.0% traveling with ‘others’.
Of those that do not plan on traveling to a Michigan resort
in the near future, 50% say they would change their minds

if their desired amenities were offered.

Summary - As would be expected, those with the money tend
to travel more and have plans to travel more. Those
boomers classified as high income earners will be traveling
with substantially more dependents than those of lower

income.

Implications for Regorcs - Significant differences (p<.05)
in attribute mean score can be attributed to income. For
example, the following attributes were found to be
significantly more important to those boomers who earn <
$50,000 in annual income:

adult only floor,

brochures on area attractionms,

driving map of area,

information on local fairs and special events,

location of entertainment spots.
Those boomers that earn > $50,000 £find the following

attributes significantly (p<.05) important:
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golf course available,

water-related sports.

Sub-Problem 2 testigg

There are differences between boomers based on past

and future travel experiences and expectations.

Summary - Those that have traveled to a Michigan resort
(80.4% of sample), 94.3% said they will also travel in the
future for leisure purposes. Interestingly, 15% of the
sample has never traveled to a Michigan resort, however,
76.5% of these non-past travelers say they plan on
traveling to a Michigan resort in the future. This
ultimately creates new potential guests for resorts if they
can offer what the boomer desires. Of those that have
traveled to a Michigan resort in the past but do not plan
on it in the future, 66.7% would change their minds and
travel to a Michigan resort for the purpose of leisure if
their desired attributes were offered. Only 1.5% of sample
states that they have never traveled to a Michigan resort

and never will, even if their desired attributes were

offered.

72



Implications for Resorts -

e Those boomers that have traveled to resorts and it was
within the past five years deem the following
attribute(s) as significantly (p<.05) important to their
future travel:

golf course available,
snow skiing opportunities,
tour of resort area,
water-related sports.

e Those boomers that plan on traveling to resorts in the
future deem the following attribute(s) as significantly
(p<.05) important to their future travel:

evening activities,

family orientated activities,

golf course available,

good selection of activities for all ages,

information on nearby parks (theme, zoo,
natural),

teen activities.

e Those boomers that don’t plan on traveling to resorts in
the future but would change their minds if their desired
amenities were offered, find the following attributes to
be of significant (p<.05) importance in deciding on where

to stay:
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bicycles to rent/borrow,
furnishings clean and in good repair,

orientation party.

e Those boomers that plan on traveling with their
dependents to resorts in the future deem the following
attribute(s) as significantly (p<.05) important to their
future travel:

babysitting/childcare services,

beach towel service,

family orientated facilities,

good selection of activities for all ages,

good variety of on-site recreation
facilities,

information on historic attraction,
information on local fairs, special events,
scheduled children’s activities,
teen activities.
Consequently, those boomers that plan on traveling
without dependents to resorts in the future deem the
following attribute as significantly (p<.05) important
to their future travel:

adult only floor.

e Those boomers that plan on traveling with their children

to resorts in the future deem the following attribute(s)
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as significantly (p<.05) important to their future
travel:
adequate lounge chairs by beach or pool,
adequate sunbathing area by beach or pool,
family orientated activities,
good selection of activities for all ages,

good variety of on-site recreation
facilities,

indoor swimming pool,

scheduled children’s activities,
teen activities,

VCR available.

e Those boomers that plan on traveling with their
parents(in-laws) to resorts in the future deem the
following attribute(s) as significantly (p<.05) important
to their future travel:

water-related sports.

e Those boomers that do not plan on traveling with their
spouse to resorts in the future deem the following
attribute(s) as significantly (p<.05) important to their
future travel:

brochures on area attractioms,

information on local fairs and special
events,

teen activities,
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tour of resort area.

e Those boomers that plan on traveling with their
grandchildren to resorts in the future deem the following
attribute(s) as significantly (p<.05) important to their
future travel:

cable/color TV unit,

evening entertainment on-site,
location of entertainment spots,
reading material in lending library,
rental car availability,

tour of resort area.

e Those boomers that plan on traveling with ‘others’ to
resorts in the future deem the following attribute(s) as
significantly (p<.05) important to their future travel:

pretravel information,
snow-skiing opportunities.

In summary, by examining cross tabulations of the data
set, hypothesis 1 sub-problems were explored. The following
sub-problems were confirmed through an analysis of the baby
boomer data:

e There are differences between boomers in their
attribute preference based on lifecycle stage.

Significant differences existed among the following

independent variables:
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e age,

e gender,

e marital status,

e presence of children, and,

e income.

In addition,

e there are differences between boomers in their attribute

preference based on past travel experiences and future

travel expectations, specifically,

there are differences between boomers in their
attribute preference based on travel with(out)
dependents. Significant differences existed among
the following independent variables:

with(out) children,

with(out) parents (in-laws),

with(out) spouse,

with(out) grandchildren, and,

with(out) ‘others’.
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BOOMER DATA RESULTS - Inferential Analysis

Factor Analysis

Factor analysis was the multivariate technigque chosen
to test the study’s hypotheses. The goal of any factor
analytical analysis is to reach simple structure (Thurstone
1947). 8Six criteria identify what it takes for a data set
to achieve simple structure (Kline 1994):

1. Good sampling of variables and subjects (Childs
1990),

2. Large sample with 100 subjects as the minimum
(Guilford 1956),

3.A ratio of subjects to variables of at least 2:1
(Childs 1990),

4. The use of principal components or maximum
likelihood method of extraction (Harman 1976),

5. The use of a scree test or statistical test to
obtain the number of factors (Cattell 1978), and,

6. The use of varimax rotation (Nunnally (1978).

As a result, if simple structurg is achieved each factor
should have few high loadings with the rest of the loadings
close to zero (Kim and Mueller 1978).

The first procedure that must be undertaken to ensure

simple structure is to determine the data sets
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“factorability”. This is done by determining adequate
sampling and by examining the sample sizes. Determining
whether or not a good sampling of variables and subjects
exist within the data set can be tested. The Kaiser-Meyer-
Olkin (KMO) is an index for measuring sampling adequacy.
The KMO measure of this analysis was .857, indicative of a
meritorious data set (Kaiser 1974). Additionally, the
Bartlett’s test of sphericy generated a score of 9332.347,
which is significant at the .001 level. The outcomes of
these two tests indicate the appropriateness for conducting
a factor analysis.

