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Abstract  
Purpose – The purpose of this research was to explore the effect of pandemic development on 

Generation Z representatives in the sector of Tourism and Hospitality and their perception 

regarding required actions for ensuring the business success in times of the crisis. The most 

important fact is reflected in a sample structure, which obtained representatives of Generation Z, 

who will soon directly influence the business by taking over majority of leading positions. It was 

interesting to research reactions to the crisis from the perspective of generation who tackled the 

crisis for the first time in their life. 

Methodology – The research was conducted in the period June-October 2021, on the basis of the 

survey in Rijeka. The sampling obtained 122 students of tourism management. Collected data were 

analyzed on the basis of descriptive statistics and exploratory factor analysis in SPSS. 

Findings – Results shed light on the influence of the COVID-19 pandemic on the acceptability of 

responsive and non-responsive management strategies. The research resulted in five factors: 

Communication strategy, Crisis management strategy, Marketing and financial strategy, 

Readiness for immediate adaptation to changes and Non-responsive strategy. 

Contribution – The main contribution is to provide a guideline for developing tourism during the 

time of the crises, in order to enable a recovery of the economy in wider terms, and tourism in 

narrow one. The research findings are contributing to a better insight into such behavior, and 

provide important information for disaster managers, educators, government, and policymakers 

for adjusting their strategies and management responses to the crisis. 

Keywords: COVID-19, crisis management, Generation Z, managers in training, responsive 

strategies, tourism.  

 

 

INTRODUCTION 

 

In a perspective of the crisis process, life circle theory was developed through decades 

(Mitroff 1983; Li and Wang 2009; Hargis and Watt 2010; Shen 2018). According to Li 

and Wang (2009) and their life cycle theory, the crisis also has a life process, the same 

as people. From future managers it is expected to modify their business decisions and 

actions in the time of the crisis (Wang et al. 2020; Sánchez-Cañizares et al. 2020). 

Besides that, recovery of tourism in the period during and after the COVID-19, requires 

cooperation of various stakeholders (Dieguez 2020). More precisely, tourism managers 
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need to develop adequate adaptive measures (Kniffin et al. 2021) that include prompt 

managerial actions in order to reduce negative effects of the economic problems caused 

by the crisis. Prompt decision making process always contains two sides of the story. 

The first one is related to solving the occurred problems, while the second one is related 

to uncertainty, risks, and pressures (Dwivedi et al. 2020). No matter the fact that prompt 

managers’ decisions are often risky, such decisions are required in the time of the crises. 

 

 

1. LITERATURE REVIEW 

 

This study was oriented towards the crisis management throughout the COVID-19 as 

one of the issues of the wider study developed in Novi Sad (Serbia) and Rijeka (Croatia) 

(Dragin et al. 2021a,b; Dragin et al. 2022a,b; Majstorović et al. 2021; Mijatov et al. 

2022). The authors focused this research on developing indicators that measure the 

response to the following crisis in business affected by the COVID-19 pandemic among 

the Tourism and Hospitality managers in training. According to the Principal Component 

Analysis, conducted in the first pandemic year, there were four identified components, 

termed as Communication strategy, Marketing strategy, Human resources and crisis 

management strategy and Nonresponsive strategy. During the first year of the pandemic, 

managers in training in the field of Tourism and Hospitality are highly oriented towards 

Communication strategy, including its development and application (Mijatov et al. 

2022). Abovementioned findings are not surprising, due to the fact that the COVID-19 

outbreak was a phase when the virus was a big unknown.  

 

This study included representatives of Generation Z (Gen Z), birth in the period between 

the mid-to-late 1990s and early 2010s. Gen Z representatives are perceived as well-

behaved, self-contained, risk-averse, progressive, socially conscious, connected to each 

other, conscientious, hard-working, somewhat anxious and mindful of the future 

(Adelantado-Renau et al. 2019; Dragin et al. 2022 a; Gaidhani et al. 2019; Turner 2015). 

