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ABSTRACT 

Travel and tourism is one of the largest industries in the world. Nowadays, the 

industry has grown and made many contributions to the country’s GDP. In Malaysia, 

travel industry is one of the main incomes. Besides, the Gen Z plans to be the world's 

largest consumer group by 2020 and this generation is different from other 

generations. Generation Z will have a significant impact on every industry, especially 

tourism. Therefore, it is important to understand about the travel behaviour among 

Gen Z in order to create business opportunity. Next, the main purpose of this research 

is to analysis the factors that influence travel behaviour of Generation Z in Malaysia 

and to analysis the relationship between the factors and travel behaviour among 

Generation Z in Malaysia. The researcher had conducted convenience sampling and 

collected 171 respondents in Malaysia. A self-administered questionnaire comprises 

of two major sections was distributed to the respondents in 7 and 5 point Likert scale. 

In addition, the researcher used quantitative approach to conduct the entire research. 

For the result of the analysis, the researcher used different techniques to analyse the 

findings such as descriptive analysis, reliability analysis, normality analysis, 

regression analysis and validity analysis. After the analysis, the researcher found that 

factors such as attitude, subjective norm and electronic word of mouth will influence 

Gen Z’s behavioural intention significantly toward travel in Malaysia. Lastly, this 

research could help Malaysia government to reduce the budget on travel industry, 

and help travel industry to have a better understanding on the Gen Z’s behavioural 

intention toward travel in Malaysia. 

Keywords: Travel Behaviour, Behavioural Intention, Gen Z, Theory of Planned 

Behaviour (TPB), Tourism 
 

INTRODUCTION 

Travel is defined as people moving between distant locations and it may be 

temporary or short-term. In the past few decades, the tourism industry has enjoyed 

steady growth and deepening diversification to become one of the world's fastest-

growing economic sectors. Tourism is also one of the important roles in international 

trade and is also a major source of income for many developing countries (UNWTO, 
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2019). Today, there is a new traveller in town which is generation Z (Gen Z) (Adobe, 

2019). Generation Z is those born between 1995 and 2015, who are now 5 to 25 years 

old (Rouse, 2019). This generation was born and raised in a completely different 

environment from the previous generation (Dolot, 2018). By 2020, Generation Z is 

projected to become the largest customer group, the digital natives ready to conquer 

the world  (Adobe, 2019). Nowadays, generation Z influence and spending power are 

growing, especially in the tourism sector (Whitmore, 2019). Generation Z has 

attracted more and more attention to its spending power and unique purchasing 

habits. Currently, 70% of Gen Z is earning and spending their own money 

(WhatTheGen, 2017). As Gen Z tourism becoming one of the fastest-growing sectors 

in the tourism industry, Gen Z’s marketing potential cannot be ignored (Adobe, 2019). 

PROBLEM STATEMENT 

In 2019, the global population was 7.7 billion, and generation Z accounted for 32% 

which are around 2.47 billion people and it is more than millennials (Wood, 2018). 

Gen Z is those born between 1995 and 2015, who are now 5 to 25 years old (Rouse, 

2019). This generation has grown up on the internet and social media, and some of 

the oldest who born in 1995 will graduate from college and enter the labour market 

in 2020 (BusinessInsider, 2019). Gen Z is becoming the largest generation in many 

markets and rapidly gaining economic independence and business travel, the ability 

to spend should not be ignored (Lindberg, 2018). Generation Z is very different in the 

travel experience they want and what they are willing to do to gain experience 

compared to Millennials (Whitmore, 2019). Besides, the preferences of Gen Z are very 

different from those of other generations, including millennials and baby boomers. 

They want access to the internet, adventure and Instagram locations (Tolentino, 2018). 

The Expedia Group had explained the behaviour, attitudes, and impact of young 

travellers around the world and showed how the travel marketing rules are redefined 

by Gen Z. Gen Z is frequent travellers with a “you only live once (YOLO)” mindset 

and is passionate about activities and experiences on the bucket list. Gen Z makes 2.8 

leisure trips per year, second only to millennials (3 leisure trips per year), which 

shows that travel has become a priority for this generation (Newsdesk, 2018). 

According to a study from Booking.com, 65% of Gen Z rated "travel and see the 

world" as the most important way to spend their money (TelusInternational, 2019). 

