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Metode de selectare a informatiei utilizate in planificarea unei calatorii Abstract Scopul cercetarii consta in
identificarea preferintelor tinerilor turisti atunci cand analizam procesul de planificare a unei calatorii. Surse
de informare utilizate, utilitatea Internetului/agentiilor de turism in planificarea activitatilor turistice, mijloace
de transport preferate si tipuri de cazare sunt investigate. Ca si metode de cercetare, au fost utilizate atat
metode cantitative cat si calitative: focus grup si chestionar. Internetul este mult mai utilizat de catre tinerii
turisti in planificarea céalatoriilor comparativ cu agentiile de turism. Internetul este totodata considerat mai
util in etapa de documentare si atunci cand sunt achizitionate biletele de avion. Tinerii turisti sunt
influentati cel mai mult de catre prieteni atunci cand fsi planifica o calatorie. Turistii tineri prefera masinile si
avioanele ca mijloace de transport intr-o célatorie, iar ca si unitati de cazare hotelurile si pensiunile. Key
words: cazare, Internet, transport, agentie de turism, tinerii turisti. JEL Classification: M31 LINTRODUCERE
Informatia a fost considerata ca fiind vitala in industria turistica. Fara ea, stimularea consumatorilor
potentiali si a capacitatii de a calatori fiind limitata (Wagner, 1991, pp. 105, Manolica, 2006). Totodata, au
nevoie de acces la informatii precise si detaliate pe parcursul vizitei lor, trendul constand intr-o crestere a
independentei calatoriei (Preston si Trunkfield, 2006). Sursele de informare traditionala iau diferite forme,
fie direct de la furnizorii de turism (hoteluri, companii aeriene, etc.), fie de la intermediari (agentii de turism,
operatori de turism, brokeri de informatii) (Kotler, Armstrong et al., 1996). Acestia au oferit in mod
traditional informatii prin doua metode: prin distribuirea de materiale promotionale printate si/sau prin
contact personal (Dube si Renaghan, 2000). Materialele printate, cum sunt brosurile si cataloagele, sufera
de numeroase limitari. Print-ul reprezinta un mediu static, unidimensional, cu o capacitate limitata de a
comunica in mod adecvat complexitatea unei experiente turistice (Middleton, 1994). in plus, materialele
printate implica costuri si necesita timp, iar materialele rezultate devin rapid invechite (apar noi promotii, se
termina perioada prezentata, sezoane diferite etc.). Internetul reprezinta o importanta sursa de informare
pentru tinerii turisti (Zins, 2007, p. 149). Cu toate acestea, turistii seniori prefera inca brosuri tiparite ca
sursa principala de informare (Lin, 2005, p. 49) si multi calatori utilizeaza Internetul pentru a planifica o
excursie In combinatie cu unele informatii off-line (Lee, Soutar si Daly, 2007, p. 165). Web-ul este
considerat a fi o platforma unde utilizatorul nu mai reprezinta o parte pasiva; acesta a devenit un personaj
activ, capabil de a crea si genera continut si servicii (Nafria, 2007); acesta este un flux de comunicare
bidirectional (Dellarocas, 2003). Paginile web au devenit interactive si permit utilizatorilor sa stabileasca
legaturi cu alti utilizatori (peer to peer) si sa interactioneze prin intermediul comunitétilor online, a
forumurilor, chat-urilor si a diferitelor retele de socializare; iar acest lucru lucru se realizeaza cu scopul de
a face schimb de informatii cu privire la produse de exemplu, experiente, opinii si idei care, in cazul de fata,
sunt referitoare la calatorii, hoteluri, experiente etc. De asemenea, transmiterea informatiilor intr- un mod
personal este mult mai eficient, deoarece informatiile furnizate potentialilor clienti poate fi mult mai bine
personalizate pentru nevoile lor. Cu toate acestea, aceasta abordare este considerata, de asemenea,
problematica. Turismul este o industrie dispersata (Manolica si Roman, 2011) cu potentiali clienti venind
de pretutindeni si care doresc sa mearga peste tot. Fiecare potential turist are nevoie de un set
personalizat de informatii, avand nevoi si dorinte diferite, iar dezvoltarea tehnologiei informatiilor furnizand
o solutie pentru acest "decalaj de cunostinte” (knowledge gap) (Buhalis, 2000). Pentru clientii care cauta
pe Internet informatii referitoare la cele mai mici preturi ale camerelor de cazare, site-ul web al agentiilor de
turism si al agentilor de rezervari este considerat a fi cea mai buna optiune (Law, Chan et al., 2007, pag.
495). IPOTEZELE CERCETARII Scopul cercetérii consts in identificarea preferintelor tinerilor turisti atunci
cand analizam procesul de planificare a unei calatorii. Obiectivele cercetarii constau in: 1. Investigarea
surselor utile de informatii si identificarea modurilor de rezervare folosite pentru a planifica o vacanta
(Internet vs. agentie de turism); 2. Definirea comportamentului de planificare a célatoriilor a studentilor.
Derivate din aceste obiective, a unei cercetéri anterioare si a unei analize calitative efectuate, s-au stabilit
ipotezele cercetarii. H1: Internetul ofera mai multe instrumente utile in planificarea unei calatorii decat
agentiile de turism; Referindu-ne la utilizarea Internetului sau a agentiilor de turism, studii recente au
indicat faptul ca majoritatea consumatorilor de produse/servicii on-line au tendinta de a cauta pretul cel
mai scazut. De exemplu, conform Yesawich, Pepperdine si Brown (2000), aproximativ 6 din 10 consumatori
cauta pretul cel mai mic disponibil pentru serviciile turistice. Un studiu coordonat de Joint Hospitality
Industry Congress (2000) au descoperit ca exista mari asteptari din partea consumatorilor sa gaseasca
preturile cele mai mici pe Internet comparativ cu cele oferite de catre agentiile de turism. Turistul nu mai
este un consumator pasiv, care intra intr-o agentie de turism si sta cateva ore pentru a
achiztiona/organiza o célatorie. Noul turist este mult mai activ, i place sa se implice in procesul de achiztie
si este flexibil in alegerea si furnizarea serviciilor (Poon, 1993). in prezent, turistul utilizeaza mai putin
agentiile de turism si mai mult Internetul ca principala sursa de informare si achizitionare de produse si
servicii turistice.Internetul a devenit una dintre cele mai importante surse de informare a consumatorilor
[Zins, 2007, pag. 149], in special pentru consumatorii tineri si mai bine educati (Beritelli, Bieger at

3al., 2007; Casanova, Kim at al., 2005; Seabra, Abrantes at al., 2007).