It is expected that Gen Z representatives would be future leaders, who will take the 

leading role of the baby boomers’ generation (Gaidhani et al. 2019). But what kind of 

leaders will they be in times of risk? What crisis management strategies will they prefer? 

 

However, based on a review of available literature, it could be concluded that there is a 

lack of researches focused on the effect of pandemic development on Generation Z 

representatives in the sector of Tourism and Hospitality and their perception regarding 

required actions for ensuring the business success in times of the crisis. There are a lot 

of studies based on Generation Z representatives in the context of their intentions to 

travel, while their role as future managers is neglected (Jiménez-García et al. 2023; Li 

and Huang 2023; Perčić and Spasić 2021; Rončák et al. 2021). Generation Z 

representatives were also perceived as future managers, or more precisely as managers 

in training during their current education. Furthermore, the authors wanted to research 

attitudes of the managers in training affected by the effect of time that has passed between 

the first and second year of the pandemic. The main contribution is to provide a guideline 

for developing tourism during and after the time of the crises, in order to enable a 

recovery of the economy in wider terms, and tourism in narrow one.  
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Results of this research represent a part of the study launched in 2020, regarding the 

managers in training perceptions and intentions in behavior during the COVID-19. The 

research findings are contributing to a better insight into such behavior, and provide 

important information for disaster managers, educators, government, and policy makers 

for adjusting their strategies and management responses to the crisis. The literature 

review section is followed by detailed explanation of methodology, gained results, 

discussion and conclusion.  

 

 

2. METHODOLOGY 

 

The research was conducted between June and October 2021 in Rijeka, by using the 

questionnaire. The sampling procedure obtained a convenient sample of 122 students of 

Tourism and Hospitality management (23.8% of males and 76.2% of females), between 

19 and 23 years. The questionnaire USManPan-1 (Majstorović, Janičić, and Dragin 

2020) with 32 statements was used for researching the students’ perception of required 

activities for enabling the business success in the crisis times. Answers were collected 

by the pen-and-paper procedure by the respondents who attended the lectures and 

showed an interest for participating in the study. Respondents provided their answers by 

using the Likert type rating scale, between 1 ‘not important at all’ and 4 ‘completely 

important’. Collected data were further analyzed on the basis of descriptive statistics and 

exploratory factor analysis in SPSS. 

 

 

3. RESULTS 

 

The main components analysis was conducted for 32 items of the USManPan-1 

scale.The Kaiser-Meyer-Olkin’s indicator value is 0.738, which is over the 

recommended level of 0.6. Recorded statistical significance (p = 0.000) of the Bartlett’s 

test of sphericity justified the application of the principal component analysis for the 

purpose of this study. The principal component analysis provided an insight into the five 

elements with values higher than 1, explaining 22.2%, 9.2%, 7.1%, 6.6% and 5.0% of 

the variance. Promax rotation, including the Kaizer Normalization, was implemented. 

Finally, the factor analysis resulted in the model with 30 items (two items were excluded 

from further analysis due to the low factor loadings) grouped into the five factors that 

explained 50.1% of the total variance. Identified factors are represented within the Table 

1 and they are termed as: Communication strategy (1), Crisis management strategy (2), 

Marketing and financial strategy (3), Readiness for immediate adaptation to changes (4) 

and Non-responsive strategy (5). 
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Table 1: The factor analysis results 

 
 Factors 

1 

α = 

.858 

2 

α = 

.762 

3 

α = 

.711 

4 

α = 

.603 

5 

α = 

.683 

Regularly inform employees about business performance 

during the crisis. 

.937         

Regularly inform clients on epidemiological situation in 

organization. 

.848         

Regularly inform employees on epidemiological situation in 

organization. 

.782         

To organize a call-center for our employees.  .705         

To organize a call-center for our consumers. .664         

To organize training of employees on the manner and 
importance of using means for protection against infection. 

