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ABSTRACT
This study examines tourists’ envy and social return from engaging in domestic travel among 
Millennials and Baby Boomers. A conceptual framework is developed, grounded by social compar-
ison theory. Using a quantitative research design, an online survey instrument was used to collect 
data. Results reveal that the relationship between social comparison and travel envy, self- 
presentation and travel envy, and tourism xenophilia and domestic travel behaviour is stronger 
for Millennials. However, the relationship between domestic travel behaviour and social return 
relationship is stronger for Baby Boomers. The findings contribute to the under-researched area of 
domestic tourism during an unprecedented global pandemic.
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Domestic tourism has been overshadowed by interna-
tional tourism. As such, it has attracted less attention 
from academics and practitioners. The focus of destina-
tion managers and governments has primarily been to 
market their country as international destinations to 
attract international travellers (Jafari, 1986; Sheldon & 
Dwyer, 2010). This has been motivated by the revenue 
earned from foreign tourists and the income earned 
through exports (Adeloye et al., 2019). However, the 
COVID-19 pandemic brought extensive restrictions on 
international travel, shifting focus to domestic tourism 
(Cheung et al., 2021).

Research on domestic travel remains scarce and an 
understudied area (Adeloye et al., 2019; Canh & Thanh, 
2020). The lack of research relating to domestic travel 
needs should be a matter of concern as it contributes to 
more income for the country than international travel 
(Alvarez-Diaz et al., 2020). It plays a vital role in economic 
growth, employment, and the elimination of poverty. 
This importance was further recognised during the 
COVID-19 pandemic, with international tourism being 
significantly affected by travel restrictions. Therefore, 
research into a better understanding domestic travel 
behaviour is essential to increase attractiveness of local 
destinations and formulate policies that support domes-
tic travel.

Studies on domestic tourism have primarily focused 
on digital marketing (Nofal et al., 2020; Roth-Cohen & 
Lahav, 2019), the economic impact of COVID-19 

(Altuntas & Gok, 2021; Canh & Thanh, 2020), reviving 
the tourism industry (Ketter & Avraham, 2021) and 
domestic tourist gaze (Stone & Nyaupane, 2019). Social 
media has become an essential part of the tourism 
industry used by tourists (Taylor, 2020) and businesses 
(Garrido-Moreno et al., 2018). One of the critical drivers 
for engaging in tourism activities is to enhance one’s 
social status and recognition (Correia & Kozak, 2012). 
Since the advent of social media, individuals have been 
more inclined to evaluate their self-worth and make 
comparisons with others (Lim & Yang, 2015). The travel 
journeys posted on social media display one’s social 
standing and deliberately elicits feelings of envy 
(Independent, 2017). Previous research has confirmed 
that travel-related content posted on social media 
inspires others to travel to different destinations, and 
a number of these individuals travel to the destinations 
out of envy (Hajli et al., 2018). This issue has been 
explored for international tourism (Hajli et al., 2018) 
but not in the domestic tourism context. Therefore, this 
study incorporates social comparison and self- 
presentation as antecedents to domestic travel envy.

Additionally, tourists tend to be concerned about the 
social value of their travel (Han et al., 2021) regardless of 
it is to a domestic destination. As social media develops 
the image of an individual, positive feedback on social 
media enhances an individual’s social status (Moran 
et al., 2018) and moves them up the social ladder 
(Deegan, 2015). Despite the symbolic value of travel 
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experiences, there has been limited research into social 
return in the tourism literature (Boley et al., 2018). 
Tourists share their cultural and unique experiences on 
social media, which drives social return (Beall et al., 2021; 
Boley & Woosnam, 2021). Social return has not been 
explored in the domestic travel context. However, 
domestic destinations may not be as exotic as interna-
tional destinations. As such, social return is examined in 
this study. The innate desire for exploration is associated 
with xenophilia, as the foreignness of travel activities 
attracts individuals to explore destinations (Nørfelt 
et al., 2020). The literature shows a lack of research on 
tourism xenophilia. This research applies tourism xeno-
philia to the domestic travel context to understand 
whether the attraction to foreignness will impact 
domestic travel behaviour. Consequently, tourism xeno-
philia is hypothesized to negatively influence local travel 
behaviour.

Travel consumption differs by generation (Gardiner 
et al., 2015). Therefore, it is essential to understand each 
generation’s travel intentions, travel attitudes, and 
beliefs. Destination marketers and academics have 
adopted generational perspectives (Gardiner et al., 
2015). Individuals are grouped based on their 
birth year as each cohort’s values, attitudes, and beliefs 
are shaped by their life experiences. This study investi-
gates domestic travel patterns of the Baby Boomer and 
Millennial cohorts.

This study addresses five major research questions 
(RQs): RQ1. What are the antecedents of domestic travel 
envy on social media sites? RQ2. Does travel envy drive 
domestic travel behaviour? RQ3. Does domestic travel 
behaviour lead to social return; RQ4. Does tourism xeno-
philia influence domestic travel behaviour? RQ5. How do 
antecedents and consequences of domestic travel beha-
viour vary across Millennials and Baby Boomers?

This study’s findings will make the following contri-
butions. First, this research adds to the limited literature 
on domestic tourism. Second, by comparing antece-
dents of domestic tourism behaviour across 
Millennials and Baby Boomers, this study provides prac-
tical insights and addresses the call for future research 
by Hajli et al. (2018), Siegel and Wang (2019), and Liu 
et al. (2019). Third, by introducing tourism xenophilia 
into the conceptual model, this study further contri-
butes to the evolving literature on the attraction and 
appreciation of the “other” in tourism (Kock et al., 2018; 
Nørfelt et al., 2020). Fourth, this study contributes to 
our understanding of how social comparison influences 
travel behaviour. This is accomplished by applying 
social return (Boley et al., 2018) as a behavioural out-
come and tests its applicability in the developing coun-
try context. This study can contribute to practice by 

providing possible solutions to revive the tourism 
industry during the COVID-19 crisis by providing 
a better understanding of Millennials and Baby 
Boomers domestic travel behaviour. The findings 
would help policymakers, marketers, and tourism busi-
nesses develop effective marketing strategies to build 
the destination image and appeal to locals of different 
age groups.

Literature review and theoretical background

Social comparison theory

Social comparison theory refers to an individual’s ten-
dency to compare their abilities and status with others 
(Festinger, 1954). The experiences, judgments, and 
behaviours of peers is an essential part of social compar-
ison theory (Corcoran et al., 2011). A person may com-
pare their opinions and views to others’ thoughts and 
ideas to understand their social standing within that 
group. Dunning and Hayes (1996) state that specific 
individuals constantly need to relate to others.

Comparing oneself with others assist individuals in 
evaluating their performance (Taylor & Lobel, 1989) 
and upholds their self-esteem (Brown, 1986). 
Comparisons may result in feelings of inferiority and 
poor self-evaluation (Collins, 1996), increasing the like-
lihood of triggering envious feelings and diminishing 
one’s self-presentation. The moment individuals feel 
threatened, they strive to improve themselves (Tesser 
et al., 1988) by indulging in consumption patterns that 
enhance their status (Gupta & Srivastav, 2016).

