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Abstract 

Current challenges in tourism marketing of Destination Management Organizations consist in 

the design of unique, emotional, and holistic travel experiences for [potential] visitors as well as 

in the use of new and innovative Information and Communication Technologies in order to 

distinguish themselves from other destinations, succeed in a highly competitive environment, 

reach [potential] visitors and their attention along all the touch points of a Visitor Journey, and 

especially in the phase of travel planning, get them excited about a destination, and be able to 

bind them to the destination [brand] in the long term. With the increased use of Interactive Voice 

Assistants by tourism providers, such as a Destination Management Organization, and the 

relevance of this innovative technology for marketing communications, the questions remains 

whether Destination Management Organizations can even reach their target groups through 

Interactive Voice Assistants and whether this technology is accepted by the target groups as a 

platform from which they can get their travel information. From an overall tourism perspective 

and against the background of demographic change, this includes the target groups of Millennials 

and Best Agers, both of whom are of increasing importance for the entire tourism industry and 

who differ in their travel, information and media usage behavior. 

In the master’s thesis, the differences in the consumer behavior between these two target groups 

regarding the use and acceptance of Interactive Voice Assistants for travel planning are therefore 

examined in more detail. In order to answer the overall research question, factors for the 

acceptance and use of Interactive Voice Assistants for travel planning were identified with the 

help of an established model in the field of acceptance research. Based on these factors, a 

questionnaire was designed and carried out among people of different ages, to which Millennials 

and Best Agers can be assigned. The survey mainly revealed differences in the Perceived 

Usefulness and Attitudes of Millennials and Best Agers towards the use of Interactive Voice 

Assistants for travel planning. However, since this innovative technology hardly seems to be 

accepted by these two target groups, Destination Management Organizations need to develop an 

understanding of how Interactive Voice Assistants can continue to be used successfully, taking 

into account their relevance for marketing communication and their rapid development. This 

knowledge should be conveyed in the master’s thesis. Based on this understanding, further 

measures for marketing communication of Destination Management Organizations could be set 

up. 
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