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ABSTRACT 

This study aims to investigate and analyze the career choices, selection criteria and career ad-

vancement expectations of hotel and tourism management students representing Generation 

Y. The purpose of the research is to contribute to narrowing the gap between the career expec-

tations of students and the career opportunities offered by the hotel and tourism industry. The 

investigation took place in one of the private hotel and tourism management schools in Switzer-

land, where 180 international students filled out the questionnaire.  

The study draws on the literature of vocational choices, career development theories (including 

motivational theory), and previous research on career perceptions of hotel and tourism students 

in Australia, the USA, and Turkey. In contrast to some previous studies (Kusluvan & Kusluvan, 

2000; Richardson 2009; 2010a) this study showed that most of the students are positive about 

building a career in the hospitality and tourism industry. The most attractive work environments 

indicated by students were in hotels and event companies. Sales & Marketing and Event Plan-

ning are the most preferred areas of work within the industry.  

Maxwell et al. (2010) stated that personal career development is very important for Gen Y. The 

aspiration of this generation is a fast-tracking career advancement as Lockyer (2005 p.126) 

wrote “they expect so much, so fast”. Our study answered the question of how fast Generation 

Y assumes to be promoted in the hotel industry.  The participants of this research expect to start 

their first job after graduation in low-level management positions as Management Trainees and 

await to receive the chance for a promotion within 3-11 months after starting a new job.  

While previous studies concluded that members of Gen Y leave the company without hesitation, 

should their advancement expectations not be met there, we find that the majority of the stu-

dents would stay and work harder to earn promotion the next time around. This result demon-

strates career adaptability skills of the participants and commitment towards the organizations. 

However, the students were asked about their intention in the future based on their knowledge 

in the present. Therefore, this study may serve as a starting point of future research to find out 

how the participant behave as certain situations arise in reality. This study confirms the 

characteristics and work values of Gen Y found in the existing literature.  Students believe that 

these work values will be met in global chain companies. Despite aiming for self-employment as 

the highest career goal, most students do not see the value in learn from entrepreneurs of small 

and medium enterprises (SME’s) in hospitality and tourism.  
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Among the factors which may influence career choices and decision (generation, gender, cul-

ture, career maturity, learning experience), we found that learning experience (including intern-

ships) and generational characteristics had the highest influence on student’s career expecta-

tions and perceptions. In order to confirm the theory about generational differences, future 

studies would be needed at the same hotel and tourism management institute to compare the 

results about Gen Y and the results of the next generation, Generation Z. 

Keywords: Generation Y (Gen Y), hospitality and tourism careers, career attitudes, career 

choices, vocational behaviour, career development intentions, Swiss hospitality and tourism ed-

ucation 
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1 INTRODUCTION 

1.1 Background and previous research  

The success of hospitality and tourism businesses depends primarily on the quality of service 

their employees provide to their customers (Harrington et al. 2011). Qualified, skilled employees 

provide a key competitive advantage. Therefore, human resources are essential in hospitality 

and tourism not only to obtain and improve service quality, customer satisfaction, and customer 

loyalty, but also to increase organizational performance (Kusluvan et al. 2010). Shanti et al. 

(2009) mentioned that people are one of the critical factors which influence the behavior and 

performance of an organization. “If organizations are to thrive, they must address employee 

needs, so employee satisfaction is potentially as important as the satisfaction of other stake-

holders.” (Shanti et al. 2009 p. 369).  

The United Nations World Tourism Organization (UNWTO) pointed out that Hospitality and 

Tourism are becoming one of the fastest growing economic sectors in the world (UNWTO, 2017). 

According to Duncan et al. (2013) hotel and tourism sectors together build the world largest 

service industries. In spite of the challenges such as financial crises, immigration, terrorism etc. 

it is expected that this industry will continuously grow in the long run. It is expected that inter-

national tourists' arrivals globally will reach 1.4 billion by 2020 and 1.8 billion by 2030 (UNWTO, 

2017). The increasing number of global visitors creates new business opportunities for the 

world’s largest travel companies, such as Marriott International, and increases the new oppor-

tunities for family businesses start-ups and small to medium-sized businesses (SMBs). As an ex-

ample, Marriott International is planning to increase its portfolio with more than 50% in the 

Middle East and Africa over the next five years (Hotel Businesses, 2018). This growth-plan cre-

ates new job opportunities. It is expected that the demand for qualified hospitality and tourism 

employees will increase as well. (Kim, 2008; Harkison et al. 2011). The industry makes it easy for 

young people to enter the job market (Eurostat, 2015). Therefore, these industries have a high 

number of young employees. Solent & Hood (2008) highlighted the fact that high voluntary staff 

turnover is a costly and common problem in the hospitality and tourism industry. The reasons 

why people decide to change career paths and move to other industries include factors such as 

low pay, antisocial working hours, menial work, and limited career opportunities (Lub et al. 

2012). “Demographical developments such as aging population and falling birth rates raise an 

important concern for these industries “(Lub et al. 2012, p. 554). According to Hoc Nang Fong et 

al. (2014), the industry already encountered a mismatch between supply and demand due to 

labor and skill shortages. The 2014-2019 Report of Tourism, Travel & Hospitality Workforce De-

velopment Strategy (Hart et al. 2013) indicates that small and large businesses continue to ex-

perience a critical shortage of qualified and skilled labor. Employers across the industry face the 
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challenge of attracting and keeping people with the right skills and personal attitudes and at-

tributes in order to deliver a quality experience.  

World Travel & Tourism Council (WTTC, 2013) demonstrated the pressing concern within the 

Travel & Tourism industry as companies are missing the best new talents due to negative per-

ceptions of the career opportunities available in Travel & Tourism. Hospitality and tourism are 

continuously facing the challenge to attract and retain skilled and suitable employees (Duncan 

et al. 2013). Akudo-Viciute, A. et al. (2014, p. 12) pointed out that “Currently organizations are 

no longer able to ensure long-term workplaces” which also inspires young graduates to keep in 

mind the necessity of changing the job under certain circumstances. Many companies fail to 

attract the right candidates (Wong et al. 2017), even though attracting and retaining talent 

should be a top priority.  

Recruiting new talents is essential for sustaining the high level of sector services. Hotel and tour-

ism management students are skilled and can be regarded as potential future managers/ leaders 

of this industry. Therefore, it is critical to understand the student’s perceptions and attitudes 

towards tourism and hospitality careers (Wang and Huang, 2014). Knowing what the students 

expect from their careers may not only help academics/career centers in providing accurate in-

formation about jobs but may also have a positive impact on the industry (Hurst & Good, 2009; 

Stone et al. 2017). University career centers play an essential role in supporting students as they 

identify short and long-term career goals and make career decisions. (Schlesinger & Daley, 

2016). These centers also help students transition from an education setting to the work place 

(Lent & Worthington, 1999).  It is essential that the career centres understand why students 

pursue this area of study and what they seek from their careers. While choosing a career, indi-

viduals need to consider what they expect from a career and what is important for them (Stone 

et al., 2017).  

Research on attracting employees and understanding their career choices did not receive the 

same attention as turnover intentions. (Wong, et al. 2017). Some studies (Kusluvan & Kusluvan, 

2000; Richardson 2008, 2009; Wong et al., 2017) have been conducted on the perception of 

Generation Y in the hotel and tourism industry. However, research that integrates the career 

choice attributes such as work environment, achievement, finance, the expected time frame of 

promotion is lacking.  Students’ increasing expectations towards the industry and the rapidly 

changing world of work create the need for further investigation. It is essential to understand 

the needs of individuals for career counseling, as well as to understand which areas of the in-

dustry are the most attractive to students and how fast they expect to develop their career in 

the sector. Stone et al., (2017) highlighted the importance to meet career expectations of skilled, 

young employees. Lu & Adler (2009) found that researchers were mainly focusing on future ca-

reer success, work-related expectations (preferred functional areas), and long-term career goals 

within various majors. On the other hand, studies on specific areas of expectations such as job 

positions, and salary, and studies specifically aimed at tourism and hospitality are scarce. 
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Kusluvan & Kusluvan (2000) suggested that further research is needed in which attitudes of un-

dergraduate tourism students towards careers in tourism in different regions or countries can 

be compared. Finally, relationships among students' demographic variables and their attitudes 

towards tourism jobs can be investigated. 

1.2 Research aims and objectives  

This study aims to investigate the career expectations of hospitality and tourism management 

students representing Generation Y. The purpose of the research is to contribute to shrinking 

possible gaps between the career expectations of students and the real career opportunities 

offered by the hotel and tourism industry. The findings aim to support the work of the career  

centre of the private hospitality and tourism management school in Switzerland acting as a 

bridge between students, human resources managers and stakeholders of the industry. Prepar-

ing the future leaders for successful careers within the hotel and tourism industry increases the 

chance that future leaders stay in the industry and contribute to the development of the indus-

try. The study also aims to help human resources managers understand the work factors stu-

dents entering the industry deem essential. Using this information human resources managers 

might build a strategy to attract more talent to their organization and cope better with the cur-

rent labor shortage situation. 

The objectives of the study are as follows: 

1. Explore career perceptions, career choices, and organization selection criteria of students rep-

resenting Generation Y; 

2. measure the factors these hospitality and tourism management students perceive to be im-

portant in choosing a career; 

3. determine the expectations of a career in the hospitality and tourism industry from the per-

spective of students representing Generation Y; and 

4. compare essential factors with expectations from the perspective of hospitality and tourism 

students. 

Objectives were achieved by carrying out an empirical study including data collection and anal-

ysis. The data has been collected in the hotel and tourism management institute where the au-

thor worked at the time of her research. 
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1.3 The structure of the thesis 

The thesis starts with a review of the existing literature on career theories. then analyze the 

characteristics of hospitality and tourism as a work environment and summarizes the character-

istics of Generation Y. Chapter 3, explains why the quantitative research method was selected 

for this study and highlights some details of the survey. Chapter 4 summarizes the findings of 

the survey and visualize the tables and figures. The penultimate chapter concludes the thesis 

with further recommendations, while the final chapter includes the summary, limitations, and 

suggestions for future research. The thesis ends with the references in the bibliography followed 

by the appendices. 
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2 LITERATURE REVIEW  

In this chapter, fundamental theories and models are introduced and discussed. This thesis con-

cerns vocational choices. Consequently, the literature pertaining to career theories, career, and 

career advancement is reviewed in this section. The primary research is based on attitudes and 

perceptions of international hospitality and tourism management students representing Gener-

ation Y.  This chapter summarizes these students’ characteristics, work values, career choices 

and their perceptions of a career in the hotel and tourism industry. It includes a brief introduc-

tion to the location where the investigation took place. 

2.2 Integrating Theory, Research in Practice 

Sampson et al. (2014) stated that the integration of theory, research, and practice in career de-

velopment is limited. They found that there are differences in their personality, interests, lan-

guage used to describe things and training they received. On the one hand, theorists and re-

searchers argued that their work is dismissed and ignored. On the other hand, participants say 

the theorists and researchers fail to address their clients’ actual needs. Sampson et al. (2014) 

found that 55% of career development journal publications integrated theory into research. 

However, the integration of theory into research and theory into practice were both measured 

lower at 39%. The current study is an examination of international hospitality and tourism stu-

dents’ career choices from the participants’ point of view. The career center of the international 

hotel and tourism management institute in Switzerland faced several challenges placing stu-

dents. Therefore, this research was constructed based on the observation from prior career ser-

vice practices. The author looked at the existing theories and previous research to find solutions 

and integrate theory and research into the practice. Figure 1. shows how theory, research and 

practice influence each other and are connected. The advantages of integrating career theories 

into local practice include customization and streamlined implementation. Practice can provide 

feedback to revise the theory and it can also suggest directions for future research. 
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FIGURE 1. INTEGRATING THEORY, RESEARCH, AND PRACTICE (SAMPSON ET AL. 2014) 

 

Sampson et al. (2014 p. 64) highlighted that “career theory can be used to translate complex 

vocational behaviors and career development processes into readily understood concepts that 

can be more easily applied in practice”. Research on vocational behavior identifies the factors 

that form the career choices of students. In other words, research helps improve career re-

sources and services in order to better meet the students’ needs.  

2.3 Theories related to career choices 

Career is defined as the sequence and combination of work-related roles people occupy across 

their lifespan (Super, 1995). Career decision-making can be defined as a process that explains 

the choices that a person makes when selecting a particular career. It helps identify factors 

which have an impact on the career choices and helps understand how these factors influence 

the career-decision (Sharf, 2013a). As the majority of people spend more time on the job than 

on any other activity, choices of occupations significantly affect their lifestyle (Bandura, 2003). 

Following this logic, career decisions are important choice points in students’ life. “In the wise 

choice of a vocation there are three broad factors: (1) clear understanding of yourself; (2) your 

aptitudes, abilities, interests, ambitions, resources, limitations and knowledge of their causes, 

knowledge of the requirements, conditions of success, advantages and disadvantages, compen-

sations, opportunities, and prospects in different lines of work; (3) true reasoning on the relation 

of these two groups of facts” (Parsons, 1909, pp. 5). 
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Badrura (1986) defined career goals as intentions to engage in a particular activity to produce 

particular outcomes. The outcome expectation is the image someone holds to receive as the 

consequence of performing particular behavior (Bandura, 1986). Career expectations involve 

anticipated social outcomes, (job positions), material outcomes (salary expectation) and self-

evaluation (self-approval). Looking at the career goals, Lent, et al. (1994) mentioned two types 

of career goals: choice -content career goals and performance goals. Choice-content goals mo-

tivate individuals to follow preferred educational and vocational options in order to pursue a 

career in a particular area. Performance goals help individuals confirm if they are successful or 

not in their chosen area (Lu & Adler, 2009; Lent, et al. 1994). 

2.3.1 Development of career interests, exploration, and decision outcomes 

There is a shortage of well-educated, well-trained workforce in the hospitality and tourism in-

dustry (Lu & Adler, 2009). The student’s choices influence the educational industry as well as the 

industry’s labour market. Having said that, it is crucial to understand why students choose a 

specific area of study, as it is influencing their future career choices, earnings, and opportunities 

to pursue a higher degree in this field (Kim et al. 2016).  

Preference for a particular major can be explained by motivational theories. Wigfield & Eccles 

(2000 p.68) stated with their Expectancy-Value Theory of Achievement Motivation, that 

student’s belief about how well they will do on the activity and the extent to which they value 

the activity can explain  their choices, persistences, and performances. Their choice is made in 

the present based on their current ability, with an indicated expectancy of future success as 

compared with the work value, including the cost of effort, time and opportunities involved. 

(Kim et al, 2016). In their Self-Determination Theory, Deci & Ryan (1985) defined, multiple fac-

tors which influence the motivation to choose hospitality and tourism as an area of study. These 

factors are extrinsic rewards, environment, maintaining a good relationship with others, individ-

ual tendencies, individual competency, the institutionalized education system involved, compe-

tition, influence of others, and life goals. (Kim et al. 2016). Deci & Ryan (1985) defined two types 

of motivations (intrinsic and extrinsic). Extrinsic motivators are the primary cause of job dissat-

isfaction while intrinsic motivators are the primary reason for job satisfaction (Miner, 2005; 

Lundberg et al., 2009). Career choices are influenced by intrinsic motivators such as exciting, 

enjoyable work, achievement, growth, recognition, responsibility, advancement or extrinsic mo-

tivators: relationship with supervisors, peers, work conditions, salary, status, security, personal 

life (Lent & Brown, 2013; Ryan & Deci, 2000; Miner, 2005).  
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Bandura (1986; 1993; 1994) stated that individuals are learning from each other via observing, 

imitating, and modelling one another. Inspired by Bandura ‘s social learning theory, Lent, et al. 

(1994) introduced the Social Cognitive Career Theory, which focuses on aspects of career be-

haviour, and the mechanisms involved in the development of interest in and choice of particular 

work activities. Lent et al. (1994) stated that personal characteristics, contextual factors, and 

learning experiences play essential roles in influencing one’s career exploration and career per-

ceptions in service industries and hospitality. Career perceptions and success in a career are due 

to some factors (Lent et al., 1994; Zimmerman & Bandura, 1994) such as career plans, decisions, 

aspirations, and expressed choices are all essentially goal mechanisms. Fig. 2.below shows “the 

central social cognitive variables” (Lent et al., 2017). Self-efficacy is defined as “one’s perceived 

ability to engage in the career exploration and career decision tasks” (Lent et al., 1994.p.38), and 

outcome expectations, which means the “anticipated consequences of engaging in the tasks” 

(Lent et al., 1994.p.38). Self-efficacy and outcome expectations are helping to set the goals for 

actions and make a career decision. Personality variables and social supports for making career 

decisions influence the career exploration and decision-making process. Once interests are crys-

tallized, it may take very compelling experiences (working experiences, such as internships) to 

provoke a fundamental reappraisal of career self-efficacy and outcome beliefs and a change in 

basic interest patterns (Lent et al., 1994). Therefore, it is essential to understand the student’s 

early impressions of their chosen career. Figure 2 shows the interaction among the variables of 

social cognitive career interests, choice, and performance, as they jointly prompt decision-rele-

vant goals and actions and, in turn, more ultimate outcomes, such as decreased decisional anx-

iety and indecision. 

FIGURE MODEL OF CAREER SELF-MANAGEMENT – TOWARDS A UNIFYING SOCIAL COGNITIVE THEORY OF CAREER AND ACA-

DEMIC INTEREST, CHOICE AND PERFORMANCE (LENT, ET AL. 1994) 
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Students make assumptions based on their own theoretical and practical learning experiences 

and generalizations about themselves and how the world works based on their limited 

experiences (Krumboltz, 1994). Hence first-year students may experience “confusion” as they 

confront their assumption about the industry with the reality they found while attending 

classes and starting their first work experience/ internship. These beliefs affect the way 

students behave. If they believe something is real, they act as if it is true (Walsh, 1994). 

Cognitions (Irrational beliefs) may get in the way of what the individual wants and may lead 

to inappropriate career behavior (Blustein et al., 1989). Barron and Maxwell (1993) found that 

after having their first work experience in hospitality and tourism, many students  decided not 

to join the industry after graduation. Kusluvan & Kusluvan (2000) also mentioned a similar 

experience where the student had different expectations and images about how the industry 

was and how to work in this industry. Richardson (2008) stated that 43,6% of hospitality and 

tourism students participating in his survey would not start their career in the industry after 

graduation. Over 90 % of the reason of the latter was due to their working experience gained 

during studies.  

According to Krumboltz (1994) career decisions are based on (1) genetic endowment (sex, 

race, physical appearances, talents), (2) environmental conditions and events (individual has 

no control over social, political and economic events), (3) learning experiences (instrumental/ 

instrumental and associative) and (4) task approach skills (work habits, mental sets, 

performance standards). 

2.3.2 Vocational choices based on personality 

Hospitality and tourism industries are all about people serving people. People with different 

characteristics, ways of thinking, interests, emotions, and habits work together as a team to 

serve people (customers/guests). Previous studies (Tokar et al. 1998) show that there is a link 

between personality and career choice related process (interests, aspirations, attitudes and val-

ues, maturity, and decision-making). As part of the recruitment process hotels often invite the 

selected students to a so-called “try-out day.” This work experience helps both parties realize 

whether the candidate fits into the organization and the organization fits into the career of the 

candidate. 
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The Person-Organization Fit theory states that individuals are attracted to organizations with 

attributes similar to their characteristics (Chatman, 1991; Wong et al. 2017). According to John 

Holland, career choices are the expressions of the individual ‘s personality. “Vocational satisfac-

tion, stability and achievement depend on the congruency between one’s personality and the 

environment in which one works” Holland et al., 1973). He emphasized that people of the same 

personality create an environment that fits their type. This means that most of the people in the 

same vocational environment have the same dominant personality types. His RIASEC theory is 

based on the assumption that individuals can be placed into six categories based on shared psy-

chological features. These six personality types are: Realistic, Investigative, Artistic Social, Enter-

prising, and Conventional. RIASEC is also known as “Holland code.” Individuals can be described 

as a combination of two or more of the six personality types. People of a given type seek envi-

ronments of the same or similar type. Therefore, he classified occupational environments into 

the same six categories.  The author tested the self-assessment tools and found that hospitality 

and tourism fall into the categories of Realistic, Artistic, and Enterprising. Behaviour is 

determined by the fit between the individual’s personality and the environment he/she is sur-

rounded (Holland, 1993; 1997). Better job and individual fit equals satisfaction and productivity 

(Holland, 1997).  He introduced several assessment tools such as Self-Directed Search (1994) 

Vocational Preference Inventory (1958, 1985) and Vocational Identity (Holland, Gottfredson & 

Power (1980) which are very practical for career  and education. (Furnham & Walker, 2001). 