In the context of tourism, social comparison theory 
applies to how individuals perceive themselves and 
others while holidaying (e.g., Doran et al., 2015; Hajli 
et al., 2018; Larsen & Brun, 2011). Individuals convey 
their status, happiness, wealth, skills, and achievements 
through travel experiences (Kerr et al., 2012). Such 
travel experiences inspire others to travel to enhance/ 
maintain their status in their social circle. Travel experi-
ences also have educational (Stone & Petrick, 2013), 
eudemonic and hedonic benefits (Mirehie & Gibson, 
2020) and can also lead to feelings of travel envy 
(Hajli et al., 2018). Social media is used to self-present 
and compare travel histories to portray superiority (Lim 
& Yang, 2015; Liu et al., 2019). Therefore, social com-
parison and self-presentation can induce feelings of 
envy and influence travel intentions. In this study, 
social comparison and self-presentation are likely to 
trigger domestic travel envy through social media 
posts shared by significant others, which will increase 
domestic travel among both Baby Boomer and 
Millennial cohorts.
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Travel envy

The effect of envy on an individual’s behaviour has been 
well documented using the social comparison theory 
(Duffy et al., 2012). The theory explains an individual’s 
ability to evaluate and compare their status to others in 
their circle (Duffy et al., 2012; Wood, 1996). Such com-
parisons increase envy as people tend to compare them-
selves negatively with others (Smith & Kim, 2007).

Envy towards significant others is driven by conspic-
uous consumption (Taylor & Strutton, 2016). In the con-
text of travel behaviour, travel envy triggers an 
individual’s desire to visit a destination discussed or 
mentioned among their social circle. Hajli et al. (2018) 
confirm that travel envy is triggered by social network-
ing sites and influences individuals’ decisions to visit the 
same destination shared by their social circles. Extending 
the study of Hajli et al. (2018), we explore “domestic 
travel envy” by focusing specifically on envy elicited 
from domestic tourism.

Generational differences and travel behaviour

According to studies on different cohorts, generational 
differences in behaviour and characteristics are due to 
each generation’s different experiences (Ignatius & 
Hechanova, 2014). A generation cohort is likely to 
share similar beliefs, attitudes, expectations, and 
values because they were born in the same period 
and share similar life experiences (Carpenter et al., 
2012). Travel patterns are dependent on the genera-
tional identity formed in the generation’s lifetime 
(Carpenter et al., 2012; Lissitsa & Kol, 2016). Prior tour-
ism and consumer studies distinguished Millennials 
and Baby Boomers based on their birth years (Sharma 
et al., 2020b, 2021b; Zwanka & Buff, 2021). Individuals 
born between 1946 and 1964 are categorised as Baby 
Boomers while individuals born between 1983 and 
2000 are classified as Millennials (Beauchamp & 
Barnes, 2015). The two generations explored in this 
study are Millennials and Baby Boomers. These two 
groups represent the two largest age cohorts and 
have considerable purchasing power (Beauchamp & 
Barnes, 2015). Research on these two generational 
cohorts is essential for businesses to increase their 
sales. Looking at the travelling behaviour of these 
two cohorts, Millennials have a strong desire to travel 
the world (IJspeert & Hernandez-Maskivker, 2020), and 
Baby Boomers have finally freed themselves from obli-
gations and are keen to travel (Naidoo et al., 2015; 
Patterson, 2012). Due to these characteristics of the 
two generations, studies exploring Millennials and 
Baby Boomers generate meaningful insights.

Millennials (1983-2000)

Millennials, known as digital natives, are generally ambi-
tious, confident, and competitive. This generation is 
technologically savvy and heavily reliant on the digital 
world to keep them well-informed (Lissitsa & Kol, 2016). 
Social media is resorted to for decision-making or 
searching for information (Díaz-Meneses, 2019). They 
are also influential as content creators. Millennials are 
very concerned about their social image and keeping up 
with their peers due to their competitive nature.

This generation cohort is prone to elicit feelings of 
envy and social comparison more than any other cohort 
(Hajli et al., 2018; Liu et al., 2019; Siegel & Wang, 2019). 
Millennials are more experiential than materialistic 
(Siegel & Wang, 2019). They are well-travelled compared 
to previous generations. They heavily rely on social 
media to gather information on travel destinations and 
crave unique experiences (Liu et al., 2019). As Millennials 
are achievement-oriented, they want their travel experi-
ences to be better than others as it enhances their social 
status. They are drawn to exclusive and exotic destina-
tions due to their narcissistic and self-focused character-
istics (Siegel & Wang, 2019). Millennials believe in 
starting trends and using social media to flaunt their 
travel experiences.

Baby boomers (1946-1964)

The Baby Boomer generation highly values self- 
fulfilment and personal growth. The life experiences 
and the period the Baby Boomers were born in means 
they have little to prove to themselves and others 
(Berezan et al., 2018). They are not as competitive as 
Millennials (Eger et al., 2021). Baby Boomers prefer pro-
ducts and services that are affordable and reliable. This 
cohort is less likely to succumb to social pressures and is 
resistant to change, especially when adopting a new 
platform or technology (Obal & Kunz, 2013). Not being 
born in a digital world, they are digital immigrants. Baby 
Boomers know how to use social media (Berezan et al., 
2018) and use different social media sites to communi-
cate with others. Many Baby Boomers have retired from 
employment and have time to spend on social media 
and indulge in tourist activities.

Hypotheses development and conceptual 
framework

Upward social comparison has become a common 
occurrence, triggering feelings of envy, driven by com-
parisons on social networking sites (Krasnova et al., 
2013). Lin and Utz (2015) suggest that social media 
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users’ achievements induce envy in others. Feelings of 
envy occur when individuals realise that they desire or 
lack something that someone else has, such as superior 
qualities, possessions, and achievements (Liu et al., 
2019). With travel experiences, individuals tend to flaunt 
their photos on social networking sites, motivating their 
friends’ desire to visit destinations (Hajli et al., 2018). Not 
being able to visit that destination right away elicits 
feelings of envy. According to Liu et al. (2019), the luxury 
of the travel experience, shared by individuals on social 
media, results in social comparison and induces feelings 
of envy. As such, the following hypothesis is proposed: 

H1a. Social comparison positively influences domestic 
travel envy.

Travel-related decisions and behaviours are influ-
enced by social media (Siegel & Wang, 2019). Liu et al. 
(2019) highlight that when individuals share a positive 
travel experience on social media, those who perceive 
them as similar to the social media sharers are likely to 
visit the destination. Siegel and Wang (2019) find that 
destinations commonly shared on social media by their 
peers are considered trendy, increasing the desire to visit 
the same destination. Those individuals, competitive in 
nature, are concerned about their status and are likely to 
visit a superior destination (Liu et al., 2019). Social media 
usage has been shown to elicit envy (Taylor, 2020). 
According to Hajli et al. (2018), posts about travelling 
on social networking sites make their friends envious, 
motivating them to travel to a destination.