.618         

Regularly inform public on epidemiological situation in 

organization. 

.611     .366   

To inform target groups about positive changes in the 
epidemiological situation at the destination.  

.348         

To organize regular meetings of managers and employees on 

company's business. 

.307         

To appoint a leader responsible for crisis management.   .914       

To plan business activities in advance regardless of whether 

the crisis is locally present or not. 

  .769       

To take advantage of workload reductions and organize online 
training for less experienced employees. 

  .689       

To organize an information center on epidemiological 

situation in company. 

  .508       

To offer transport service packages at lower prices.     .740     

To offer accommodation packages at lower prices.     .703     

To find new consumers of our services.     .687     

To communicate with the Ministry about financial support 

during the crisis. 

    .484     

To provide sources of replenishment of the organization's 
crisis budget. 

    .480     

To launch marketing campaigns and advertise the destination 

more intensively. 

    .439     

To plan and to prepare for the start of the first business 
activities immediately after the cessation of emergency 

measures. 

    .350     

To introduce a flexible chain of command in an organization.     .335     

To plan the use of financial reserves from the crisis budget.     .307     

To offer a fee for tourists who get Covid19 infection at the 
destination (e.g., free accommodation or transportation to 

home). 

      .739   

To wait for the recommendations of the Ministry and until 
then temporarily close the branch. 

      .713   

To plan activities only when a crisis does occur.       .622   

To reduce staff's work hours.       .539   

To relocate part of the staff to places less affected by the 
epidemic. 

      .301   

To close down parts of an organization.         .841 

Not hiring new people.         .773 

To lay off some number of employees.         .618 
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The first factor gathered the statements related to regular informing of employees 

regarding the business performance during the crisis, as well as on overall 

epidemiological situation in the organization. Besides that, this factor also obtained the 

item which is pointing to organization of training of employees on the manner and 

importance of using means for protection against infection. Informing activities are also 

oriented towards the clients, which is supported by another item grouped into the first 

factor, thus indicating an importance of regular informing of clients and wider public 

(specifically the target groups of concrete business) on epidemiological situation in 

organization and positive changes in the epidemiological situation at the destination. 

Finally, organization of call-centers for consumers and employees represent another 

important aspect of the first factor, in line with organization of regular meetings of 

managers and employees on company’s business. Considering the abovementioned 

items, the first factor was labelled as Communication strategy.  

 

The second factor obtained the statements regarding the positioning of the leader 

responsible for the crisis management, as well as to planning business activities in 

advance regardless of whether the crisis is locally present or not, to taking advantage of 

workload reductions and organize online training for less experienced employees and to 

organizing an information center on epidemiological situation in company. All together 

resulted in labelling this factor as Crisis management strategy.  

 

Items grouped into the third factor are mainly related to marketing activities, aimed to 

offer the transport and accommodation service packages at lower prices, to find new 

consumers of services, to launch marketing campaigns and advertise destination more 

intensively, as well as to plan and to prepare for the start of the first business activities 

immediately after the cessation of emergency measures. On the other hand, items of the 

third factor are also focused on activities in the field of managing financial resources, 

such as communication with the Ministry about financial support during the crisis, 

providing sources of replenishment of the organization’s crisis budget, planning the 

usage of financial reserves from the crisis budget, as important aspects ofintroducing a 

flexible chain of command in an organization during the crisis. In respect to that, this 

factor was labelled as Marketing and financial strategy. 

 

Furthermore, fourth factor obtained the items related to planning the activities only when 

a crisis does occur and thus offering free accommodation or transportation to home for 

tourists who get COVID-19 infection at the destination for example. Besides that, this 

factor also obtained the items related to reducing the working hours, relocating part of 

the staff to places less affected by the epidemic and waiting for the recommendations of 

the Ministry and until then temporarily close the branch. In respect to that, this factor 

was termed as Readiness for immediate adaptation to changes.  