Although Holland ‘s Theory is one of the most widely used theories in career , researchers chal-

lenge this theory by arguing about its currency, as it was designed in the mid-twentieth century 

addressing vocational challenges in the USA. Researchers pointed out, that his theory cannot 

keep up with rapid changes of the global, multicultural employment market (Savickas, 1995; 

Sullivan, 1999; Blustein, 2008). Holland ‘s (1997) career model is based on the assumption that 

individuals join an organization and stay with this organization for their entire career. Further-

more, they advance their career within an organization by climbing on a linear-hierarchical ca-

reer ladder (Inkos et al., 2015). Moreover, it was argued that it only deals with well-educated 

individuals (Blustein, 2006) and that it focuses only on parts but not on the whole career devel-

opment experiences, as it does not take into consideration changes in the individual and the 

environment neither respond to multicultural influences or gender differences (Miller-Tiedeman 

& Tiedeman, 1985).  Holland ‘s theory supports the career centers of the universities in finding 

out what occupation matches the students’ unique personality but does not give an answer to 

how the students could progress in their professional roles. Furthermore, his theory was created 

for a traditional career path, which meant attachment to a single occupation between leaving 

school and retirement, which is no longer the case. 
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Researchers agree that certain personality traits significantly influence career attitudes (Hrankai, 

2014). Therefore, personality traits may help to explain certain career choices. Looking at previ-

ous studies, the Big-five theory of personality is one of the most commonly used theories in 

areas of career management, career decision making, career planning, and organizational be-

havior. According to the theory, there are five personality groups: extraversion, agreeableness, 

conscientiousness, neuroticism, and openness.  

Students with extrovert personality are described as active, impulsive, assertive, sociable, and 

persuasive. They are confident about their skills and abilities and proactive in career self-explo-

ration and information gathering. These students are more likely interested in jobs which re-

quire Enterprising and Social characteristics (Holland, 1997; Schaub & Tokar, 2005) such as sales 

and public speaking, where interaction with other people is required.  

Students with agreeableness are described as being sensitive, caring, cooperative, kind, and ea-

ger to help others. These students are more likely indecisive and need support in making the 

right career decision, as they like to engage in career planning with career experts. Agreeable-

ness is positively related to career adaptability, which helps students to adapt to new situations. 

These individuals are happy to help, and feel energized working in service-related positions. (Gil-

bert et al. 2010) 

Conscientiousness describes students who are either low or high self-disciplined, determined to 

achieve their goals, responsible and efficient. Students with high conscientiousness tend to be 

well organized, careful, analytical and have high self-efficacy. Therefore, they are more confi-

dent in their career decisions. According to Holland (1997) individuals with these characteristics 

fit into enterprising types of employment.  

Neuroticism is described with vulnerability, emotional instability, anxiety, anger, fear and ten-

dency to depression. Support of the career  with information and clear career path possibilities 

may decrease the fear and anxiety of these students. Emotional stability is positively related to 

organizational commitment and the ability to handle guest complaints. Wang et al. (2006) found 

that neuroticism may have a negative relationship with career search self-efficacy depending on 

cultural background, which indicates that these students might need more guidance to be able 

to make career decisions. 

Openness is described as open to experience, non-traditional ideas, imaginative, creative curi-

ous, original (Brown et al. 2002). Looking at Holland’s vocational interests, these students would 

fit into the artistic and investigative group. They are ready to explore, have the desire to seek 

new experiences and to creatively express themselves. As they are curious, they tend to gather 

career information, attend career fairs and explore the possibilities (Tokar et al., 1998; Hrankai, 

2014). 
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 Hrankai (2014) conducted a study in a private hotel and tourism institute in Switzerland showing 

that attitudes are significant predictors of intentions.  

He suggested sing personality theory in categorizing hospitality and tourism students according 

to their personality traits. He also found significant linkages among career attitudes and person-

ality traits, for , the significant link between Originality and Culture-Teamwork. He also found 

that students with the agreeableness trait tend to seek person-oriented career fields, with the 

focus on the interaction with people. Schlee (2005) found that students seeking person-oriented 

careers are generally more helpful and friendly. Gilbert et al. (2010) hypothesized that hospital-

ity students have preferences for work environments that involve helping and caring for other 

people. Furthermore, Nauta (2007) found that agreeableness was positively related to self-effi-

cacy, indicating that students who are helpful and kind to others would be comfortable with 

doing jobs that demand working with people on a daily basis. 

2.3.3 Career development / career advancement 

Brown and Lent (2012) defined the career development as a “process that encompasses much 

of the lifespan” which begins with childhood and ends with retirement. The individuals make 

several career choices, which can be defined as a process of selecting and entering into a partic-

ular career path (Brown & Lent, 2012).  

Instead of fitting people into one occupation, people develop their talents and skills through 

different life roles (Super, 1954; 1990). As personal change is continuous, career development 

is a lifelong task. (Super, 1954) This means that a person may be capable of assuming several 

occupational roles (Super, 1990). Similar to John Holland and Frank Parsons, Super sees self-

knowledge as the key component of career choice and job satisfaction. He found that people 

seek work where they can express themselves and develop their self-concepts. Super defined 

career maturity as the degree to which individuals are ready to make good career decisions. The 

decision is based on self-knowledge, knowledge of decision-making, exploration of occupations 

and general positive attitude to make career decisions (Savickas, 1997). Figure 3. shows the 5 

life-long career development stages defined by Super (1954): Growth (age 0-14), Exploration 

(age 15-24), Establishment (age 25-44), Maintenance (age 45-64), and Disengagement (age 65+).  
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FIGURE 3. SUPER’S FIVE LIFE AND CAREER DEVELOPMENT STAGES (SUPER, 1990) 

              

The participants in this study are students between 19 and 35 years old. They are in their second 

and third career development stages. In these stages, individuals are trying out occupations, 

through work experiences and making tentative career choices while developing their skills. Stu-

dents over 25 have entry-level skills and are stabilizing their skills by gaining working experi-

ences. This theory may support the career centers in realizing how students can cope with their 

career development and their advancement in occupational roles. (Hartung & Cadaret, 2017) 

Furthermore, it helps students realize the importance of planning their vocational future and 

exploring the world of work (Thomson et al., 1984). 

According to Savickas (2009), until the 20th century,  the focus was on how to fit individuals to 

work (person-environemt fit) and on how to develop a career in one organization (vocational 

development). Employees are more mobile In the 21st century due to the rapid development of 

information technology and to the globalization of economies. Companies no longer guarantee 

„safe” life long careers within one organization, as they focus on their bottom-lines, right size, 

outsourcing, offering part-time contracts to accomplish projects. Career is no longer seen as a 

life-time commitment to one organization. Career changed from stability to mobility. Job 

transitions are more frequent and occupational possibilities are less predictable than before.  
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Attention turned to how individuals choose jobs and how they fit these jobs into their lives 

(Brown, 2002), and to the individuals need to be flexible and through lifelong learning develop 

skills and competencies to maintain employability and create their opportunities (Savickas et al. 

2009). 

Based on Holland’s and Supers’ vocational theories, Savickas et al. (2009) developed the Career 

Construction Theory (CCT). “Using the constructivist approach attends to how individuals make 

meaningful sense of their subjective career, which are personal experiences” (McIlveen, 2011 p. 

1). By making meaningful vocational choices the individuals possibly maintain successful and 

satisfying work lives.  

There are three components of the Career Construction Theory (CCT). 

- 1.Vocational personality: Personality is starting to develop in the family, neighborhood, 

and school (Savickas, 2005). Vocational personality is defined as career-related abilities, 

needs, values, and interests. 

- 2. Life themes: According to McIlveen (2011) life themes are pattern of subjective ca-

reer, which represents a moving perspective applying personal meaning on past mem-

ories, present experiences, and future aspirations. It gives a kind of sense of purpose to 

the past experiences. (Savickas, 2013) 

- 3. Careeradaptability is an essential skill, which can support future career development 

and help students adapt to employment requirements (Chan et al., 2016). According to 

Savickas (1997, p. 254), career adaptability refers to “the readiness to cope with the 

predictable tasks of preparing for and participating in the work role and with the unpre-

dictable adjustment promoted by changes in work and working conditions”. 

 

Tolentino et al., (2013; 2014) argued that individuals could use their career adaptability to nav-

igate career role transitions and to match themselves to jobs that fit them. Literature suggests 

that career adaptability of individuals may influence their attraction to an organization and their 

intention to leave the organization (Chan et al., 2015; 2016).  Furthermore, it helps form strate-

gies for directing career behaviors (Savickas 1999; Savickas et al., 2009). Career adaptability re-

sources include the following points (Savickas & Porfeli, 2012): concern (planning for future ca-

reer), control (taking responsibility for career actions), curiosity (exploration of career opportu-

nities) and confidence (positive attitude and faith to make the career decision). Career adapta-

bility has an essential impact on job performance, work engagement, turnover, job, and career 

satisfaction and other wellbeing indicators (Zacher, 2015; Chan et al., 2016; Jiang, 2016, Cai, et 

al. 2015). Ito & Brotheridge (2005) suggested that career adaptability might encourage job-hop-

ping. Chan & Mai (2016) argued that employees having a high score of career adaptability have 

less intention to leave. 
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2.3.4 Factors that influence career choices /career decisions 

Factors that influence career decisions on different levels are defined as career factors (Kyriacou 

& Coulthard, 2000). Lent & Brown (2013) mentioned that graduates of hospitality and tourism 

are entering the industry without having an accurate understanding of the industry. Schein 

(1978) stated that early career decisions of students are often based on inaccurate information 

about career paths. Only after several years of work experiences will they have a more accurate 

picture of their abilities, needs, and values (Schein, 1978). He believes that in this complex global 

world, individuals approach their work with a specific set of priorities and values. He assumed 

that understanding preferences would help student plan and build a fulfilling career (Schein, 

1978; 1990).  

Hoc Nag Fong et al. (2014) used the Expectancy Theory (ET) and job choice framework in their 

study to identify and compare the importance of selection criteria used by students in choosing 

internship employers. Vroom’s expectancy motivation theory is considered as one of the most 

influential theories in studies about work related criteria.” According to the theory of expectancy 

of motivation, students’ choice of employer is a function of the selection criteria of employers 

weighted by the perceived importance” (Hoc Nang Fong et al. 2014).  

In the article “Recruiting: A theoretic base” by Behling et al. (1968) there were three theoretical 

factors identified. These factors (objective, subjective and critical factor) are used by job seekers 

to decide which company they prefer to work for. Richardson (2008) found among hospitality 

students that the objective factors (salary, fringe benefits, promotion opportunities) are given 

significant consideration at the job seeking stage. Subjective factors are related to the psycho-

logical needs and emotional benefits (work environment, image of the organization, personality 

of the supervisors, and co-workers). The critical contact factor is based on the precondition that 

the students could not make a decision based on the objective or subjective factor. Therefore, 

their decision is based on either personal experience with the organization (e.g., birthday cele-

bration in Marriott Hotels) or because the organization is affiliated with their academic institu-

tion. Hoc Nang Fong et al. (2014) showed that subjective factors (friendly colleagues and brand 

of organizations) are equally as important as objective factors (comprehensive training, compet-

itive remuneration, and commute distance). Critical factors such as working for a company affil-

iated with the university or experience of the company as consumer were less important. Rich-

ardson (2008) found that objective factors were realized as more critical than subjective factors. 

Hoc Nang Fong et al. (2014) clustered the students into categories based on the importance of 

their selection criteria. Figure 4. below shows four categories of students: learning enthusiasts, 

social support seekers, brand seekers, and school followers.  
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FIGURE 4. CHOICE OF INTERNSHIP EMPLOYERS (HOC NANG FONG, ET AL. 2014)  

 

This segmentation approach suggests that students should not be perceived as homogeneous. 

Some students (learning enthusiasts) are more worried about the training programs than about 

the brand of the organization. They select their future employers based on objective factors 

(comprehensive training program, etc.). The second segment of students is more concerned 

about social factors such as friendly colleagues, than objective or critical factors. Brand seekers 

identified the brand of the organization as the top criterion that drives them to well-known 

brands such as Marriott, Four Seasons etc. The third group of students did not manage to dis-

tinguish their preferences between objective or subjective factors. The school followers based 

their decision on critical contact factors such as personal experience with the organization (ei-

ther as a consumer or perhaps an invited guest at a seminar on campus), or a career fair at the 

institute. We mention here that the last category of students did not have previous work expe-

rience, which explains their choice: without prior experience, they might not be able to relate 

to the industry. Consequently, they follow the suggestions of their academic institutions and join 

organizations suggested by career center of their institutions. Although previous research 

(Aycan & Fikert-Pasa, 2003) found that variables such as gender, local/non-local, academic ma-

jors may moderate job choice, this example shows that work experience has the most significant 

influence on how students make their job choices (Hoc Nang Fong et al. 2014). The career center 

of the academic institution seems to play a vital role, especially for students without real-life 

work experience. These students rely even more on the suggestions and connections of their 

academic institution. 

Based on Vroom’s Expectancy Theory, Ajzen developed the Theory of Planned Behavior (TPB)  

helps predict and understand clearly defined behaviors. In order to estimate the career intention 

of students, TPB appears to be well suited as a conceptual framework for application to career 

choice. According to Ajzen (1991), the intention is the principal predictor of human behavior. It 

captures the motivational aspect that influences behavior. It shows how much time and effort 

an individual is willing to invest in performing a behavior (Tegova, 2010).  theory is based on 

three predictive components of behavioral intention (Tegova, 2010). The first factor is the atti-

tude towards the behavior, which indicates whether the behavior on the question is favorable 

or unfavorable. Attitudes are valid predictors of career choice behavioral beliefs being linked to 

possible outcomes attached to the behavior.   
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If in the student’s perception the behavior leads to a favorable outcome, the student will most 

probably act accordingly (Armitage & Conner, 2001). The second factor is the subjective norm 

(SN)/ social factor. It identifies the social pressure to perform/not to perform the behavior. The 

last factor called the degree of perceived behavior control (PBC) describes how the performance 

of behavior is perceived: easy or rather difficult. (Ajzen, 1991). The more advantageous the atti-

tude and subjective norm related to behavior and the greater perceived behavioral control, the 

stronger the individual intention to perform the behavior. (Hsu, 2012).  

Attitudes are essential for explaining and predicting behavior. The relationship between atti-

tudes and actions (behavior) is controversial. Most empirical research supports a small to mod-

erate positive relationship between attitudes and behavior (McGuire, 1985). Despite of may be 

good predictors of human behavior, they cannot predict behavior all the time in all situations 

and places. The reason is that there may be many moderating variables, conditions and situa-

tional constraints causing attitude-behavior discrepancy (Ajzen, 1989; McGuire, 1985). Research 

has generally concluded that there is consistency among components of attitudes and between 

attitudes and behavior (Fishbein & Ajzen, 2010). This means that learning about attitudes can 

help predict behavior Kusluvan & Kusluvan (2000) 

The purpose of performance helps predict students’ behavior, which may influence their career 

choices. Career decisions are significant choice points in a student’s life. The majority of individ-

uals spend more time on the job than on any other activity. Therefore, a choice of occupation 

effects one’s lifestyle (Bandura, 2003). Thus, should students positively evaluate the competen-

cies to pursue a career in hospitality and tourism, they will likely seek employment in this sector. 

Subjective norms, social expectations of others such as family members, relatives, and friends 

can also influence (increase/ decrease) the intention to engage in the activity (Park & Kahn, 

2006). 

Millar and Shevlin (2003) found that attitude is a significant predictor of career exploration in-

tention. If students believe that seeking career information is important in the process of ca-

reer choice, they are likely to attach a positive attitude to it and would repeat information 

searches in the future. 
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 FIGURE 5.  AJZEN'S THEORY OF PLANNED BEHAVIOR (2019)       

 

Figure 5. shows that attitude plays an vital role in explaining intention formation and attitude 

relates to actual behavior Hrankai (2014) – in a study conducted at the same institute as this 

work - found that four personality traits were strong predictors of career intentions among hos-

pitality and tourism students.  

2.3.5 Potpourri of concepts relevant to career choices/ career decisions 

Anne Roe’s Theory of Career Choices and Development posits that biology, sociology, and psy-

chology are limiting factors in a person’s career choice. Individuals develop psychological needs 

in their childhood while interacting with their caretakers. These psychological needs have an 

impact on career choices, as individuals look for careers where they can fulfil these wishes. 

(Sharf, 2013b). In line with many researchers, Middleton & Loughead (1993, p. 161) presented 

evidence supporting the claim that parents “are uniquely positioned to influence a young per-

son’s career aspirations and development.”   

O’ Mahon et al. (2001) conducted a study in Australia and found that students’ decision to 

choose hospitality and tourism as their area of study was influenced by the reputation of the 

hotel and tourism management schools and the specialist courses offered by their schools. An-

other significant factor was that students had the chance to put theory into practice and gain 

real-life work experience during their internship (Kim et al. 2016). The primary motivational fac-

tor for students from Hong Kong and mainland China was that they could not meet the required 

test scores to enter college, so they decided to pursue studies in hospitality and tourism. More-

over, this sector is recognized as an important sector of the economy, which makes it possible 

for students to enter a  career (Kim et al. 2016).  

Work values are the preferences and beliefs that should be satisfied with the students' career 

choices (Singaravelu et al. 2005). Work values could be also influenced by cultural factors (Wong 

et al. 2017).  
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Which means students in Asia might place more value on promotion and income when com-

pared to students in the Western countries, who place a higher value on a fun working environ-

ment, and enjoyable, exciting work (Chan & Kouk, 2011; Chan & Mai, 2015).  

The Happenstance Theory of Krumboltz (1994) claims that unplanned events (which are often 

uncontrollable by an individual, e.g., wars, natural disasters, etc.) have an impact on career 

choice. These events can be turned into opportunities. An open mind helps students be more 

flexible regarding the path they take. Several potential career paths allow students to take ad-

vantage of unplanned opportunities.  

2.3.6 Brand Influence – Recruitment Marketing  

Kong et al. (2015) found that hotel career management (HCM) has a significant positive influence 

on the career expectations of Gen Y. Organizational career management (OCM) includes the 

programs, processes, and assistance given by the organizations to support the career develop-

ment and success of their employees (Ng et al. 2005; Kong et al. 2015). According to the theory 

of expectancy of motivation, students’ choice of an employer is a function of the selection crite-

ria of employers weighted by the perceived importance” (Hoc Nang Fong et al. 2014). Brand 

seekers identify the brand of the organization as the top criterion that drives them to well-

known brands such as Marriott, Four Seasons etc. (Hoc Nang Fong et al. 2014). Companies can 

use recruitment advertisement to  the best employees, and use  in order to be considered as an 

employer of choice. The brand is an asset whose value reflects its intrinsic capacity to modify 

purchase behaviors (Soulez & Guillot-Soulez, 2011). According to Keller (1993) the brand 

knowledge can be broken down into two components: awareness and image. The information 

applicants have about the firm in the initial stages of their job search, and at the time of their 

decision, is based essentially on general impressions of brand image. This image influences the 

responses of the applicants to job advertisements. 

The employer brand can be defined as sum of benefits associated with a job and an employer.  

Applicants are attracted to a company due to their perception of its attributes and benefits, as 

well as the image of the employer brand (Ambler & Barrow, 1996; Chapman et al. 2005). Strong 

employer brand can reduce recruitment costs, improve the relationship with staff, increase em-

ployee retention, and even allow a firm to offer lower salaries than those paid by companies 

with a weaker brand (Berthon et al. 2005).  

According to Ambler & Barrow (1996) the employer brand is a combination of three types of 

benefits: 

1. functional benefits (meaningful work or activities encouraging personal growth,  

2. economic benefits (material or financial rewards, salary, social advantages, jobs secu-

rity), and 

3. psychological benefits (sense of belonging).  
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Berthon et al. (2005) extended the psychological benefits with interest, such as exciting work 

environment and new ways of working) and value, like friendly atmosphere and good rela-

tions between colleagues). 

According to previous academic and managerial research on consumer behavior, the con-

cept of generations is well accepted and commonly used in marketing. Soulez and Guillot-

Soulez (2011)  (2011)argued that individuals belonging to the same generational cohort (in 

this case to Gen Y) necessarily have the same attitudes towards recruitment marketing. Pref-

erences of students were significantly different according to their gender, educational level, 

professional experience, geographical location. Therefore, they suggest to divide the gener-

ational cohorts into several sub-segments.   