Hence, what does the rise of Gen Z mean for travel behaviour? They have changed 

their behaviour, attitude, and other aspects, which are different from the older 

generation. Thus, the objective of this research is to analyse the behaviour and 

attitude of Gen Z towards tourism. Tourism is one of Malaysia’s main sources of 

income. Additionally, Gen Z is expected to become the largest consumer group by 

2020, so awareness of Gen Z's travel behaviour in Malaysia is important. Therefore, it 

is a meaningful topic to analyse the factors of travel behaviour among Gen Z in 

Malaysia. 

RESEARCH QUESTION 

1. How the factors affecting the travel behaviour of Gen Z in Malaysia? 
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RESEARCH OBJECTIVE 

2. To analysis the factors that affect travel behaviour of Gen Z in Malaysia. 

3. To analysis the relationship between the factors and travel behaviour among 

Gen Z in Malaysia. 

HYPOTHESIS BASED LITERATURE 

ATT toward BI  

According to Chang and Lin's research results, there is no significant positive 

relationship between ATT and BI, and the standardization coefficient is -0.21, which 

does not reach the significance level (Chang, & Lin, 2015). On the other hand, based 

on previous studies, there is a significant positive relationship between ATT and BI, 

with a correlation coefficient of 0.326 (Hsieh, Park, & McNally, 2016). Furthermore, 

based on the research of Han and Hyun, there is a significantly positive correlation 

between ATT and BI, with a coefficient of 0.32 (Han, & Hyun, 2017). In accordance 

with Wang, Zhang, Yu, and Hu, the hypothesis present ATT have a significant impact 

on BI. The standardized coefficients of this research were 0.510, which reached the 

significance level (Wang, Zhang, Yu, & Hu, 2018). Besides that, in 2018, Prapasawasdi, 

Wuttisittikulkij, Borompichaichartkul, Changkaew, and Saadi conducted research 

showing that ATT has a positively significant relationship with BI. The coefficient of 

this research was 0.426 and the significant level was 0.00 (Prapasawasdi, 

Wuttisittikulkij, Borompichaichartkul, Changkaew, & Saadi, 2018). Therefore, the 

hypothesis in this study is proposed: 

H1: There is a significant and positive relationship between ATT and BI on travel. 

SN toward BI  

Previous studies have shown that the correlation coefficient between SN and BI is 

0.292, which has a significant position correlation (Hsieh, Park, & McNally, 2016). 

Besides that, Choo, Ahn and Petrick have conducted a research in 2016 revealed that 

there was a significant positive relationship between SN and BI, with a coefficient of 

0.22 (Choo, Ahn, & Petrick, 2016). However, the research results of Han and Hyun in 

2017 showed that the influence of SN on BI was not significant, with a coefficient of 

0.05 (Han, & Hyun, 2017). Furthermore, based on the research of Wang, Zhang, Yu, 

and Hu, there is a positive correlation between SN and BI, and the standardization 

coefficient is 0.095, which has reached the significance level (Wang, Zhang, Yu, & Hu, 

2018). In addition, according to Prapasawasdi, Wuttisittikulkij, Borompichaichartkul, 

Changkaew, and Saadi, there is a significantly negative correlation between SN and 

BI. The standardization coefficient of this study is -0.115, reaching the significance 

level of 0.00 (Prapasawasdi, Wuttisittikulkij, Borompichaichartkul, Changkaew, & 

Saadi, 2018). Thus, the hypothesis in this research is proposed: 

H2: There is a significant and positive relationship between SN and BI on travel. 

EWOM toward BI  

According to Wang (2015), the results of the study show that there is a significant 

relationship between EWOM and intention. This is because EWOM can be used as an 

effective marketing strategy to promote the tourism industry, thus affect the intention 
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of tourists to travel (Wang,2015). Furthermore, according to Miao, the results of the 

research showed that there was a highly positive and significant relationship between 

EWOM and BI, with a coefficient of 0.725, which reached the significance level of 0.00 

(Miao, 2015). In addition, the findings of the previous studies found that there was a 

positive significant relationship between E-WOM and BI, with a coefficient of 0.60 

(Krishnapillai, & Ying, 2017). Based on the research of Andriani, Fitri, and Yusri, 

EWOM has a significant positive effect on intention. The correlation coefficient was 

0.288 with a significant value of 0.000 (Andriani, Fitri, & Yusri, 2019). Besides that, in 

2019, Cam, Anh, Moslehpour, and Thanh conducted research showing that EWOM 

has a significant impact on travel intention. The coefficient of this research was 0.212 

and the significant level was 0.005 (Cam, Anh, Moslehpour, & Thanh, 2019). Hence, 

the hypothesis in this research is proposed:  

H3: There is a significant and positive relationship between EWOM and BI on travel. 