Additionally, Liu et al. (2019) found that travel experi-
ence sharing on social networking sites elicits feelings of 
envy in Millennials. Similarly, Lin et al. (2018) found that 
social media envy leads to intention to visit travel loca-
tions seen on social media sites. Envy dissipates when 
they travel to the same destination that their friends 
posted on social media. Therefore, the following hypoth-
esis is proposed. 

H1b. Social comparison positively influences domestic 
travel behaviour.

Social media users feature their superior self- 
presentation on social networking sites to show their 
status to their online friends (Lim & Yang, 2015). The 
social image formed on social media (self-presentation) 
triggers envy when individuals compare their “good life 
experiences” with others (Fan et al., 2019).

Social media is a good vehicle for depicting travel 
experiences due to the visual content (photos and 
videos). Positive travel experiences represent impressive 
skills and traits, status, wealth, superiority, and personal 

achievement (Siegel & Wang, 2019). The increased visibi-
lity induces travel envy amongst social media friends who 
desire to travel to those destinations (Siegel & Wang, 
2019). Due to the increased visibility on social media, 
individuals use this medium to make a good impression 
and show their best sides to others to achieve a better 
social standing than their social media friends (Krasnova 
et al., 2010). This is referred to as self-presentation.

The desire to visit a destination is evoked when indi-
viduals concerned about their self-presentation view 
envy-inducing travel content shared by friends or peers 
on social media. The envy-inducing content makes an 
individual question their social standing. According to 
Hajli et al. (2018), self-presentation is an antecedent of 
travel envy. Therefore, it is noted that individuals also 
tend to share their domestic travel experiences on social 
networking sites to shape how others view them. The 
more concerned an individual is about self-presentation, 
the more likely they are to elicit feelings of envy when 
they see others’ content on social media. As such, the 
following hypothesis is proposed: 

H2a. Self-presentation positively influences domestic 
travel envy.

Individuals build an image of themselves on social 
networking sites of how others want to be perceived 
(Taylor, 2020). Individuals want to be socially desirable. 
One measurement of this is through increasing the num-
ber of social networking site followers. Siegel and Wang 
(2019) study found that travel experiences define 
a Millennial’s status. Travelling to destinations defines 
one social standing and status, which builds an individual’s 
image. Therefore, to improve one’s social standing (self- 
presentation), individuals will visit destinations and share 
their experiences on social media. Individuals may want to 
travel to local destinations to enhance their status among 
their peers. Thus, the following hypothesis is proposed: 

H2b. Self-presentation positively influences domestic 
travel behaviour.

The travel-related content shared online or discussed 
with friends is likely to inspire others to travel to the 
same destination. The positive travel experiences shared 
by others encourage individuals to follow and share the 
same travel experiences (Liu et al., 2019). The greater the 
visibility of one’s travel experience, the greater the desire 
of the envious other to imitate those experiences (Siegel 
& Wang, 2019).

Liu et al. (2019) studied Millennials’ travel patterns 
and found that one of the triggers of destination visit 
intention is being envious of other travellers. To 
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eliminate or reduce the unpleasant emotion of envy, 
individuals travel to destinations previously mentioned 
by their friends. Here, we extend the work Hajli et al. 
(2018) by testing whether the relationship between tra-
vel envy and travel behaviour holds for domestic tour-
ism. As such, the following hypothesis proposed: 

H3. Domestic travel envy positively influences domestic 
travel behaviour.

Tourism xenophilia is described as the attraction 
towards the foreignness of a destination (Nørfelt 
et al., 2020). Tourism xenophilia is an individual’s 
fascination, curiosity, thrill, and discovery towards 
a foreign destination. The foreignness of international 
travel makes one’s travel experience superior to 
others within the same social circle. A positive bias 
towards foreign destinations will drive individuals to 
travel internationally (Nørfelt et al., 2020). As such, 
tourism xenophilia will likely influence an individual 
not to travel domestically. The lack of uniqueness and 
foreignness of local destinations may dampen domes-
tic travel behaviour if individuals want to achieve 
high status within the social circle. Therefore, the 
following hypothesis is proposed: 

H4. Tourism xenophilia is negatively influences with 
domestic travel behaviour.

Social return can be measured by the number of 
positive feedbacks on one’s travel content on social 
media (Deegan, 2015). The more popular the social 
media post measured through likes, comments, and 
shares, the greater the social return. Such posts assist 
individuals to quickly climb the social ladder as their 
social status within the social group is enhanced 
(Boley et al., 2018). The enhanced image of the indi-
vidual leads to greater social return as the traveller is 
perceived as cool, unique, and savvy.

Boley et al. (2018) first applied the concept of social 
return to USA travellers’ intention to visit Cuba and 
confirmed a positive relationship between social return 
and travel intention. Kock (2021) also found social return 
to be positively and significantly influence the willing-
ness to visit a destination. These publications concep-
tualized that social return is an antecedent of 
behavioural intention. However, we propose domestic 
travel behaviour as an antecedent of social return (an 
outcome variable). As tourism is a conspicuous activity, 
every destination makes a distinct symbolic impression 
on the traveller (Ekinci et al., 2013), including a domestic 
destination. The destination choice plays a pivotal role to 
make a traveller look cool, unique and savvy. The unique 
travel experiences of individuals enhance the indivi-
dual’s status within their social group (Hajli et al., 
2018). Therefore, the more attractive and desirable the 
domestic destination, the greater the social return. This 
will be measured through the likes, comments and reac-
tions received on social media when a traveller posts 
a photo visiting the domestic destination. Thus, the 
following hypothesis is proposed: 

H5. Domestic travel behaviour is positively associated 
with the perceived social return.

Figure 1 illustrates the conceptual framework for this 
study based on the theoretical constructs and previous 
literature.

Research method

Survey instrument

A survey questionnaire was designed to evaluate Fiji 
citizens’ responses on the drivers of domestic travel 
envy, which leads to domestic travel behaviour, leading 
to social return. The quantitative method was applied, 
with the survey being divided into two sections. The first 
section captured demographic profile information such 

Local Travel 
Behaviour

Perceived 
Social Return

Domestic 
Travel Envy 

Self-
presentation

Social                      
Comparison

Tourism 
Xenophilia

H1

H1b

H2a

H2b

H3 H5

H4

Figure 1. Conceptual framework.
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as age, gender, citizenship, the purpose of visiting 
domestic destinations, income and education levels. 
Age is an essential variable for this study as a cross- 
generational analysis is conducted between Millennials 
and Baby Boomers. Previous studies relating to travel 
have also carried out a cross-generational research to 
compare generational behaviours (Gardiner et al., 2015; 
Sharma et al., 2020b, 2021b). Non-Fiji citizens and citizens 
who had not travelled more than 100 kilometres locally in 
the last two years had been screened out the study.