2.4 The Theory of Generations 

Several researchers support the existence of generational theories and generational differences, 

which may impact recruitment, training and development, career development, retention and 

all other areas of management (Lub et al. 2012). Literature suggests four approaches to the con-

cept of generations: (1) in a demographic sense; (2) in the genealogical and family sense, (3) in 

the historical sense, and (4) in a socio-cognitive or sociological sense (generational cohorts) (Sou-

lez & Guillot- Soulez, 2011). According to the Socialization Theory, individuals of each genera-

tion are influenced by the political, economic or cultural context in which they grow up and the 

historical events that form their values. Their value sets are shaped in a formative phase of their 

lives (age 16-25). Mannheim (1972) defined a generation as a group of people, physically existing 

in the same time of history, in a similar social location, experiencing similar significant social 

events. Due to these shared events, each generation is thought to develop a unique set of be-

liefs, attitudes that guide its behavior (Soulez & Guilot-Soulez, 2011). These experiences influ-

ence their “feelings towards the authorities”, how they participate in the workforce, the priori-

ties in their lives, and work values and expectations they may have of their employers. (Kup-

perschmidt, 2000; Lub et al. 2012). Literature suggests an interaction between life-stage and 

generational effects (Lub et al. 2012). The early beliefs, attitudes, work values, and expectations 

of a generation might change as they move through different stages of their lives.  

Researchers do not agree on the exact start and end dates of the generational cohorts (Soulez 

& Guilot-Soulez, 2011). It is argued that differences not only exist between generations, but also 

within a generational cohort. Differences in attitudes, values, beliefs and lifestyles may occur 

based on gender, ethic group, social class and education. These may impact work-related atti-

tudes and behaviors. (Lub et al. 2012). Although stereotypes are commonly assigned to different 

generations, these types change with time (Smith, 2008). It is also important to mention that 

people born at the start or end of a generation do not represent those born in the middle (Well-

ner, 2003). 
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2.4.1 Generational Differences in work values and attitudes  

Gursoy et al. (2013) concluded in their studies that generational differences in work values and 

attitudes exist between older and younger generational employees. The generational differ-

ences “may have a substantial influence on workplace attitudes, and influence interactions be-

tween employees and managers, employees and customers, and employees and employees” 

(Gursoy et al. 2013, p.46). It is important to understand the generational differences, in order to 

increase job satisfaction and productivity by creating a work environment that encourages lead-

ership, motivation, communication and generational synergy. Ignoring the generational differ-

ences could lead to a higher turnover rate and losing skilled and valuable employees, which in 

turn could affect profitability. Lub et al. (2012) found that three generations have significantly 

different expectations and value different aspects in their job. Generation X and Y perceive chal-

lenge and personal development to be important. In addition, Generation Y shows a lower level 

of commitment and higher turnover intentions than previous generations. Therefore, genera-

tion-specific human resources practices are essential, and are even more critical in hospitality 

and tourism, as this industry has a large number of young employees (Lub et al. 2012). Genera-

tion Y and the next generation, called Gen Z, is about to approach their first work places. Figure 

6. Illustrates the generations at the hotel and tourism workplaces: Baby boomers, Gen X, Gen Y 

and Gen Z is approaching as next generation. 

FIGURE 6. MULTI-GENERATIONAL WORKFORCE IN THE HOSPITALITY AND TOURISM INDUSTRIES 

 

2.4.2 Characteristics of Generation Y and their work values, career choices 

Researchers do not agree on the exact birth years of each generation, most of the studies use 

the early 1980s and 2000 as the time frame of Generation Y birth years (Brown et al., 2015; 

Weingarten, 2009; Griffiths et al., 2015).  Hansen & Leuty (2012 p. 35) found that despite the 

disagreement about the exact birth years of Gen Y, researchers do agree on the characteristics 

of this generation (Erickson, 2009). Following the literature, this study Gen Y refers to those who 

were born between 1981 and 2000. The participants of this study were international hospitality 

and tourism management students, all of whom represent Generation Y.  
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It is believed that Generation Y has a different attitude towards work and career when compared 

to previous generations (Eisner, 2005; Treuren & Anderson, 2010; Barron et al., 2007; Richard-

son 2008; 2010a). Researchers argued that all generations want the same; only their priorities 

and career anchors are different (Schein, 1990). As The Deloitte Millennial Survey – 2014 high-

lighted, Gen Y is not only important because they are the leaders of tomorrow, but it is also 

predicted that they will make up 75% of the global workforce by 2025.  Generation Y is generally 

described as well-educated, self-sufficient, team builders, preferring a positive and stimulating 

work environment offering opportunities for advancement and success (Eisner, 2005). They are 

confident, independent and goal-oriented, ready to provide input in the workplace, yet encour-

aging a collective management style. They pay attention to work-life balance especially for grad-

uates right before entering the workforce. To Gen Y fulfilling private life seems to be more im-

portant than salary (Soulez & Guillot-Soulez, 2011). Brown et al. (2015) mentioned that Gen Y 

build their loyalty based on sincerity not on the length of work. As long as they achieve their 

personal goals, they are loyal to the organization. Should their preferred conditions not be met, 

they will seek a new job. (Kerslake, 2005; Hou, 2018). 

Most of the research finds Gen Y thriving in exciting and interesting jobs, and finds it vital for 

them to be able to “contribute something worthwhile” Martin (2005). Their “texting” commu-

nication style using applications is reflecting the fast-developing technology of today.  

They expect their managers to be mentors/ coaches and give them empowerment to take re-

sponsibility early on to accomplish their tasks as a team. Generation Y prefers leaders who are 

communicative, interactive, participative fair, flexible and friendly.  

Career advancement is one of the key motivators for choosing a job. Therefore, members of Gen 

Y expect to receive constant and timely feedback from their supervisors (Martin, 2005), Solent 

& Hood (2008). They are confident and aim at fast career development. Therefore, they aim at 

higher entry level positions than previous generations did and have high expectation of job con-

tent. They appreciate training as incentives. Their high expectations of promotion and pay raises 

(Hill, 2002) indicate that personal learning and development are first choice benefits followed 

by flexible working hours.  According to the PWC global survey, 95% of Millennials found 

work/life balance important. Work-life balance is crucial – this generation is family-centric and 

works to live, unlike their parents and Baby Boomers, who live to work (Solent & Hood, 2008). 

This generation is entrepreneurial, ready and confident to start own businesses (Martin, 2005). 

Ernest & Young called this generation in their recent study “Generation Go”, to whom “Long-

term means for them 12 months”. Martin (2005) and Solent & Hood (2008) argue that they are 

loyal to their personal development and taking advantage of the career mobility to gain faster 

career advancement.  
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In a fun, relaxed, friendly and creative working environment, they do appreciate regular social 

events with colleagues (Szamosi, 2006, Szamosi & Psychogios, 2014; Solent & Hood, 2008; Max-

well et al. 2010; Barron et al. 2007; Brown et al. 2015; Richardson & Thomas 2012; Weingarten 

2009; De Hauw & De Vos 2010; Broadbridge et al. 2007; Treuren & Anderson, 2010; Martin, 

2005; Terjesen et al. 2007; Eisner, 2005).  

Broadbridge et al. (2007) underline four areas that distinguish Gen Y from the other generations:  

FIGURE 7. THE 4 AREAS IN WHICH GEN Y DIFFERS FROM OTHER GENERATIONS, CHART CREATED BY THE AUTHOR BASED ON THE 

STUDY OF BROADBRIDGE ET AL. (2007) 

 

1. Employment terms and conditions including fair compensation, flexible working hours, a 

higher level of career entry based on degree, the willingness of sacrificing work-life balance to 

work at the beginning of the career 

2. Management approach and organizational culture: encouraging and supportive managers, 

constant timely feedback. Employer input factor  

 3. Personal career development: looking for opportunities for training and development and 

challenging, interesting jobs. They seek opportunities to make an impact in their workplace with 

their work.  

4. Personal values: fun at work, equal opportunities, fairness and tolerating employee diversity 

and differences. 

“Generation Y value jobs that provide a sense of significance and enthusiasm: however, they 

lose the value of the job easily” (Brown et al. 2015, p.131).  

Employment 
terms and 
conditions

Management 
approach and 
organizational 

culture

Personal 
career 

development

Personal 
values
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It is believed that this generation needs quick responds and fast result. Regarding promotion, 

they expect a faster career track than any previous generation. (Martin, 2005; Weingarten, 

2009; Brown et al. 2015). 

The demanding career expectations and aspirations of Gen Y possibly inspired changes within 

the hotel and tourism industry which may lead to more flexibility and choices at the work-place. 

Maxwell et al. (2010) show that on the job market the demand will exceed the supply; therefore, 

the organizations have no other choice but to understand and react to the expectations and 

values of Gen Y (Solent & Hood, 2008). Gen Y is looking for a challenge and opportunities for 

development and career opportunities (Lub et al. 2014, p. 568). According to Richardson (2010) 

clear career path and sufficient internal promotion opportunities are critical aspects of their ca-

reer choices.   

2.5 Hospitality and tourism students ‘career perceptions  

Richardson (2008) and Barron et al. (2007) stated that the career choices of hotel and tourism 

management students were influenced by motivational factors. These factors are connected to 

psychological values including Intrinsic (students’ interests, preferences, motivations, and tal-

ents), Extrinsic (salary, promotions, and job security expectations), Social (the importance placed 

on working with other people and contributing to society), and Prestige related pursuits (im-

portance of having a prestigious and respected occupation). The level of enjoyment taken in 

one’s job, teamwork with colleagues and a pleasant working environment are the key factors 

considered by students choosing hospitality and tourism as their career. Preferences and expec-

tations of hospitality and tourism management students can be different cross-nationally and 

cross-culturally. Kim et al. (2016) reported that Taiwanese and Korean students preferred hotel 

and restaurant management sectors, students from Hong Kong and mainland China are more 

attracted to tourism management and hotel sectors. 

The industry relies on a large pool of young labor to fill their frontline staffing requirements 

(Magd, 2003).  Hospitality and tourism students play an essential role in the workforce of the 

hospitality and tourism industry. Therefore, it is critical to understand their perceptions and at-

titudes towards the hospitality and tourism careers (Korstanje, 2010; Wang and Huang, 2014).  

They perceive an excellent matching between their personalities and the work environment this 

industry offers, promotion opportunities, company reputation, chances for international work 

experiences, foreign experiences, service to society, their personal experiences as customers in 

a hospitality setting, influence of their parents on their initial decision (Kim et al., 2010; Richard-

son, 2010; Maxwell et al. 2010; Lee et al. 2008).  

Brown et al. (2015) mentioned that graduates have a strong passion for the industry, enjoyed 

working with people and liked every day being different and exciting, meeting interesting 
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people, the social environment, meeting and working with great people, being able to serve, 

and working with people.  Lu & Adler (2008 p.72) found that students choose this field of study 

mainly because of the “opportunities for employment and career development”, “to apply the 

knowledge learned in hotel and tourism management” and because of “the opportunity to meet 

and communicate with different people.” 

Richardson (2010a; 2010b), Brown et al. (2015), as well as Barron et al. (2007), demonstrated in 

their studies reasons why this industry is not that attractive to build a career in: low pay paired 

with insufficient benefits. The compensation packages are in many cases not competitive with 

other industries (Dhevabanchachai & Muangasame, 2013). Seasonality of the industry might 

give uncertainty to the employees regarding job security (Blomme, 2010). High flexibility is re-

quired from all employees as the daily workload fluctuates, is often times surprising, and can be 

unpredictable. The constant pressure of delivering high-quality service in the shortest possible 

time often leads to the conclusion that working in the hospitality and tourism industries is both 

mentally and physically stressful. Transient employees are frequent, using these industries as a 

stopover until they find something else (Barron et al. 2007; Roney et al. 2007; Richardson, 2010a, 

Richardson, et al. 2012). The autocratic leadership style (Barron et al., 2007), unqualified co-

workers, unqualified managers treating employees with poor attitudes and poor physical work-

ing conditions, stressful jobs, lack of family life due to the nature of work, long working hours, 

exhausting and seasonal (unstable) jobs, low social status of tourism jobs, unsatisfactory and 

unfair promotions, low pay and insufficient benefits are still present in these industries 

(Kusluvan & Kusluvan, 2000; Richardson, 2009; Duncan et al. 2013). Working conditions seems 

to be the critical point leading to the high turnover in hospitality (Weinz, & Kirk, 2017). Kusluvan 

& Kusluvan (2000) in their study provided evidence that half of the tourism students in Turkey 

have chosen tourism studies by chance without having accurate information about career op-

portunities and working conditions in the industry.  

Solent & Hood (2008) conducted a study on the state of thinking of Generation Y, work-related 

values, attitudes, and behaviors in hospitality and tourism workplaces. Their study reported that 

employment in hospitality has a mixed image: there is a perception of glamour, contrasted with 

notions of servitude and inferiority, long antisocial hours, low level of pay, low status, and high 

turnover. People who interact with customers directly on a regular basis are paid the least. Rich-

ardson & Thomas (2012) highlighted that hospitality and tourism management graduates either 

fail to enter the industry or they are leaving the industry due to low job satisfaction, poor em-

ployment conditions and absence of motivating factors, resulting in high staff turnover and 

waste of trained and experienced personnel. This adds to the challenge the industry is facing in 

attracting and retaining employees.  

Richardson & Thomas (2012) recommended that the industry rethinks its policies and strategies 

in recruiting, scheduling, compensation and training.  Furthermore, it is mentioned that Gen Y 



 

26 

has different expectations of the work environment and industry compared to their predeces-

sors (Richardson, 2010). Nachmias et al. (2017) conducted an Anglo-Cypriot study about stu-

dents’ perception towards hospitality education and careers within this industry. They examined 

the link between the students’ perception towards education and career within the hospitality 

industry. They mentioned that there still appears to be a problem with the hospitality industry’s 

ability to recruit qualified employees: evidence suggests that hospitality careers are not an at-

tractive option for some hospitality students following graduation.  

McGinley et al. (2014 p.136) suggested that the “industry should uptade their compensation 

programs tied to advancement to support young managers in particular”. Kusluvan & Kusluvan 

(2000) noted that conditions of employment relating to nature of work, pay/benefits, physical 

working conditions, and promotion opportunities need to be improved. According to Gustafson 

(2002, p. 112), hospitality and tourism generally operate with 3-4 percent of annual profit mar-

gin and are not well positioned to pay high wages.  

Blomme et al. (2008; 2009) mentioned how important is that the hospitality and tourism 

students have accurate expectations about the industry when leaving school and moving into 

the working environment. Kusluvan & Kusluvan (2000) mentioned in their study of undergradu-

ate tourism students working in the industry that half of the students did not have adequate 

information about careers and working conditions in the industry. The first real-life experience 

had a negative impact on the perception of the student, as their expectations were not met and 

this influenced the perception of the industry. Barron and Maxwell (1993) found that many stu-

dents did not join the industry after graduation, as their career expectations were not met in 

this industry. Researchers found that the “menial nature of work” and poor career prospects 

affected student’s perception and attitude towards seeking a career in the hospitality industry.  

Kim (2008) argues that the industry seems to value employees with experience in the field more 

than those with a hospitality degree.  The expectations of the students with a hospitality degree 

are in contrast with this statement. Hospitality and tourism graduates expect that their degree 

will give them an advantage in the hiring process and “will afford them greater opportunities for 

career advancement” within this field. (Kim, 2008, p.10) 

2.6 Hospitality and tourism management education 

 As a result of fast pace technological developments, changes caused by new global economic 

developments and shifts in the pool of capital and labor, the hospitality industry is changing 

rapidly (Kim, 2008). “To cope with this change, the department of hospitality and tourism in 

higher education requires substantial growth to meet industry needs (Ming-Shan Hsu, 2012, 

p.5).   
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Effective hospitality programs are needed in order to be able to prepare the workforce for the 

present and future demands of this fast-changing industry (Goeldner & Richi, 2009; Laureate 

Hospitality Education, 2009). 

Hospitality management “education provides students with skill sets to succeed in this fast-

changing contemporary work environment” (Kim, 2008 p.13). Literature highlights that the im-

portance of hospitality management education is recognized all over the world (Kim, 2008). Hos-

pitality students believe that education gives them the necessary skills and knowledge in order 

to reach senior positions and become the future leaders of the industry (Kim, 2008). Kim (2008) 

reported that 83.5 percent of GMs in British hotels gained hotel and catering qualification, 46.5 

percent of GMs in American hotels had a bachelor’s degree or higher. Steele (2003) found that 

39 percent of GMs had a bachelor’s degree or higher; however, half of the GMs had no qualifi-

cation above high school. Ladkin & Juwaheer (2000) found that university education did not 

affect the rate of promotion into a hotel GM position. Harper et al. (2005, p. 56) argued that 64 

percent of the vocational qualification support a fast-track progression to the GM role. 

On the other hand, some researchers (Kim, 2008; Nachmias et al. 2017) argued that there are 

significant differences between the expectations of the leaders of the industry and those of the 

academics regarding: “skills, knowledge, competencies, and attitudes required by graduates for 

successful career in the hospitality industry” (Nachmias et al. 2017 p. 134). Researchers argue 

that there is a gap between academic preparation and employable skills because the hospitality 

courses are unable to respond to the fast-growing industry. As a consequence, graduates leave 

school without gaining appropriate management skills. Researchers indicate that hospitality ed-

ucation fails to prepare graduates to have realistic expectations relevant to the industry's needs 

and practices. Students are overqualified but under-experienced in order to enter first manage-

ment level positions after graduation (Nachmias et al. 2017; Brown et al. 2014; Kim, 2008).  Kim 

(2008) concluded that it is difficult to see whether a university education affects the rate of pro-

motion or not. Researchers found a “common trait among successful managers, which was that 

they had a passion for their job” (Brown et al., 2015 p. 135).  

Raybould & Wilkings (2006) argue that hospitality management degree programs must fulfill the 

needs of the student, industry and academic stakeholder groups. It is critical that students meet 

the skill-set expectations of industry and that education prepares the students accordingly. Lu 

& Adler (2008) indicated that hospitality and tourism management students had high expecta-

tions of the educational institutions. 32% participants reasoned their decision to leave the in-

dustry with either no personal interest towards the industry, unsuitable match to their person-

ality or the salary was too low. They expect to be well prepared through courses in business and 

management and personal skill advancement. A majority of the undergraduate students ex-

pressed a desire for an advanced degree and (68%) were interested in pursuing a career in the 

tourism industry. The hotel sector was the most preferred sector for a career in the industry, 

which is also what was shown in the study of Gu et al. (2012).  
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2.6.1 Swiss higher education in hotel and tourism management 

Switzerland is well known for its beautiful natural scenery, high standards of living, chocolates 

and punctual Swiss watches. Swiss hotel management schools attract students from all over the 

world (Laureate Hospitality Education, 2009). The world university ranking of 2018 presented 4 

Swiss hotel management schools within the top 10 universities for hospitality and leisure man-

agement. Most of the Swiss hospitality schools are in private hands and offer three to four years 

of courses of BA and BSc programmes. The Swiss Hotel School Association controls the standards 

and quality of hospitality schools. Several private institutions offer a double degree through uni-

versities in UK or Australia, as the bachelor or master degree of private institutions are not rec-

ognized by Swiss Federal Education Department.  The majority of the Swiss hospitality schools 

start their programs twice a year, once in January and once in August. 

Students, mainly from Europe and in an increasing number from Asia and Latin America, are 

taking advantage of living, studying and gaining working experience in Switzerland (Jung et al. 

2014).  Hence, classes are comprised of international students from Europe, Asia, Africa, U.S. 

Latin America, and Australia with different cultural backgrounds working together as a team. 

Most of the students learn how to live and work with other cultures as they complete their 

studies. Cross-cultural communication skills are important (Kim et al. 2016), as in the future 

these students will interact with guests from all over the world, and will manage different gen-

erations with multi-cultural backgrounds. Jung et al. (2011), Lee et al. (2008), and Kim et al. 

(2016) confirmed that Switzerland is a preferred study abroad destination for students from 

Hong Kong and Taiwan, while students from Korea preferred to study in the United States.  

Hospitality courses are held either in the classroom (theoretical and the practical training), or in 

a real-life setting (internships). After completing three-four years of courses, students (in a full-

time status) gain at least a one-year hospitality work experience.  Many students realize the 

importance of work experience in this industry. Therefore, they take advantage of the maximum 

amount of internship experiences possible.  