Conform profesorului Buhalis (2002), exista numerosi factori care motiveaza turistii sa utilizeze Internetul:
n primul rand, complexitatea si profunzimea informatiilor furnizate, si in al doilea rand, informatiile furnizate
sunt usor de utilizat; Tn al treilea rand, turistii pot accesa informatia in orice moment si la un pret redus; in
final, produsele turistice sunt oferite de obicei la preturi reduse, deoarece furnizorii opereaza cu mai putini
intermediari (ceea ce reduce numarul comisioanelor). Rezultatele analizei calitative realziare evidentiaza ca
studentii considera Internetul ca fiind cel mai util instrument pentru a colecta informatii si pentru a compara
ofertele turistice. Totodata acestia au declarat ca nu utilizeaza Internetul sau agentiile de turism pentru a
achiztiona produse/servicii turistice. H2: Tinerii turisti sunt influentati in cea mai mare masura de catre
prieteni atunci cand planifica o calatorie; Conform studiului Portrait of American Travelers (2013), 82% din
turisti au incredere in recomandarile oferite de prieteni si familie, 74% din turistii americani au creat un
cont Facebook si unul din trei turisti fac trimitere la platformele social media ca fiind sursa principala pentru
ideile ce le inspira calatoriile (Patterson, 2013). Conform lui Blackwell et al. (2006), beneficiile percepute
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de consumatori sunt mai ridicate atunci cand: (1) cunostintele consumatorului privind produsul sunt cat mai
reduse sau nule, (2) consumatorul nu este capabil sa evalueze produsele, (3) consumatorii nu au
incredere Tn campaniile de marketing (metodele traditionale), (4) alte surse de informare produc o
credibilitate redusa consumatorului, (5) consumatorul are mar e nevoie de o aprobare sociald, (6)
produsul sau serviciul este complex, (7) existenta unor legaturi sociale intre cel care transmite informatia si
cel care o primeste, cum sunt prietenii, familia, etc. (Granovetter, 1973), (8) un produs sau un serviciu este
dificil de testat, (9) produsul este foarte vizibil celorlalti. Perceptia si influenta asupra procesului de luare a
deciziilor va fi mai ridicatd sau mai scdzuta, in functie de nivelul legaturii dintre oameni (Brown si
Reingen,1987; Granovetter, 1973). A fost discutata si perspectiva in care informatiile corelate cu o
legatura stransa, vor fi percepute ca fiind mai credibile decéat cele care provin din surse mai indepartate ca
si legatura; prin urmare, sursele cu o conexiune stransa vor fi percepute ca fiind mai credibile decat
legaturile slabe. Rezultatele studiului realizat de Carr

4(2003) Use And Trust Of Tourism Information Sources Amongst University
Students

indica faptul ca

52cele mai de incredere surse de informare sunt

cele informale, care vin din partea prietenilor si a rudelor, din vizite anterioare, iar Internetul a fost cea mai
putin utilizata sursa de informare pentru o eventuala calatorie. Conform raportului realizat de

24UNWTO Youth Travel Matters — Understanding the Global Phenomenon of

Youth Travel

aproximativ 50% din turistii tineri isi rezerva calatoriile sau cazarile prin intermediul unor agentii specializate
deoarece informatia si pretul furnizat le avantajeaza oferta. O mare parte din participantii celor trei focus
grupuri realizate anterior cercetarii, au specificat ca sunt influentati de catre prieteni si familie, atunci cand
planifica o calatorie. H3: Tinerii turisti prefera avionul ca si modalitate de transport intr-o calatorie.
Cresterea numarului companiilor aeriene ce furnizeaza zboruri la pret redus (low-cost) influenteaza tinerii
turisti s& aleaga avionul ca mijloc de transport preferat atunci cand organizeaza o calatorie. Este foarte
important de mentionat faptul ca mijloacele de transport depinde de tipul si de destinatia calatoriei.
Avioanele sunt adesea folosite pentru calatoriile internationale, un exemplu ar fi zborurile catre capitalele
europene, unde companiile low-cost (precum Ryanair, Wizzair, Easyjet etc.) au conexiuni foarte bune si nu
n ultimul rand oferte la preturi reduse. Potrivit raportului UNWTO pentru anul 2012, pentru a ajunge intr-o
anumita destinatie, majoritatea turistilor aleg avionul (52%) iar restul utilizeaza servicii de transport
terestru: rutiere (40%), cai ferate (doar 2%) si transport pe apa (6%). H4: Turistii tineri prefera hotelurile si
corturile ca si unitate de cazare intr-o calatorie. Aceste ultime doud ipoteze au fost formulate pe baza
informatiilor obtinute din analiza calitativa. Studentii care au participat la focus grup au discutat despre
confortul oferit de avion, timpul célatoriei fiind semnificativ mai redus si aflandu-se mai in siguranta decat
n masina. Majoritatea au declarat ca ar prefera sa se cazeze la un hotel sau chiar intr-un cort, destinatia
aleasa facand diferenta. Forma principala de cazare pentru tinerii turisti rdmane in continuare sa fie
reprezentatad de hosteluri, dar si numarul celor care se cazeaza in hoteluri mai ieftine (budget hotels) este
foarte ridicat

4(Youth Travel Matters — Understanding the Global Phenomenon of Youth
Travel, UNWTO,

2007). METODOLOGIE Metode de cercetare Am realizat trei sesiuni de focus grup cu scopul de a intelege
comportamentul tanarului turist si de a crea un chestionar utilizat in partea cantitativa a cercetarii.
Chestionarul rezultat a fost pre-testat pe 30 de respondenti, iar cercetarea cantitativa finala a inclus 217
chestionare valide. Esantion Populatia investigatd este reprezentata de tineri cu un nivel educational
ridicat, studenti, masteranzi si doctoranzi care si-au planificat mécar o calatorie pe parcursul anului
anterior. ILREZULTATE Obiectivul nr. 1. Investigarea surselor utile de informatii si identificarea modurilor
de rezervare folosite pentru a planifica o vacanta (Internet vs. agentie de turism);

34Pe o scalade la1la5,

studentii au evaluat masura in care prefera o anumita sursa de informare (1 —

22intr-o foarte micd misuri ; 2 — intr-o mica masuri ; 3 — intr-o oarecare

mésuré ; 4 — intr-o masura ridicata ; 5 — Intr-o foarte mare masura).