The second section of the survey consisted of state-
ments derived from the existing literature to understand 
factors driving domestic travel behaviour and its social 
return. The scale items were modified to suit the context 
of the study. A seven-point Likert scale was used to 
measure the scale items, ranging from 1 = “Strongly 
Disagree” to 7 = “Strongly Agree”. The Social 
Comparison, Self-Presentation and Travel Envy scales 
were adopted from the Hajli et al. (2018) study. The 
Tourism Xenophilia scale was adopted from Nørfelt 
et al. (2020), and the Perceived Social Return scale from 
Boley et al. (2018). The scale items used for each con-
struct is presented in Appendix A.

The draft questionnaire was examined by three aca-
demics and two practitioners in the tourism and marketing 
industry to provide their views and feedback for content 
validity purposes. Minimal changes were made to improve 
the comprehension and readability of the questionnaire. 
Further to this, a pilot test was conducted with 20 respon-
dents, and the questionnaire was further improved. The 
pilot tested data were excluded from the final data set.

Data collection

The online survey was hosted on SurveyMonkey. Using 
a paid advertisement, the survey link was circulated on 
Facebook and Instagram. Travellers mostly share travel 
experiences on these sites with high visual appeal 
(Scarles, 2009). The use of online survey was also justified 
due to the COVID-19 movement restrictions. Fiji was 
selected for data collection as the tourism industry is 
a major contributor to the economy. The COVID-19 pan-
demic has significantly reduced international visitor arri-
vals. Therefore, various stakeholders, including 
government departments and affected businesses, 
have shifted their attention towards domestic tourism. 
The “Love Our Locals” was the critical initiative to stimu-
late domestic tourism and sustain the tourism and hos-
pitality sector affected by the COVID-19 pandemic.

To encourage participation, the survey respondents 
were automatically entered a draw to win mobile phone 
recharge cards. Joinson (1999) recommended that to 
reduce social desirability bias, the respondents were 

assured that confidentiality would be maintained. The 
only personal information requested from the respon-
dents was either the email address or phone contact, 
which was only be used to contact respondents if they 
won the prize draw. The participants were assured that 
this information would be deleted after the draw.

The online questionnaire link was accessed by 736 
individuals. 544 responses were received of which 12 
were removed during data cleaning due to incomplete 
or missing information. Subsequently, the remaining 532 
responses were used for further tests and analysis. The 
skewness and kurtosis tests confirmed that the data were 
normally distributed as the measurement items were 
within the recommended threshold limit. 
Multicollinearity issues were examined in the study. The 
results showed that the tolerance value (more than 0.1) 
and variance inflation factor (less than 10) were within 
the recommended range (Hew & Kadir, 2016). Table 1 
presents the demographic profile of the respondents.

Data analysis

We conduct a Confirmatory Factor Analysis (CFA) to test 
the conceptual framework (Figure 1) empirically, we 
conduct a Confirmatory Factor Analysis (CFA). CFA eval-
uates the relationship between measure variables and 
latent variables (Byrne, 2010). This study examined com-
mon method bias to ensure that the variation in 
responses results from the respondents’ actual predis-
positions rather than the survey instrument. A 38.19% 
variance was computed, which was less than the thresh-
old of 50% (Podsakoff et al., 2003), this confirming this 
absence of the common method bias.

Results

Measurement model assessment and invariance 
test

The CFA was conducted in two separate single-group 
using SPSS-AMOS 24 version. The first is for the 
Millennial sample (Table 2) and second is for the Baby 
Boomer sample (Table 3). The results of CFA of the 
separate two single groups indicate a good model fit 
as they were within the limits suggested by Hair et al. 
(2010). First, the aggregated samples measurement 
model was admissible with model fit indices of x2/ 
df = 2.93; CFI = 0.92; GFI = 0.91; TLI = 0.93; 
RMSEA = 0.029. The model fit for the Millennial sample 
and Baby Boomer sample were also admissible with 
model fit indices of x2/df = 2.67; CFI = 0.94; GFI = 0.92; 
TLI = 0.90; RMSEA = 0.0034 and x2/df = 2.84; CFI = 0.91; 
GFI = 0.94; TLI = 0.92; RMSEA = 0.0028 respectively.
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For the aggregated sample, the analysis of the relia-
bility and validity of the indicators was also conducted. 
To assess internal consistency, Cronbach alpha for the 
aggregated sample was calculated. These indices 
exceeded the threshold value of 0.7 as recommended 
by Nunnally and Bernstein (1994). The results obtained 
were as follows: social comparison (α = 0.84), self- 
presentation (α = 0.89), travel envy (α = 0.79), tourism 
xenophilia (α = 0.88), local travel behaviour (α = 0.85), 
perceived social return (α = 0.92). As such, these 
Cronbach coefficients indicate strong internal consis-
tency of the constructs.

Tables 4, 5 and 6 assess the discriminant validity of 
the measurement model for the overall sample, 
Millennial sample and Baby Boomer sample, respec-
tively. As recommended by Hair et al. (2006), it is evident 
that there are no significant cross-loadings in the model. 
The composite reliability and average variance explained 
coefficients indicate that the sub-samples and aggre-
gated samples have a high convergent validity as they 
are above the recommended coefficients by Hair et al. 
(2006), ≥ 0.70 and ≥ 0.5, respectively.

After establishing the validity of the measures for the 
two sub-samples, configural invariance was verified by 
applying the simultaneous estimation of the uncon-
strained model. The configural model results were 
admissible which indicated a good model fit indices 
(x2/df = 2.76; CFI = 0.94; GFI = 0.91; TLI = 0.92; 

RMSEA = 0.0035). The equality limitations on all factor 
loadings were also imposed in the Millennial and Baby 
Boomer samples to assess the metrical invariance which 
confirmed a good model fit with mode indices of x2/ 
df = 2.84; CFI = 0.92; GFI = 0.92; TLI = 0.93; RMSEA = 0.042. 
The configural and metrical invariance when compared 
shows substantial differences (Δx2 = 146; Δ df = 104; 
p < 0.01)

Structural model assessment

After successfully evaluating model fit, measurement 
invariance, validity, and reliability of the measurement 
model, maximum likelihood estimation was applied to 
estimate the structural equation model and test the 
hypotheses.

The first sample evaluated was the Millennials. The 
chi-square value of this structural model was tested 
to be statistically significant (x2/df = 2.01; CFI = 0.93; 
GFI = 0.91; TLI = 0.94; RMSEA = 0.003). The following 
estimate path coefficients were statistically found to 
be significant; Social Comparison (SCP) to Domestic 
Travel Envy (TEV) (β = 0.43, p < 0.001), Self- 
presentation (SFP) to Domestic Travel Envy (TEV) 
(β = 0.58, p < 0.001), Tourism Xenophilia (TXN) to 
Local Travel Behaviour (LTB) (β = 0.48, p < 0.001), 
Domestic Travel Envy (TEV) to Local Travel 
Behaviour (LTB) (β = 0.48, p < 0.001), Local Travel 
Behaviour (LTB) to Perceived Social Return (SRT) 
(β = 0.27, p < 0.001). However, hypotheses H1a and 
H2b were not significant for Millennials.