They do an internship after each theoretical semester of their studies and end up with two to 

three years of work experience before graduating. 

2.6.2 The Importance of Internships 

Current hospitality and tourism courses emphasize the importance of practical training and in-

corporate practical experience and internships into the curriculum. (Hsu, 2012). In order to be-

come successful professionals, students are offered an internship to experience real work-life 

and gain professional experiences while studying full time. An internship can be defined as work-

integrated learning, or “structured and career relevant work experiences obtained by students 

before graduating from an academic program” (Taylor, 1988, p.939). 
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Students’ goals while completing and internship were defined by (Bubsy & Gibson, 2010) as fol-

lows: 

- to experience employment and accept responsibility for completing tasks, 

- to obtain insight into management and management methods, 

- to gain greater maturity and self-confidence, 

- to be involved in the diagnosis and solution of problems and supervising others, and 

- to develop attitudes and standards appropriate to career and aspirations. 

As part of the education process, internships can increase students ‘competitive advantage as 

employers appreciate paid and unpaid experiences. Internships are beneficial to the students, 

to academic institutions, and to the employers of the industry.  

According to Cook (2004), students appreciate the practical experience as they can improve con-

fidence and students’ ability to work with others. The real work experience helps students un-

derstand how organizations work. They are also able to form realistic career expectations and 

extend their network with professional contacts. Internships may help improve students’ com-

munications skills and their critical thinking abilities, which is perceived as an important skill 

when recruiting (Hoc Nang Fong et al. 2014). Recent studies focused on improving the effective-

ness of internship programs within the hospitality and tourism industry. Some studies aimed to 

identify and close the gap between the students’ expectations of and experiences in internship 

programs. Other studies hope to close the gap between expectations and perceptions to obtain 

higher student satisfaction with internship experiences. (Hoc Nang Fong et al., 2014). Internship 

experience influences the hospitality and tourism students’ perceptions about work within the 

industry.  

Students with a negative practicum experience are likely to be less motivated to join the industry 

after graduation. Richardson (2009) stated that nearly 50% of tourism students contemplated 

leaving the industry after completing their internship.  

Lu and Adler (2009) found that 32% of hospitality graduates expressed willingness to leave hos-

pitality and join another industry.  Farmaki (2018) conducted a study about career-related deci-

sion-making process of graduates and revealed that an interplay of factors influences the rela-

tionship between internships and career intentions. She found that students with negative in-

ternship experiences decided not to join the industry upon graduation. Their decision was based 

on the heavy work schedule that comes with the job as well as the pressure related to the nature 

of the job, which demands courtesy, a service-oriented approach, and politeness at all times.  
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Figure 8. summarizes the foundlings of Farmaki’s study. It displays the relationship between 

three key factors, which are significantly influencing internship experiences: (1) individual fac-

tors (study motives, information sources and commitment level) factors related to the organi-

sation in which the internship takes place (e.g., organisational culture, management mentality, 

salary and efficacy of training) and (2) socio-demographic factors. Socio-demographic factors 

(gender and nationality) also influence the career aspirations of hospitality and tourism man-

agement students.  

FIGURE 8. FACTORS INFLUENCING INTERNSHIP IN THE HOSPITALITY AND TOURISM INDUSTRY FARMAKI, A. (2018) 

 

Dickerson (2009) argues that hospitality and tourism students generally have high expectations 

of working in the industry. Employers receive academically-trained skilled employees at a low 

cost. It is easier to recruit the right people based not only on a single job interview but on the 

students’ performance during their internship. It also helps to set the right expectations of stu-

dents towards the work in the industry, as this may lead to higher job satisfaction (Hoc Nang 

Fong et al., 2014). 

Academic institutions benefit from the students’ work experience in many ways. For one, stu-

dents bring up to date practical examples to the theories taught in class. Studies show that stu-

dents with practical experience are more active in class and seminars than students without this 

experience. Here we mention that the level of motivation to study does not seem to be influ-

enced by the work experience (Hoc Nang Fong et al., 2014). If the students excel during their 

internships, it positively influences the willingness of the employers to work with this particular 

institution in the long run and hiring graduates from the institution as full-time employees. The 

institution in turn can use the cooperation of well-known brands in the industry as a marketing 

tool to attract future students and further employers.         
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Overall, student satisfaction depends on the trade-off between expectations and perceptions of 

internship experiences. A positive internship experience encourages students not only to join 

the industry after graduation but also to stay in the industry. According to the expectancy dis-

confirmation model (Oliver, 1980), satisfaction occurs as a result of an evaluated experience 

relative to the anticipation before the experience. Should the student’s expectation be lower or 

be the same as their perception of the work experience, they will end up having a positive work 

experience.  

2.6.3 Career Centers 

The career center’s aim is to guide and support the hospitality and tourism students to build a 

successful career in this industry. Career success can be measured by objective and subjective 

indicators. Objective career success refers to professional competencies and hierarchical status 

such as position, promotions, and earnings (Arthur et al., 2005; Ng et al., 2005). Subjective career 

success means work-life balance, and health and well-being associated with the individual’s ca-

reer development (Callanan & Greenhaus, 1990; Zhou et al., 2013). 

University career centers play an essential role in improving the reputation of the school by 

building and maintaining the relationship with potential employers of the industry and by finding 

placement for every student of the school. Moreover, such centers help students identify short 

and long-term career goals, overcome career indecisiveness, and make career decisions (Schle-

singer & Daley, 2016; Hunt et al., 2017). Career centers help students with resume writing, in-

terview preparation and job search strategies in order to be able to identify their next employer. 

Self-assessment activities, discussions about values, skills, and interests are to guide and create 

an individual career development plan. (Schlesinger & Daley, 2016; Hunt et al. 2017).  

2.7 Conclusion 

In this chapter previous we reviewed and discussed previous studies in order to provide an over-

view of vocational choices, career development choices and the factors influencing them.  The 

current study reviews theories and previous studies on the career perception of hotel and tour-

ism management students. The summary of characteristics, work values, and career choices of 

Generation Y leads to the next chapter, which describes the methodology of the research and 

introduces the instrument, location, and techniques used to collect and analyse data. 
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3 METHODOLOGY 

3.1 Introduction  

Having completed the literature review, research methodology helped the author create the 

work plan and choose suitable tools to answer the research questions (Rajasekar et al. 2013; 

Saunders et al. 2009). The research process started with the identification of the research topic, 

which was followed by the selection of the research strategy and methods that lead to the data 

collection and data analysis. Chapter 4 reports and discusses the findings. 

Selecting the research topic was supported by the suggestion of the academic dean of the school 

where the data was collected, and by the personal interest of the author. The author experi-

enced constant challenges while helping students find work placement and completing the re-

quired practical part of their studies. Student expectations and demands towards their work-

place opened up several conversations with Human Resources Managers to discuss how the 

career center of this institute could help both parties obtain a better experience and provide 

better service to students and employers while working together.  

Saunders et al. (2009, p. 138) named three types of studies based on the purpose of the re-

search. These are exploratory, descriptive and explanatory studies. On the other hand, Jennings 

(2001, p. 17) described seven approaches based on the information required: exploratory-, de-

scriptive-, explanatory-, casual-, comparative-, evaluative-, and predictive research.  This study 

aims to understand the career expectations of Gen Y. We wish to understand how they think, to 

understand the “why” of the Gen Y phenomenon, and to analyze the relationship between the 

variables using hypotheses. This gives a combination of explanatory and casual studies. (Saun-

ders et al. 2009, p. 140). The difference between the explanatory and casual study is that an 

explanatory study does not exclusively depend on the hypothesis while the casual research does 

(Jennings, 2001, p. 17). 

Jennings (2001, p. 63) stated two types of data sources in tourism research: primary and sec-

ondary sources. To find out the career expectation of international students representing Gen Y 

at the chosen hotel and tourism management institute in Switzerland, the author collected data 

on campus for this specific study, and hence exercised primary data collection. (Jennings, 2001 

p. 63; Saunders et al. 2009 p. 280).  

Secondary data, collected previously by other researchers (Jennings, 2001 p.63) is only men-

tioned in Chapter 2. such data was used to illustrate the growth of the industry and to provide 

evidence of studies on career expectations of Gen Y by Richardson (2010) and by Maxwel et al. 

(2014). Finally, statistics from companies such as Deloitte Global Human Capital Trends (Walsh 

& Volini, 2017), PriceWaterCoopers, World Travel & Tourism Council. 
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3.2 Research Design 

Regarding the time horizon, this research shows a “snapshot taken at a particular time”. There-

fore, this study is a cross-sectional study (Saunders et al. 2009, p.155). The survey was conducted 

in February 2015.  

Given the aim of the study, the survey strategy is the most suitable one for this research (Saun-

ders et al. 2009 p. 141-144). Cross-sectional studies commonly use this strategy. The main rea-

son for choosing to use a survey was that it allowed the author to collect data from all students 

on campus and reach out to those students who were gaining practical experiences at the time 

of this study. Furthermore, with this strategy, the relationship between variables can be identi-

fied, analyzed and possible reasons can be tested and suggested. (Jennings, 2001 p.130; Saun-

ders et al. 2009 p.144).  

Based on the data collection and analysis techniques, Saunders et al. (2009) described two cat-

egories of research approaches: mono-and multiple methods. The mono-method includes one 

technique: either quantitative or qualitative data collection. Multiple methods on the other 

hand use more than one of those techniques. (Saunders et al. 2009, p. 152). The author uses a 

single data collection and analysis technique, which describes the mono method. The mono 

method includes both qualitative or quantitative techniques.  

The author was in contact with the students on a daily basis. One-on-one session and several 

workshops were held on a regular basis concerning class activities. These allowed the author to 

gain a better understanding of their career plans, personal and professional career develop-

ments. This situation provided the opportunity for employing a qualitative research method. 

The term ‘qualitative technique’ describes data collection and analysis which generates or uses 

non-numerical data and gains an in-depth appreciation of the problem. It is inductive, it involves 

text-based analysis and uses methods such as interviews, focus groups, and case studies (Jen-

nings 2001, p. 194; Saunders et al. 2009, p. 152.).  

However, this research was conducted in order to understand and see the bigger picture of the 

collective career expectations of Gen Y these students. Therefore, we chose to employ a quan-

titative methodology for this particular study. The collected data were transformed into numer-

ical data (Jennings, 2001. p. 130) and hypotheses were developed and tested based on the liter-

ature review. The deductive approach involves testing the hypotheses and contrasts the results 

with theories (Jenning, 2001 p.130, Bryman & Bell, 2011).  
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3.3 Research questions development 

In accordance with the literature review, nine research questions were developed. This study 

intends to explore the essential factors used by Gen Y when choosing a career in hospitality and 

tourism. The study aimed to understand the career expectations of students and to compare 

them with results from previous studies. 

RQ1. Does Gen Y find hospitality and tourism attractive enough to build a career in after gradu-

ation?  

RQ2. Why does Gen Y find hospitality and tourism attractive enough to build their career in?  

RQ3. Does Gen Y plan a short-term (less than ten years) career in the hospitality and tourism 

industry?  

RQ4. Does Gen Y expect to start their career after graduation with a higher position than that of 

a line-employee?  

RQ5. How fast does Gen Y expect a promotion after starting a new job? 

RQ6. Is Gen Y disloyal, leaving the company should promotion not be earned within the expected 

period?  

RQ7. What is the highest career goal and how fast does Gen Y expect to reach this goal in the 

hotel and tourism industry? 

RQ8. What are the Top fifteen career expectation factors of Gen Y in hospitality and tourism? 

RQ9. Does career advancement opportunity positively influence Gen Y`s career decision? 

 

3.4 Instrument: Questionnaire 

According to Saunders et al. (2009, p. 261), a questionnaire is the most widely used technique 

to collect data which allows each participant to answer the same questions in a predetermined 

order. This instrument has the advantage of keeping the relationship between the author and 

the participating (international) student’s objective (Jennings, 2001, p. 130). In this specific 

study, this was important as the participants had different cultural backgrounds and this instru-

ment gave the freedom to express their opinion, expectations if they wanted to, without having 

to confront any cultural barriers. 

The questionnaire followed the Fifteen Rules for Question Wording and Format by Bernard, R. 

(2013, pp. 231) and was adjusted to the targeted group to be understood easily by all partici-

pants. The design of the questionnaire was inspired by previous studies (Richardson (2010; 
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2012); Treuren & Anderson (2010); Maxwell et al. (2010); Brown et al. (2014, 2015); Kong et al. 

(2015); Gursoy et al. (2013); Lub et al. (2012); Kim (2008). The survey was created and person-

alized with a focus on the specifically targeted group, based on the characteristics of Gen Y illus-

trated in the literature review. The aim was to receive information about the career perceptions 

of students on themes like the attractiveness of the industry, job opportunities within the indus-

try, promotional opportunities, working together with people, preferred management ap-

proaches, career development, the expected time frame of promotions and achieving the high-

est long-term career goals.  

The questionnaire included 22 questions collecting behavior and attribute variables by using the 

following type of questions: 

-    19 list questions, “which offer the respondent a list of responses” (Saunders, 2009, p. 375); 

-    Two questions using 6-points Likert-style rating scale for 44 statements to find out how strong 

the participants feel about the statement (Sanders 2009, p. p. 378) mirroring the attitudes, work 

values and career expectations of Gen Y; 

-    One open question soliciting a detailed, in-depth answer. Following the suggestion of Sanders 

(2009 p. 375) the author kept the number of open questions to a minimum.  

The survey is divided into the following three parts: (Appendix 1) 

Part I (Question 1-9) 

The first five questions are about the career expectations of students after graduation. Previous 

studies have shown that hospitality and tourism students are not motivated to join the industry 

after graduation based on their previous work experience, or they use this industry as a first step 

until they find something better (Richardson, 2008, 2010, Richardson & Thomas, 2012; Maxwell, 

2010; Barron et al. 2007). Therefore, the first two questions related to finding out if students 

were planning a career in this industry, and if so, how many years they expect to stay in the hotel 

and tourism industry. The next 3 questions allowed participants to identify the industry, the area 

of work and the level at which they expected to start their first full-time job after graduation. 

Questions 6 and 7 addressed the fast career development expectations of Gen Y regarding pro-

motions, and how they would behave were a promotion not received as fast as they expected. 

These questions were inspired by a regular recruiter of the institute, who was interested to find 

out how fast Gen Y expect to move to the next level. 

Questions 8 and 9 measure the long-term career expectations and the time frame within which 

students expect to reach the pinnacle of their careers. 

Part II (question 10 – 14) 
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The second part contains 30 Likert-type scale statements about career expectations mirroring 

the attitudes and work values of Gen Y (Richardson, 2008 & 2010; Maxwell& Broadbridge, 2014). 

Questions 11-13 explore whether and why a family owned small property, or an international 

chain company is more attractive to Gen Y. The next question includes 14 Likert-type statement 

to explore their motivation behind choosing the hospitality and tourism industry for a career. 

Part III (question 15-22) 

The last part captured the nominal and ordinal questions on demographical information of the 

participants. 

3.5 Pilot Tests 

After designing the questionnaire, it was distributed by email to 5 students and five colleagues 

at the institute. The pilot testing proved to be very useful, as it confirmed the estimated time to 

answer all questions to be no more than 10 minutes. After the feedback from the pilot group 

some changes were made to the wording and the sequence of questions. Finally, in question 3 

and 4 the number of potential answers was limited to 2. 

3.6 Selection of the study site  

The survey was conducted on the campus of a hotel and tourism management institute in Swit-

zerland where the author worked for 3 years as a career center manager. The institute is located 

in the German-speaking part of Switzerland. The private institute offers undergraduate and 

postgraduate academic degrees in hotel and tourism management. According to Top Universi-

ties, this school is among the 15 best in hospitality and leisure management in 2017. The insti-

tute offers Undergraduate Programmes, Postgraduate Programmes, Specialisations Pro-

grammes and Certified Professional Programmes.  

3.7 Sampling – Participants 

Bryman & Bell (2011) and Jennings (2001) defined the sample as the population which is chosen 

for the investigation of the study.  

Homogeneous purposive sampling is appropriate for this study as the participants were selected 

because they share similar characteristics (Bryman & Bell, 2011).  

The targeted population for this study was international students representing Gen Y, currently 

undertaking or recently completed a hospitality and tourism management course at the selected 

institution. According to Saunders et al. (2009 pp. 241) this technique is frequently used. How-

ever, it introduces sampling bias, and hence “subsequent generalizations" are likely to be at best 

flawed. 
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According to the class rosters, a total of 130 students were on campus at the time of the survey. 

The original plan was to send the questionnaire only to the students on campus. Since it was 

uncertain how many students would take the time and fill out the questionnaire, the author also 

sent the same questionnaire to those students who were completing the practical part of their 

studies at the time of the study. This increased the sample size to 305 students in total. The 

study took place in February 2015, which was the beginning of the spring semester. The survey 

was distributed during orientation week. 

3.8 Data collection 

The survey was self-administered on survey.zoho.com. As a large number of students with dif-

ferent nationalities were expected to answer the survey, English was chosen as the language of 

the questionnaire.  

The distribution of the questionnaire was convenient and fast, and could reach all students on 

the same day as a link to the questionnaire was delivered to all students with personalized mes-

sages. Those on campus received this message by internal school email. Those students who 

were not on campus at that time received the same link to the questionnaire by using a social 

media portal. The reason for this was practical: in the author’s daily experience, students off 

campus were responding ten times faster to social media messages than to school emails. Seven 

days after the initial roll-out a kind reminder was sent to all students, as not many students 

completed the survey immediately. 

305 students received the online questionnaires with a personalized message. Out of the 130 

students on campus, 88 students were enrolled in Undergraduate Programmes, 28 students 

were in Postgraduate programmes and 14 in Specialization Programmes. The other 175 students 

were either doing internships or have recently graduated from the private hotel and tourism 

management institute. Following the suggestion of Park & Kahn (2006) the survey was designed 

to take no longer than 10 minutes to complete. It was also personalized to the group of respond-

ents by giving clear statements. By filling out the questionnaire the participants rated their 

agreement about the hotel and tourism industry using 6-points Likert-scale (Strongly agree, 

Agree, Fairly agree, Fairly Disagree, Disagree, Strongly disagree) and expressed their rating on 

how important the stated career factors were using a 6-point Likert-scale (Very important, Im-

portant, Fairly important, Fairly unimportant, Unimportant, Very unimportant). 

 

3.9 Quantitative data analysis 

The analysis included Descriptive Statistics, Multidimensional Scaling, and Principal Component 

Analysis by using the Statistical Package for Social Sciences (SPSS, version 24). Two-dimensional 

Non-metric Multidimensional Scaling was chosen to analyze the answers about the preferred 
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career factors. This method is used to visualize on a map which depicts how individuals perceive 

the different career factors and highlights the similar preferences of the respondents. This anal-

ysis aimed to predict the behavior and career factor choices of Gen Y.  

Stress value generated by the algorithm equal or below 0.1 is considered as fair, equal or below 

0.05 indicates a good fit. On the other hand, a stress value around or above 0.2 is suspect, and 

one approaching 0.3 indicates that the ordination is arbitrary. 

To analyze the career factors, Principal Components Analysis was chosen. In the exploratory 

PCAs, items were removed if their commonalities were below 0.5 if the loading onto compo-

nents were less than 0.3. 

3.10 Reliability 

Reliability is mentioned in the data collection techniques. Jennings (2001, pp. 445) defines reli-

ability as the consistency and stability of the measuring instrument. To test internal reliability, 

Cronbach`s alpha method was used in this study. 

3.11 Ethical issues 

The survey was designed considering the different nationalities and cultural background of the 

participants. Although the questionnaire was sent out individually by email or through a social 

media portal, the survey was designed to secure the anonymity of all participants. The data col-

lection was conducted through zoho.survey.com, which only saved the answers of the partici-

pants with a numeric code starting with 1. This is the only way, in which the participants are 

shown. The data was then transferred to Microsoft Excel File and after coding, the data was 

converted to SPSS data file. All three-access points are still secured by access codes and pass-

words, which only the author knows.  

3.12 Limitations 

Purposive sampling 

This sampling method might lead to sampling bias, that is, the sample may not truly represent 

the population (Saunders et al. 2009). This sampling method was chosen as it was simple, the 

students were on campus or in contact with the school as they were on an internship or recently 

graduated. Reaching them was easy. The survey was conducted in one private hotel and tourism 

management institute. In other schools, especially in public institutions, the results of such a 

survey could very well be different. 