RESEARCH FRAMEWORK 

 

 
 

Figure 1: Conceptual Framework 

A theoretical framework is a structure that can support research. It introduces and 

describes the theories that explain the reasons for the research problems (Abend, 

2008). Besides that, research framework clearly explains the structure of the research 

plan and helps the researcher designed relevant research questions. Furthermore, the 

research framework is the basis of research, which is used to develop the basis of 

hypotheses. In this research, the researcher used the Theory of Planned Behaviour 

(TPB) and the research framework is shown in Figure 1.  

Research Design 

Research design is a collection of methods and processes used to collect and analyse 

measurements of the specified variables in problem research. It is the structure 

selected by the researcher for the research methods and techniques. The study 

adopted quantitative cross sectional study design. 
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Hypothesis 
 

This study mainly investigates the factors that affect Gen Z’s TB in Malaysia. Based 

on the factors that affect TB, the following hypothesis is drawn: 

 

H1: There is a significant and positive relationship between ATT and BI on travel. 

 

H2: There is a significant and positive relationship between SN and BI on travel. 

 

H3: There is a significant and positive relationship between EWOM and BI on travel. 

Measurement  

Table 1: Instrumentation Summary 

 Variable Author Year Item 
Cronbach’s 

Alpha 
Scale 

D
ep

en
d

en
t 

V
ar

ia
b

le
 BI Viswanath Venkatesh, 

Michael G. Morris, 

Gordon B. Davis, & 

Fred D. Davis 

2003 3 Not 

Available 

7-point Likert 

scales 

In
d

ep
en

d
en

t 
V

ar
ia

b
le

 

ATT Priscilla Pauline 

Kilcrease 

1977 6 Not 

Available 

7-point Likert 

scales 

SN Shirley Taylor & Peter 

Todd 

1995 6 Between 

0.690 and 

0.950 

7-point Likert 

scales 

EWOM Man Yee Cheung, 

Chuan Luo, Choon 

Ling Sia, & Huaping 

Chen 

2009 5 0.772 5-point Likert 

scales 

 

The BI instrument mainly adapted from Venkatesh, Morris, Davis and Davis 

(Venkatesh et al., 2003), which were consists of 6 items with 7-point Likert scales. The 

ATT instrument mainly adapted from Priscilla Pauline Kilcrease (Kilcrease, 1977), 

which were consists of 6 items with 7-point Likert scales. The SN instrument mainly 

adapted from Shirley Taylor & Peter Todd (Taylor, & Todd, 1995), which were 

consists of 6 items with 7-point Likert scales and a Cronbach’s Alpha (α) of between 

0.690 and 0.950.  The EWOM instrument mainly adapted from Man Yee Cheung, 

Chuan Luo, Choon Ling Sia, and Huaping Chen (Cheung, Luo, Sia, & Chen, 2009), 

which were consists of 5 items with 5-point Likert scales and a Cronbach’s Alpha (α) 

of 0.772.  
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Sampling Design 
 

According to Krejcie and Morgan (1970), sufficient sample size is essential because it 

represents a given population in research. The population of Gen Z in Malaysia is 

exceeded 1,000,000, so 384 samples size is required in this research (Krejcie & Morgan, 

1970). However, due to the limited time of this research, a total of 171 questionnaires 

in Likert Scales were obtained online. Besides that, respondents who are did not 

answer the questions properly or who lacked information were excluded from the 

study. After the collection of all respondents, there are 171 valid respondents with 

different background such as nationality, gender, age, education level, travel 

frequency, travel purpose, travel group, and travel styles. 
 

Pilot Test 
 

In the research, the researcher conducted a pilot test after obtained 30 respondents. 

According to Table 2, there are a total of 20 items in 4 components before the pilot 

test. 3 items of that are from BI, 6 items from ATT, 6 items from SN, and 5 items from 

EWOM. After conducting the pilot test, the highest score of ATT 6 was |0.419|. The 

researcher assumes that it will be removed in future research as it may make the data 

more accurate. Besides, the remaining 19 items in the questionnaire are above 0.5 

which are more accurate and logical. 
 