Tn topul preferintelor surselor de informare se afla review-urile de pe Internet (3.92), opiniile prietenilor,
familiilor sau colegilor (3.91) si site-urile specializate de turism (3.90). Observam ca Internetul este folosit
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mai mult decat agentiile de turism in procesul de planificare a calatoriilor, in etapa de culegere a
informatiilor. O alta sursa importanta este reprezentata de recomandarile persoanelor familiare sau a celor
care au vizitat deja locul ales. Tn josul listei preferintelor se afl4 pliantele, cataloagele, afisele agentiilor de
turism (3.20) si personalul agentiei (3.20) (Tabelul 1). Table 1. Surse de informare preferate in
planificarea calatoriilor turistice Surse de informare Media Review-uri pe Internet (pareri scrise de cei care
au 3.92 mai fost in locul respectiv) Familii, prieteni, colegi 3.91 Site-uri specializate de turism 3.90
Recomandarile verbale ale celor care au mai fost in 3.86 locul respectiv Site-uri din industria
ospitalitatii/turistica (hoteluri, 3.72 companii de transport, restaurante etc.) Site-uri ale agentiilor de turism
Retele sociale (Facebook, Twitter, Bloguri, etc.) Spot-uri video de prezentare de pe Internet TV, radio,
reviste (mass-media) Pliante, cataloage, afise ale agentiilor de turism Personalul agentiei de turism 3.66
3.33 3.28 3.25 3.20 3.20 Ca metode de rezervare, studentii folosesc cel mai adesea telefonul (42.3%) si
Internetul (42.3%) in aceeasi masura. Serviciile de rezervare oferite de agentii sunt folosite de 14.9%
dintre studenti. 0.5% dintre acestia au folosit alte metode de rezervare. Persoanele care au facut rezervari
prin Internet au declarat ca sursele lor preferate de informare sunt review-urile de pe Internet (opinii scrise
online de cei ce au vizitat destinatia) (4.07), opiniile familiilor, prietenilor, colegilor (3.94) si site-urile
specializate de turism (3.90). Persoanele mare fac rezervari prin intermediul telefonului prefera sa se
informeze in special de la familie, colegi (4.00), review-uri pe Internet (3.93) si de la recomandarile privite
verbal din partea celora care au vizitat deja acea destinatie (3.9). n ceea ce-i priveste pe cei 14.9% dintre
studentii ce folosesc serviciile de rezervare oferite de agentiile de turism, sursele preferate de informare a
acestora sunt reprezentate de site-urile specializate de turism (3.97) si de site-urile agentiilor de turism
(3.94). Am rulat si o analiza factoriala cu scopul de a grupa sursele de informare. Din analizd au rezultat
trei factori care explicd 56% din varianta totala. Am investigat toti itemii cu incarcare mai mare de 0.3 pe
fiecare factor apoi am investigat incarcarile in matricea rotita. Intrucat unii itemi aveau incarcari similare,
am decis sa Ti elimindm si sa rulam analiza factoriala ulterior. ltemii eliminati au fost: «Personalul agentiei
de turism» si «Retele sociale (Facebook, Twitter, Bloguri, etc.)». Din a doua runda a analizei au rezultat
doi factori care explica 50% din varianta totala. Dupa Garson (2010), unii cercetatori recomanda pastrarea
n analiza a factorilor ce explica 90% sau 80% din variantd. Daca scopul cercetarii este insa de a explica
varianta folosind cat mai putini factori posibil, criteriul poate coborf chiar si pana la 50%. Scopul nostru
este de a simplifica numarul de factori pentru aceasta cercetare. De asemenea, intrucat dupa prima rulare
a analizei au rezultat trei factori ce explica mai mult din varianta totala (56%), am decis sa pastram
gruparea pe trei factori. Cei trei factori, asa cum i-am numit, sunt compusi din urmatorii itemi: (1) Surse
specializate: Site-uri specializate de turism, site-uri ale agentiilor de turism , site-uri din industria
ospitalitatii/turistica (hoteluri, companii de transport, restaurante etc.); (2) Surse umane: Review- uri pe
Internet, familii, prieteni, colegi, recomandarile verbale ale celor au mai fost in locul respectiv; (3) Surse
media: TV, radio, reviste (mass-media), personalul agentiei de turism, pliante, cataloage, afise ale
agentiilor de turism, spot-uri video de prezentare de pe Internet, retele sociale (Facebook, Twitter, Bloguri,
etc.). De asemenea, scopul nostru este de a grupa sursele de informare in categorii, fara a crea scale cu
scopul de a fi validate. Din acest motiv nu verificam increderea in dimensiunile generate. Observdam ca
atunci cand selectdm sursele de informare, tinerii turisti se gandesc la trei mari categorii: surse
considerate a fi specializate in domeniu, vocea oamenilor si mass-media in general. Cea de-a doua
dimensiune, Surse umane, se situeaza in topul preferintelor intrucat doi dintre cei trei itemi ce o compun
sunt n top trei surse de informare preferate (asa cum am discutat anterior; vezi Tabelul 1). De asemenea,
am investigat o comparatie a planificarii calatoriilor folosind Internetul si agentiile de turism (Tabelul 2). Prin
comparatie cu agentiile de turism, Internetul este mai des folosit in planificarea céalatoriilor. Pentru
calatoriile in tara, 71.2% dintre studenti folosesc Internetul si numai 19.9% folosesc serviciile unei agentii
de turism. Pentru calatoriile Tn strainatate, 53.5% folosesc Internetul in comparatie cu 36.6% care folosesc
serviciile unei agentii de turism. Table 2. Folosirea Internetului si/sau agentiilor de turism in planificarea
calatoriilor Planificarea niciodata da, pentru da, pentru calatoriei Folosirea Internetului Folosirea serviciilor
unei agentii de turism calatorii Tn tara calatorii in strainatate 7.4% 71.2% 53.5% 51.4% 19.9% 36.6%
Procentul tinerilor care nu au folosit Internetul este mai mic in comparatie cu cel ce corespunde celor ce nu
au cerut ajutor din partea unei agentii de turism. De asemenea, am investigat cat de util este Internetul in
comparatie cu agentiile de turism in planificarea unei calatorii.