With the Baby Boomers, the chi-square value of the 
structural model was also tested to be statistically sig-
nificant (x2/df = 2.51; CFI = 0.96; GFI = 0.93; TLI = 0.93; 
RMSEA = 0.0036). The following estimate path coeffi-
cients were statistically found to be significant; Social 
Comparison (SCP) to Domestic Travel Envy (TEV) 
(β = 0.36, p < 0.001), Social Comparison (SCP) to Local 
Travel Behaviour (LTB) (β = 0.36, p < 0.001), Self- 
presentation (SFP) to Domestic Travel Envy (TEV) 
(β = 0.32, p < 0.001), Self-presentation (SFP) to Local 
Travel Behaviour (LTB) (β = 0.67, p < 0.001), Tourism 
Xenophilia (TXN) to Local Travel Behaviour (LTB) 
(β = 0.29, p < 0.001), Local Travel Behaviour (LTB) to 
Perceived Social Return (SRT) (β = 0.43, p < 0.001). 
However, only H4 was not significant for Baby Boomers.

For the Millennials sample, social comparison and 
self-presentation explained 9.7% variance in domestic 
travel envy. Social comparison, self-presentation, 
domestic travel envy, and tourism xenophilia explained 
54.6% variance in local travel behaviour. Local travel 
behaviour explained 3.5% variance in perceived social 
return.

Table 1. Demographic profile of respondents.
Millennials Baby Boomers

Gender N % N %

Male 272 51.1 237 48.4
Female 258 48.5 252 51.4
Do not wish to include 2 0.4 1 0.2

Income (FJD)
I do not earn an income 123 23.1 172 35.0
Under $15,000 171 32.1 93 18.9
$15,000-$29,999 116 21.8 95 19.4
$30,000-$44,999 67 12.6 73 14.9
$45,000-$59,999 38 7.1 32 6.5
$60,000-$74,999 12 2.3 19 3.9
$75,000+ 3 0.6 6 1.2
Do not wish to include 2 0.4 1 0.2

Education
Primary education 0 0.0 2 0.4
High School education 1 0.2 54 11.0
Diploma/Certification 89 16.7 111 22.7
Bachelors education 372 69.9 261 53.3
Postgraduate education 58 10.9 37 7.6
Other 12 2.3 25 5.1

Purpose of trip
Holiday/Vacation 521 45.0 488 56.7
Wedding/Attend a Wedding 154 13.3 78 9.1
Visit family/friends 65 5.6 132 15.3
Convention/Conference 175 15.1 23 2.7
Business 43 3.7 68 7.9
Education/Training 162 14.0 12 1.4
Others 37 3.2 59 6.9
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For the Baby Boomers sample, social comparison and 
self-presentation explained 8.1% variance in domestic 
travel envy. Social comparison, self-presentation, 
domestic travel envy, and tourism xenophilia explained 
61.4% variance in local travel behaviour. Local travel 
behaviour explained 4.3% variance in perceived social 
return.

Further analysis was conducted to ascertain non- 
invariant structural relationships and better compre-
hend cross-generational moderating effects. The two 
samples’ path coefficients’ size and significance were 
compared to identify the directionality and strength of 
the structural relationships. Table 7 shows the beta coef-
ficient comparison results of the two generations. The 
positive association between Social Comparison → 
Domestic Travel Envy, Self-presentation → Domestic 
Travel Envy and Tourism Xenophilia → Local Travel 
Behaviour are stronger for Millennials than Baby 
Boomer. The results also show that relationships 
between Social Comparison → Local Travel Behaviour, 
Self-presentation → Local Travel Behaviour and 
Domestic Travel Envy → Local Travel Behaviour are 
only significant for the Baby Boomer cohort. On the 

other hand, the relationship between Local Travel 
Behaviour → Perceived Social Return is stronger for the 
Baby Boomer cohort than the Millennial cohort. The 
overall sample’s chi-square value of the structural 
model was also tested to be statistically significant (x2/ 
df = 1.64; CFI = 0.94; GFI = 0.90; TLI = 0.96; RMSEA = 0.04).

Discussion and conclusions

This study advances the extant literature on domestic 
tourism through a cross-generational analysis of domes-
tic travel behaviour. First, this study confirms that social 
comparison and self-presentation are antecedents of 
domestic travel envy. The results indicate that domestic 
travel experiences shared by one’s social group are eval-
uated against their own experiences, which induce 
domestic travel envy in Millennials and Baby Boomers. 
These results are in line with other studies on envy, social 
comparison and self-presentation, such as Liu et al. 
(2019), Hajli et al. (2018), and Fan et al. (2019). 
However, this study also found social comparison and 
self-presentation to have a stronger relationship with 
travel envy among the Millennial cohort than the Baby 

Table 2. Confirmatory factor analysis – millennials.
Variable and items Model and item indices

SL SMC Mean SD CR AVE Skewness Kurtosis

Social Comparison 6.14 1.33 0.94 0.75
SCP1 0.9 0.81 6.56 1.38 −1.28 2.12
SCP2 0.88 0.77 6.08 1.3 −1.22 1.38
SCP3 0.87 0.76 5.67 1.29 −1.13 1.37
SCP4 0.79 0.62 5.5 1.43 −0.67 0.25
SCP5 0.89 0.79 6.9 1.26 −0.79 0.27
Self-presentation 5.47 1.43 0.84 0.64
SFP1 0.84 0.71 5.29 1.86 −0.81 0.12
SFP2 0.78 0.61 5.62 1.36 −1.12 1.63
SFP3 0.77 0.59 5.51 1.07 −1.01 0.85
Travel Envy 5.95 1.77 0.91 0.68
TEV1 0.86 0.74 6.87 1.54 −1.07 1.01
TEV2 0.87 0.76 5.36 1.84 −1.17 1.58
TEV3 0.84 0.71 5.33 1.62 −1.43 2.62
TEV4 0.76 0.58 5.99 1.99 −1.32 2.45
TEV5 0.78 0.61 6.2 1.86 −0.89 0.88
Tourism Xenophilia 5.49 1.51 0.94 0.76
TXN1 0.81 0.66 5.78 1.47 −0.71 0.36
TXN2 0.85 0.72 6.11 1.7 −0.82 0.74
TXN3 0.93 0.86 5.1 1.11 −0.72 0.13
TXN4 0.86 0.74 5.26 1.38 −0.79 0.36
TXN5 0.89 0.79 5.21 1.89 −0.96 0.94
Local Travel Behaviour 3.53 1.39 0.94 0.77
LTB1 0.93 0.86 3.46 1.12 −1.05 1.18
LTB2 0.89 0.79 3.27 1.35 −1.02 0.87
LTB3 0.8 0.64 2.95 1.46 −1.07 0.99
LTB4 0.86 0.74 4.9 1.38 −0.88 0.47
LTB5 0.9 0.81 3.05 1.64 −0.68 −0.18
Social Return 5.93 1.22 0.94 0.72
SRT1 0.88 0.77 5.67 1.16 −1.02 0.88
SRT2 0.85 0.72 5.86 1.14 −1.12 1.68
SRT3 0.87 0.76 6.91 1.2 −1.03 1.31
SRT4 0.83 0.69 5.31 1.36 −0.91 1.07
SRT5 0.89 0.79 5.26 1.45 −0.84 0.63
SRT6 0.76 0.58 6.55 1.03 −0.87 0.54