Table 2: Component Matrix 

 
Component Matrixa 

 

 

Component 

1 2 3 4 

BI1 .712    

BI2 .672    

BI3 .669    

ATT1  .691   

ATT2  .728   

ATT3  .727   

ATT4  .624   

ATT5  .775   

ATT6  .419   

SN1   .727  

SN2   .693  

SN3   .767  

SN4   .707  

SN5   .732  

SN6   .647  

EWOM1    .612 

EWOM2    .524 

EWOM3    .600 

EWOM4    .623 

EWOM5    .589 

Extraction Method: Principal Component Analysis. 
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KMO and Bartlett’s test is to indicate whether the data is suitable for structural testing. 

The KMO is to indicate that the potential factors maybe affect the proportion of 

variance in a variable.  

 

The values of KMO is between 0 and 1. If the value near to 1 which means that the 

factor analysis is useful for the data. However, if the values are below 0.5 indicated 

that the correlation between variables is weak, and the factor analysis maybe not 

useful for the data.  

 

Table 3: KMO and Bartlett’s Test 

 

KMO and Bartlett's Test 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .860 

Bartlett's Test of Sphericity Approx. Chi-Square 2405.840 

df 190 

Sig. .000 

 

According to Table 3, the KMO of Sampling Adequacy of the pilot test is 0.860 which 

is near to 1.00 and above 0.5. Therefore, it is sufficient and the factor analysis will be 

valuable. In addition, the significance value of Bartlett’s test of Sphericity is 0.000 and  

it is below 0.05. Hence, the factor analysis is valuable for the data. 
 

Hypothesis Analysis 

H1: There is a significant and positive relationship between ATT and BI on travel. 

 

Table 4: Model Summary of ATT 
 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .443a .197 .192 .56768 

a. Predictors: (Constant), NewATT 

 

Table 4 show the relationship between the ATT and the BI. The label “R” represents 

the correlation. The value of R is 0.443 and indicated that a low positive correlation 

between the ATT and BI. Besides that, the R2 represents regression. The value of R2 is 

0.197 indicating that the relationship between ATT and BI on travel can only predict 

19.7%, so the relationship between ATT and BI is weak. 
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Table 5: ANOVA of ATT 
 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 13.327 1 13.327 41.355 .000b 

Residual 54.462 169 .322   

Total 67.789 170    

a. Dependent Variable: New BI 

b. Predictors: (Constant), New ATT 

 

From Table 5, the significance level is 0.000 and it is below 0.05, which means that 

there is a significant relationship between ATT and BI on travel. 

 

Table 6: Coefficients of ATT 

Coefficientsa 

Model 
Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 1.050 .209  5.014 .000 

New ATT .535 .083 .443 6.431 .000 

a. Dependent Variable: NewBI 

 

According to Table 6, the β value is 0.535, which shows a positive relationship 

between the ATT and BI on travel. Therefore, as ATT increase, BI on travel will also 

increase. 

 

H2: There is a significant and positive relationship between SN and BI on travel. 
 

Table 7: Model Summary of SN 

Model Summary 
 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .370a .137 .132 .58837 

 

Table 7 shows the relationship between SN and BI. The R value is 0.370 and indicated 

that a low positive correlation between the SN and BI. Besides that, the value of R2 is 

0.137 indicating that the relationship between SN and BI on travel can only predict 

13.7%, so the relationship between SN and BI is weak. 
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Table 8: ANOVA of SN 

 

ANOVAa 

Model 

Sum of 

Squares 
df Mean Square F Sig. 

1 Regression 9.286 1 9.286 26.824 .000b 

Residual 58.504 169 .346   

Total 67.789 170    

a. Dependent Variable: New BI 

b. Predictors: (Constant), New SN 

 

From Table 8, the significance level is 0.000 and it is below 0.05, which means that 

there is a significant relationship between SN and BI on travel. 

 

Table 9: Coefficients of SN 
 

Coefficientsa 

 

Model 
Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 1.483 .177  8.385 .000 

New SN .409 .079 .370 5.179 .000 

a. Dependent Variable: NewBI 

 

According to the Coefficient Table 9, the β value is 0.409, which shows a positive 

relationship between the SN and BI on travel. Therefore, as the SN increase, BI on 

travel will also increase. 

