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Abstract

Different generations will have different consumption concepts and consumption characteristics,
along with the growth of the Internet “Generation Z” is rising, now, China has 233 million “Genera-
tion Z” population, they are gradually becoming the main consumer of the consumer market, and
in the community to show their huge consumption potential. By exploring the consumption cha-
racteristics of “Generation Z” people relying on the Internet and the pursuit of personality, this
paper finds the deficiencies in the perspective of tourism products in “Generation Z” provided by
travel agencies and OTA platforms, and puts forward corresponding tourism product optimization
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strategies for the problems of product attraction and marketing publicity.
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Figure 1. “Generation Z” travel mode choice
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Figure 2. “Generation Z” travel style
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Figure 3. Channels for obtaining travel information
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