Samples however, must not only be representative but
also must be of sufficient size to produce reliable factors
(Kim and Mueller 1978). Guilford (1956) suggested that 200
as an adequate minimum figure. However, Childs (1990) has
argued that samples of 100 were found to be sufficient. 1It
is algebraically essential that there are more subjects
than variables, if this is not the case the results are not
meaningful (Harman 1976). Also of importance is the ratio
of subjects to variables, running from 2:1 to 10:1 (Childs
1990). Therefore, factorial analysis was deemed only
appropriate for the baby boomer data set containing 260
subjects and 68 variables, a ratio of 3.8:1 and not on the

resort data containing 24 observations and 68 variables.
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Once the factorability of the data set was deemed
appropriate the 68 attributes were entered into SPSS
statistical software 8.0 professional series, and a
principal components extraction was performed to obtain the
initial factor solution. Principal components identifies
factors that can adequately explain the observed
correlations in addition to maximizing the variance
explained for any number of factors while ensuring that all
variance including error variance, is included in the
factors (Harman 1976), as well as aiding in achieving
simple structure.

In factor analysis, factors are interpreted and
identified; however, factors with many loadings are hard to
interpret and understand. To simplify, factor rotation is
necessary (Kline 1994). Factor rotation is essential for
adequate factor analysis (Rummel 1967). Cattell (1978) has
shown, without proper rotation, results can not be trusted.
Varimax rotation aims to maximize the sum of variances of
squared loadings in the columns of the factor matrix,
producing loadings high or near zero (Harman 1976).

To achieve simple structure, it is suggested that
researchers use the Kaiser criterion (eigenvalues > 1) and
Catell's scree plot when deciding upon how many factors to

extract. The unrotated solution generated 17 factors with
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eigenvalues > 1. However, when the principal components
extraction was performed extracting these 17 factors,
several problems arose.

Initial efforts generated an ill-conditioned matrix
which failed to converge after multiple iterations. Let it
be noted that if multicollinearity exists it may not be
possible to invert the correlation matrix at all.
Therefore, an examination of the sgquared multiple
correlation (SMC) data was conducted. Of importance are
those variables with extreme collinearity (.80 and above
(Nie, et al. 1975)). Two attributes (64. ‘variety of video
tapes to borrow’, and 65. ‘VCR available’) were identified
at .872 and were dropped from any further analysis. The 66
variables left were again entered into a factor analysis
with principal component extraction of 17 factors. As a
result, the analysis converged without any error.

However, when examining the rotated matrix it was
evident that several factors contained 1less than three
variables with significant 1loading 1levels. To clearly
distinguish dimensions, as Kline (1994) has described, a
factor must contain at least three variables and only one
is certainly insufficient. This criteria alone aided in

eliminating at least 6 factors from the 17 extracted.
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In addition, Cattell (1978) has noted that the
eigenvalue criterion alone greatly overestimates the number
of factors for extraction, as was experienced in this
study. Factor analysts have suggested generating Cattell'’s
Scree test to aid in the process of selecting the correct
number of factors to rotate. The Scree test is a graph of
the eigenvalues and the principal components to reach
simple structure. The cut off point for factor extraction
is where the slope changes (Kline 1994). It should also
be noted that the Scree test must be performed on principal
components in order to achieve simple structure (Kim and
Mueller 1978). Although high inner-scorer reliability
exists, one objection to the scree test is that it is
subjective (Kline 1994). In spite of this, the scree plot
was examined and the slope change was most prevalent
between 7 to 10 factors. Therefore, a principal components
extraction with a varimax rotation was generated extracting
first 7, then 8, and lastly, 9 factors. All separate runs
converged within 25 iterations. However, when extracting 7
factors, the results yvielded overloaded, large and
uninterpretable factors. When extracting 9 factors the
results yielded factors with less than three variables
loading in at least one factor. Lastly, 8 factors were

chosen for extraction and the factor analysis was
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successfully in producing interpretable, high 1loadings
within all factors that converged in 9 iterations.

The analysis suggested 8 underlying dimensions, or
amenity scales, which accounted for 50 percent of the
variance explained, which is considered very good for this
factor analytic procedure (Kim and Mueller 1978). Complete
rotated factor loading matrix, eigenvalues, and cumulative
percent of variance explained by each factor after Varimax
rotation are detailed in Appendix C.

As a rule of thumb, the greater the loading, the more
the variable is a pure measure of the factor. In this
study all attributes loaded with at least a .355 loading.
Comrey (1973) suggested that loadings in excess of:

.71 (50% overlapping variance) are considered
excellent,

.63 (40% overlapping variance) very good,

.55 (30% overlapping variance) good,

.45 (20% overlapping variance) fair, and,

.32 (10% overlapping variance) poor.
As a result any attribute that loaded with a .45 or lower
on one factor and higher than .32 on any other given
factors was eliminated from final inclusion. Thus
eliminating 11 attributes that were in violation of simple

structure.
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All six criteria for reaching simple structure at this
point have been achieved. Kline (1994) has noted a few
advantages of reaching simple structure exist:

1. Simple structure factors are usually simple to
interpret because they have only few high loadings,
and secondly,

2. Simple structure factors are replicable.

The amenity scales derived from the factor analysis are
summarized in Table 4.4. Kerlinger (1973) has suggested
that giving a factor a name does not give it reality.
Factor names are simply attempts to epitomize the essence
of factors. They are always tenuous, subject to later

confirmation or disconfirmation.
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Table 4.4
Amenity Scales

Factor Name and Variance Explained
Arrival Amenities Variance 9.173

Orientation party

On site recreation director

Tour of area

Scheduled activities with other guests
Rental cars available

Available airport transportation

Help with luggage at check -in/out
Rainy day activities

Ticket arrangements for plays, concerts, games
Written activity schedule

Local transportation information

Guest Services and Resort Operating Effectiveness
Variance 8.201

Helpful and courteous staff

Staff able to solve complaints quickly
Fumishings clean and in good repair
Friendly and wam attitude of staff

Clean recreation areas

Reservations to avoid overcrowding
Recreation amenities that operate well
Staff available 24 hours

Staff knowledgeable about area attractions
Staff assistance in finding areas of interest

What to do and Where to go Variance 7.592

Information on local fairs, special events, etc.
Information on nearby parks(theme, zoo, natural)
List of scenic attractions
Information on historic attractions
Brochures on area attractions
Operating system for area attractions

List of charges for amenities
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Table 4.4 Amenity Scales Continued

Factor 4 Outdoor Recreational Amenities Variance 6.366

Hiking/biking trails

Bicycles to rent/borrow

Running trails

Opportunity to rent quality sports equipment

Boating opportunities

Tennis courts available

Snow skiing opportunities

Barbecue facilities

Golf and Entertainment Variance 5.21

Evening activities

Cocktail service by pool
Evening entertainment on-site
Golf course available

Family Travel Amenities Variance 4.975

Family-oriented activities

Good selection of activities for all ages
Scheduled children's activities

Teen activities

Good variety of on-site recreation facilities
Adult only floor

Aquatic Amenities Variance 4.640

Adequate lounge chairs by beach or pool
Adequate sunbathing area by beach or pool
Outdoor swimming pool

Beach towel service

Indoor swimming pool

Jacuzzi, hot tub, sauna

In-Room Amenities Variance 4.392

Flexible maid service
Cable/color TV unit
TV and radio listings
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The largest of attribute variance correlation involved
loadings on 11 attributes to produce the factor ‘arrival
amenities’. In addition all factors generated common
factor loadings of at least 3 attributes. It should also be
noted that a study by Arrindel and Van der Ende (1985)
claimed that the ratio of subjects to factors is extremely
important and should be more than 20:1. As with this study,
the ratio was considered excellent by these standards at a
ratio of 32.5:1.