34Pe o scalade la1lab5,

respondentii au evaluat utilitatea instrumentelor in planificarea unei calatorii (1 — Deloc util; 5 — Foarte util)
(Tabelul 3). Table 3. Utilitatea Internetului/agentiei de turism in planificarea calatoriilor Agentii de Internet
(media) turism (media) Informare despre destinatii turistice 4.61 3.35 Informare despre mijloace de
transport 4.27 3.43 Informare despre locurile de cazare 4.38 3.65 Informare despre atractii turistice 4.61
3.41 Medie — informare activitati 4.48 3.44 Rezervarea cazarii 4.06 3.80 Rezervarea transportului 3.94
3.74 Medie — rezervari 4.01 3.76 Cumparare bilete de avion 4.18 3.73 Cumpararea bilete de transport
rutier/feroviar 3.66 3.56 Medie —cumparare bilete 3.92 3.66 Media generala 4.25 3.60 Internetul este
considerat a fi mai util in informarea despre activitati (4.48), in special pentru destinatii turistice (4.61) si
atractji turistice (4.61). O alta utilitate importanta este regasita la cumpararea de bilete de avion (4.18). De
asemenea, Internetul este util in rezervarea cazarii (4.06) si a transportului (3.94). Agentiile de turism sunt
utile in special pentru rezervarile locurilor de cazare (3.80), a transportului (3.74), in special la cumpararea
de bilete de avion (3.73). Pentru a investiga daca Internetul este considerat a fi in general mai util decat
agentiile de turism in planificarea calatoriilor, am creat doua noi variabile care calculeaza media generala
pentru itemii ce se refera la folosirea Internetului si itemii ce se refera la folosirea agentiilor de turism.
Media generala pentru utilitatea Internetului este 4.25. Media generala pentru utilitatea agentiilor de turism
este 3.60. Am verificat ulterior daca diferentele discutate mai sus sunt semnificative. Asa cum arata tabelul
4, diferentele sunt semnificative in cazul folosirii instrumentelor: Informare despre destinatii turistice;
Personalul agentiei de Informare despre mijloace de transport; Informare turism 20 3.9% 9.7% despre
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locurile de cazare; Informare despre atractii Persoane din mass turistice; Cumparare bilete de avion (sig <
0.05). media (ved ete, 15 2.9% 7.2% Rezultatele sunt prezentate in Anexa A — Tabelul 4. moderatori TV
etc) Altele 114 22.2% 55.1% Chiar daca exista diferente in favoarea Internetului Persoane care au mai
pentru toate instrumentele, diferentele semnificative se fost inainte in acelasi 3 0.6% 1.4% inregistreaza
doar pentru prima categorii (informare loc pe activitati) si un instrument din categoria cumparare Total 513
100.0% 247.8% bilete (bilete de avion). Toate celelalte diferente sunt

28a. Dichotomy group tabulated at value 1. nesemnificative. b. Mijloace de

transport Ca rezultat al analizei anterioare, ne asteptdm sa identificam diferente semnificative intre Internet
si Dupa Tabelul 7, mijloacele de transport agentii doar pe categoria medie informare activitati. preferate
sunt autoturismele si avioanele. Acest Diferentele semnificative sunt inregistrate doar pentru rezultat nu ne
spune in mod obligatoriu ca tinerii prima categorie informare activitati (sig < 0.05). calatoresc doar cu
aceste mijloace de transport, Asadar Internetul este considerat mai util pentru intrucat preferinta nu este
intotdeauna echivalenta cu activitati de informare decéat agentiile de turism. cumpararea propriu-zisa a
unui produs sau serviciu. Celelalte categorii nu sunt semnificativ diferite intre Preferinta trebuie corelata cu
puterea de cumparare a ele facand o comparatie intre Internet si agentii. tinerilor. in interpretarea acestui
raspuns trebuie avut Totusi, ca o privire general, Internetul este considerat in vedere si tipul de destinatie
turistica luata in calcul a fi mai util cand sunt folosite instrumentele de (in tara sau strainatate). planificare
a calatoriilor. Rezultatele sunt prezentate in Anexa A — Tabelul 5. Table 7. Mijloace de transport preferate
Raspunsuri Procent Objective 2. Defining the students’ tips N Procent din cazuri planning behaviour Tren
73 19.3% 35 .3% Autoturism 133 35.2% 64 .3% La finalul chestionarului am plasat trei intrebari
Microbuz/Autocar 58 15.3% 28 .0% cu scopul de a intelege mai bine comportamentul Avion 112 29.6% 54
.1% tinerilor turisti. Am investigat trei aspecte: ce tipuri de Altele 2 0.5% 1.0% persoane influenteaza tinerii
n planificarea Total 378 100.0% 182 .6% calatoriilor; ce mijloace de transport prefera acestia

28a. Dichotomy group tabulated at value 1. pentru a calatori; ce locuri de

cazare preferd acestia pe perioada calatoriei. a. Tipuri de persoane c. Locuri de cazare Dupa cum se
poate observa din Tabelul 6, cei Dupa Tabelul 8, cei mai multi dintre studenti mai multi dintre respondenti
(80%) sunt influentati de prefera sa se cazeze in hoteluri sau pensiuni atunci prieteni atunci cand planifica
o0 excursie. Aproximativ cand cal&toresc. In mod surprinztor, putini turisti jumétate dintre acestia sunt
influentati de familie in (doar 11%) prefera cortul ca mijloc de “cazare”. ansamblu sau de membrii familiei
(de exemplu sot, sotie, etc.). Trebuie totusi luat in considerare faptul ca esantionul folosit nu este
reprezentativ pentru intreaga Table 8. Mijloace de cazare preferate populatie investigata. Au fost
investigati doar studentjii Raspunsuri Procent N Procent din cazuri iar acestia, de cele mai multe ori nu sunt
casatoriti si Hotel 132 45.2% 64.4% nu traiesc cu membri ai familiei. Chiar si asa, Pensiune 135 46.2%
65.9% observam ca studentii sunt deschisi la parerile Cort 24 8.2% 11.7% persoanelor apropiate mai mult
decéat catre alte surse. Altele 1 0.3% 0.5% Total 292 100.0% 142.4% Table 6. . Tipuri de persoane ce