Data collection 
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The self-administrated questionnaire has the advantage that the participants can decide without 

any consequence whether they want to participate in the survey. The data remains anonymous, 

and hence the respondents can feel free to express their honest opinions. However, the ques-

tionnaire contains fixed-choice questions, ignoring additional input or answers which differ from 

the given choices (Bernard, 2013). 

The survey was carried out at the beginning of the semester, and all the participants knew the 

author. It is possible that those students who were applying for an internship during the semes-

ter might have given answers that would put them in a good light or answers they thought would 

please the author.  Furthermore, the data was collected in 2015, the students who participated 

in this study are about to graduate or already did graduate. 

The questionnaire was created in English for students of different nationalities. Since the English 

language abilities of the students varied, it is possible that misunderstandings or misinterpreta-

tions of questions would occur. The pilot-test helped adjust the survey in order to avoid this 

bias. Karr and Larson (2005) noted that the conceptual framework provided by theory-driven 

research increases the chances of asking meaningful questions and reduces the chance of gen-

erating unconnected facts.  

Students were asked about their intended behavior rather than their actual behavior. According 

to the theory of planned behavior (Ajzen, 1991) intended behavior is the strongest predictor of 

actual behavior, yet it does not mean that behavior will occur or already occurred for sure. 

3.13 Summary 

This research uses primary data. The data was collected using quantitative methodology. The 

self-administrated online questionnaire was designed by the author based on previous studies 

(Richardson (2008-2012); Kim (2008), Eisen (2005). After the instrument was pre-tested, 180 

students filled in the questionnaire. All students were born between 1980 and 2000, which 

means they are all representing Gen Y. At the time of the survey, all these students were enrolled 

in the institute mentioned above or have recently graduated. The survey was conducted in Feb-

ruary 2015. The data was analyzed with the help of SPSS Version 24. The results are presented 

in the next chapter. 
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4 RESULTS AND DISCUSSION 

4.1 Introduction 

Following the methodology, this chapter presents the results of the survey and the analysis of 

the career factors and career development choices of Gen Y. 

4.2 Survey Findings  

Out of 305 questionnaires, 180 were completely answered. 125 responses were excluded of this 

study, as they were only partially completed. The survey thus concluded with a response rate of 

59.01%. The answers were received from students on campus, students in internships and from 

recent graduates.  

4.2.1 Profile of respondents 

TABLE 1.  DEMOGRAPHICS OF THE RESPONDENTS, DESCRIPTIVE STATISTICS (N=180) 

       

Gender 
 Work experience in hotel and tour-

ism   
Female 110 61%  no experience yet 27 15% 

Male 70 39%  1-6 months 46 26% 

Cultural clusters   
 7-12 months 55 31% 

Anglo 2 1%  13-18 month 18 10% 

Germanic Europe 3 2%  19-24 month 22 12% 

Latin Europe 2 1%  more than 24 months 12 7% 

East Europe 58 32%  Educational Programme   
Latin America 2 1%  Certificate 25 14% 

Sub-Saharan Africa 6 3%  Diploma 34 19% 

Middle East  2 1%  Higher Diploma 24 13% 

Southern Asia 67 38%  Bachelor of Arts 3 2% 

Confucian Asia 38 21%  Bachelor, BSc 30 17% 

Employment status    Postgraduate Diploma 29 16% 

Student 105 58%  Master of Science 5 3% 

Internship 58 32%  Master of Business Administration 5 3% 

Full-time employment in H&T 8 4%  Master's Dissertation Course 2 1% 

Part-time employment in H&T 1 1%  Management Training Programme 6 3% 

Self-employed 3 2%  Graduated already, Bachelor, BSc  8 4% 

Not employed     4 
2%  

Graduated already, Bachelor of 
Arts 2 1% 

Home duties     2   1%  Graduated already, MSc 1 1% 

    Graduated already, MBA 1 1% 

    None 5 3% 
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Table 4.2.1 shows that female respondents (61%) outnumbered male (39%) respondents. Simi-

lar results were found in previous studies such as Broadbridge (2010), Maxwell & Brodbridge 

(2014), Kong et al. (2015), Richardson & Thomas (2012). 

The participants were grouped into cultural clusters based on the classification of Gupta et al. 

(2002). 32% of the respondents were from Eastern Europe. More than 50% of the students rep-

resented Southern Asia (37%) and Confucian Asia (21%). Sub-Saharan Africa had a share of 3% 

and the other groups such as Latin Europe a Germanic Europe, Middle East, Anglo, and Latin 

America each accounted for no more than 2%. There are two semesters in one year: spring and 

summer semesters. During the spring semester students from Southern Asia and Confucian Asia 

can join the classes, while the summer semester is more favored by students from Europe (Ger-

manic, Eastern, and Latin) and Latin America. As a result, during the study period, students from 

Europe and Asia are represented the primary markets of the institute. 

More than a half (58%) of the participants were students on campus undertaking their theoret-

ical part of their studies. 90% (N=105) of the student body of spring semester 2015 answered 

the questionnaire. At the time of the study, over a quarter of the respondents (32%) were in 

internships.  Students complete 4-5 months theoretical coursework and 6 months of practical 

training, gaining real-life work experience within the hotel and tourism industry. Depending on 

the hotel and tourism management course, a 6-12-months industry related internship needs to 

be completed to satisfy graduation requirements. The majority of these work experiences are 

paid. As a result, students take the opportunity to gain more experience than the minimum re-

quirement. As salaries vary country by country, students are eager to explore different interna-

tional opportunities. It is common that students earn 2-3 years’ work experience before they 

finish their education. 4 % of the respondents were working as full-time employees, while 2 % 

were on home duties. Also, 2% answered that they have graduated but were not employed yet, 

2% were self-employed, and 1% had a part time job. 

Work experience is a significant part of the hotel and tourism management education. Some 

agree that work experience is more valuable than a degree (Kim, 2008). 26% of the respondents 

gained at least 1 -6 months’ experience. The majority of the participants (31%) reported that 

they worked for 7- 12 months in hospitality and tourism already. Only 12 % of the respondents 

had no industry related work experience yet. 22% reported more 12 months but less than 24 

months of work experience. 

It is also shown that 63% of the students were enrolled in either a Bachelor degree program 

(17%), Certificate (14%), Diploma (19%) or Higher Diploma (13%) courses, which are the stepping 

stones towards the Bachelor degree. Postgraduate Diploma programs (16%) include culinary, 

event management and general hotel and tourism management courses. One semester last 4-5 

months, and after the successful completion of one or two six-month internships (depending on 

the course taken), students receive their diploma. 
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4.2.2 Generation Y 

The existence of generational cohorts, their different characteristics, and attitudes toward em-

ployment have been discussed in previous studies. At the time of this study, the workforce of 

the hospitality and tourism industry comprised three generations (Baby boomers, Generation X, 

and Generation Y). In 2019 the next generation, Gen Z, will start their studies and their intern-

ships in hospitality and tourism. Although researchers do not agree on the exact starting and 

ending birthdates of each generation, the majority of the literature fits Generation Y as being 

born between 1980 and 2000. (Richardson, 2008). It is believed that the members of Generation 

Y are different in their work attitudes compared to previous generations (Baby boomers, Gen-

eration X). Researchers do argue that life-stage and career-stage explain the behavior of cohorts 

more effectively than generational theories, in which attitudes of the cohorts, once set by cir-

cumstances early in life, do not vary over time (Treurer & Anderson, 2010). Life-stage theorists 

argue that generations behave the same at the same age. Treurer & Anderson (2010) conducted 

a study in Australia to compare the expectations of Generation X, Baby boomers, and Genera-

tion Y. They found no distinct differences between Generation Y and previous generations in 

employment expectations.  

Broadbridge et al. (2007); Terjesen et. (2007) and Richardson (2008) summarized the character-

istics of Generation Y, their employment preferences, their expectations about future employ-

ment conditions and personal career development opportunities. Marketing treats Generation 

Y as an important segment of the marketplace, with specific customer preferences (Treuren & 

Adnerson, 2010). According to Erickson (2009) Generation Y dominates the future workforce. If 

we accept that Generation Y, as an age-based cohort, exists, then the participants of this study 

belong to this particular generational cohort, as 100% of the participants were born between 

1981 and 2000 (Eisner, 2005; Brown et al. 2015). Figure 4.2.1 shows that 36% of the participants 

were between 21 and 22 years old and 83% of the students were younger than 25 years old. 
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FIGURE 9.  GENERATION BASED AGE COHORT: GEN Y BORN 1981 – 2000  

 

 

4.2.3 Hospitality and tourism management students’ career choices 

Career is defined as sequence and combination of work-related roles people occupy across their 

lifespan (Super, 1995). According to Krumboltz (1994) career decisions are based on (1) genetic 

endowment (sex, race, physical appearances, talents), (2) environmental conditions and events 

(individual has no control over social, political and economic events), (3) learning experiences 

(instrumental/ instrumental and associative) and (4) task approach skills (work habits, mental 

sets, performance standards). The career decisions of the participants are not only influenced 

by their gender, race, religion, the social status of their families, but also by the learning 

experience they gain in Switzerland while working in the classrooms as teams together, living 

and spending their free time together on the same campus.  

Career expectations can be defined as real, reachable career targets, which an individual wish 

to gain (Kong et al. 2015). Badrura (1986) defined career goals as intentions to engage in a par-

ticular activity to produce particular outcomes. The outcome expectation is the image someone 

holds to receive as the consequence of performing particular behaviors (Bandura, 1986). Career 

expectation involves anticipated social outcomes, (job positions), material outcomes (salary ex-

pectation) and self-evaluative outcome (self-approval). Looking at the career goals, Lent et al. 

(1994) mentioned two types of career goals: choice -content career goals and performance 

goals. Choice-content goals motivate individuals to follow preferred educational and vocational 

options in order to pursue a career in a particular area. Performance goals help individuals con-

firm if they are successful or not in their chosen area (Lu & Adler, 2009; Lent et al. 1994).  To 

choose an occupation is an important step in the student’s their decision will significantly affect 

their lifestyle (Bandura & Locke, 2003). Students make assumptions based on their own 
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theoretical and practical learning experiences and generalizations about themselves and, the 

work of the world based on their limited experiences (Krumboltz, 1994). Especially the first-year 

students may experience “confusion” as they confront their assumption about the industry with 

the reality they find while attending classes and starting their first work experiences/ 

internships.  

RQ1 Does Gen Y find hospitality and tourism attractive to build a career in this industry after 

graduation?  

Barron and Maxwell (1993) found that many students after having their first work experience in 

hospitality and tourism, they decided not to join the industry after graduation. Kusluvan & 

Kusluvan (2000;2009) also mentioned a similar experience where the student had different 

expectations and images about the industry and  how it is to work for real in this industry. 

Richardson (2008) stated that 43,6% of hospitality and tourism students participating in his 

survey would not start their career in the industry after graduation. Over 90 % of the reason of 

the latter was due to their working experience gained during studies. Literature show that more 

than 50% of the hospitality and tourism students were not interested in joining the industry 

upon graduation (Richardson, 2008, 2009; Kusluvan & Kusluvan, 2000). Here to mention that 

Kusluvan & Kusluvan (2000) found that the students in Turkey decided not to join the industry 

upon graduation because they did not have accurate information about the industry at the time 

of their career decision.  After having the first work experience in the hospitality and tourism 

sectors, students decided not to join the industry once the studies were accomplished (Richard-

son et al. 2008; Barron et al., 2014).  Gen Y students found “totally unattractive” (Maxwell et al. 

2010, p. 57) to build a career in hospitality and tourism industry (Jenkins, 2001; Barron et al. 

2007; Kusluvan & Kusluvan, 2000). Korn & Ferry Institute for the World Tourism Forum (Griffiths 

et al. 2015) presented the statistics, which showed that the industry is losing over 70% of skilled 

talents at the outset of their career”. This serves as additional evidence of the gap between 

Generation Y` aspirations and how negatively perceive their career development and opportu-

nities within the hospitality industry” Griffiths et al. (2015). Top management of the industry 

mentioned that this is a bigger challenge than it was 5-10 years ago and 90% of these managers 

agree that “talent is the key strategic issue” in our industry (Griffiths et al. 2015). Previous stud-

ies on characteristics and their career perceptions of hospitality and tourism students represent-

ing Generation Y have been investigated mainly in the United States and Australia. Some re-

searches were done in Asia (China, Hong Kong Korea, Thailand) and in Europe (England, Finland, 

Cyprus, Scotland, The Netherlands (O’Mahony et al. 2001; Richardson, 2008; 2009; 2012; Lu & 

Adler, 2008; Kim 2008; Maxwell et al. 2010; Jenkins, 2001). Richardson (2010a; 2010b) found 

that international students were more likely to pursue a hospitality career because more of their 

career factors would be met.  
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The participants of this study are also international hotel and tourism management students, 

and they have an overall positive attitude towards their career in hospitality and tourism indus-

try. Table 2. displays that 75.6% of the participants plan to build their career in the hospitality 

and tourism industry. 1.7 % concluded to choose another industry for their career, and 22.8% 

are not sure yet.  

TABLE 2. CAREER IN H&T AFTER GRADUATION, DESCRIPTIVE STATISTICS 

 

Answers Frequency Percent Valid Percent 

1 Definitely yes 136 75,56 75,6 

2 Not sure 41 22,78 22,8 

3 Definitely not 3 1,67 1,7 

Total 180 100,0 100,0 

This result is in line with the result of Richardson`s study in Australia (2012). He found that in-

ternational students tend to be more motivated to build their career in the hospitality and tour-

ism industry than the national students from Australia. Research in China conducted by Lu & 

Adler (2009) found that 68% of the students decided to start their career in hospitality and tour-

ism industry upon graduation. The results of this study are in contrast with the studies of O`Leary 

& Deegan (2005) where 46% of the hotel and tourism management graduates decided to build 

a career in other industries, not to mention the report of McKercher et al. (1995) were 61% of 

graduates worked in other industries short after their graduation. The rapid advancement of 

technology could influence the positive outcome of current studies compared to previous stud-

ies, which were conducted 10-13 years ago. Nowadays students have access to information on 

different web sides. Social media makes interaction possible between potential future students 

and students already enrolled in hotel and tourism management institutions. They are able to 

exchange information about the courses, internship possibilities, experiences, and daily life on 

campus to set their expectations. The fast and easy information flow might influence students’ 

decisions. Once they are on campus, and their expectation matches the reality than they become 

more confident to reconfirm the decision they made before. Here to mention that the majority 

of studies were conducted in public universities, not in private institutions, as this study. The 

participants of this study made several pre-career decisions before starting their studies. They 

concluded to study hotel and tourism management, also made the decision to study abroad, 

and committed themselves to accomplish their courses in Switzerland. They (and their family) 

took into account to invest not only time but money and leaving their comfort zone (family, 

friends, their city, country which they grew up) for building up a promising career in hospitality 

and tourism industry. The outcome expectation is the image someone holds to receive as the 

consequence of performing particular behaviors (Bandura, 1986). Lent et al. (1994) stated that 

personal characteristics, contextual factors, and learning experiences play essential roles in in-

fluencing one`s career exploration and career perceptions in service industries and hospitality. 
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Once interests are crystallized, it may take very compelling experiences (working experiences, 

such as internships) to provoke a fundamental reappraisal of career self-efficacy and outcome 

beliefs and a change in basic interest patterns (Lent et al., 1994). 

Only 2 percent of the participants decided that hospitality and tourism industry does not meet 

their career expectations. Schein (1978) stated that early career decisions of students are often 

based on inaccurate information about career paths. Only after several years of work experi-

ences, they will have a more accurate picture of their abilities, needs, and values (Schein, 1978). 

Their choice is made in the present based on their current ability and believes how well they will 

succeed in this industry. Taking into account the work value, including the cost of effort, time 

and opportunities involved to reach the future success (Expectancy-Value Theory of Achieve-

ment Motivation, Wigfield & Eccles, 2000; Kim et al. 2016).  According to John Holland, career 

choices are the expressions of the individual ‘s personality. As personal change is continuous, 

therefore career development is a lifelong task. (Super, 1954). Personality variables and social 

supports for making career decisions influence the career exploration and decision-making pro-

cess (Lent et al. 2014). Which means that the decision not to join the industry upon graduation, 

may be caused by one of these reasons: (1) their previous work experiences in the industry (2) 

mismatch between their personality and the perception of necessary attitudes required by the 

industry, (3) personal growth resulting change of interest, (4) the gap between the image they 

had about the industry’s working conditions, (5) working environment before their working ex-

perience and after that.  

Jenkins (2001) and Richardson (2009) suggest that students, especially towards the end of their 

studies have unfavourable intention to start a career in this industry.  This study confirms the 

evidence of previous studies. The three students, who decided not to join the industry were at 

the end of the studies. They started the last semester in the BSc and Master of Administration 

programs at the time of this study. These students have gained an understanding of hospitality 

and tourism jobs based on internship experiences (Lu & Adler, 2008). Richardson (2009) and 

Solent & Hood (2008) found that positive and negative work experience influences the decisions 

of students to start their career in hospitality and tourism choose another industry. Figure 10. 

shows that the participants who decided not to pursue their career in hospitality and tourism, 

have worked in this industry. They gained at least 7 months up to 24 months of work experience 

in this field already.  
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FIGURE 10. EXPERIENCE VS. BUILD A CAREER IN HOSPITALITY AND TOURISM INDUSTRY 

 

The participants, who are not sure if this is the right industry to build their career, seemed to 

hesitate after the first work experience. As Figure 10. shows, more than half (56%) of those, who 

answered not sure, worked 1-12 months in hospitality and tourism, which means they have done 

at least 1 to 2 internships already. 12% of the participants have no work experience at all, and 

32% of the students have more than 12 months experience. Career indecision is related to lack 

of confidence in decisional outcomes (Bandura, 1997; Bandura & Locke, 2003). Career indecision 

is seen as part of the development process and has the following sources: lack of self-infor-

mation, lack of internal work information, lack of external work information, lack of decision-

making self-confidence, decision making fear and anxiety (Callanan & Greenhaus, 1990, Green-

haus et al., 2003; 2010). Students make assumptions based on their own theoretical and 

practical learning experiences and generalizations about themselves and, the work of the world 

based on their limited experiences (Krumboltz, 1994). Hence first-year students may experience 

“confusion” as they confront their assumption about the industry with the reality they found 

while attending classes and starting their first work experience/ internship. These beliefs affect 

the way students behave. If they believe something is real, they act as if it is true (Russell, 1994).   
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FIGURE 11. EXPERIENCE VS. NOT SURE TO BUILD A CAREER IN HOSPITALITY AND TOURISM INDUSTRY 

 

▪ RQ2 Why does Gen Y find hospitality and tourism attractive to build their career in this in-

dustry? 

According to John Holland, career choices are the expressions of the individual’s personality 

(Holland, 1973). He believes that people with the same personality create an environment that 

fits their type, which means that most of the people in the same vocational environment have 

the same dominant personality types, and individuals seek for a work environment which fits 

their personality. Attitudes are significant predictors of intentions (Ajzen, 1991; Richardson, 

2009; Hrankai, 2014). Personality traits may help explain certain career choices. (Hrankai, 2014). 

Looking at previous studies, the Big-five theory of personality is one of the most commonly used 

theories in the areas of career management, career decision making, career planning, and or-

ganizational behavior. According to this theory, there are five personality groups: extraversion, 

agreeableness, conscientiousness, neuroticism, openness. Career factors are affected by a num-

ber of personality traits, which influence the attractiveness of working environments. (Hrankai, 

2014). He found significant linkages between Openness and Culture-Teamwork just as some stu-

dents stated in this study. Similar to his findings, students of this study answered: “The main 

reason for choosing the hospitality industry is that I love languages and working with different 

people in different places under challenging circumstances that can give rise to life changing 

opportunities.”   

The answers of the participant students confirm the same statement, previous researchers 

stated (Gursoy et al. 2013; Richardson, 2012; Kong et al. 2015), that Generation Y is looking for 

challenging careers, where they can make a difference. „Able to get challenges from customers 

to meet the objectives and be successful.” “my effort can make the difference in the experience 

that the customers will revive and there is nothing like receiving a good comment of the custom-

ers.   
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Participants of the survey selected their answers on a six-point Likert-scale (Strongly agree, 

Agree, Fairly agree, Fairly disagree, Disagree, Strongly disagree) to 13 statements that started 

with “I chose hospitality and tourism because.....” The statements included dimensions such as 

Nature of work, Social Status, Industry-Person Congeniality, and Physical Working Conditions, 

Promotion Opportunities (Richardson & Thomas, 2012). 