By achieving simple structure the five common errors
of factor analysis identified by Kline (1994) have been
avoided:

1. Interpreting the first unrotated factor - The only
use for the unrotated solution for this study was to
report that there were 17 significant components or
factors accounting for the correlations.

2. Using too small of samples - Which was proven not
the case with using 260 as a final sample, far above
the 100 minimum requirement for an accurate
analysis. As well as achieving a ratio of 4.7:1,
above the suggested minimum requirement of 2:1 ratio
of subjects to variables. Which aided in

accomplishing a 32.5:1 ratio of factors to subjects,
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In

again above the suggested minimum requirement of
20:1.

Too stringent or too lax a view of what constitutes
a salient Iloading - Following Comrey’s (1973)
minimum requirement of .45 was stringent enough to
eliminate those with a ‘poor’ 1loading 1level, but
still left those with a ‘fair’ loading as
interpretable.

Taking the criterion for the number of factors to
rotate too literally - “If good methods such as
eigenvalues > 1 and the scree tests disagree both
numbers should be rotated and the best solution
needs to be decided on other grounds” (1994; 181).
This was the situation in this research project as a
final eight factors were extracted for rotationm.
Failure to obtain simple structure - By having each
factor having few high loadings with the rest of the
loadings being close to zero, simple structure was
obtained.

summary, factor analysis was the multivariate

technique chosen to examine variables in terms of factorial
dimensions rather than in terms of each separate variable.
Through a principal extraction with a varimax rotation a

final 55 attributes were reduced into 8 dimensions of broad
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amenities. The final factors define constructs accounting
for the relationship between variables. The factor
analysis statistical method reveals dimensions which were
previously unknown, resulting in a clearer understanding of
the needs and desires of the baby boomers for future resort

travel.

Hypothesis 1 testing

Hypothesis 1 states:
The members of the baby boom generation deem guest
services as the most important amenity in deciding on

future resort travel.

To test this hypothesis importance scores by £factor were
generated and analyzed, the findings are outlined in Table

4.5.
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Table 4.5
Factor Ranking by Mean Score

Mean Boomer Factor Average Factor Communality*
Ranking Loading

F2 .611
F8 .464
F3 .602
r7 .584
Fé6 .588
F5 .660
F4 .551
Fl .567

* The higher the commonality the more the particular set
of factors explain the variance of attributes.

Only two factors fell below ‘important’ (2.5 mean score as
suggested by the instrument’s 1-5 scale) level status:

1. Pactor 4 ‘Outdoor recreation amenity’, and,

2. Pactor 1 ‘Arrival amenity’
However, the hypothesis can be accepted as Factor 2 ‘Guest
Services and Resort Operating Effectiveness’ (mean 3.86)
ranks as the most important amenity for boomers £future

travel.



RESORT DATA RESULTS - Descriptive Analysis

Descriptive statistics were computed resulting in mean and
standard deviation statistics for each attribute; as well
as attribute frequency profiles and histograms. Mean
scores as they were ranked for analysis of individual
attribute importance are displayed in Table 4.6.
Additional information that is of interest to resort
managers are the mean differences between boomers’ rating
attribute importance and resorts’ rating of attribute

importance, as seen in Appendix D.
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Table 4.6
Resort Attribute Mean Scores

Attribute

Helpful and courteous staff

Clean recreation areas

Friendly and warm attitude of staff
Outdoor swimming pool

Reservations to avoid overcrowding
Staff able to solve complaints quickly
Furnishings clean and in good repair
Jacuzzi, hot tub, sauna

Recreation amenities that operate well
Opportunity to rent quality sports equipment
Coffee shop or snack bar

Cable/color TV unit

Staff available 24 hours

Written activity schedule

Adequate lounge chairs by beach or pool
§ Adequate sunbathing area by beach or pool
Snow skiing opportunities

Help with luggage at check-in/out

Staff assistance in finding areas of interest
Walking, nature trails

Brochures on area attractions

Location of entertainment spots

Quiet surroundings

Pretravel information

Tennis courts available

Cocktail service by pool

Scheduled children’s activities

Beach towel service

On-site recreation director
Babysitting/childcare services

Indoor swimming pool

Flexible maid service

Evening entertainment on-site

Menus (cost) of resort’s restaurants
Evening activities

Golf course available
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Table 4.6 Cont.
Resort Attribute Mean Scores

Attribute

Good variety of on-site recreation facilities
Hiking/biking trails

List of charges for amenities
Water-related sports

Tour of resort area

TV and radio listings

Staff knowledgeable about area attractions
List of scenic attractions

Information on nearby parks(theme, zoo,
natural)

Information on local fairs, special events
Local transportation information

Teen activities

Good selection of activities for all ages
Orientation party

Rainy day activities

Driving map of area

Ticket arrangements for plays, concerts
Family-orientated activities

Boating opportunities

VCR Available

j Variety of video tapes to borrow

| Information on historic attractions
Reading material in lending library
Barbecue facilities

Rating system for area attractions
Available airport transportation
Rental car availability

Scheduled activities with other guests
Bicycles to rent/borrow

Picnic supplies(basket, food, games)
Grocery information or delivery

Adult floor only
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Most attributes received a minimum score of ‘1’ or
‘amenity is not at all important’ as well as a maximum
score of ‘'5’, or ‘crucial - won’t stay at a resort without
it’. Deeming discussion are the attributes which received
a mean score of > 4.00, indicating a very important
attribute, and those which received a mean sore of < 2.00,
indicating very little importance placed on that attribute
(as designated with a division bold line on table 4.6).

The eleven attributes with extremely high means tend
to be negatively skewed with maximum standard deviations of
.1.19. Frequencies reveal that less than 8.3% of
respondents gave these eleven attributes a rating of either
a ‘1’ (attribute is not at all important) or a ‘2/
(somewhat important). Of those eleven attributes that were
deemed very important by resorts, only five were given the
same designation by boomers.

On the other end, the seventeen attributes with
extremely low means were positively skewed with maximum
standard deviation of 1.41. Frequencies reveal that less
than 20% of all respondents gave these seventeen attributes
a rating of either a ‘4’ (very important) or a ‘5’ (crucial
- won’t stay at a resort without it). Of those seventeen
attributes that were deemed unimportant by resorts, only

8ix were given the same designation by boomers. More
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importantly however, eleven of those seventeen attributes
that were deemed ‘unimportant’ to resorts, were deemed as
important to boomers.