31a. Dichotomy group tabulated at value 1. influenteaza in

planificarea unei calatorii Raspunsuri Procent N Procent din cazuri . CONCLUZII Prietenii 167 32.6%
80.7% Partenerul de viata 108 21.1% 52.2% Sursele preferate de informare sunt review-urile de Familia
86 16.8% 41.5% pe Internet, opiniile prietenilor, familiei sau colegilor si site-uri specializate de turism.
Internetul este considerat a fi un instrument util in special pentru activitatile de informare, comparativ cu
agentiile de turism. Cea mai de incredere sursa de informare este in mod clar datd de recomandarile date
de persoane care au vizitat deja destinatia dorita. Prin prisma metodelor de rezervare, studentii folosesc
cel mai adesea telefonul si Internetul in egald masura. Barbatii au mai mare incredere in informatiile de pe
Internet decat femeile. Majoritatea tinerilor turisti sunt influentati de prieteni atunci cand planifica o
calatorie. Mijloacele preferate de transport sunt autoturismele si avioanele. Confirmarea sau infirmarea
ipotezelor de cercetare H1: Internetul ofera mai multe instrumente utile in planificarea unei calatorii decat
agentiile de turism. Internetul este folosit in mai mare masura decét agentiile de turism in planificarea
calatoriilor de catre tinerii turisti. Internetul este considerat mai util in etapa de documentare (« Informare
despre destinatii turistice », « Informare despre mijloace de transport », « Informare despre locuri de
cazare », « Informare despre atractii turistice ») si la cumpararea de bilete de avion. Ipoteza H1 este
confirmata. H2: Tinerii turisti sunt influentati in cea mai mare masura de catre prieteni atunci cand planifica
o calatorie — confirmata. Majoritatea respondentilor (80%) sunt influentati de prieteni atunci cand fsi
planificd o excursie. Ipoteza H2 a fost confirmata. H3: Tinerii turisti prefera sa foloseasca avionul ca mijloc
de transport intr-o calatorie — partial confirmata Mijloacele de transport preferate sunt autoturismele si
avionul. Ipoteza H3 este partial confirmata. partial confirmata hoteluri si pensiuni. confirmata. Majoritatea
studentilor prefera Ipoteza H4 a la fost par fial sa stea Implicatii practice. Managerii ar trebui sa se alizeze
pe informatiile plasate pe Internet des pre ofertele turistice destinate tinerilor turisti. Agentiile foc trebuie sa
se focalizeze pe livrarea de informatii reale catre toti clientii potentiali si actuali. Barbatii sunt mai
increzatori in utilizarea Internetului ca sursa de informare comparativ cu femeile. H4: Tinerii turisti prefera
hotelurile si corturile pentru a se caza atunci cand calatoresc — IV. ANEXA A Table 4. Testul esantioanelor
perechi pentru utilitatea Internetului vs agentii de turism

9Paired Differences t df Sig. (2- Mean Std. Std. Error 95%
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Co nfidence Inte rval

9tailed) Deviation Mean of the Difference Informatii despre destinatii Pair 1

turistice - Interne t— Agentii de 1. 254 1.560 turism Informatii despre mijloace de Pair 2 turism transport-
Internet - Agentii de .840 1.664 Lower Upper .116 1.025 1.483 .124 .596 1.084 10.8 13 6.79 0 180 180
.000 .000 Pair 3 Informatii despre cazare Internet - Agentii de turism .733 1.677 .125 .487 .980 5.86 8
Informatii despre atractii Pair 4 turistice Internet - Agentii de 1.203 1.509 .113 .980 1.427 10.6 turism 11
Pair 5 Rezervarea cazarii- Internet - Agentii de turism .263 1.819 .136 -.006 .531 1.93 2 Rezervarea Pair 6
transportului_Internet - Agentii .206 1.884 .140 -.072 .483 1.46 de turism 4 Cumpararea biletelor de Pair 7
avion_Internet - Agentii de .452 1.871 .141 .174 .729 3.21 turism 5 Cumpararea biletelor pentru Pair 8
transportul feroviar+rutier .105 2.143 .159 -.209 .419 .659 Internet - Agentii de turism Table 5. Paired
Samples Test for information, booking and buying averages Mean Std. Paired Differences Std. Error 95%
Confidence Interval

48t Pair 1 Pair 2 Pair 3 Pair 4

average_inform_inter - average_inform_ag average_rez int - average_rez_ag average_buy_int -
average_buy_ag average_general_int - average_general_ag 1.03592 .24859 .26571 .64470 Deviatio n
1.34070 1.73297 1.79542 1.31217 Mean .10164 .13026 .13572 .10215 Lower .83531 -.00848 -.00216
44299 of the Difference Upper 1.23653 .50566 .53359 .84640 10.192 1.908 1.958 6.311 179 176 178
179 176 180 df 173 176 174 164 .000 .000 .055 .145 .002 .511 Sig. (2- tailed) .000 .058 .052 .000 V.
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SELECT INFORMATION TO PLAN A TRIP Abstract

27The purpose of the research is to reveal the

young tourists preferences in the process of planning a trip. Sources of information used, the utility of
Internet/travel agencies in planning travel trip activities, preferred means of transportation and types of
accommodation are investigated. As research methods, there used both qualitative and quantitative
methods: focus group and survey. Internet is more used by young tourists in planning trips than travel
agencies are. Internet is considered more useful in the documentation stage and when buying airline
tickets. Young tourists are more influenced by friends when planning a trip. Young tourists prefer cars and
planes as means of transportation for a trip and hotels and guesthouses as accommodation when
traveling. Key words: accommodation, Internet, transportation, travel agency, young tourists. JEL
Classification: M31 VL.INTRODUCTION Information has been considered vital in the tourism industry,
without it, encouraging potential customers and their capacity to travel would of been limited (Wagner,
1991, pp. 105, Manolica, 2006). The potential tourists need proper

40information before going on a trip, in order to help them in planning and

choosing different options. Also they need

5access to accurate and comprehensive information during their visit, the trend

consisting of growing the independence of the trip (Preston and Trunkfield, 2006). Traditional information
sources take different forms, either directly from the travel suppliers (hotels, airlines, etc.) either from
intermediaries (travel agencies, tour operators, brokers of information) (Kotler, Armstrong et al., 1996).
They traditionally provide information using two methods: by distributing promotional material printed
and/or by

5personal contact (Dube and Renaghan, 2000). Printed materials such as

brochures and catalogues,

5suffer from several limitations. Printing represents a static

environment, with a limited capacity to properly transmit the complexity of tourism experiences (Middleton,
1994). In addition, printed materials involves costs and time, and the resulting materials are rapidly
becoming obsolete (new promotions appear, the period given it ends, different seasons and so on). The
Internet is an important information source for young people (Zins, 2007, p 149). However,

2senior travelers still prefer the printed brochures as the main source of

information (Lin, 2005, p. 49) and many travelers use the Internet

to plan a trip in conjunction with the offline information (Lee, Soutar at al., 2007, p. 165). The

1Web is considered as a platform where the user is not anymore a passive

character; the user has become an active character able

1create and generate contents and services (Nafria, 2007); it is a bidirectional
flow of communication (Dellarocas, 2003). Web pages have become
interactive allowing users to establish connections with other users (peer to
peer) and meet through online communities, forums, chat rooms and different
social media platforms; and this is done in order to exchange information

concerning for instance products, experiences, opinions and ideas which in this

case are about trips, hotels, experiences etc. Also, transmitting information in a personal way is much more
efficient because the

5information provided to potential customers can be much closely customized
to their needs. However, this approach is also problematic. Tourism is an

industry scattered with potential
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customers (Manolica and Roman, 2011), coming

5from everywhere and who want to go everywhere.