 

The final fifth factor gathered the items related to closing down parts of an organization, 

not hiring new people and lay off some number of employees. Accordingly, this factor 

was labelled as Non-responsive strategy.  

 

On the basis of the results of statistical analyses (Table 2), the highest and approximate 

mean values for factors termed as Communication strategy and Marketing and financial 

strategy might be noticed.  
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Table 2: Results of descriptive statistics 
 

 
Communication 

strategy 

Crisis 
management 

strategy 

Marketing 
and financial 

strategy 

Readiness for 

immediate 

adaptation to 
changes 

Non-
responsive 

strategy 

Mean 3.44 3.31 3.38 2.68 2.05 

Median 3.55 3.25 3.33 2.60 2.00 

Std. 
Deviation 

.49 .57 .378 .55 .70 

Skewness -1.01 -1.16 -.71 -.13 .37 

Std. Error 

of 

Skewness 

.22 .22 .22 .22 .22 

Kurtosis 1.11 1.98 1.10 -.03 -.21 

Std. Error 

of Kurtosis 
.44 .44 .44 .44 .44 

 

 

 

DISCUSSION AND CONCLUSION 

 

This study is a part of wider two-year research, which started in Novi Sad (Serbia), 

extended to Rijeka (Croatia). Both are medium-sized cities that are going through the 

economic transitional period (in the past, the industrial sector dominated, but currently a 

lot of attention is focused on the service sector). Also, these are settlements of 

neighboring countries. Besides that, these two cities held the European Capital of Culture 

title during COVID-19 pandemic. Both cities served as places of data collection, with a 

sample consisting of students of the same educational profile and the same level of study. 

No matter the fact, differences in obtained research results are additionally supporting 

the assumption of the effects of time on the respondents’ perception of required actions 

during the crisis for ensuring the business success.  

 

This study was oriented to the second year of COVID-19 pandemic. The research 

conducted among Tourism and Hospitality students on their perception of required 

actions for ensuring the business success in times of the crisis resulted in five factors: 

Communication strategy, Crisis management strategy, Marketing and financial strategy, 

Readiness for immediate adaptation to changesand Non-responsive strategy. It could be 

noticed that analyses resulted in additional factor in Rijeka (2021), comparing to results 

gained in Novi Sad (2020) (Mijatov et al. 2022), where four factors emerged: 

Communication strategy, Marketing strategy, Human resources and crisis management 

strategy and Non-responsive strategy. More precisely, it could be noticed that 

Communication and Non-responsive strategy are identified in both studies. Marketing 

strategy, identified in Novi Sad, is extended by financial issues in the study of Rijeka. 

On the other hand, it could be noticed that the Crisis management strategy is wider in 

Novi Sad (dealing with important HR issues), while Readiness for immediate adaptation 

to changes represents the factor identified only in Rijeka. Similar mean values are 

encouraging in terms of the Non-responsive strategy in both countries, considering the 

fact that students perceive such strategy as the most desirable one for enabling the 

business success in the time of the crisis. Finally, it could be said that differences in type 

of destinations are causing the differences in the perception of required actions. More 
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details in the field of responsive strategies are noticed in Rijeka, as destination that is 

intensively oriented towards tourism, comparing to Novi Sad, where tourism still did not 

reach the peak as the primary sector of the city’s development, regardless the fact that 

situation is getting better each year (excluding the period of the crisis).  

 

The main limitation of this paper is the lack of research studies on the topic. Represented 

research results are contributing the process of making the guidelines for developing 

tourism during and after the time of the crises. The limitation in the research also refers 

to the sampling, which is not based on a global sample, which would achieve general 

conclusions related to cross-cultural research on a larger scale. Future research should 

provide insight into the situation throughout the third year of the pandemic, as well as 

the future years after the COVID-19 crisis. More precisely, the next planned step is to 

conduct the research on wider sample that will include students of Tourism in Timisoara, 

Weszprem (ECoCs 2023), besides those from Rijeka and Novi Sad. 
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