SL = Standardised Loading; SMC = Squared Multiple Correlations; SD = Standard Deviation; CR = Composite Reliability; SVE = Average Variance Extracted.
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Boomer cohort. Millennials prefer experiences over 
material possessions and travel experiences boost their 
social status (Siegel & Wang, 2019). This cohort is deeply 
concerned about their personal brand (Siegel & Wang, 
2019) and more susceptible to social comparisons than 
other generations (Liu et al., 2019). As such, they are 
more likely to develop strong feelings of envy. On the 
other hand, Baby Boomers have a strong sense of matur-
ity and are competitive-free (Eger et al., 2021). Their 
ability to make rational decisions allows them to think 
more logically and realize how one portrays themselves 
on social media may not accurately depict one’s life. 
These characteristics weaken the relationship between 
social comparison and travel envy.

Second, this study found social comparison and self- 
presentation to have a positive and significant relation-
ship with domestic travel behaviour for Baby Boomers 
only. Millennials crave uniqueness, and they seek travel 
experiences that are exclusive and luxurious (Liu et al., 
2019). Domestic tourism is regarded as less prestigious 
(Stone & Nyaupane, 2019). Therefore, to be better than 
their peers and improve one’s status in their social 
group, Millennials are likely to prefer an international 

than a domestic destination. Millennials may feel 
envious of the domestic travel posts shared by their 
friends on social media, but due to the lack of exclusivity 
and uniqueness of local destinations, they are more 
likely to travel internationally to enhance their status in 
their social group. On the other hand, Baby Boomers 
prefer budget-friendly products and services, less costly 
and reliable (Williams & Page, 2011). Considering the 
familiarity and affordability of domestic destinations, 
this increases the likelihood that Baby Boomers may 
prefer to travel locally.

Tourism xenophilia has been found to have 
a negative and significant effect on domestic travel 
behaviour. The relationship is stronger for Millennials 
than for Baby Boomers. The lack of foreignness in 
domestic destinations inhibits local travel behaviour 
among Millennials. Millennials favour destinations that 
are unique, exotic and have a high social value. As such, 
this cohort is more attracted to the foreignness of the 
destinations as they are explorers. Foreign destinations 
are a form of escape from the domestic reality of life 
(Mitas & Bastiaansen, 2018). The lack of foreignness, 
adventure, and thrill in domestic destinations 

Table 3. Confirmatory factor analysis – baby boomers.
Variable and items Model and item indices

SL SMC Mean SD CR AVE Skewness Kurtosis

Social Comparison 6.19 1.48 0.91 0.68
SCP1 0.88 0.77 5.59 1.13 −0.34 0.48
SCP2 0.71 0.5 5.64 1.79 −0.66 0.9
SCP3 0.81 0.66 6.51 1.37 −0.89 1.43
SCP4 0.84 0.71 6.55 1.79 −1.32 0.95
SCP5 0.87 0.76 6.66 1.87 −0.60 1.41
Self-presentation 5.92 1.43 0.85 0.65
SFP1 0.89 0.79 5.55 1.74 −0.37 0.68
SFP2 0.78 0.61 6.59 1.72 −1.08 1.44
SFP3 0.75 0.56 5.62 1.96 −1.07 1.67
Travel Envy 5.79 1.77 0.95 0.78
TEV1 0.86 0.74 5.58 1.22 −1.06 1.79
TEV2 0.93 0.87 5.66 1.75 −0.83 −0.18
TEV3 0.94 0.88 5.64 1.54 −0.32 0.83
TEV4 0.86 0.74 6.52 1.61 −0.82 1.43
TEV5 0.81 0.66 5.57 1.72 −0.86 0.53
Tourism Xenophilia 5.81 1.51 0.93 0.71
TXN1 0.86 0.74 5.54 1.93 −0.72 −0.70
TXN2 0.88 0.77 6.65 1.32 −0.32 −0.84
TXN3 0.82 0.67 5.69 1.71 −0.61 −0.07
TXN4 0.81 0.66 5.52 1.65 −0.42 −0.04
TXN5 0.85 0.72 5.66 1.11 −0.59 1.03
Local Travel Behaviour 6.21 1.37 0.93 0.74
LTB1 0.81 0.66 6.52 1.54 −0.60 0.79
LTB2 0.86 0.74 5.68 1.43 −0.73 0.08
LTB3 0.83 0.69 6.59 1.37 −0.42 −0.87
LTB4 0.92 0.85 6.62 1.28 −0.43 −0.41
LTB5 0.87 0.76 5.66 1.24 −0.42 −0.19
Social Return 6.23 1.22 0.93 0.68
SRT1 0.82 0.67 6.54 1.35 −0.28 −0.67
SRT2 0.81 0.66 6.51 1.18 −0.08 −0.78
SRT3 0.79 0.62 6.61 1.13 −0.53 −0.82
SRT4 0.85 0.72 5.66 1.22 −0.42 −0.04
SRT5 0.79 0.62 6.56 1.51 −0.59 1.03
SRT6 0.87 0.76 5.52 1.49 −0.86 0.53

SL = Standardised Loading; SMC = Squared Multiple Correlations; SD = Standard Deviation; CR = Composite Reliability; SVE = Average Variance Extracted.
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discourages Millennials from travelling to domestic des-
tinations despite others posting domestic travel experi-
ences on social media. On the other hand, Baby Boomers 
are less attracted to foreign destinations compared to 
Millennials. The relationship was weaker for this cohort 
as they are not risk-takers and prefer to travel to destina-
tions with which they are more familiar. This generation 
is more comfortable visiting local destinations.

The relationship between travel envy and domestic 
travel behaviour is only significant in the Millennial 
cohort. The results are similar to Siegel and Wang 
(2019), Hajli et al. (2018), and Liu et al. (2019). Travel 
envy is generated through shared travel-related content 
on social media. This travel-related content easily influ-
ences millennials, inspiring them to travel to those same 
destinations (Siegel & Wang, 2019). As Baby Boomers are 
more rational, mature, and less emotional (Berezan et al., 
2018), travel envy is less likely to influence these indivi-
duals to engage in travel behaviour.