In addition to these attributes, it is worth noting
that unlike the boomer data, where every attribute received
a minimum score of ‘1’ and a maximum score of ‘5’, several
attributes received other designations by resorts as
minimum and maximum scores. Extreme cases include:

Clean recreation areas - Min. 4.00/Max. 5.00,

List of scenic attractions - Min. 2.00/Max. 3.00.
Additional attributes displayed skewed histogram charts.
Negatively skewed cases include (that were not part of
those attributes > 4.00, or < 2.00):

Adequate lounge chairs by beach or pool,

Local transportation information,

Written activity schedule.

Also of interest are three attributes that nearly all
resorts listed as either a ‘1’ - ‘amenity is not at all
important’ or a ‘5’ ‘crucial - won’t survive without it’
and very little, if at all, in between. These attributes
are:

Snow skiing opportunities,

Indoor swimming pool,

Golf course available.
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Other than these noted attributes the histograms and
central tendency scores reveal relatively normal
distributed variables.

Frequency profiles and histograms produced valuable
information on each variable. Of concern is the
information regarding resort classification and size,
months of operation, and customer intervention in marketing
decisions. Frequencies, percentages and cumulative percents

for resort size are provided in Table 4.7.

Table 4.7
Frequency and Percentage of Resort Hotel Size

Number of Fregquency Percent Cumulative
Rooms at Percent
Resort

50

51 to 100
101 to 200
201 to 300
301

| Total

The Michigan resort industry is comprised of relatively
smaller scale resort hotel destinations. Almost three-
quarters of the respondents represent resorts of smaller

than 201 rooms. Noteworthy, is the fact that only two
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resorts in the state of Michigan are of over 500 or more

rooms: the Grand Traverse Resort at 670 rooms and Shanty

Creek which contains 600 rooms.

By cross comparing the information on the Michigan Resort

Sample Table 3.1, and Table 4.2, the following information

can be noted:

This

Five resorts exist with < 50 rooms and four within
this category responded for this study.

Eight resorts exist with = 51 to 100 rooms and six
within this category responded for this study.

Nine resorts exist with = 101 to 200 rooms and seven
within this category responded for this study.

Seven resorts exist with = 201 to 300 rooms and five
within this category responded for this study.

Three resorts exist with > 301 rooms and two within

this category responded for this study.

information suggests that there is a healthy

representation of resorts within all size categories for

this study.
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Frequencies and percentages for resort’s months of

operation are providing in Table 4.8.

Table 4.8
Frequency and Percentage of Resort Hotel’s Months of
Operation

Months of Operation Frequency Percent Cumulative
Percent

Year Round

Warm Months Only
(May - Oct)

Cold Months Only
(Nov - Apr)

Total

Overwhelmingly, three-fourths of all the respondents

operate resort hotels that are open all year round.
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Analyzing the contents of Table 4.9 it can be
summarized that the vacation resorts in Michigan are
properties with large investments in outdoor recreation
activities, including ski hills, golf courses or sandy

beaches.

Table 4.9
| Frequency and Percentage of Resort Hotel’s Classification

| Resort Classification Frequency Percent Cumulative

‘ Percent

|
|
?Sun/run and Beach Resort
;Golf Resort

| Ski Resort
{Meotings/Convention Resort
| Tennis resort
| Spa Resort

i Other

6
9
8
1
0
0
0

N
[

| Total

Given that Michigan resort industry is representative of
small highly specialized resorts, when asked to state, “how
much influence customers’ needs have on the resort’s
products and services to be offered”, 20 of the 24 resort
managers stated that they, attempt to develop amenities and

services that meet their customers’ needs (see Table 4.10).
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Table 4.10
Frequency and Percentage of Marketing Decision Base

Customer’s Influence Frequency Percent Cumulative
|On Amenities Percent

Little or none

|Attempt to meet
Customers needs

Input from selected
Groups

Amenities designed
To individual
Customer needs

Total

None of the resort managers admitted to paying little
or no attention to the needs of their customers when they
design their amenities. But on the other hand, not one
resort has implemented the concept of using selected groups
to assist with the development of their amenities and
services. PFour of the 24 resort managers note that they do
however, design amenities and services to meet the needs of

individual customers.
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An exploration of the interaction between variables
allows for a deeper understanding of the complexities of
the data set which may account for differences in attribute
important scores. The first sets of data to be analyzed
through this statistical procedure can be found in Table

4.11 and 4.12.

Table 4.11
Months of Operation By Resort Size

Numbor of Rooms Year Round Summer Only Winter Only

50 .

51 to 100
101 to 200
201 to 300
301

101



Table 4.12

Resort Classification By Resort Size

Conventions

51 to 100
101 to 200
201 to 300
301

| Total

The results indicate those properties > 201 rooms are
open year round as opposed to properties < 200 rooms which
tend to vary in their dates of operation. Also of interest
is that the majority of the properties > 101 tend to
classify themselves as golf and ski resorts while once
again more variation among those resorts of < 101 rooms.

By examining the information provided on the following
Tables (4.13, 4.14, and 4.15) it is evident that only those
resorts with < 101 rooms are basing marketing decision
based on individual customers needs. However, these
resorts vary based on their months of operation as well as

their classification.
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Table 4.13
Resort’s Marketing Decisions By Resort Size

Attempt to Meet Amenities
Customers needs Designed to
Individual Needs

= 51 to 100
= 101 to 200
= 201 to 300

Table 4.14
Resort’s Marketing Decisions By Months of Operation

Months of Attempt to Meet Amenities
Operation Customers needs Designed to
Individual Needs

Year Round 2
Summer Only 2
(May-Oct)
Winter Only
(Nov-April)
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Table 4.15
Resort’s Marketing Decisions By Resort Classification

| Resort Attempt to Meet Amenities
Classification Customers needs Designed to

Individual Needs

The last cross tabulation statistic is a comparison of
variables to determine what types of resorts are open at

different times of the calendar year.

Table 4.16
Resort Classification By Months of Operation

| Months of Beach Golf Ski Convention
Operation Resort Resort Resort Resort

| Year Round 4 5 S 1
3 0

| Summer Only 2
(May-Oct)

Winter Only
(Nov-April)

0

Total
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Sub-problem 1 tosting

The first sub-problem to hypothesis 2 has been identified
as:

There are differences Dbetween 1resorts in the
attributes they will offer to baby boomer guests based on
their operating characteristics (size of resort hotel,
months of operation, and resort classification).