H3: There is a significant and positive relationship between EWOM and BI on 

travel. 

 

Table 10: Model Summary of EWOM 
 

Model Summary 
 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .403a .163 .158 .57953 

a. Predictors: (Constant), New EWOM 

 

Table 10 shows the relationship between the EWOM and the BI. The R value is 0.403 

and indicated that a low positive correlation between the EWOM and BI. Besides that, 

the value of R2 is 0.163 indicating that the relationship between EWOM and BI on 

travel can only predict 16.3%, so the relationship between EWOM and BI is weak. 
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Table 11: ANOVA of EWOM 

 

ANOVAa 

Model 
Sum of 

Squares 
df Mean Square F Sig. 

1 Regression 11.030 1 11.030 32.842 .000b 

Residual 56.759 169 .336   

Total 67.789 170    

a. Dependent Variable: New BI 

b. Predictors: (Constant), New EWOM 
 

From Table 11, the significance level is 0.000 and it is below 0.05, which means that 

there is a significant relationship between EWOM and BI on travel. 
 

Table 12: Coefficients of EWOM 
 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) .759 .284  2.672 .008 

New 

EWOM 

.585 .102 .403 5.731 .000 

a. Dependent Variable: NewBI 

 

According to Table 12, the β value is 0.585, which shows a positive relationship 

between the EWOM and BI on travel. Therefore, as EWOM increase, BI on travel will 

also increase. 

 

HYPOTHESIS SUMMARY 
 

Table 13: Hypothesis Summary 
 

No. Hypothesis Significant 

Value 

R 

Square 

Status 

H1 Attitude  – Behavioural Intention P= 0.00 0.197 Accepted 

H2 Subjective Norm – Behavioural 

Intention 

P= 0.00 0.137 Accepted 

H3 Electronic Word of Mouth – 

Behavioural Intention 

P= 0.00 0.163 Accepted 

 

Based on Table 13, the three hypotheses in this research are accepted as their 

significant value is 0.000 and it is below 0.05. However, the values of R2 of each 

hypothesis is different, which are 0.197, 0.137, and 0.163. 
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DISCUSSION OF FINDINGS 

H1: There is a significant and positive relationship between ATT and BI on travel. 

According to the analysis result, the significance value of ATT is 0.000 and it is below 

0.05, which means ATT is making a significant contribution to the BI on travel. 

Therefore, hypothesis 1 is accepted. ATT had a significant positive regression weight 

(p = 0.00, R = 0.443) and it has the greatest value of prediction which is 19.7% among 

the other factors. Therefore, ATT is the first consideration when Gen Z decided to 

travel in Malaysia. Furthermore, the result of this research is consistent with (Hsieh, 

Park, & McNally, 2016), (Han, & Hyun, 2017), (Wang, Zhang, Yu, & Hu, 2018), and 

(Prapasawasdi, et. al, 2018). 

H2: There is a significant and positive relationship between SN and BI on travel. 

According to the result of the analysis, the significance value of SN is 0.000 and it is 

below 0.05, which means SN is making a significant contribution to the BI on travel. 

Therefore, hypothesis 2 is accepted. SN had a significant positive regression weight 

(p = 0.00, R = 0.370) and it is 13.7% can be predict. Therefore, the SN is the third 

consideration when Gen Z decided to travel in Malaysia. Besides that, the result of 

this research is consistent with (Hsieh, Park, & McNally, 2016), (Choo, Ahn, & Petrick, 

2016), and (Wang, Zhang, Yu, & Hu, 2018). 

H3: There is a significant and positive relationship between EWOM and BI on 

travel. 

According to the result of the analysis, the significance value of EWOM is 0.000 and 

it is below 0.05, which means EWOM is making a significant contribution to the BI on 

travel. Therefore, hypothesis 3 is accepted. EWOM had a significant positive 

regression weight (p = 0.00, R = 0.403) and it is 16.3% can be predict. Therefore, EWOM 

is the second consideration when Gen Z decided to travel in Malaysia. The result of 

this research is consistent with (Wang, 2015), (Miao, 2015), (Krishnapillai, & Ying, 

2017), (Andriani, Fitri, & Yusri, 2019), and (Cam, Anh, Moslehpour, & Thanh, 2019). 