Every potential tourist needs a customized pack of information, with different needs and desires, and the
development of information technology can provide

5a solution to this “knowledge gap” (Buhalis, 2000).

For customers seeking information

2on the Internet regarding the lowest room rates, the website of the travel

agency and

of the booking agencies is considered

2to be the best choice (Law, Chan et al., 2007,

pag. 495). VILRESEARCH HYPOTHESIS The

27purpose of the research is to reveal the

young tourists preferences

57in the process of planning a trip. The objectives of

this research are: 1. Investigation of information sources usefulness and identification of the reservation
manners used to plan a trip (Internet vs. tourism agency); 2. Defining the students’ tips planning behavior.
Derived from these objectives, past research and a qualitative research we conducted, the research
hypotheses were established. H1: The Internet offers more useful tools in planning a trip than the travel
agencies do; Referring to Internet and travel agencies, recent studies have shown that most consumers of
online products and/or services tend to seek for the lowest price. For example, according to researchers
Yesawich, Pepperdine and Brown (2000), about 6 out of 10 consumers are looking for lowest prices
possible for the touristic services. A study conducted by

19Joint Hospitality Industry Congress (2000) found that there are real

expectations from consumers

on finding the lowest prices on the Internet compared to those offered by travel agencies. The tourist is no
longer a passive consumer that enters into a travel agency and lies a few hours to purchase/organize a
trip. The

1new tourist is much more active, he likes to be involved in the acquisition

process and he is flexible in selecting and providing services (Poon, 1993).

Nowadays, tourists use less the travel agencies and prefer more the

1Internet as a main source of information and a way of purchasing the tourism

products

and services. The

2Internet has become one of the most important source of information for
consumers (Zins, 2007, p 149), especially for younger and better educated
consumers (Beritelli, Bieger at al., 2007; Casanova, Kim at al., 2005; Seabra,
Abrantes at al., 2007).

1According to Professor Buhalis (2002), there are numerous factors that
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motivate tourists for using the Internet: first, the complexity and depth of the

information provided,

secondly, the

1information provided is easy to use, thirdly, tourists can

access the information at any time and at a reduced price, in the end,

1tourism products are usually offered at reduced prices on the Internet, as

suppliers operate with fewer intermediaries

(which saves a lot of commissions). The results of the qualitative research we made show that students
consider Internet as the most useful tool for collecting information and comparing touristic offers. They also
declared that they don’t use Internet and travel agencies for buying touristic products. H2: Young tourists
are more influenced by friends when planning a trip;

6According to the 2013 Portrait of American Travelers study, 82% of travelers
trust recommendations from friends and family, 74% of US travelers have a
Facebook profile and one out of three travelers’ reference social media as a

main source of travel ideas and inspiration

(Patterson, 2013).

1According to Blackwell et al. (2006), the benefits perceived by consumers are
higher when (1) consumer’s knowledge about a product is little or zero,(2)
consumer does not have the ability to evaluate products, (3) the consumer
does not trust marketers advertising (traditional media), (4) other
information’s sources produced little credibility to the consumer, (5)

consumer has great

1needs of social approval, (6) the product or service is complex, (7) strong

social ties exist between sender and receiver,

like friends, family members, etc.

1(Granovetter, 1973), (8) a product or service is difficult to test (9) and the

product is highly visible to others.

1In regards to the strength of ties, depending on the degree of the
relationship among people the perception and influences over the consumer
decisions making process will be higher or lower (Brown and Reingen,1987;
Granovetter, 1973). It has been also discussed the idea that sources of
information linked with a strong connection, will be perceived as more credible
than sources with a weak connection ; hence, sources with a strong connection

will be perceived as more credible than weak tie’s sources.

The results of a study conducted by Carr

4(2003) Use And Trust Of Tourism Information Sources Amongst University
Students

show that

4the most trusted source of information were informal ones such as those from

friends and relatives,
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previous visits and the Internet was the least utilized source of information in finding out about a possible
trip. According to UNWTO

4report Youth Travel Matters — Understanding the Global Phenomenon of
Youth Travel

4around 50% of young travelers book their travel or accommodation with
specialist agencies because of the information provided and the price

advantages they offer.

Most of the participants at the three focus groups we conduct before the survey mention that they are
influenced

53by friends and family when they want to

plan a trip. H3: Young tourists prefer planes as means of transportation for a trip; The growth of low-cost
airline companies influences young travellers to choose planes as a preferred way of transportation when
planning a trip.

491t is very important to mention that the means of transportation changes

depending the

type and destination of the trip. Planes are often used for outbound trips, for example in the main capitals
of Europe, where low-cost carriers (like Ryanair, Wizzair, Easyjet etc.) have very good connections and of
course promotions. According to UNWTO report for 2012 in order to reach a particular destination, most
tourists choose air travel (52%) and the rest use services of terrestrial transport, such as: roads (40%),
railways (only 2%) and sea travel (6%). H4: Young tourists prefer hotels and tents as accommodation
places for a trip. These last two hypotheses were formulated based on the information revealed from
qualitative research. Students presented at the focus groups talked about the comfort planes are offering,
reducing the time of the travel and being more secure than cars. Most of them declared they prefer to stay
at a hotel or even a tent, depending on the destination type. The

4main form of accommodation for young travellers continues to be hostels,

but the proportion of travellers staying in budget hotels is also very high

4(Youth Travel Matters — Understanding the Global Phenomenon of Youth
Travel, UNWTO,

2007). VII.METHODOLOGY Research methods We conducted three focus groups with the purpose to
understand young tourists’ behaviour and create a

44questionnaire for the quantitative part of the research. The

resulted questionnaire was tested on 30 respondents. The final quantitative research included 217 valid
questionnaires. The sample The sample is represented by young people with high level of education,