Size of resort hotel

Significant differences (p<.05) in attribute mean scores
can be attributed to the size of the resort hotels
participating in the study. For example, the following
attributes were found to be significantly more important to
those smaller end resorts (< 200 rooms) when deciding upon
which attributes to market to their future boomer guests:

boating opportunities,

brochures on are attractionms,

information on historic attractionms,

rating system for area attractions,

tour of resort area.
Consequently, the following attributes were found to be
significantly (p<.05) more important to those larger end
resorts(> 201 rooms) when deciding upon which attributes to

market to their future boomer guests:
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babysitting/childcare services,

beach towel service,

coffee shop or snack bar,

menus (cost)of resort’s restaurants,

driving map of the area,

evening entertainment on-site,

family-orientated activities,

golf course available,

good variety of on-site recreation facilities,

help with luggage at check-in/out,

indoor swimming pool,

on-site recreation director,

opportunity to rent quality sports equipment,

scheduled activities with other guests,

snow skiing opportunities,

staff available 24 hours,

tennis courts available,

ticket arrangements for plays, concerts, games,

TV and radio listings.
In considering the size of the resort and attribute
importance, it is clear that the larger properties deem
five times more attributes as significantly (p<.05)

important in offering to their future boomer market.
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Months of operation

Significant differences (p<.05) in attribute mean scores
can be attributed to the months of operation of the resort
hotels participating in the study. For example, the
following attributes were found to be significantly (p<.05)
more important in marketing to boomer guests by the resorts
which are open all year round:

driving map of the area,

indoor swimming pool,

snow skiing opportunities.
The following attributes were found to be significantly
(p<.05) more important in marketing to boomer guests by the
resorts which are open only during summer months (May -
Oct.):

clean recreation areas,

furnishings clean and in good repair,

rainy day activities,

tour of resort area.

Resort classification

Due to the fact that only one resort classified itself as a
‘meetings and convention’ resort hotel, it was left out of
the calculations of significance. However, the manager

that responded from this property deemed the following
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attributes as ‘crucial - won’t stay at a resort without
it’:
available airport transportation,
babysitting/childcare services,
cable/color TV,
coffee shop or snack bar,
friendly and warm attitude of staff,
furnishings clean and in good repair,
help with luggage at check-in/out,
helpful and courteous staff,
indoor swimming pool,
jacuzzi, hot tub, sauna,
local transportation information,

staff available 24 hours.

Significant differences (p<.05) in attribute mean scores
can be attributed to the type of resort hotel participating
in the study. For example, the following attributes were
found to be significantly (p<.05) more important in
marketing to boomer guests by beach resorts:

adequate lounge chairs by beach or pool,

adequate sunbathing area by beach or pool,

barbecue facilities,

bicycles to rent/borrow,
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boating opportunities,

information on historic attractionms,

picnic supplies (basket, food, games).
Interestingly, the following attributes were found to be
significantly (p<.05) more important in marketing to boomer
guests by golf resorts:

babysitting/childcare services,

menus (cost) of resort’s restaurants,

flexible maid service,

golf course available,

help with luggage at check-in/out,

on-gsite recreation director,

opportunity to rent quality sports equipment,

rainy day activities,

quiet surroundings,

scheduled children’s activities,

snow skiing opportunities.
Additionally, the following attributes were found to be
significantly (p<.05) more important in marketing to boomer
guests by ski resorts:

babysitting/childcare services,

menus (cost) of resort’s restaurants,

flexible maid service,

golf course available,
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help with luggage at check-in/out,
information on historic attractioms,

on-site recreation director,

opportunity to rent quality sports equipment,
snow skiing opportunities.

In conclusion, sub-problem 1 to hypothesis 2
identified several significant differences between resorts
in the attributes they will offer to baby boomer guests
based on their operating characteristics. In considering
the size of the resort hotel, it was clear that the larger
the hotel, the more attributes were deemed as important.
As well, the months of the resort hotel’s operations
determined which attributes their managers felt necessary
to market to their future boomer guests. And finally,
resort classification attribute importance was determined
vielding significant differences between beach, ski and

golf resorts.

Hypotheses 2 testing

The resort industry does not deem important all the

amenities the baby boomers demand for future travel.
Displayed in Table 4.17 are baby boomer’s mean factor
ranking scores compared against the resort mean ranking

scores of the attributes that comprise each factor. Of
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significance, are those amenities that the baby boomers
feel are ‘important’ when deciding upon future travel that
resorts do not. Those amenities are identified in table
4.17 as Factor 3 - ‘What to do where to go’, and Factor 6
‘Family travel’.

These factors are important to the members of the baby
boom generation for future resort travel. As discovered
through previous data analysis, it 1is a result of the
makeup of the boomer family, differences in travel
companions as well as differences in tastes, which will led
all boomers to travel with different vacation goals in
mind. Boomers will be 1looking for opportunities, and
direction from resort’s programs, activities and managers,
rather than being 1lead toward a predetermined 1leisure

experience.
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Table 4.17
Factor Ranking by Mean Score - Resorts

Boomer Boomer Resort Difference In
Mean Ranking Mean Factor Means

3.86 F2 3.93 F7 77
3.18 F8 3.68 F3 .65
3.06 F3 3.08 Fé6 .50
2.92 F7 2.83 F4d .43
2.50 Fé6 2.80 Fl .42
2.50 F5 2.67 F5 .33
2.37 F4 2.41 F8 .10
2.25 Fl 2.00 F2 .07

Sub-problem 2 testing

Sub-problem to hypothesis 2 states:
There are differences between resorts in the types of
attributes they will offer to baby boomer guests based
on their marketing strategies.
An analysis of the marketing data can be found in Tables
4.18 and 4.19. Boomer factor mean scores are compared
against those attribute mean scores of the same factors for

resorts based on two different marketing strategies.
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Table 4.18
Factor Ranking by Mean Score - Marketing Strategy |
‘Attempt to develop amenities and services that meet our
customers’ needs’- Traditional Marketing

Boomer Factor Resort Factor
Ranking Ranking

F2 F2
F8 F7
F3 F8

F6 F5
F5 F4
F4 Fl
Fl F6

Table 4.19
Factor Ranking by Mean Score - Marketing Strategy
‘We design amenities and services to meet the needs of
individual customers’ - Relationship Marketing

Boomer Factor Resort Factor
Ranking Ranking

F2 F2
F8 F3
F3 F7
F7 F8
F6 F4
F5 Fé6
F4

Fl
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As seen from this analysis, resorts which incorporated
relationship marketing into the corporate culture of their
hospitality business placed more emphasis on both Factor 3
‘What to do and where to go’ and Factor 6 ‘Family travel
amenities’, than those resorts that do not incorporate
relationship marketing techniques. As a result, it is
evident that the marketing strategies of incorporating
individual preferences or relationship marketing is a more
successful way to capture the boomer market for £future
resort travel and provide a higher quality vacation

experience, while promoting customer loyalty.
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Chapter V

Conclusion

DISCUSSION

Several implications from the findings of this study
are valuable for resort managers when making an effort to
provide quality amenities deemed important to the baby boom
market. Specifically, these implications focus on the
areas of human resource management, and marketing to the
internal and external customer.