This dataset is suitable for Principal Component Analysis as Barlett’s test shows 0.000, which is 

lower than the accepted value of 0.05. The KMO score is 0.822, which is higher than the ac-

cepted 0.60 as it is displayed in the table below (Field, 2009, pp 641). 5-component solutions 

explain 68.8% of the total variance. Following Kaiser’s criterion, only loadings greater than or 

equal to 0.3 are displayed in the rotated component matrix below, and only factors with eigen-

values greater than one were considered (Field, 2009, p. 641). 

TABLE 3. PRINCIPAL COMPONENT ANALYSIS FOR CAREER CHOICE STATEMENTS 

Reliability Statistics   

Bartlett test significance 0.000 

Cronbach's Alpha 0.822 

Cronbach's Alpha Based on Standardized Items 0.84 

Total variance explained 68.80% 

N of Items 13 

 

Rotated Component Matrix Communality C1 C2 C3 C4 C5 

You can take on early responsibility 0.819 0.762     

Offers a variety of career paths 0.671 0.746     

Provide opportunities for career advancement 0.733 0.684    0.334 

It is easy to find a job after graduation 0.6 0.671   0.372  

This field is one of the fastest growing industries 0.665 0.61  0.35 0.332  

It is not a 9:00am to 5:00pm job 0.727  0.817    

This is the industry, which suits the image I have for myself 0.751  0.654 0.409   

You can be creative 0.857  0.559 0.39   

Offer flexible working hours 0.596  0.557  0.516  

You like to see satisfied customers when you serve them 0.65  0.508 0.506   

It is all about working with people 0.762   0.868   

Your family works in this industry 0.505    0.805  

Easy to change location 0.618     0.867 

       

       

Participants chose hospitality and tourism mainly because it is all about working with people and 

they like to see satisfied customers when they serve them. 63% of the participant chose hospi-

tality because the industry suits the image, they have for themselves. The Person-Organization 

Fit theory states that individuals are attracted to organizations with attributes similar to their 

characteristics (Chatman, 1991; Wong et al. 2017).  
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According to John Holland, career choices are the expressions of the individual ‘s personality 

(Holland, 1973). He stated that people of the same personality create an environment that fits 

their type. Which means that most of the people in the same vocational environment have the 

same dominant personality types and individuals are seeking for the work environment, which 

fits their personality. Attitudes are significant predictors of intentions (Ajzen, 1991; Richardson, 

2009; Hrankai, 2014). A respondent mentioned: “I actually thought I was the wrong industry for 

me.” Personality traits may help to explain certain career choices. (Hrankai, 2014). Big-five the-

ory of personality is one of the most commonly used theories in areas of career management, 

career decision making, career planning, and organizational behavior. According to the theory, 

there are five personality groups: extraversion, agreeableness, conscientiousness, neuroticism, 

openness. Career factors are affected by a number of personality traits, which influence the 

attractiveness of working environments. (Hrankai, 2014). For example, he found significant link-

ages between students that an open-minded and ready to explore (Openness) and motivation 

these students to choose hospitality as they are eager to work as team members in a multicul-

tural environment (Culture-Teamwork). Just as some students stated in the current study: “The 

main reason for choosing hospitality industry is that I love languages and working with different 

people in different places under challenging circumstances that can give rise to life-changing 

opportunities.”   Generation Y is looking for challenging jobs opportunities, where they can make 

a difference (Gursoy et al. 2013; Richardson, 2012; Kong et al. 2015.)  Similar statements were 

given by participants of this study too. “Want to be a leading person of hospitality industry of 

my country.” Similar answers were received such as: “Able to get challenges from customers to 

meet the objectives and be successful” or another answer “my effort can make the difference in 

the experience that the customers will revive and there is nothing like receiving a good comment 

of the customers.” 

 “It's the one of the industries where we can serve people and fulfil their needs and make them 

satisfied. “It is a personal satisfaction to work and serve people, who in return enjoys the service 

they are offered.” Students with agreeableness are described as being sensitive, caring, cooper-

ative, kind, and eager to help others. These individuals are happy to help, and feeling energized 

working in service-related positions (Gilbert et al. 2010). Schlee (2005) found that students seek-

ing person-oriented careers are generally more helpful and friendly. Gilbert et al. (2010) stated 

that hospitality students have preferences for work environments that involve helping and car-

ing for other people. Furthermore, Nauta (2007) found agreeableness was positively related to 

self-efficacy, indicating students that are helpful and kind to others would be comfortable with 

doing jobs that demand to work with people on a daily basis. 

29% of the participants agreed to join this industry because their family members work already 

in this industry. Kim et al. (2016) indicated that preference for hospitality and tourism manage-

ment studies are influenced by the recommendation of others, such as parents, family members, 

friends, and reference groups.  
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Roe’s Theory of Career Choice and Development states that biology, sociology, and psychology 

are limiting factors in a person’s career choice. Individuals develop psychological needs in their 

childhood while interacting with their caretakers. These psychological needs have an impact on 

career choices, as individuals look for careers where they can fulfill these wishes. (Sharf, 2013b). 

In line with many researchers, Middleton & Loughead (1993, p. 161) stated the evidence in their 

study, that parents “are uniquely positioned to influence a young person’s career aspirations 

and development.” 

Furthermore, Gen Y finds this industry attractive because it offers a variety of career path. Max-

well & Broadbridge (2014), Brown et al. (2014) and Gursoy et al. (2013) showed in their studies, 

how important these three aspects are for Gen Y.  However, 74% of the respondents agree that 

this industry provides opportunities for career advancement, 61% of the participants believe 

that it is not easy to find a job after graduation. Richardson and Thomas (2012) mentioned that 

the students entering the industry have no real understanding of the type of work available in 

this industry. As one student mentioned, “It is something that becomes your window into the 

world of connections that eventually are exactly what was needed. Hotel is a story, fairy tale and 

you become a part of it”. Korn & Ferry Institute for the World Tourism Forum in Lucerne, Swit-

zerland 2015, presented a statistic that the industry is “losing over 70% of educated talents at 

the outset of their career.” Therefore, Richardson and Thomas (2012) suggested developing new 

standards of human resource management within the hospitality and tourism to understand 

and offer the opportunities this generation is seeking.  Another comment of one of the partici-

pants: „It was difficult to answer these questions, especially taken into consideration, that in 10 

years I do not really want to work in hospitality any more” is in line with the result of Bednarska 

& Olszewski (2013 p. 8), which showed in their study that 60% of hospitality & tourism graduates 

only plan a short-term career in this industry.  

▪ RQ 3 Does Gen Y plan a short-term, less than 10 years career in hospitality and tourism 

industry?  

Figure 12. shows how long the students tend to plan their career in this industry. The result is in 

line with the previous studies. Only 22 % of the students plan a career in this industry for longer 

than 20 years. 56% of the respondents expect to stay in this industry less than ten years, and 

over one fourth (31%) of participants plan to stay in hotel and tourism up to 5 years. 
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FIGURE 12. NUMBER OF YEARS THE CAREER BUILT IN HOSPITALITY AND TOURISM 

 

TABLE 4.  INFLUENCE OF WORK EXPERIENCE ON LENGTH OF HOSPITALITY AND TOURISM CAREER  

Work Experiences 0 month 6-12 months  12-18 months 19 + months 

  % N % N % N % N 

Not at all 0% 0 2% 2 0% 0 3% 1 

Up to 1 year 11% 3 10% 11 5% 1 6% 2 

2-4 years 30% 8 32% 32 39% 7 26% 9 

6-10 years 33% 9 25% 25 22% 4 21% 7 

11-20 years 4% 1 12% 12 17% 3 9% 3 

20 + years 22% 6 19% 19 17% 3 35% 12 

Total 100% 27 100% 101 100% 18 100% 34 

 

It is interesting to see that 74% of the students, without any real-life work experience, plan their 

career in hospitality and tourism for a maximum of 10 years. 69% of those students with at least 

one internship experience (6-12 months’ work experience) stated the same. 66% reported a 

work experience between 12 and 18 months. 56% of the participants with the longest work 

experience (more than 18 months) seem to plan a career up to 10 years. It is relevant to note 

that the majority of Gen Y (53%) - regardless of whether they have 0 month or more than 18 

months’ experience - tends to stay in this industry for 2-4 years. Only those with over 18 months’ 

work experience seem to be more loyal to the industry and plan to stay longer than 20 years. 

 

Respondents were also asked about the sector and the particular work area they preferred to 

work in after graduation. 72% of students see themselves working in hotels followed by the 
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second most popular field, event companies.  With 21%, restaurants landed in third place, fol-

lowed by Airlines (16%) and Travel agencies (14%). Most of the students gain first work experi-

ences during their studies in 5 or 4-star hotels, which could explain why over 70% of respondents 

see their career paths in hotels.  

This study shows that it is questionable whether students are well informed about all sectors 

and all possible career path in the hospitality and tourism industry. Most of the studies mention 

examples of hotels and hotel management as the main thoughts in the schools. Therefore, it is 

unclear if the students are familiar enough to choose a career path in other sectors besides the 

hotel and most popular events sectors. It is noteworthy that the students gain experience in 

school while organizing over 20 on-campus events each semester. These events are managed 

and organized by the students. This fact possibly influences the popularity of the event career. 

Richardson and Thomas (2012) also found that the most of the students in Australia chose to 

study hotel management and event management.  

Gen Y prefers challenging, exciting, fun jobs. It is essential for them that they can make an impact 

and receive recognition for their work. Table 5. shows that the most popular areas, where the 

respondents see themselves working are Sales & Marketing (39%), Meeting & Event Planning 

(36%) Front Office (26%), Human Resources (23%), and Tourism Destination & Attraction (23%). 

TABLE 5. INDUSTRIES & WORK AREAS THAT GEN Y FIND ATTRACTIVE TO BUILD CAREER AFTER GRADUATION  

Sectors Valid N %   Work areas Valid N % 

Airlines 29 16%   Accounting & Finance 7 4% 

Cruise lines 17 9%   Kitchen 18 10% 

Event companies 78 43%   Service 31 17% 

Restaurants 38 21%   Front Office 47 26% 

Hotels 130 72%   Housekeeping 3 2% 

Tourism offices 22 12%   Human Resources 42 23% 

Travel agencies 25 14%   Meeting and event planning 64 36% 

Banks 7 4%   Sales & Marketing 70 39% 

Consulting 
17 9%   

Leisure, recreation and sports 
management 33 18% 

Retail schools 4 2%   Spa & wellness management 19 11% 

If none above please specify 15 
8%   

Tourism destination and attrac-
tion 42 23% 

Total  180 100%   Total 180 100% 

 

 

These numbers accurately reflect the author’s experience gained during the recruitment pro-

cess. The industry is seeking hotel and tourism management graduates mainly to fill their open 

positions in the Food and Beverage departments and possibly in Room Division departments, 
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depending on the student’s language skills. Several discussions took place with the recruiters 

because they have to fill ten times more positions in the areas mentioned above when compared 

to the department of Sales and Marketing or Meeting & Event Planning. One of the recruiters 

summarized her experience as follows: “We started in Food and Beverage or Rooms Division 

after graduation and with years of experiences moved to Sales and Marketing, but this genera-

tion does not apply to positions like Housekeeping or Food and Beverage Associate, they are 

afraid to be stuck there forever.” The table above contains the traditional areas and sectors of 

hospitality and tourism as of today. In our fast-changing world with the help of technology pos-

sible new positions may be created. As Salem, M. & Simonel R. mentioned during their presen-

tation at the Modul University titled How to stand out in a job application, “There are jobs and 

possible areas, which are not here today but with the rapid change in technology, will exist in 

the future. It is also possible that areas and jobs which will be more and more challenging to fill, 

could be reorganized and perhaps replaced with technology, Housekeeping robots for assis-

tance.” (Simone, R. CEO Vienna House, Latest International Trends in Management, Vienna, 

Modul University Vienna, 2016.)  

Gen Y is eager to achieve fast career development. After graduation, they are hungry to take 

quick steps on the career ladder. Gen Y expects to start their career on a higher than entry-level. 

Furthermore, they do not want to waste their time; they prefer to move forward fast, and step 

higher on the career ladder. Gen Y expects to reach their career goals faster than previous gen-

erations did. Therefore, Fast Track Career Training Schemes like the Elevator by Hilton or The 

Voyager Global Leadership Development Program by Marriott International, are trendy among 

Gen Y students. 

▪ RQ4 Does Gen Y expect to start their career after graduation with a higher position 

than line-employee?  

Figure 13. shows below that only 25% of the respondents expect to start their career as a Line-

level employee. The other 75% of the answers included Department supervisor (23%), Depart-

ment Assistant Manager and Department Manager (34%). 9% of the respondents expect to start 

their own business right after graduation. Management trainee position is the most popular 

(33%).  
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FIGURE 13. GEN Y EXPECTS HIGHER ENTRY-LEVEL POSITION AS FIRST FULL-TIME JOB  

 

Hospitality and tourism students play an important role in the workforce of the hospitality and 

tourism industry. The industry relies on a large pool of young labor to fill their frontline staffing 

requirements (Magd, 2003).  There is a gap between the student’s expectations and the posi-

tions the industry offers to hotel and tourism management graduates. Majority of the students 

expect to enter the hospitality and tourism industry as Management Trainee (low- level man-

agement). Participants expect to start in the back of the house departments. Sales and Market-

ing and Meeting and Event are the most popular department where the students see themselves 

to work after graduation. However, the management trainee positions are very limited espe-

cially, at the chosen two departments. The industry is in need to fill their first line-level positions 

at the front of the house department such Rooms Division (Front-Office, Housekeeping). Gen Y 

aims for Management Trainee position or supervisor up to management positions. On the other 

hand, the industry seeks skilled individuals to fill their entry-level jobs. This causes a supply & 

demand discrepancy. Figure 14. shows the gained experience vs. expected entry-level. Those 

who have no experience in this industry have the highest expectation on their first full-time job. 

They expect to start as Department Managers, Department Assistant Managers or at least as 

Supervisor. The students come to study hotel and tourism management in Switzerland to be-

come managers. Therefore, their image is to start working after graduation as manager, at least 

as low-level manager (management trainee). The expectations are confronted with the reality, 

once they start to look for their first internship placement. Where suddenly language skills (Ger-

man, French, Italian) are required in order to work at the Front Desk in Switzerland. They realize 

that the industry offers them front of the house positions in the kitchen, service, and house-

keeping not back of house (Sales & Marketing, Human Resources, Accounting) opportunities as 

they imagined. Not only the students but their parents, sponsoring their education, are con-

fronted with the reality. Suddenly their children are working in positions, which they would not 

accept in their own countries due to their high social status.  
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Additionally, comes the culture shock at the workplace. Working unsociable, long hours with 

different cultures as a team together without speaking a common language (English) and adapt 

to work and communications styles, which might be entierly different from what they experi-

ence in their own countries. Being far away from friends and family makes this first work expe-

rience even more challenging, especially for those, who have no previous work experience.  

FIGURE 14. ENTRY-LEVEL EXPECTATIONS VS. WORK EXPERIENCES IN H&T 

 

 

4.2.4 Gen Y career development in hotel and tourism industry 

It is argued by several researchers (Brown et al. 2014; Barron et al. 2007) that Gen Y is less loyal 

to the sector than previous generations were. If their needs and expectations are not met, they 

tend to leave faster than previous generations. It is shown that “good promotion prospects are 

very important for this generation” (Brown et al. 2014; Richardson, 2010a). Career patterns in 

the hospitality and tourism industry are increasingly diverse, boundaryless (Arthur, 1994; 1996), 

non-linear and fragmented, and global, successful career development requires individuals to 

develop abilities to adapt and navigate self-development (Zacher, 2013; Jiang, 2016). Moving 

away from the traditional career path, which meant attachment to one single organization, 

boundaryless careers are characterized by “sequences of job opportunities that go beyond the 

boundaries of single employment settings” (DeFilippi & Arthur, 1994, p.307).  

▪ RQ5 How fast does Gen Y expect a promotion after starting a new job? 
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As mentioned in the literature review, personal development and career advancement are very 

important for undergraduate students representing Generation Y. Students in a global, multicul-

tural employment market (Savickas, 1995; Blustein, 2006; 2008; 2011) are using career mobility 

to advance their career. Physical mobility includes career transitions across jobs, organizations, 

geographical locations, industries, employment patterns (full-time employment, self-employ-

ment), etc.  The individual needs to have a boundaryless mindset in order to work with people 

outside of the current organization, and mobility preference to move across different employers 

(Collin & Young, 2000; Briscoe and Hall (2006). As Broadbridge et al. (2007) highlighted, this 

generation expects fast-tracking career advancement. Promotion - a change of a job to a higher 

level within the company - is positive evidence of career development.  Table 6. displays the 

answers to questions 6 & 7, which were created after an inspiring conversation with a general 

manager of a global chain hotel, who was recruiting students on the campus of the institute 

where the survey was conducted. This part of the study aimed to find out how fast Gen Y expects 

a promotion and what they tend to do if they receive no promotion within the expected time 

frame.  The result of the descriptive analysis shows that 65% of the participants expect a pro-

motion within 12 months after starting a new job. 2.2% of the respondents do not aim for pro-

motion at all. The majority of the students assumes to receive the first promotion opportunity 

after starting a job within 7-12 months (36.1%) or 1-2 years (31.1%).  

TABLE 6. PROMOTION EXPECTED AND REACTION TO NO PROMOTION  

Gen Y expects promotion: Frequency % 

Within the first 3 months 10 5.6% 

3-6 months 42 23.3% 

7-11 months 65 36.1% 

1-2 years 56 31.1% 

3-4 years 3 1.7% 

Not aiming for promotion 4 2.2% 

Total 180 100% 

     
If no promotion is received, than  Frequency % 

Work harder in my current position to achieve a promotion 108 60.0% 

Ask for transfer within the organisation 25 13.9% 

Move to another company 28 15.6% 

Become self-employed 7 3.9% 

Do nothing, wait for the next promotion opportunity 7 3.9% 

Not aiming for promotion 5 2.8% 

Table 6. displays both how fast Gen Y expects a promotion and what they tend to do should the 

promotion not be earned within the expected period of time. 
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The results of the primary research are in line with the study of Barron et al. (2007). They found 

that Generation Y has the impression that they need to demonstrate their value to the organi-

zation. They also need to be committed to the position and/or the organization in order to re-

ceive a promotion. Furthermore, they need to work more efficiently and spend more time with-

out associated reward. Table 6. displays what students tend to do, should they receive no pro-

motion within the expected time. The majority of the students (60%) would stay at the same 

organization and work harder. Only 16% would move to another company, and 14% would ask 

for transfer within the company.  Figure 15. displays the influence of work experience on the 

expectation of promotion. It seems that students without experience have the same opinion as 

students with up to 12 months work experience.  

FIGURE 15. EXPERIENCE IN HOTEL AND TOURISM VS HOW FAST PROMOTION EXPECTED 

 

 

▪ RQ6 Is Gen Y disloyal and would leave the company should a promotion not be pos-

sible within the expected period of time? 

Career adaptability is an essential skill, which can support future career development and help 

students adapt to employment requirements (Chan et al., 2016). According to Savickas (1997, p. 

25). Career adaptability refers to “the readiness to cope with the predictable tasks of preparing 

for and participating in the work role and with the unpredictable adjustment promoted by 

changes in work and working conditions”. Tolentino et al., (2013; 2014) argued that individuals 

could use their career adaptability to navigate career role transitions and to match themselves 

to jobs that fit them.  
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The literature suggests that career adaptability of individuals may influence their attraction to 

an organization and their intention to leave the organization (Chan et al., 2015; 2016).  Career 

adaptability resources include the following points (Savickas & Porfeli, 2012): concern (planning 

for future career), control (taking responsibility for career actions), curiosity (exploration of ca-

reer opportunities) and confidence (positive attitude and faith to make the career decision). 

Career adaptability has an essential impact on job performance, work engagement, turnover, 

job- and career satisfaction and other well-being indicators (Zacher, 2015; Chan et al., 2016; 

Guan et al., 2015; Jiang, 2016, Cai, et l. 2015). Ito & Brotheridge (2005) suggested that career 

adaptability might encourage job-hopping. Chan & Mai (2016) argued that employees having a 

high score of career adaptability have less intention to leave.  