Lastly, the relationship between domestic travel 
behaviour and social return is stronger among Baby 
Boomers. Baby Boomers have travelled far less than the 
globe trotter generation (Valentine & Powers, 2013) and 
received a great social return from travelling to domestic 
destinations. Sharing domestic travel-related content on 

social media is likely to bring a social return to this 
group, making them look cool and savvy. Others are 
likely to be envious of them. In contrast, Millennials 
prefer to travel to exclusive and exotic destinations as 
they are narcissistic and self-focused (Siegel & Wang, 
2019). As they are concerned about their personal 
brand, domestic destinations are not likely to fall in 
their category of unique and exotic destinations. As 
such, the Millennials perceive that there will be minimal 
social return from domestic travel experiences. Overall, 
the results of this study confirm the applicability of the 
social comparison theory in explaining the link between 
domestic travel envy and local travel behaviour. It high-
lights that the feel of domestic travel envy is a result of 
social comparison which evokes a desire to travel locally.

Contributions to knowledge

In this study, there are six main contributions made to 
literature and theory on domestic tourism. First, domes-
tic tourism is an under-explored area compared to inter-
national tourism (Adeloye et al., 2019; Canh & Thanh, 
2020). Given the unprecedented situation created by the 
COVID-19 pandemic, domestic travel has become an 
increasingly important area of research for academics 
and practitioners (Altuntas & Gok, 2021; Duman et al., 
2020).

Second, this is the first study to compare the domestic 
travel behaviour of the Millennial and Baby Boomer 
cohorts addressing the research gap highlighted by 
Hajli et al. (2018), Siegel and Wang (2019), and Liu et al. 
(2019). The travel patterns of these two cohorts are 
distinctly different, which generates meaningful insights. 
Many travel behaviour studies focus on Millennials as 
they are the most influential generation of travellers 
(Sharma et al., 2020b). This generation is well-travelled 
and is much concerned about their personal brand. On 
the other hand, there are limited studies on travel atti-
tudes and preferences of Baby Boomers as they were not 
exposed to the digital world until much later in their 
lives (Berezan et al., 2018). However, Baby Boomers are 
still very interested in adopting new technologies, like 
social media. This cohort has the time and resources to 
engage in tourism activities and spend time on social 
media as many have retired from employment. This 
study shows that the travel attitudes and preferences 
of both generations are noticeably different towards 
domestic tourism. As such, this study provides valuable 
insights and contributes to the extant literature on cross- 
generational studies.

Third, tourism xenophilia is introduced to the con-
ceptual framework to test the relationship with domestic 
travel behaviour. This study examines if tourism 

Table 4. Discriminant validity – overall.
CR AVE MSV MaxR(H) SCP SFP TEV TXN LTB SRT

SCP 0.94 0.75 0.48 0.84 0.78
SFP 0.84 0.64 0.45 0.85 0.23 0.85
TEV 0.91 0.68 0.41 0.88 0.35 0.15 0.81
TXN 0.94 0.75 0.48 0.86 0.43 0.37 0.22 0.79
LTB 0.94 0.77 0.37 0.84 0.32 0.19 0.37 0.37 0.88
SRT 0.94 0.72 0.41 0.88 0.41 0.13 0.16 0.39 0.28 0.87

The square root of the variance distributed between the measure and 
constructs are listed diagonally in bold. The correlations between con-
structs are the off-diagonal elements. 

SCP = social comparison; CR = composite reliability; SFP = self-presentation; 
AVE = average variance extracted; TEV = domestic travel envy; 
MSV = maximum shared variance; TXN = tourism xenophilia; 
MaxR(H) = maximum shared variance; LTB = local travel behaviour; 
SRT = perceived social return

Table 5. Discriminant validity – millennials.
CR AVE MSV MaxR(H) SCP SFP TEV TXN LTB SRT

SCP 0.94 0.75 0.26 0.83 0.89
SFP 0.84 0.64 0.49 0.82 0.46 0.82
TEV 0.91 0.68 0.49 0.85 0.33 0.27 0.77
TXN 0.94 0.75 0.36 0.88 0.19 0.46 0.27 0.86
LTB 0.94 0.77 0.37 0.93 0.44 0.43 0.44 0.18 0.84
SRT 0.94 0.72 0.13 0.85 0.32 0.29 0.28 0.28 0.18 0.77

The square root of the variance distributed between the measure and 
constructs are listed diagonally in bold. The correlations between con-
structs are the off-diagonal elements. 

SCP = social comparison; CR = composite reliability; SFP = self-presentation; 
AVE = average variance extracted; TEV = domestic travel envy; 
MSV = maximum shared variance; TXN = tourism xenophilia; 
MaxR(H) = maximum shared variance; LTB = local travel behaviour; 
SRT = perceived social return
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xenophilia negatively affects an individual’s decision to 
travel domestically. The fascination, thrill, and discovery 
of foreign countries demotivate Millennials to travel 
domestically. This shows the importance of knowing 
more about the perceptions of different generations 
towards domestic tourism and what they consider to 
be foreign and attractive (e.g., Kock et al., 2018; Nørfelt 
et al., 2020).

Fourth, Boley et al. (2018) recently developed the 
social return scale. While the social return scale had 
been applied to studies comparing local and global 
franchise accommodations (Boley & Woosnam, 2021), it 
was not applied to the domestic tourism behaviour 
context. To the best knowledge of the researchers, social 
return has not been applied to tourism research outside 
of developed countries like North America and Europe 
(Beall et al., 2021; Kock, 2021; Moran et al., 2018). 
Similarly, the tourism xenophilia scale has only been 
applied in the USA. Considering the dissimilarities in 
education, culture, technological and economic infra-
structure between developing and developed countries, 
these scales, for the first time, have been applied to 
a developing country context (Sharma et al., 2020a). 
Therefore, this study addresses the literature gap by 

examining the social return scale and tourism xenophilia 
scale from a developing country perspective. Models 
must be applied to different contexts to understand 
theories better and enhance generalizability (Sharma 
et al., 2021b). This study demonstrates that these scales 
can also be applied to developing countries and contri-
bute to the extant literature.

Fifth, to the best knowledge of the researchers, this 
study is the first to apply the social comparison theory to 
domestic tourism. Applying this theory to the context of 
domestic travel increases the generalisability and applic-
ability of the theory (Hajli et al., 2018). The study empiri-
cally confirms that domestic travel envy mediates the 
relationship between social comparison and domestic 
travel behaviour. Individuals experiencing domestic tra-
vel envy are more likely to engage in domestic travel 
behaviour. This study also confirmed that social compar-
ison and self-presentation influence domestic travel 
behaviour. Unlike the study of Hajli et al. (2018), the 
present study explores the self-reported travel beha-
viour rather than behavioural intention to travel. 
Behavioural intention does not necessarily lead to actual 
behaviour. An individual may form the intention to per-
form a behaviour; however, they may ultimately fail to 
engage in the behaviour due to some distractions 
(Hulland & Houston, 2021).

Lastly, the perceived social return has been tested as 
a dependent variable for the first time in this study. 
Extant literature shows that social return was used as 
an antecedent to visit intention (Boley et al., 2018). By 
hypothesizing social return as the ultimate dependent 
variable, the empirical evidence of this study demon-
strates that social return is a consequence of domestic 
travel behaviour. The generational comparison in this 
study provides further novel insights. Domestic travel 
experiences are likely to make the traveller look cool, 
envious, unique, and savvy in their social circle, predo-
minantly among Baby Boomers.