Managing people is especially important at resort
hotels. The human inventory is the resort industry’s most
valuable asset, as in many ways it is perceived as the
product itself. An attitude of dedication, enthusiasm and
perseverance is key; guests are paying for a top-quality
experience that only a special type of employee can
deliver.

The human resource function of resort management
cannot only positively influence ‘Guest Services and Resort
Operating Effectiveness’ but all other important amenities
as well. It will be the job of the human resource function
within each resort property to accurately staff (recruit,

hire and promote) those employees possessing personal
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attributes important for conveying gquality and reliable
services to the boomer guest. This is particularly
important for resort managers to understand as the boomer
market continues to age.

The appropriate outputs can also be achieved through
effective training and development programs emphasizing
human relations. Regular training and development sessions
could help employees deliver consistent services the
customer deems important. Educating employees to provide
quality service can work to resort’s advantage in many
ways. Of primary importance is that it improves customer
retention. By finding out what services customers want and
then delivering them resorts can develop and nurture a
strong, loyal customer base (Shoemaker and Lewis 1999).

Consequently, bad service has been shown to have a
negative relationship with employee retention. A study by
the Forum Corporation found that employee turnover was
inversely proportional to employee perceptions of the
quality of service provide by their employers (1996). When
service was perceived as bad, not only did consumers not
like to patronize the company, but employees did not like
to work for it. The Forum study found that the highest
turnover rates are associated with companies possessing the

lowest employee ratings of service quality. Reduced
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turnover was found not only to decrease the costs
associated with recruiting and training new employees, it
was also found to increase productivity. As a result,
resorts that promise excellent customer service and
delivers it will increase profits by retaining both its
customers and its employees (Shoemaker and Lewis 1999).
Additionally, several marketing implications exist for
the future success of resort hotels. First, resorts need
to re-evaluate their product in terms of the demands from
the 'boomer market. Secondly, resorts need to deliver their
product in a unique and reliable vacation experience. Both
of these marketing goals can be accomplished through a
marketing concept referred to as relationship marketing.
Relationship marketing is about developing friendly,
productive relationships with guests. It has been
identified as, being able to change your behavior toward an
individual customer, based on what the customer tells you
(Pepper, et al. 1999). It is one thing to train a staff to
be warm and attentive; it is another to identify, track,
and interact with an individual guest and then reconfigure
your product or service to meet guest’s needs (Pepper, et
al. 1999). Relationship marketing is a means to accomplish

ways to understand the various needs of differing market
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segments; to record the needs; and to respond accordingly
when the guests return.

The goal of relationship marketing is to increase
customer loyalty. Within the hotel industry, developing
loyal guests through relationship marketing is fairly new
(Bowen and Shoemaker 1998). One good example of
relationship marketing within the hotel industry is
prevalent throughout the properties in Las Vegas. The
hotels have, “elevated giving away complementary products
and services to gain business to the status of an art form.
At its heart are personal relationships between the company
and the customer” (Proctor 1997; 45). An additional study
by Bowen and Shoemaker (1998) explained how luxury hotels
focusing on 1loyalty can take a strategic approach to
relationship marketing. Their study found that benefits
and trust are the most important antecedents to guests’
commitment. The airlines have also adapted the concept of
relationship marketing. Gilbert (1996) suggested that
airlines have attempted to bond the customer to the brand
through specific loyalty schemes.

Within the resort industry this type of customer
interaction, should be already undertaken given the high
value placed on the repeat customer. However, it was found

that only four of the twenty-four resorts in this study

118



employed relationship marketing techniques within their
organization.

In conclusion, ‘guest services and resort operating
effectiveness’ was considered most important by boomers.
Therefore, resort management is faced with the challenge of
meeting these special needs of the boomer market. In order
to increase their market share and to ultimately increase
profits, it is important that resort managers staff, train
and develop employees who possess quality attributes and
values to provide superior guest services. Specifically,
resort marketing efforts need to promote the amenities that
are deemed important to the appropriate sociodemgraphic
group that the property is targeting. Furthermore, it is
equally important that resorts employ relationship

marketing techniques to sustain a repeat customer base.

SUMMARY

Throughout this study the importance of resort boomer
marketing was discussed. Specifically, it identified the
demands of the resort market of tomorrow. In addition, the
study revealed the shortcomings in the marketing efforts of

the resort industry in effectively meeting the demands of
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the boomer market. Key marketing and human resource
strategies were recommended for resort managers to
implement in order to be successful in capturing and
retaining the boomer market for future travel.

In conclusion, over 2850 relationships were explored
associated with boomer resort travel. This study provided
results indicating that in order to attract and retain this
large and affluent group of individuals for the next two
decades, resorts need to re-position, revitalize and re-
market themselves to more accurately meet the needs of the
boomer market. The future success of resorts will require
an emphasis on retention through gquality services and

amenities and improved relationship marketing scheme.

LIMITATIONS OF THE STUDY

A thorough analysis of the study reveals few
limitations that will be identified and discussed in this
section of the chapter.

For the purpose of this study Likert type scaling was
used to create an index with 5 response categories of 1 to
5 (indicating attribute importance 1levels), resulting in
ordinal level data (Babbie 1989). Research indicates that

ordinal level data cannot be used to calculate multivariate
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statistics and therefore the factor analysis would not be
valid under these conditions (Kim and Mueller 1978).

However, there was sufficient attempts to provide the
questionnaires scales with ample interval space as to allow
and encourage respondents to answer between given numbers.
For instance, allowing the respondent to answer 4.5 or 3.2
to any one of the given attributes. The goal was to create
a database consisting of interval 1level data. Interval
level data is the appropriate level of measurement to run
most inferential statistics such as factor analysis (Kim
and Mueller 1978; and Babbie 1989).

An additional 1limitation to the study addresses the
resort sample issue. First, the achievement of 24 of 32
resorts responding to the study is very good. However,
with a qQuestionnaire addressing 68 attributes, it became
mathematically impossible to invert the matrix through a
factorial analysis (Harman 1976). The results would have
been meaningless. If a larger sample of resorts was drawn,
perhaps a more accurate analysis of comparison between
factors and importance of attributes could have been
achieved. However, the Michigan resort population is only
comprised of 32 properties, indicating results from 24
resorts 1is good, just not appropriate to run a factor

analysis when the variables outweigh the subjects.
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RECOMMENDATIONS FOR FUTURE RESEARCH

This study is limited to Michigan travel. Therefore,
generalization of the results to a larger perhaps
national, population may not be warranted. While the
results are useful to managers in Michigan who wish to
serve their baby boom market better, managers in other
states may not necessarily find the same amenities
desirable. Therefore, studies of other state’s markets
should be conducted prior to any recommendations being
made to those managers on how to improve satisfaction
among baby boomer guests.