51bachelor’s degree students, master’s degree students

and Phd students who had planned at least one trip during the past year. IXRESULTS Objective 1.
Investigation of information sources usefulness and identification of the reservation manners used to plan
a trip (Internet vs. tourism agency)

300n a scale of 1 to 5, students evaluated the

extent to which they prefer a certain source of information

29

Sources of information most preferred are reviews on the Internet (3.92), opinions of friends, families or
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colleagues (3.91) and specialized sites of tourism (3.90). We notice that Internet is more used than travel
agencies in the process of planning a touristic trip, in the stage of information gathering. Another important
source is represented by recommendations of familiar people or those that already have been to that
place. The least preferred sources are offered by travel agencies: brochures, catalogues, posters (3.20)
and travel agency staff (3.20) (Table 1). Table 1. Source of information preferred in planning touristic trips
Source of information Average Reviews on the Internet (opinions written by those who have been in that
place) Famiilies, friends, colleagues Specialized sites of tourism Verbal recommendations of those that
already have been to that place 3.92 3.91 3.90 3.86 Websites of hospitality / tourism (hotels, transport
companies, restaurants, etc.) 3.72 Websites of travel agencies Social networks (Facebook, Twitter, Blogs,
etc.) Advertising videos on the Internet TV, radio, magazines (mass-media) Brochures, catalogues, posters
of travel agencies Travel agency staff 3.66 3.33 3.28 3.25 3.20 3.20 As booking methods, students use
most often the phone (42.3%) and the Internet (42.3%) in the same measure. Travel agency booking
services are used by 14.9% of the students. 0.5% used other manner of booking. People who make
reservations by Internet declared their preferred sources of information are the reviews on the Internet
(opinions written online by those who have been in that place) (4.07), families, friends, colleagues’
opinions (3.94) and specialized sites of tourism (3.9). People who make reservations by phone prefer to
inform especially from families, friends, colleagues (4.00), reviews on the Internet (3.93) and verbal
recommendations of those that already have been to that place (3.9). As for 14.9% of the students who
use travel agency booking services, their favorite sources of information are specialized sites of tourism
(3.97) and websites of travel agencies (3.94). We also conducted a

50 group sources of information.

analysis delivered three factors that explain 56% of the total variance. We investigated if all items had
loadings > 0.3 on each factor then we investigated the loadings in the rotated matrix. Because some items
had similar loadings, we decided to eliminate them and run the factor analysis again. The eliminated items
were: “Travel agency staff” and “Social networks (Facebook, Twitter, Blogs, etc.)”. The second analysis
delivered two factors that explain 50% of the total variance. According to Garson, D. (2010), some
researchers recommend to keep in the analysis factors that explain 90% or 80% of the variance. If the
research purpose is to explain variance using as few factors as possible, the criterion can be even as low
as 50%. Our purpose is not to simplify the number of factors for this particular research. Also, as the first
run of the analysis delivers 3 factors that explain more of the total variance (56%), we decided to group the
sources into three factors. The three factors as we named them with the composed items are: (1)
Specialized sources: specialized sites of tourism, websites of travel agencies and websites of hospitality /
tourism (hotels, transport companies, restaurants, etc.); (2) People sources: reviews on the Internet,
families, friends, colleagues and verbal recommendations of those that already have been to that place;
(3) General media sources: TV, radio, magazines (mass-media), travel agency staff, brochures,
catalogues, posters of travel agencies, advertising videos on the Internet and social networks (Facebook,
Twitter, Blogs, etc.). Also, our purpose is to group the sources of information into categories, without
creating a scale to be validated. For this reason we didn’t check the reliability of the generated dimensions.
We notice that, when selecting sources of information, young tourist have three categories in mind:
sources that are considered to be specialized in the field, people’s voice and general advertising. The
second dimension, People sources, is the most preferred as two of the three items that compose it are in
the top three preferred sources of information (as we discussed above, see Table 1). Also, we investigated
a travel planning comparison between using Internet and travel agencies (Table 2). Comparing with travel
agencies, Internet is more used for travel planning. For domestic trips (inbound trips) 71.2% of students
used Internet and only 19.9% used the services of a travel agency. For outbound trips, 53.5% used
Internet comparing with 36.6% who used services from a travel agency. Table 2. Use of Internet and/or
travel agencies in travel planning Travel plans never yes, for domestic yes, for trips/inbound outbound
trips trips Use Internet 7.4% 71.2% 53.5% Use services 51.4% 19.9% 36.6% from a travel agency The
percentage of young people who didn’t use Internet is a lot smaller than the one corresponding to those
who didn’t ask for help from a travel agency. We also investigated how useful is the Internet comparing with
travel agencies in planning a travel trip.

300n a scale of 1to 5, the

respondents evaluated the utility of instruments/tools in planning a trip

35(1- Not at all useful; 2 — Not useful; 3 — No Opinion; 4- Somewhat useful; 5 —
Very useful)