60% of the participants would stay in the company and work harder in order to receive the aimed 

promotion. 15% would move to another company, and 14% would ask for a transfer within the 

same organization. These results do not match with previous studies, which found that Genera-

tion Y to be less committed to the organization than previous generations and more likely to 

leave if their expectations are not fulfilled (Lub et al. 2014, p. 568). Brown et al. (2015) conducted 

a study about turnover questions by hospitality graduates that left the industry. Their number 

one reason for leaving the industry was long-work hours, followed by work-family-balance. The 

third most common reason was compensation, and the lack of pay increases. Generation Y ac-

cepts the low salary to start a career, but then expects higher earnings over their career path.” 

Promotion was ranked as the fourth reason, why graduates left the industry. Boella & Gross-

Turner (2013) also mentioned this negative image of the industry. Brown et al. (2015) 

communicates that the turnover rates of Generation Y are higher than that of other generations, 

as they value their personal life, and are willing to leave their current job if the move would bring 

more benefits. According to Lub et al. (2014) Gen Y shows lower commitment and higher turn-

over intention than previous generations. 

4.2.5 Gen Y - Career long-term goals in hospitality and tourism industry  

▪ RQ7 What is the highest career goal and how fast does Gen Y expect to reach this 

goal in hotel and tourism industry? 

The results of Table 7. are in line with previous studies. 33% of the respondents plan to have 

their own businesses and state this as the top their career goal. The second and the third most 

popular career goals are director of a department (18.9%) and general manager (16.7%) respec-

tively. To become a CEO is attractive to 15% of the participants.  
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TABLE 7. TOP OF CAREER IN HT 

Top of career in H&T Total N Total % 

Department manager 16 8.90% 

General manager 30 16.70% 

Director of a department 34 18.90% 

CEO 27 15.00% 

Self-employment 60 33.30% 

Other (Please Specify) 13 7.20% 

Total 180 100.00% 

The majority of the participants aim for Self-employment. This may be explained by the current 

Start-up concepts and opportunities displayed on social media, which may influence partici-

pants’ decisions. Recall that Gen Y is eager to make a difference, likes flexible working hours to 

maintain work-life balance, likes to take on responsibilities early, and values to be part of the 

major decision-making processes, all reasons why self-employment may appeal to so many Gen 

Yers. Moreover, Gen Y prefers fast career advancement. When self-employed, one doesn’t have 

to wait and climb higher on the traditional career ladder to become department head, general 

manager, CEO. To reach the GM position in a hotel, managerial experience as department head 

or assistant manager in the hotel industry is required. To reach the GM position climbing the 

traditional career ladder one has to first reach a supervisor position/ low management position, 

then a mid-management position and then move to the senior management position. Several 

researchers, such as Harper et al. (2005) and (Steele, 2003) identified that F&B and Rooms Divi-

sion departments were the mainstream managerial experience as the most common route to 

becoming GM. Only a few of the GMs had experience in sales and marketing, accounting and 

finance roles (Ladkin, 2005). On average it takes 9.5-16.1 years to become GM after entering the 

industry. A general manager needs multi-technical skills, excellent communication skills, leader-

ship skills, and financial skills if wishing to operate effectively in the hospitality industry. (Kim, 

2008 p.21) 

In order to improve the preparedness of the students for the fast-growing industry, higher edu-

cation institutions of hospitality need to be flexible enough to adjust their course offerings ac-

cording to the fast-changing needs and expectations of the industry. Career centers of the insti-

tutions could help employers understand the expectations of the graduates better and improve 

graduate recruitment practices. (Nachmias et al. 2017). Kim (2008) found that a hospitality man-

agement degree was not recognized as important for a new employee.  

As Figure 16. displays below, the majority (79%) of students representing Gen Y expect to reach 

the highest point of their career in hospitality and tourism in less than 10 years. 34% believe that 

they will arrive at the top of their career within 5 to a maximum of 7 years. 26% feels that this 

will take at least 8 to 10 years.  
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FIGURE 16. HIGHEST CAREER GOAL REACHED IN NUMBER OF YEARS  

 

Table 8. demonstrates in detail that the majority of the participants, regardless of their highest 

career goals, expect to reach these goals within 5-7 years or 8-10 years. Kim (2008) confirmed 

that the average age of the GMs (general managers) is about 40 years old, Department Heads 

about 36 years old, and Department Supervisors about 35 years old. Furthermore, Kim (2008) 

stated that it takes on average between 8.9 and 14.1 years to reach the GM position. These 

results are based on the samples of the United States, the United Kingdom, Mauritius, Australia, 

and New Zeland.  The participants of this study expect to reach their highest career goals way 

faster the literature suggested.  Students prefer to become independent and build their own 

businesses, which could be accomplished at any time in their career, and hence within 5-7 years 

as well. Yet, to expect to become a general manager within 5-7 years seems unrealistic. Future 

research could confirm whether Gen Y could reach the GM position faster than previous 

generations, or whether they needed the same amount of experience and time to become the 

general managers of a hotel. 

TABLE 8. HIGHEST CAREER GOALS VS EXPECTED NUMBER OF YEARS TO REACH THEM  

  
 Less 
than 1 
year 

 1-2 
years 

 2-4  
years 

 5-7  
years 

 8-10  
years 

 10-
15  
years 

 16-
20 
years 

 More than 
20 years 

Total N % 

Department manager 6% 0% 31% 44% 19% 0% 0% 0% 100% 16 9% 

General manager 0% 0% 13% 40% 30% 10% 3% 3% 100% 30 17% 

Director of a department 0% 0% 12% 44% 38% 3% 3% 0% 100% 34 19% 

CEO 0% 0% 19% 4% 44% 22% 11% 0% 100% 27 15% 

 Self-employment 2% 5% 15% 41% 20% 8% 7% 3% 100% 61 34% 

Other (please specify) 0% 8% 25% 25% 17% 8% 0% 17% 100% 12 6% 

Total                  
180 100% 
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Self-employment is clearly the most attractive among the highest career goals, regardless of the 

earlier work experience students might have gained. Figure 17. shows that students with no 

industry work experience chose a bit of all possibilities. As most of the female participants have 

7-12 months’ experience, their highest career goal, to become a director of a department is 

significantly represented in the third bar. 56% of the students with work experience between 

13-18 months and 32% with 19-24 months’ work experience tend to lean towards Self-employ-

ment. One could say that with the length of experience the career goal becomes more realistic, 

therefore the Director of department position is the second most popular position among stu-

dents who have between 13 months and 24 months of work experience. 

FIGURE 17. EXPERIENCE VS. HIGHEST CAREER GOALS (N=180) 

 

4.2.6 Gen Y Career expectation factors 

In their Self-Determination Theory, Deci & Ryan (1985) defined multiple factors which influence 

the motivation to choose hospitality and tourism as an area of study. These factors are extrinsic 

rewards, environment, maintaining a good relationship with others, individual tendencies, indi-

vidual competency, the institutionalized education system involved, competition, influence of 

others, and life goals (Kim et al. 2016). They also defined two types of motivations: intrinsic and 

extrinsic.  
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Career choices are influenced by intrinsic motivators such as exciting, enjoyable work, achieve-

ment, growth, recognition, responsibility, advancement or extrinsic motivators, such as relation-

ship with supervisors, peers, work conditions, salary, status, security, personal life (Lent & 

Brown, 2013; Ryan & Deci, 2000; Miner, 2005).  

This part of the study focused on career factors. These were selected from previous researches 

such as Richardson et al. (2008, 2009, 2010a, 2010b); Gursoy et al. (2013); Brown et al. (2014); 

Kim et al. (2010) and were tailored to the audience of the current study. The 26 career factor 

statements were grouped into four categories: Employment terms and conditions, Management 

approach and organizational culture, Personal career development, and Personal values, which 

separate Gen Y from other generations at the work-place (Broadbridge et al., 2007).  The inter-

national students rated these career factors on a six-point Likert-scale (Very important, Im-

portant, Fairly important, Fairly unimportant, Unimportant, Very important).  

The first part highlights all results using Multidimensional scale analysis. It shows how 

international students feel about each career factor. The second part of this analysis focused 

only on those career factors which were very important and/or important to the respondents. 

The career factors are organized into a 1-26 points scale starting with the most important to 

least important.  

Part I -Multidimensional Scaling  

This method allows the author to see how the participants representing Gen Y classify the vari-

ous career factors. First, the sets were identified by grouping the career factors that are close to 

each other.   The aim of this analysis is to find those career factors which are significant for 

international students representing Gen Y and study hotel and tourism management in Switzer-

land. The analysis shows where each career factor is in relation with the others.  The perception 

maps display the 4 parts of the question on four separate maps.  
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FIGURE 18. PERCEPTUAL MAP -10A   

 

The results of this study are in line with the research of Kim (2008), who stated that Gen Y least 

value career factors as location, training, and high-tech work environment. We note that the 

respondents are international students, which means that they already moved away from home 

to study in Switzerland, so they are also flexible regarding where to build their career. In the 

author’s experience students beginning their studies are more sensitive to location and they 

prefer to stay closer to friends and closer to known cities. Those who gain experience in remote 

ski-resorts in Switzerland without friends and a high-tech environment were more concerned 

about the location of their next workplace. To build a career in a 5-star property seems not to 

be important for everyone, just as the work places offering packages such accommodation, visa, 

etc. are less attractive.  

Although the literature review highlighted that Gen Y prefers non-monetary benefits, our survey 

shows that packages are not that important. This might be the case because in cases when no 

accommodation was available, the career center helped each student find accommodations. As 

such, the absence of a package did not present students with a challenge. Furthermore, the 

study was conducted at a private school with students of financial means who did not have to 

worry about living costs, as opposed to students in public universities, who might be more price 

sensitive.  
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Figure 18. highlights that working for a branded property as well as a monetary reward (salary) 

is more important than working for a 5-star property or having a package offered with accom-

modation, meals, etc. These packages are in a category of “nice to have” and most of the com-

panies especially in Middle-East and Switzerland offer them. 75% of the participants aim to work 

for a global chain company because of the career opportunities and career development that 

these properties offer. Kong et al. (2015) highlighted in their study that “employees tend to en-

gage themselves further in their work and enhance their organizational commitment when they 

perceive that their organization is supporting their career. “ (p. 162). Furthermore, it is believed 

that with experience in a global chain hotel one has a better chance to receive improved job 

opportunities. Being hired in a “good” position also results in higher salary. Therefore, brand 

and salary are perceived similarly.  

It is essential to see that having job security (Kim, 2009; Maxwell et al. 2010), which also supports 

work-life balance, is very important for Gen Y. (Richardson, 2009,2012; Kim, 2008; Brown, 2014) 

In the study of Maxwell & Broadbridge (2010) these factors were rated similar to their ratings in 

our study. Burkhart (2014) on the other hand argues that instead of Work-life-balance this gen-

eration is aiming for career advancement. 

A good recruitment experience is also rated as very important by most of the participants. Many 

companies adjusted their recruitment process in order to attract Gen Y. Some of the companies 

in hospitality and tourism adjusted their recruitment strategies in order to assure a positive, 

personalized, “fun” recruitment experience for Gen Y. Most of the companies provide videos on 

various social media portals, where companies display how much “fun” is to work at their com-

pany and explain specifically to Gen Y that all the benefits they are looking for can be found at 

these companies. The author was invited to a recruiting event in March 2017 where a global 

chain hotel adjusted their recruitment experience to fit the expectations of Gen Y. The opening 

property organized a recruitment day in a nightclub and instead the classical one of one on one 

interview sessions, participants created teams and met all kinds of challenges, such as creating 

a non-alcoholic team cocktail, and creating a logo for the brand and so on. Job seekers had an 

overall great time and recruitment experience.  

Interestingly, fun at work and working with friends - as shown on the Perceptual Map 10B  - are 

not valued as much according to our results. However, working in a positive company culture 

with friendly colleagues is as important as feeling valued.  

In hospitality, working in a team means working together with different cultures. The 

participants might consider these two factors similar as they are in an environment at the school 

where 38 different nationalities are living and studying together. Most of their class activities 

are in groups and orgaizing several events on campus prepares them for the teamwork in 

hospitality.   
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FIGURE 19. PERCEPTUAL MAP -10B 

 

In the next set on the Perceptual Map – 10C the most important factors were clearly highlighted: 

Opportunity for career advancement, receiving frequent feedback, On the job training within the 

company and Having a supportive manager are very important for Gen Y. 

FIGURE 20. PERCEPTUAL MAP -10C 
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Survey participants did not agree on the importance of language courses offered by the com-

pany or online training opportunities. However, those with over 6 months’ work experience in 

Switzerland understood more the benefits of a language course, as they experienced how im-

portant is to be able to communicate in German, French or Italian besides English. Online train-

ing opportunity might not be as important for this generation as most of them are still in school 

or shortly after graduation. This opportunity might be more appreciated by those who left school 

years ago and would like to update their knowledge or gain the skills needed to reach the next 

career level. 

FIGURE 21. PERCEPTUAL MAP -10D 

 

 
  

Interesting and Challenging work is rated as equally very important as Chance to make a differ-

ence. Maxwell et al. (2010) and Walsh & Taylor (2007) Gursoy et al. (2013) confirm the same 

results. On the other hand, working in different countries and Working long hours, Moving loca-

tion with a company builds a separate set.  

Part II summarizes the results of this study and shows the most important Career expectation 

factors of Gen Y. 

 



 

68 

Part II 

RQ8 What are the Top fifteen career expectation factors of Gen Y in hospitality and tourism? 

Table 9. shows the career factors students representing Gen Y felt very important or important. 

The ranking 1-25 is based on the total % displayed below.  

TABLE 9. CAREE FACTORS INFLUENCING THE CHOICE IN SELECTING THE EMPLOYER 

 Very important & Important 
Very 
imp. % Imp. %  Total %  

Frequency % Mean SD Variance 

1 Feeling valued 63.9% 32.2% 96.1% 115 64% 1.4 0.57 32% 

2 Interesting work 57.8% 36.7% 94.5% 104 58% 1.48 0.6 36% 

3 Opportunity for career advancement 65.0% 28.9% 93.9% 117 65% 1.41 0.61 37% 

4 Working in a positive company culture 58.3% 33.3% 91.7% 105 58% 1.52 0.74 54% 

5 Having a supportive manager 58.9% 31.7% 90.6% 106 59% 1.51 0.68 46% 

6 Challenging work 47.8% 40.6% 88.3% 86 48% 1.64 0.68 47% 

7 Good recruitment experience 45.6% 40.6% 86.1% 82 46% 1.69 0.72 52% 

8 Receiving frequent feedback 45.0% 40.0% 85.0% 81 45% 1.71 0.74 55% 

9 Friendly colleagues 41.7% 42.8% 84.5% 77 43% 1.77 0.78 60% 

10 Empowerment 31.1% 53.3% 84.4% 96 53% 1.85 0.68 46% 

11 Work-life balance 42.2% 41.7% 83.9% 76 42% 1.76 0.77 60% 

12 Having job security 43.3% 39.4% 82.8% 78 43% 1.76 0.79 63% 

13 On the job training within the company 38.9% 43.9% 82.8% 79 44% 1.81 0.78 60% 

14 Having a coach/ mentor 39.4% 40.6% 80.0% 73 41% 1.85 0.85 72% 

15 Working in a team 45.0% 31.1% 76.1% 81 45% 1.86 0.95 90% 

16 Fun at work 36.7% 37.8% 74.5% 68 38% 1.94 0.9 80% 

17 Company brand 32.8% 41.1% 73.9% 74 41% 1.94 0.79 62% 

18 5 star service standards 40.0% 31.1% 71.1% 72 40% 1.98 1 100% 

19 Location 22.8% 46.7% 69.5% 84 47% 2.18 0.95 90% 

20 Package offer (meals, accommodation) 28.9% 39.4% 68.3% 71 39% 2.12 0.95 90% 

21 Working in different countries 25.0% 36.7% 61.7% 66 37% 2.32 1.09 118% 

22 Working with different cultures 23.9% 35.0% 58.9% 63 35% 2.36 1.08 117% 

23 High-tech work environment 18.3% 37.2% 55.6% 67 37% 2.38 0.94 89% 

24 Moving locations within a company 18.9% 33.3% 52.2% 60 33% 2.53 1.12 124% 

25 
Online training opportunities within the 
company 

19.4% 32.8% 52.2% 59 33% 2.5 1.11 122% 

In the studies of Richardson and Thomas (2012) and Brown et al. (2014) “job that I find enjoyable 

and pleasant work environment, good promotion prospects, gives me responsibility and col-

leagues I can get along with high earning over the lengths of the career and intellectual chal-

lenge, respected and I can gain transferable skills” were the top career factors. Our study shows 

similar results. Opportunity for career development was chosen by 65% of the respondents as 

very important. Being valued, and interesting, challenging work is the most attractive career 

factors according to this study. Of the top 10 career factors of our study, positive working envi-

ronment, frequently receiving feedback, empowerment, having a supportive boss and friendly 

colleagues are points mentioned in the literature review as characteristics of Gen Y and the re-

sults of previous studies such Richardson (2008, 2009;2012) and Kim (2009). Researches argued 
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that all generations want the same; only their priorities, and career anchors (Schein, 1990) are 

different. 

After exploring the career preferences of Gen Y, it is interesting to see where they plan to build 

their career and which countries are the most attractive for this generation. 

As Figure 22. Shows, Switzerland and the USA are the top countries where students representing 

Generation Y would like to build their career. 52% of the participants chose Switzerland, which 

might be influenced by the fact that the study took place in Switzerland and the international 

students see this country as a very attractive place to live and build a career as they have become 

familiar with it. Another influencing factor could be that 90% of the students gain their first work 

experience in Switzerland during their studies there. Besides the image of Switzerland as provid-

ing high-quality service, living standards, and excellent hospitality and tourism standards, sala-

ries (when compared to other countries) in hospitality and tourism is also very attractive, as is 

job security (due to the economic stability). One must mention however building a career in 

Switzerland might be rather challenging due to the language requirements and the strict resi-

dence and work permit regulations.  

Figure 14. shows that 33% of students expect to start a Management Trainee program after 

graduation. The USA is one of the countries which offers these programs in global chain hotels, 

country clubs and other hospitality and tourism related companies. This could be another reason 

why the second most popular destination to build a hospitality and tourism career is the USA. 

The UK and Australia are also popular as the primary language in these countries is English. The 

United Arab Emirates offers plenty of opportunities to students and graduates. Dubai is one of 

the most popular cities where students start their career, and career advancement is usually 

faster than it is in Europe due to the number of opening hotels and vacant positions. Qatar, 

Oman, and Saudi Arabia are offering more and more positions as well. However, students at this 

particular institute prefer Europe first, than the USA and see the Middle East as a third or fourth 

option. 37% of the respondents answered with “other”. This contains mostly Asia: Japan, Singa-

pore, Hong Kong and Malaysia. Further answers mentioned Russia, Hungary, Romania or “I do 

not know”. 
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FIGURE 22. PREFERRED COUNTRY TO BUILD CAREER IN H&T 

 

 

▪ RQ9: Career advancement opportunity significantly influences Gen Y`s career deci-

sion. 

52% of the participants plan to build their career in Switzerland, and 33% saw self-employment 

as their highest career goal in hospitality and tourism. In Switzerland there are many family-

owned properties, which offer excellent opportunities for students to gain experience. These 

properties are small and medium-sized enterprises (SME). 90% of these entrepreneurs got a 

Swiss hotel and tourism management education. SMEs are strongly represented in the European 

hospitality and tourism industry in general. The author was interested to see whether students 

representing Gen Y prefer to build a career in global chain companies or small family owned 

companies. 

Figure 23. shows that 75% of the students chose the global chain company instead of the family-

owned company. Out of the 135 respondents, 86.6% answered the open-ended question to ex-

press the reasons for their answer. Students believe that a global chain company provides more 

opportunities in general and the conditions for a fast-track career development are given. This 

statement is in line with previous studies, which confirmed that Gen Y is ambitious and expect 

fast career development in hospitality and tourism (Richardson (2012); Brown et al. (2014). Stu-

dents perceive global chain companies to have higher standards and better career opportunities 

when compared to family-owned companies. The global chain company seems to offer more 

challenges. 59% of those students who aim to become self-employed preferred to build their 

career in a global chain company instead of a small entrepreneur family owned business, where 
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they could best learn how to start a business and manage the property while being self-em-

ployed. The literature mentions that hospitality educators seem to be in favor of the large hotel 

chains (Nachmias et al. 2014; Raybould & Wilkins, 2005). Learning experiences influence the 

students’ career decisions, so in their minds the global chain hotel is considered as the right 

answer. If the hospitality schools would demonstrate the advantages of the small and medium-

sized family-owned enterprises, and students would be educated about the career possibilities 

given by such companies, participants would be more open to opting for these opportunities.  