A more thorough analysis is needed to assist resort
managers on the types of staffing, training and develop
that are or could be appropriate for achieving quality
guest services to diverse markets.

An analysis of amenity demands across lodging properties
in the U.S., as well as by different markets would assist
resort managers from both a human resource and marketing
perspective.

An analysis of boomer demands of international resort
amenities would be useful to those managers from a resort

pPlanning and development perspective.
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A study comparing boomers demands and guest satisfaction
would be useful in upgrading facilities and programs at
resorts, as well as aid in future development.

A study focused on family travel needs and trends would

assist resort managers with activities and program

development.

And lastly, a thorough analysis of relationship marketing
strategies implemented at resort hotels across the U.S.

is needed.
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APPENDIX A

Baby Boomer Survey Used In Study




Dear Baby Boomer,

My name is Misty Johanson, I am a Ph.D. candidate at Michigan State University, within
the Department of Park, Recreation, and Tourism Resources. I currently am working at
the University of Hawaii and am conducting research on Michigan resorts. The goal of
this study is to determine factors that will influence guest’s stay in Michigan resorts,
specifically baby boomer guests (those born between 1946 - 1964).

Your name was randomly selected from a list of Michigan baby boomers found on-line
within the R.L Polk Directory. I would like to invite you to participate in my survey
research. I would appreciate it if you could take 5 minutes to fill out the survey and return
it in the postage-paid envelope provided.

e e R R A R R e R

In return for your prompt cooperation, I will be offering a chance to win a
' FREE WEEKEND STAY
at one of Michigan's finest resorts

~ The drawing will be held July 1, 1999, and the winner will be notified by mail.
- To be eligible for the drawing you must return the postage paid postcard,
- separately from the survey '

(details to be shared with the winner)

- e ke

You indicate your voluntary agreement to participate by completing and returning this
questionnaire. Please do not put your name anywhere on the survey. As with all
university surveys, your participation is voluntary and you have the right to skip any
question you like. It is however, essential that I obtain cooperation from everyone 1
contact so that my relatively small sample will be representative of all Michigan baby
boomers. All individual results will be treated with strict confidence, will be used only
for the purpose of this study and will remain anonymous in any report of my research
findings.

PLEASE TAKE THE TIME TO COMPELTE AND RETURN THE SURVEY
THANK YOU FOR YOUR HELP
If you have any questions, or would like a copy of the overall survey results, please feel
free to contact me directly at (808) 956-6611, FAX (808) 956-5378. Again, your
assistance will be greatly appreciated.

Sincerely,

Misty Johanson
Assistant Professor
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Baby Boomer’s Amenity Expectations of Michigan Resorts Survey
Consider resorts here in Michigan, and their amenities and attributes they perform and
offer to their guests. Please rate the following attributes you would desire of Michigan
resorts as a matter of importance for your future leisure travel, on the line associated to
each. Please answer all relevant questions! Questionnaires not completed in their
entirety cannot be used in calculating the results for this study.

Intensity of Amenity Importance in Deciding on Future Leisure Travel

Crucial

Amenity Is Somewhat Important Very Wouldn’t Stay At
Not At All Important Important A Resort Without
Important It!

1 2 3 4 5
1. adequate lounge chairs by beach or pool 35. list of charges for amenities
2. adequate sunbathing area by beach or pool 36. list of scenic attractions
3. adult only floor 37. local transportation information
4. available airport transportation 38. location of entertainment spots
S. babysitting/child care services 39. on-site recreation director
6. barbecue facilities 40. opportunity to rent quality sports equipment
7. beach towel service 41. orientation party
8. bicycles to rent/borrow 42. outdoor swimming pool
9. boating opportunities 43. picnic supplies (basket, food, games)
10. brochures on area attractions 44. pretravel information
11. cable/color TV unit 45. rainy day activities
12. clean recreation areas 46. quiet surroundings
13. cocktail service by pool 47. rating system for area attractions
14. coffee shop or snack bar 48. reading material in lending library
15. costs(menus) at resort’s restaurants 49. recreation amenities that operate well
16. driving map of the area 50. rental cars information available
17. evening activities 51. reservations to avoid overcrowding
18. evening entertainment on-site 52. scheduled activities with other guests
19. family-oriented activities 53. scheduled children’s activities
20. flexible maid service 54. snow skiing opportunities
21. friendly and warm attitude of staff 55. staff able to solve complaints quickly
22. furnishings clean and in good repair 56. staff assistance in finding areas of interest
23. golf course available 57. staff available 24 hours
24. good selection of activities for all ages 58. staff knowledgeable about area attractions
25. good variety of on-site recreation facilities 59. teen activities
26. grocery information or delivery 60. tennis courts available
27. help with luggage at check-in/out 61. ticket arrangements for plays, concerts,
28. helpful and courteous staff games
29. hiking/biking trails 62. tour of resort area
30. indoor swimming pool 63. TV and radio listings
31. information on historic attractions 64. variety of video tapes to borrow
32. information on local fairs, special events, 65. VCR available
33. information on nearby parks (theme, zoo, 66. walking, nature trails

natural) 67. water-related sports

34. jacuzzi, hot tub, sauna 68. written activity schedule
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Please answer to the following:

69. Born between: 1) = 1946 - 1954 2) = 1955 - 1964
70. Gender: 1) = Male 2) = Female

71. Are You Married 1) = Yes 2)=No

72. Do You Have Children 1) = Yes 2)=No

73. Your Income level: 1) <24,999
2) = 25,000 - 34,999
3) = 35,000 - 49,999
4) = 50,000 - 74,999
5) >75,000
6) unemployed

74. Have you ever traveled to a Michigan resort (see attached table) for leisure purposes?
1) = Yes 2)=No

75. If yes to #74, was it within the last 5 years? 1) = Yes 2)=No

76. Do you plan on traveling for leisure purposes, to at least one Michigan resort in your

future years?
1) = Yes 2)=No

77. If no to #76, would you answer change if your desired amenities offered

were provided?
1) = Yes 2) =No

78. If yes to #76, will your future leisure travel to Michigan resorts include

dependents?
1) = Yes 2)=No

If yes to #78, please indicate on the line below, the type of dependent(s),
for questions 79-83.
1)=Yes or 2)=No

79) = child(ren)

80) = parent(s)/(in-laws)

81) = spouse

82) = grandchild(ren)

83) = other(s)
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Dear Resort Manager,

My name is Misty Johanson, I am a Ph.D. candidate at Michigan State University, within
the Department of Park, Recreation, and Tourism Resources. I currently am working at
the University of Hawaii and am conducting research on Michigan resorts. The goal of
this study is to determine which amenities resorts deem important in offering to their
future guests, specifically baby boomer guests (those born between 1946 - 1964).