(Table 3). Table 3. Utility of Internet/travel agencies in planning travel trip activities Internet Travel (mean)
Agency (mean) Inform about tourist destinations Inform about transport means Inform about
accommodation Inform about tourist attractions 4.61 4.27 4.38 4.61 3.35 3.43 3.65 3.41 Average —
information 4.48 3.44 Reservation of accommodation 4.06 3.80 Booking transport Average — booking 3.94
4.01 3.74 3.76 Buy airline tickets 4.18 3.73 Buy tickets for road/rail transport 3.66 3.56 Average — buying
General average 3.92 4.25 3.66 3.60 Internet is considered to be more useful in information activities
(4.48), especially for tourist destinations (4.61) and tourist attractions data (4.61). Another important utility
is for buying airline tickets (4.18). Also Internet is useful for rese rvation of accommodation (4.06) and
booking transport (3.94). Travel agencies are useful especially for reservation of accommodation (3.80),
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booking transport (3.74) and buying airline tickets (3.73). In order to investigate if Internet is generally
considered to be more useful than travel agencies in planning travel trip activities, we created two new
variables that compute general average for items referring to Internet and travel agencies. The general
average for Internet utility is 4.25. The general average for travel agency utility is 3.60. We wanted to
check if the differences discussed above are significant. The differences are significant between the
following instruments/tools: Inform about tourist destinations; Inform about transport means; Inform about
accommodation; Inform about tourist attractions; Buy airline tickets (sig < 0.05). The results are presented
in Apendix A- Table 4. Even if there are differences in favor of Internet for all the tools, the significant
differences are only for the first category (information) and one tool in the buying category (airline tickets).
All the other differences are not significant As a result of the analysis above, we expect to find significant
differences between Internet and agencies only for the information average. The significant differences are
only for the first category — inform (sig < 0.05). So Internet is considered to be more useful for information
activities then travel agencies. The other categories are not significantly different as a comparison
between Internet and agencies. As an overall view though, Internet is considered to be more useful when
using instruments/tools in planning trip activities. The results are also presented in Apendix A- Table 5.
Objective 2. Defining the students’ tips planning behaviour At the end of the questionnaire we places three
questions in order to understand better the young tourists’ trip planning behavior. We investigated three
aspects: what individuals influence them when planning a trip; what means of transportation they prefer for
a trip; what accommodation places they prefer in a trip. a. Individuals As we can see in Table 6, most
respondents (80%) are influenced by friends when planning a trip. About half of them are influenced by
family overall or family members (spouse). We have to consider though that the sample we used is not
relevant to the entire population as we only investigated students that, most of the time, are not married
and not living with families. But still, we notice that students are open to close people’s opinions more than
other sources. Table 6. Individuals that influence when planning a trip Responses Percent of N % Cases
Friends 167 32.6% 80.7% Spouse 108 21.1% 52.2% Family 86 16.8% 41.5% Travel Agency Staff 20 3.9%
9.7% People from mass- media (VIP’s, TV 15 2.9% 7.2% moderators) Other 114 22.2% 55.1% People that
already visited that place Total 3 513 0.6% 100.0% 1.4% 247.8%

31a. Dichotomy group tabulated at value 1. d. Means of

transportation According to Table 7, most preferred transportation means are cars and planes. This does
not necessarily mean they would actually travel by car or plane, as preference is not always equivalent to
what is actually bought. Preference has to be correlated with the buying power of the buyers. We also
might consider touristic destination they want to reach (domestic or abroad/inbound or outbound). Table 7.
Preferred means of transportation Responses Percent of N Percent Cases Train 73 19.3% 35.3% Car 133
35.2% 64.3% Minibus/Bus 58 15.3% 28.0% Plane 112 29.6% 54.1% Other

16 5%1.0% 378 182

e. Accommodation According to Table 8, most students prefer to stay in hotels and guesthouses when
traveling. Surprisingly, few young tourists (11%) would prefer a tent as accommodation Table 8. Preferred
accommodation Responses Percent of N Percent Cases Hotel 132 45.2% 64.4% Guesthouse 135 46.2%
65.9% Tent 24 8.2% 11.7% Other

16 3% 0.5% 292 142.4%

X.CONCLUSION Sources of information most preferred are reviews on the Internet, opinions of friends,
families or colleagues and specialized sites of tourism. Internet is considered to be more useful for
information activities than travel agencies. The most confident source of information is clearly the
recommendations of the people that were already to that place. As booking methods, students use most
often the phone and the Internet in the same measure. Men are more confident in using the Internet as a
source of information than women are. Most young tourists are influenced by friends when planning a trip.
The preferred transportation means are cars and planes. Confirmation and disconfirmation of research
hypotheses H1: The Internet offers more useful tools in planning a trip than the travel agencies do Internet
is more used by young tourists in planning trips than travel agencies are. Internet is considered more
useful in the documentation stage (“Inform about tourist destinations”, “Inform about transport means”,
“Inform about accommodation”, “Inform about tourist attractions”) and when buying airline tickets. H1 is
confirmed. H2: Young tourists are more influenced by friends when planning a trip Most respondents (80%)
are influenced by friends when planning a trip. H2 is confirmed. H3: Young tourists prefer planes as means
of transportation for a trip The preferred transportation means are cars and planes. H3 is partially
confirmed. H4: Young tourists prefer hotels and tents as accommodation places for a trip Most students
prefer to stay in hotels and guesthouses when traveling. H4 is partially confirmed. Practical implications.
Managers should focus on information placed on the Internet for touristic offers for young tourists. Tourist
agencies have to focus on placing information on credible Internet sources and to deliver value to their
actual clients. Agencies need to focus on always delivering real information to all clients and potential
clients. Men are more confident in using the Internet as a source of information than women are.
X.LAPPENDIX A
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55Table 4. Paired Samples Test for

Internet/travel agencies utility

9Paired Differences t df Sig. (2- Mean Std. Std. Error 95% Confidence Interval

tailed) Deviation Mean of the Difference Lower Upper Inform about tourist Pair 1

destinations - Internet - Inform about tourist destinations - 1.254 1.560 .116 1.025 1.483 10.8 13 180 .000
Travel agency Inform about transport means- Pair 2 Internet - Inform about .840 1.664 .124 .596 1.084
6.79 transport means- Travel agency 0 180 .000 Inform about accommodation- Pair 3 Internet - Inform
about .733 1.677 .125 .487 .980 5.86 accommodation- Travel agency 8 179 .000 Inform about tourist Pair
4 attractions- Internet - Inform about tourist attractions- Travel 1.203 1.509 .113 .980 1.427 10.6 11 176
.000 agency Reservation of Pair 5 accommodation- Internet - Reservation of .263 1.819 .136 -.006 .531
1.93 2 178 .055 accommodation- Travel agency Booking transport_Internet - Pair 6 Booking
transport_Travel .206 1.884 .140 -.072 .483 1.46 Agency 4 179 .145 Buy airline tickets_Internet - Pair 7
Buy airline tickets_Travel .452 1.871 .141 .174 .729 3.21 Agency 5 176 .002 Buy tickets for road/rail Pair 8
transport_Internet - Buy tickets for road/rail transport_Travel .105 2.143 .159 -.209 .419 .659 180 .511
Agency

45Pair 1 Pair 2 Pair 3 Pair 4 Table 5.

Paired Samples Test for information, booking and buying averages

26Paired Differences t df Mean Std. Std. Error 95% Confidence Interval

Deviatio Mean of the Difference n Lower Upper

average_inform_inter - average_inform_ag 1.03592 1.34070 .10164 .83531 1.23653 10.192 173
average_rez int - average_rez_ag .24859 1.73297 .13026 -.00848 .50566 1.908 176 average_buy_int -
average_buy_ag .26571 1.79542 .13572 -.00216 .53359 1.958 174 average_general_int -
average_general_ag .64470 1.31217 .10215 .44299 .84640 6.311 164 Sig. (2- tailed) .000 .058 .052 .000
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