Table 14: Hypothesis Summary 

 

No. Hypothesis Significant 

Value 

R 

Square 

Status 

H1 Attitude  – Behavioural Intention P= 0.00 0.197 Accepted 

H2 Subjective Norm – Behavioural 

Intention 

P= 0.00 0.137 Accepted 

H3 Electronic Word of Mouth – 

Behavioural Intention 

P= 0.00 0.163 Accepted 
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Table 14 indicated that all the hypotheses in the research are accepted. There is a 

significant and positive relationship between BI and independent variables in the 

research, including ATT, SN, and EWOM toward TB among Gen Z in Malaysia. 

RECOMMENDATION FOR FINDINGS 

According to the results of the analysis, ATT is one of the most essential factors that 

influence the TB of Gen Z in Malaysia. Hence, the researcher provides some 

recommendation to affect Gen Z’s ATT which is visiting Malaysia year, and domestic 

travel fair. 

Visit Malaysia Year 

The Malaysia government organized a campaign event called Visit Malaysia Year 

(VMY). This campaign event is held from time to time and its purpose is to highlight 

the uniqueness of Malaysia. The Government should promote the event vigorously 

among Gen Z. Gen Z can change their mind about domestic travel through the event 

and in order to change their ATT towards travel in Malaysia. Besides that, the 

Malaysia government should enhance the event with not only collaborate with 

private sector companies such as Malaysia Airlines, AirAsia, Malin-do Air and others. 

The government also can work closely with local residents to promote the uniqueness 

of every place in Malaysia. For example, the government can work closely with local 

Malacca residents to promote the uniqueness of Malacca, especially Baba Nyonya in 

Malacca. This will give Gen Z a deeper understanding of the beauty of Malaysia. 

Domestic Travel Fair 

The Malaysia government can corporate with marketers and travel agency in 

Malaysia to organize domestic travel fair. The domestic travel fair allows marketers 

and travel agency to launch some domestic travel plans or some promotion to attract 

Gen Z to travel in Malaysia. Moreover, they can introduce diversity culture of 

Malaysia through the travel fair, instil patriotism in Gen Z and change their negative 

ATT towards travel in Malaysia. Besides that, the government of Malaysia had 

enforced the Movement Control Order (MCO) from March to June 202, due to the 

COVID-19 pandemic. In addition, Malaysia government also restricted international 

travel but domestic travel is allowed in Malaysia after the MCO. Therefore, this is an 

effective time to promote domestic travel among Gen Z. 

IMPLICATIONS 

Two parties will get implications from this research, which are government, and 

travel industry. 

Government  

For the Malaysia government, the research helps the government to decrease the 

budget on the travel industry as this research will assist the government of Malaysia 

to better understand the factors that affect the TB of Gen Z in Malaysia. Besides that, 
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this research also gives some guidance to the Malaysia government to implement 

some rules and regulations to encourage Malaysians to travel in Malaysia and attract 

other tourists to Malaysia. When developing the rules and regulations, the Malaysia 

government must put more concern on the factors that affect TB among Gen Z in 

Malaysia, if not it will become a serious problem for Malaysia. Therefore, not only the 

cost of the budget in future will sharply increase, the Malaysia reputation and income 

also will be affected. 

Travel Industry 

For the travel industry, this research will assist them to find new business 

opportunities in this industry. This is because they will have a clearer understanding 

of Gen Z’s TB. Besides that, this research helps them to develop new marketing plans 

to adapt to the TB of Gen Z in Malaysia. However, if the factors that influence the TB 

among Gen Z in Malaysia do not take into consideration when they developing 

marketing plans, then these marketing plans will not work and may lead to Gen Z’s 

aversion to travel in Malaysia. 

CONCLUSION 

In conclusion, the main objective of this research is to determine the factors that affect 

the TB among Gen Z in Malaysia and to analyse the relationship between the factors 

and TB among Generation Z in Malaysia. Based on the theoretical from previous 

research, a conceptual framework is proposed by the researcher which are including 

ATT, SN, and EWOM towards the BI. According to the analysis result in this research, 

the researcher concludes that the ATT, SN, and EWOM have a significant relationship 

with the BI. The BI will also affect TB among Gen Z in Malaysia. This research is 

important for the government of Malaysia and the travel industry to gain a depth 

understanding of the factors affecting TB among Gen Z in Malaysia. As a result, the 

tourism revenue will increase significantly, thus the income of Malaysia and the 

economics of Malaysia will be better. 
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