Your resort was selected from a list of Michigan resorts researched and published by
Smith Travel Research. I would like to invite your resort to participate in my survey
research. I would appreciate it if you could take 5 minutes to fill out the survey and return
it in the postage paid envelope provided. You indicate your voluntary agreement to
participate by completing and returning this questionnaire. Please do not put your name
or the name of your resort anywhere on the survey. As with all university surveys, your
participation is voluntary and you have the right to skip any question you like. It is
however, essential that I obtain cooperation from everyone I contact so that my relatively
small sample will be representative of all Michigan resorts. All individual results will be
treated with strict confidence, will be used only for the purpose of this study and will
remain anonymous in any report of my research findings.

PLEASE TAKE THE TIME TO COMPELTE AND RETURN THE SURVEY
THANK YOU FOR YOUR HELP
If you have any questions, or would like a copy of the overall survey results, please feel
free to contact me directly at (808) 956-6611, FAX (808) 956-5378. Again, your
assistance will be greatly appreciated.

Sincerely,

Misty Johanson
Assistant Professor

130



Amenities To Be Offered By Michigan Resorts Survey

Consider future guest’s expectations and the importance of offering specific amenities to
meet the needs of the members of the baby boom generation. Please rate the following
attributes as to the importance of offering these amenities to your future guests on the line
associated to each. Please answer all relevant questions! Questionnaires not completed
in their entirety cannot be used in calculating the results for this study.

Amenity Is
Not At All

Intensity of Importance in offering the Amenity To Your Future Guest

Somewhat
Important

Important

Wb WwWN —~

1 2

adequate lounge chairs by beach or pool
adequate sunbathing area by beach or pool
adult only floor

available airport transportation
babysitting/childcare service

barbecue facilities

beach towel service

bicycles to rent/borrow

boating opportunities

. brochures on area attractions

. cable/color TV unit

. clean recreation areas

. cocktail service by pool

. coffee shop or snack bar

. cost(menus) of resort’s of restaurants
. driving map of the area

evening activities

. evening entertainment on-site

. family-oriented activities

. flexible maid service

. friendly and warm attitude of staff

. furnishings clean and in good repair

. golf course available

. good selection of activities for all ages

. good variety of on-site recreation facilities
. grocery information or delivery

. help with luggage at check-in/out

. helpful and courteous staff

. hiking/biking trails

. indoor swimming pool

. information on historic attractions

. information on local fairs, special events,

etc.

. information on nearby parks (theme, zoo,

natural)

. jacuzzi, hot tub, sauna

Important
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3S.
36.
37.
38.
39.
40.
41.
42.
43.

45.
46.
47.
48.
49,
50.
51.
52.
53.
54.
55.
56.
57.
58.
59.
. tennis courts available
61.

62.
63.
. variety of video tapes to borrow
65.
. walking, nature trails
67.
68.

Very Crucial -
Important  Couldn’t Survive
Without It!
4 5

list of charges for amenities

list of scenic attractions

local transportation information

location of entertainment spots

on-site recreation director

opportunity to rent quality sports equipment
orientation party

outdoor swimming pool

picnic supplies (basket, food, games)
pretravel information

rainy day activities

quiet surroundings

rating system for area attractions

reading material in lending library
recreation amenities that operate well
rental cars available

scheduled activities with other guests
reservations to avoid overcrowding
scheduled children’s activities

snow skiing opportunities

staff able to solve complaints quickly
teen activities

staff assistance in finding areas of interest
staff available 24 hours

staff knowledgeable about area attractions

ticket arrangements for plays, concerts,
games

tour of resort area

TV and radio listings

VCR available

water-related sports
written activity schedule



Please circle the correct answer to the following:

1. Number of Rooms at Resort;

W
o

D
2) 51to0 100
3) 101 to 200
4) = 201 to 300

5) >301

nmn nia

2. Months of Operation:
1) year round
2) summer only (May - Oct)
3) winter only (Nov-April)
4) other (please specify)

71. Please classify your resort as one of the following on the line provided:

1) sun/fun and beach resort
2) golf resort

3) skiresort

4) meetings/convention resort
5) tennis resort

6) spa resort

7) other(please specify)

72. How much influence do customers’ needs have on the resort’s products and services
to be offered? (please circle one of the following):

A. We pay little or no attention to the needs of our customers when we design
our amenities and services.

B. We attempt to develop amenities and services that meet our customers’
needs.

C. We use input from selected groups to assist with the development of our
amenities and services.

D. We design amenities and services to meet the needs of individual
customers.

Thank you!

Please return the survey in the postage paid envelope provided
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Factor Communality Eigenvalue Percentage Cummulative

of Variance Percentage
1 0.567 15.2270 22.3930 22.393
2 0.611 4.403 6.475 28.868
3 0.602 3.539 5.205 34.073
4 0.551 2.897 4.392 38.465
5 0.660 2.241 3.296 41.761
6 0.855 2.203 3.240 45.001
7 0.584 2.006 2.950 47.951
8 0.464 1.756 2.582 50.533
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Differences in Attribute Mean Scores
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Boomer Resort
Mean Mean
Scores Scores

2.81
2.42

2.09
2.33
3.34
1.83

1.71

i Scheduled children’s
lactivities
Help with luggage at check-
i in/out
| sStaff knowledgeable about
| area attractions
§On-site recreation director
| Coffee shop or snack bar
WJacuzzi, hot tub, sauna
| List of charges for amenities
List of scenic attractions
| Adequate lounge chairs by
| beach or pool
| Adequate sunbathing area by
beach or pool
PGood selection of activities
| for all ages
Grocery information or
delivery
Recreation amenities that
operate well
| Cocktail service by pool
Family-orientated activities
Information on historic
attractions
Rental car availability
Ticket arrangements for
plays, concerts
Reservations to avoid
Overcrowding
Bicycles to rent/borrow
Information on nearby parks
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Adult only floor
Boating opportunities
[ Available airport

| transportation

1Rating system for area

‘VCR available

| Tour of resort area

’Beach towel service
)Information on local fairs,
.special events, etc.
Orientation party

Golf course available
Water-related sports

| TV and radio listings

| Menus (cost) of resort’s
irestaurants

| Rainy day activities
ivariety of video tapes to

1recreation facilities
lStaff assistance in finding

| Pretravel information

{ Clean recreation areas

Staff able to solve
complaints quickly

Walking, nature trails

Local transportation
information

Picnic supplies (basket,
food, games)

Staff available 24 hours
Helpful and courteous staff
Evening activities

Barbecue facilities
Hiking/biking trails

Friendly and warm attitude of
staff

Cable/color TV unit

Evening entertainment on-site
Teen activities




| Scheduled activities with
other guests

| Quiet surroundings

| Furnishings clean and in good
repair

| Brochures on area attractions
IFlexible maid service
Reading material in lending
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