Table 6. Discriminant validity – baby boomers.
CR AVE MSV MaxR(H) SCP SFP TEV TXN LTB SRT

SCP 0.94 0.75 0.15 0.88 0.84
SFP 0.84 0.64 0.24 0.93 0.48 0.85
TEV 0.91 0.68 0.37 0.81 0.27 0.46 0.78
TXN 0.94 0.75 0.29 0.86 0.16 0.21 0.14 0.84
LTB 0.94 0.77 0.13 0.83 0.48 0.13 0.37 0.11 0.8
SRT 0.94 0.72 0.37 0.88 0.15 0.12 0.43 0.33 0.14 0.83

The square root of the variance distributed between the measure and 
constructs are listed diagonally in bold. The correlations between con-
structs are the off-diagonal elements. 

SCP = social comparison; CR = composite reliability; SFP = self-presentation; 
AVE = average variance extracted; TEV = domestic travel envy; 
MSV = maximum shared variance; TXN = tourism xenophilia; 
MaxR(H) = maximum shared variance; LTB = local travel behaviour; 
SRT = perceived social return

Table 7. Beta coefficient comparison.
Path Name Millennials Baby Boomers Difference P-value Interpretation

SCP → TEV 0.43*** 0.36*** 0.07 0.02** Stronger relationship for Millennials
SCP → LTB −0.07 0.36*** 0.04 0.69 Only significant for Baby Boomers
SFP → TEV 0.58*** 0.32*** 0.26 0.03** Stronger relationship for Millennials
SFP → LTB 0.03 0.67*** 0.43 0.96 Only significant for Baby Boomers
TXN → LTB 0.48*** 0.29*** 0.19 0.04** Stronger relationship for Millennials
TEV → LTB 0.48*** −0.03 0.51 0.78 Only significant for Millennials
LTB → SRT 0.27*** 0.43*** 0.16 0.01*** Stronger relationship for Baby Boomers

Variance (R2)
TEV 9.7% 8.1%
LTB 54.6% 61.4%
SRT 3.5% 4.3%

*** = p < 0.01; ** = p < 0.05; * = p < 0.1; SCP = social comparison; SFP = self-presentation; TEV = domestic travel envy; TXN = tourism xenophilia; LTB = local 
travel behaviour; SRT = perceived social return

68 S. PRATT ET AL.



Contributions to practice

Domestic tourism, previously neglected, has become the 
possible solution to revive the tourism industry during 
the COVID-19 crisis. Government and policymakers can 
use this to their advantage and design tourism experi-
ences tailored to meet the needs of the domestic mar-
ket, which will benefit both the country’s economy and 
the tourists. Campaigns like “Love our Locals” intro-
duced in Fiji to revive the tourism industry should 
remain in place, even when international borders open. 
Residents can take advantage of affordable domestic 
tour packages to explore their region. Such initiatives 
will build a stronger association between the residents 
and the domestic tourism industry.

This study highlights the need for policymakers to 
collaborate with marketers and tourism businesses to 
implement effective marketing strategies to attract the 
domestic market. As individuals are concerned about 
their self-image and tend actively compare themselves 
with others on social media, marketers can use this to 
their advantage. Social media is not only cost-efficient; it 
has a greater reach as well. Marketers can use social 
media as the medium to post photos of locals who 
have travelled to their destinations. Taking pictures 
with or of local social media influencers having a good 
time at the destination and posting them on their social 
media page is one to evoke feelings of envy in others. As 
travel envy influences an individual to travel to 
a domestic destination, policymakers and marketers 
should use this to their advantage. To enhance one’s 
self-image, individuals are likely to visit those domestic 
destinations as they would want to follow their lead to 
eliminate feelings of envy.

The policymakers should work with the tourism 
industry stakeholders to build the destination image 
amongst locals and potential international tourists. 
Destination marketers should consider posting extraor-
dinary photos of the local destination to elicit feelings of 
envy. Including locals in the pictures will develop a sense 
of belonging among residents. This extraordinary con-
tent on social media will increase visitation to domestic 
destinations. The image of the domestic destinations 
must be formed to look as attractive as international 
destinations. Domestic tourism avoids tourism leakages 
as money will be spent within the country, generating 
employment for residents in the tourism industry.

Social media is the key to destination marketing, and, 
as such, travellers must be engaged and encouraged to 
share their experiences. The use of customised hashtags 
should be encouraged by the destination marketers, as 
this would increase the visibility and popularity of the 
destination. The positive word of mouth will elicit envy 

in other individuals, which will likely lead to more travel. 
Such marketing strategies will enhance the destination 
image in the eyes of locals and would become a worthy 
competitor to international tourism.

Comparing Millennials and Baby Boomers, it is evi-
dent that their travel behavioural patterns, attitudes and 
preferences are different. Marketing strategies need to 
be developed by practitioners to attract both genera-
tions. For Millennials, destination marketers should use 
social media sites to create envy-inducing content. This 
generation is more likely to be jealous of individuals in 
their social circle than other generations. Baby Boomers 
are influenced by self-presentation and social compar-
ison, tourism practitioners, must capitalise on this and 
deploy marketing strategies that make individuals con-
scious of their society’s status.

Research limitations and future directions

Despite the adoption of a sound research methodology, 
certain limitations need to be acknowledged. First, data 
collection was carried out using Facebook and Instagram. 
Previous studies have employed this method (Hajli et al., 
2018; Sharma et al.,); however, it is unreasonable to 
assume that everyone in the target population has 
Facebook and Instagram accounts. Future studies can 
explore other methods of data collection. Second, relying 
on self-reported data may not always be accurate. 
Longitudinal and experimental designs can be adopted 
by future studies to overcome this issue.

Third, data collection was only done in Fiji. As such, 
caution should be exercised when generalising the find-
ing of this study. Studies have highlighted that the cul-
ture, technological infrastructure, political and economic 
environment of a country can influence behaviour. 
Future studies can attempt to replicate these studies in 
different country settings. Comparing domestic travel 
behaviour in a more developed economy would provide 
valuable insights into domestic travel behaviour.

Additionally, classifying individuals by age belong-
ing to a particular generation has its limitation. An 
individual may be born in a particular year and not 
exhibit traits of that generation. Future studies can 
explore specific personality traits within a generation 
to evaluate their behavioural patterns. Finally, while 
this study contributes to understanding domestic tra-
vel behaviour, more studies are needed in the area. 
Future studies can investigate destinations coolness 
(Kock, 2021) of domestic destinations to understand 
domestic travel behaviour. Additionally, it would be 
interesting for future studies to examine the impact of 
a pandemic on domestic destination image travellers’ 
perceptions; for example, the impact of intra- 
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pandemic perceptions (Li et al., 2020) and travel anxi-
ety (Zenker et al., 2021) on domestic travel behaviour.
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