FIGURE 23. GLOBAL CHAIN COMPANY VS. FAMILY OWNED COMPANY 

 

The 2014-2019 report Tourism, Travel & Hospitality Workforce Development Strategy mentions 

that small and large businesses continue to experience a critical shortage of qualified and skilled 

labor.  Nolan & Garavan (2016) found that SMEs do not actively recruit graduates and do not 

generally have an understanding of the benefits of recruiting graduates to the operation and to 

the performance of their firms. Hospitality SMEs are more likely to under-utilise graduates’ skills 

as they are less equipped to recruit graduates (Pittaway &Thedham, 2005). However, employa-

bility of graduates in non-traditional occupations (‘non-traditional occupations’ refers to jobs 

with a less structured approach to graduate recruitment and development across multiple firms) 

including SMEs is becoming an increasingly important dimension in curriculum design (Fearon, 

Nachmias, McLaughlin & Jackson, 2016).  

To add to the discussion of this topic, the authors’ experience showed that students have de-

clined five-star job offers in global chain hotels, because the property was in a remote area, such 
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as ski resorts in Switzerland. Any opportunity in the city was more valued than an a 5-star op-

portunity in a remote area. SInce work-life-balance is important for this generation, the last re-

search question aimed to find out what is more important for Gen Y: working for a branded 

company or city life. Figure 24. shows that over 60% care more about a branded company than 

they do about location. This shows the same result as the Perceptual Map- 10A showed, I.e., 

that location is less important than brand when choosing workplaces. The question remains 

whether this reflects the truth or whether this was the “correct” answer to choose.  

FIGURE 24. GLOBAL CHAIN COMPANY VS. FAMILY OWNED COMPANY 

 
 

4.2.7 Gender influence  

This part of the study aims to answer the question, how Gen Y’s view on career choices vary by 

gender. Based on the literature of vocational choice theories, motivational theories, career de-

velopment theories, gender has an influence on career decisions. As Table 10. shows, female 

(61%) outline male (39%) respondents, similar results were found in previous studies such as 

Broadbridge (2010), Maxwell & Brodbridge (2014), Kong et al. (2015), Richardson & Thomas 

(2012).  

Figure10. also shows that 83% of the male participants definitely intend to join the industry upon 

graduation, while 71% of the female respondents agree with this statement. Male participants 

seem to be more determined with their initial choice of building a career in hospitality and tour-

ism industry. 3% of the female participants will definitely not join the industry upon their grad-

uation, while 17% of male students and 26% of the female participants are still hesitating to 

make a decision about joining the industry after their studies. Another evidence of gender dif-

ference underlining career attitude in this study is that majority of the male participants (33%) 

plan to work in this industry for more than 20 years, majority of the female participants (37%) 

see themselves in this industry for 2-5 years. 27% of the female participants plan to work in the 

industry more than 10 years while 42% of the male participants plan to do the same. 
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TABLE 10. GENDER VS. BUILD A CAREER IN HOSPITALITY AND TOURISM  

Career in HT industry Gender Female Male Total 

Gender   Female Male Total 

  Frequency 110 70 180 

  % within gender 61 39 1 

  % Total 1 1 1 

Definitely yes Frequency 78 58 136 

  % within gender 57,4% 42,6% 100,0% 

  % Total 70,9% 82,9% 75,6% 

Not sure Frequency 29 12 41 

  % within gender 70,7% 29,3% 100,0% 

  % Total 26,4% 17,1% 22,8% 

Definitely not Frequency 3 0 3 

  % within gender  100,0% 0,0% 100,0% 

  % Total 2,7% 0,0% 1,7% 

Up to 1 year Frequency 10 7 15 

 % gender 66,0% 46,0% 100,0% 

  % Total 9,1% 10,0% 8,3% 

2-5 years Frequency 41 15 56 

 % gender 73,2% 26,8% 100,0% 

  % Total 37,3% 21,4% 31,1% 

6-10 years Frequency 26 19 45 

 % gender 57,8% 42,2% 100,0% 

 % Total 23,6% 27,1% 25,0% 

1-10 years % Toal 70,0% 58,5% 64,4% 

11-20 years Frequency 13 6 19 

 % gender 68,4% 31,6% 100,0% 

  % Total 11,8% 8,6% 10,6% 

More than 20 years Frequency 17 23 40 

 % gender 42,5% 57,5% 100,0% 

  % Total 15,5% 32,9% 22,2% 

More than 10 years % Total 27,3% 41,5% 32,8% 

There is no significant difference was found, both female and male participants named the fol-

lowing top four reasons for choosing this industry: (1) they like to see satisfied customer while 

serving them, (2) they believe that this industry offers a variety of career paths, (3) it is all about 

working people, and (4) career advancement opportunities are given in this industry. 

Regarding the area of work and department students aim to work after graduation, no signifi-

cant difference was found between male and female answers (Sullivan & Mainiero, 2007). Both 

genders prefer hotels as first choice and event companies as the second choice. While female 

students see themselves working in the industry (hotels, event companies, airlines and restau-

rants, tourism office), male participants prefer to work in travel agencies and seem to be more 

open working in other industries such as banks, consulting retail schools.  
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There are departments which seem to be more attractive to male than female. For instance, the 

kitchen, leisure, recreation, and sports management are ranked higher by male participants than 

female. On the other hand, departments like Housekeeping, Front Office, Human Resources and 

Spa & Wellness Management are more appealing to female than male. Nevertheless, both gen-

ders ranked as top industry hotels and as most attractive department Sales and Marketing.  

Higher career entry level is important for undergraduate Generation Y. (Broadbridge et al. 2007; 

Ng et al. 2010). Men are more successful in achieving graduate level jobs as they tend to be 

more proactive in changing job than women (Maxwell & Broadbridge, 2014).  Gen Ys view on 

career entry is not homogenous and it varies by gender (Ng et al. 2010).  

The finding of this study shows that the majority of the students expect to start with a low-level 

management position as Management Trainee.  Table 11.  highlight that 34% of the male and 

22% of the female participants expect to start as Management trainee (low-level management). 

Although majority of the ladies expect to start as Line level employee (29%) or as Department 

supervisor (29%). This study also supports the findings that male participants tend to aim higher 

from the beginning of their career than female participants.   

TABLE 11. CROSSTAB GENDER VS CAREER ENTRY LEVEL  

Gender 
Female N 

% 
Total 

%  
gender 

Male N 
% 
Total 

%  
gender 

Total 
N 

% 
Total 

 Line level employee 31 28,4% 68,9% 14 20,0% 31,10% 45 25% 

Department supervisor 31 28,4% 75,6% 10 14,2% 14,30% 41 23% 

Management trainee 24 22,0% 50,0% 24 34,3% 50,00% 48 27% 

Department assistant manager 13 11,9% 56,5% 10 14,3% 43,50% 23 13% 

Department manager 3 2,8% 30,0% 7 10,0% 70,00% 10 6% 

Self-employed 5 4,6% 62,5% 3 4,3% 37,50% 8 4% 

Other (Please Specify) 2 1,8% 50,0% 2 2,9% 50,00% 4 2% 

Total 109 99,9% 60,9% 70 100,0% 39,10% 179 99% 

As previous research showed, career advancement is very important for Gen Y. This generation 

is known for their expectation of fast-tracking career advancement (Maxwell & Broadbridge, 

2014). 74,3% of the male students expect to receive a promotion within 7-11 months after start-

ing a job, while majority of the female students expect the same between 1-2 years. Job mobility 

is one of the indicators of gender difference. This study shows similar results. More than half 

(57%) of the female students agree to work harder till the next promotion possibility and 64% 

of the male participants agree with this statement. The second highest score by female partici-

pants was given to “ask for a transfer within the organization,” while male students chose as 

second option “move to another company.”  

 

TABLE 12. GENDER VS PROMOTION EXPECTATIONS 

Promotion vs gender Female N % Total % gender Male % Total % gender Total Total % 
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Within the first 3 months 4 3,60% 40.0% 6 8,60% 60.0% 10 5,60% 

3-6 months 24 21,80% 57.1% 18 25,70% 42.9% 42 23,30% 

7-11 months 37 33,60% 56.9% 28 40,00% 43.1% 65 36,10% 

1-2 years 41 37,30% 73.2% 15 21,40% 26.8% 56 31,10% 

3-4 years 1 0,90% 33.3% 2 2,90% 66.7% 3 1,70% 

Not aiming for promotion 3 2,70% 75.0% 1 1,40% 25.0% 4 2,20% 

Total 110 100,00% 100% 70 100,00% 100% 180 100% 

TABLE 13. GENDER VS PREDICTED NO PROMOTION RECEIVED 

Promotion vs gender Female N % Total % gender Male N % Total % gender Total %Total  

Work harder 63 57,30% 58.3% 45 41.7% 64,3% 108 60% 
Ask for transfer within the 
organisation 

19 
17,30% 

76.0% 6 24.0% 
8,6% 

25 
13,9% 

Move to another industry 0 0% 0% 0 0% 0,0% 0 0% 

Move to another company 16 14,50% 57.1% 12 42.9% 17,1% 28 15,6% 

Become self-employed 3 2,70% 42.9% 4 57.1% 5,7% 7 3,9% 

Do nothing, wait  6 5,50% 85.7% 1 14.3% 1,4% 7 3,9% 

Not aiming for promotion 3 2,70% 60.0% 2 40.0% 2,9% 5 2,8% 

Total 110 100,00% 100% 68 100% 100,0% 180 100% 

Majority of participants plan to have their own businesses.  Self-employment received the high-

est score among male (26.76%) and female participants (38.89%). However female respondents 

aim for Director of a department position (23.15%) while male participants mentioned General 

Manager position (25.35%) as the second most attractive career goal. Figure 25. demonstrates 

below that the majority of those participants who aim for a CEO (60%) position or General man-

ager position (52%) are male. Students, who answered with other, plan either to continue their 

studies or would like to become a leader in another field or a teacher. This study is in line with 

the previous research of Maxwell et al. (2014),  men seem to have higher career expectations. 

A future study could compare the results of this study with the future results in 10 years time to 

confirm or reject the second statement of Maxwell et al. (2014) that men have higher career 

success than women. 
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FIGURE 25. ENTRY-LEVEL EXPECTATIONS VS. GENDER 

 

63% of men and 62% of women believe that they will reach the top of their career within 10 

years.  Looking at the Table 14. it shows that male (30%) and female (37%) both believe that the 

top career position can be reached between 5-7 years. As male participants aim higher than 

female students, 33% of men count with 8-10 years. Here is no significant difference between 

the answer of male and female participants.   

TABLE 14. GENDER VS. TOP OF CAREER REACHED IN YEARS  

 

Less than 

1 year 

1-2 

years 

2-4 

years 

5-7 

years 

8-10 

years 

10-15 

years 

16-20 

years 

More than 

20 years      N 

 Female  1.8% 2.7% 15.5% 37.3% 25.5% 9.1% 5.5% 2.7% 110 

Male 0 1.4% 18.6% 30.0% 32.9% 10.0% 4.4% 2.9% 70 

          Total % 1.1% 2.2% 16.7% 34.4% 28.3% 9.4% 5.0% 2.8% 180 

 

According to the theory of expectancy of motivation, students’ choice of employer is a function 

of the selection criteria of employers weighted by the perceived importance” (Hoc Nang Fong 

et al. 2014). Brand of the organization is one factor which could influence the career choice of 

the students (Hoc Nang Fong et al. 2014). Majority of the student of this study are brand seekers 

as 70% of male, and 78% of female respondents chose global chain hotel versus a small inde-

pendent family-owned company, furthermore 65% of male and 67% of female students would 

work in a well-known international brand in a remote are rather than in a no brand small quality 

company in a big city. In this relation, there is no gender-related difference found. 
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Both male and female participants find very important to important the following factors. (1) 

Being valued and (2) work in a positive company culture with (3) friendly colleagues. Also, male 

and female agree that (4) challenging and (5) interesting job is what they expect. Companies 

which offer (6) opportunity for career advancement, where the managers are not only support-

ive (7) but constant feedback is received on a regular basis, where (8) empowerment is given to 

accomplish the daily tasks are the most attractive workplaces. Gen Y is expecting (9) chance to 

make a difference, regardless of gender. 

4.2.8 Influences of cultural background/nationality 

This part of the study aims to identify whether participants’ career choices are influence by their 

cultural backgrounds. As highlighted in the literature review, motivational factors may be differ-

ent according to nationality and cultural background. (Kim et al. 2016; Lent & Brown, 2013). 

Using the cultural clusters based on the classification of Gupta et al. (2002), all representatives 

of Anglo, Germanic Europe, Latin Europe, Sub-Sahara-Africa, Middle East, Latin America are mo-

tivated to start their career in hospitality and tourism after graduation. (100% answered with 

definitely yes).  

The students with highest career indecision belong to the Confucian Asia Cluster (63% definitely 

yes, 37% not sure) and Eastern Europe Cluster (71% definitely yes, 29% not sure yet) followed 

by Southern Asia (85% definitely yes, 10% not sure, 4% definitely not). Figure 4.2.5 shows all 

nationalities that answered with ‘not sure’. It is interesting to mention that Hungarian females 

(67%), Taiwanese females (60%), and Russian (60%) students reached the highest percentage 

when comparing genders and nationalities among those who answered with ‘not sure’. This is 

essential information for the career center of the hotel and tourism management institute, 

where the study was conducted. These students will need more career support and perhaps 

guidance, or more information about the industry, about themselves, and their abilities. The 

career center could find out why these students hesitate to make career decisions and support 

them accordingly. These students chose hospitality and tourism because they like to see satis-

fied customers and because they believe this industry offers variety of career paths.  

Regardless of their cultural background, the majority of the students expect to feel valued at 

their future workplace, and expect to work in a positive company culture where they have the 

chance to make a difference. Besides a good recruitment experience and a challenging and in-

teresting job, they expect to have supportive managers and opportunities for career advance-

ment. These findings are in line with previous research about Gen Y, and show that Gen Y to be 

homogeneous as the respondents all found these career factors very important or important, 

although these career factors are important not only for Gen Y, but to all generations.   

 



 

78 

The Germanic cultural cluster finds it important to work in different countries and to move lo-

cation within a company. The South Asia and Middle East clusters find Job security and Work-

life balance more important than other clusters.  The Sub-Sahara-Africa, Confucius Asia and East-

ern Europe clusters find Job security and Work-life balance important. The Easter Europe cluster 

mentioned Salary as a very important factor, as did the Anglo cluster and the Sub-Sahara-Africa 

cluster. The Middle-East cluster is the only one that finds it easy to get a job after graduation. 

All European clusters (Anglo, Eastern, Germanic, Latin), the Asian clusters (South and Confucius) 

and the Sub-Sahara-Africam cluster fairly disagree with this statement. 

17% of the Eastern European cluster agree that their family is working in this industry, which 

might have an affect on choosing hospitality and tourism a major and career. This is the only 

cluster with the highest score on this question.  

Majority of the students plan to work in hospitality and tourism for 2-5 years: Sub-Sahara-Africa 

(100%), Germanic Europe (50%) Latin Europe (50%), Confucius Asia cluster (42%), Eastern Eu-

rope (38%). The Middle East cluster seems to be the most confident, and plans the their 

hospitlity and tourism career for at least 6-10 (33%) while 28% of the students belonging to the 

South Asia cluster plan with 6-10 years.  

Cultural background does not seem to make a difference in the choice of industry. As all cultural 

clusters choose hotel as their highest preference, expect for Germanic Europe, which chose 

event companies as fist choice and travel agencies as the second option. Since this cluster has 

only 3 members, more sample of this culture would be needed in order to make any conclusion. 

All other cultural clusters chose to build their career in hotels. South Asia equally ranked restau-

rants and event companies. 

TABLE 15. CHOSEN INDUSTRIES VS CULTURAL CLUSTER GROUPS 

  Anlgo Eastern Latin Germanic Confucian South Sub-Sahara Middle Latin 

   Europe Europe Europe Asia Asia Africa East America 

 Airlines 50% 12% 12% 33% 29% 10% 17% 0% 0% 

 Cruise lines 0% 9% 9% 0% 8% 13% 0% 0% 0% 

 Event companies 50% 52% 52% 67% 50% 31% 50% 50% 50% 

 Restaurants 0% 17% 17% 0% 16% 31% 0% 0% 50% 

 Hotels 50% 64% 64% 33% 69% 80% 83% 100% 100% 

 Tourism offices 0% 12% 12% 33% 13% 12% 17% 0% 0% 

 Travel agencies 0% 12% 12% 67% 16% 10% 33% 50% 0% 

 Banks 0% 7% 7% 0% 3% 3% 0% 0% 0% 

 Consulting 0% 14% 14% 33% 8% 6% 0% 50% 0% 

other 
 

0% 10% 10% 33% 13% 15% 

 
0% 50% 

 
0% 
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Similar results were found in the area of work. The majority of the students chose Sales % Mar-

keting and Meeting and event planning as the most attractive area of work after graduation, 

regardless of their cultural back-ground. There is one exception, members of Germanic Europe 

Cultural Cluster chose tourism destination and attractions as their first preference. Both Asian 

culture clusters, just as the Anglo and Sub-Sahara-Africa clusters, rated Front Office higher than 

other culture clusters. Looking at Table 4.2.8 it seems that Germanic Europe and Latin America 

did not find Human Resources as attractive as other options, on the other hand, Latin Europe, 

Anglo cluster and Easter Europe find it realistic to start their career in this department. As most 

of the students chose to start their career either in Switzerland, many of the Eastern European 

students have a high level of German or French knowledge, which could make it easier to reach 

this fist career goal, on the other hand the students with English mother tongue, plan to work in 

the United States and Australia or England. As Human Resources department is back of the 

house, the students may see more rewarding to start to work there and it would mean a better 

return on investment of their studies than working in a line level position at the front of the 

house. 

TABLE 16. CHOSEN AREA OF WORK VS CULTURAL CLUSTER GROUPS 

  Anglo Easter Germanic Latin Confucius South 
Sub-

Sahara Latin 

    Europe Europe Europe Asia Asia Africa America 

 Accounting & Finance 0% 2% 0% 0% 5% 6% 0% 0% 

 Kitchen 0% 5% 33% 0% 16% 10% 0% 50% 

 Service 50% 10% 0% 0% 18% 22% 17% 0% 

 Front Office 50% 16% 0% 50% 29% 33% 33% 0% 

 Housekeeping 50% 0% 0% 0% 5% 1% 0% 0% 

 Human Resources 50% 31% 0% 50% 26% 15% 33% 0% 

 Meeting and event 
planning 

0% 45% 33% 0% 34% 30% 33% 50% 

 Sales & Marketing 50% 45% 33% 50% 32% 36% 50% 50% 

 Leisure, recreation and 
sports management 

0% 21% 33% 0% 16% 19% 17% 0% 

 Spa & wellness 
management 

0% 7% 0% 0% 21% 9% 17% 0% 

 Tourism destination 
and attraction 

0% 26% 67% 0% 21% 24% 17% 0% 

If none of the above 
please specify 

0% 7% 0% 0% 0% 6% 0% 0% 

The majority of the participants (all cultural clusters) expect a promotion within the 7- 11 months 

after starting a new job. If promotion is not received within the expected time frame,  the 

Germanic cluster would move to another company (67%) while all other clusters, South Asia 

(73%), Confucius Asia (61%), Sub-Sahara-Africa (50% ) Latin America (50%) Middle East (50%), 

Eastern Europe (48%), Latin Europe (50%), Anglo (50%) would choose to work harder in order to 

get promoted.  



 

80 

Other than the Anglo and Latin Europe clusters, all cultural clusters chose self-employment as 

the highest career goal to reach. The participants with this highest career goal were identified 

as 69% female and 31% male.  

TABLE. 17. TOP CAREER GOAL BY CULTURAL CLUSTERS 

  Anglo Eastern Germanic Latin Confucius South  Sub-Sah Middle  Latin 

    Europe Europe Europe Asia Asia Africa East America 

Department manager 50% 3% 33% 0% 13% 9% 17% 0% 0% 

General manager 0% 21% 0% 0% 10% 21% 0% 0% 0% 

Director of a department 0% 26% 0% 50% 24% 13% 0% 0% 0% 

CEO 50% 10% 0% 50% 11% 18% 33% 50% 0% 

Self-employment 0% 33% 67% 0% 34% 33% 50% 50% 50% 

Other (Please Specify) 0% 7% 0% 0% 8% 6% 0% 0% 50% 

Total 100% 100% 100% 100% 100% 100% 100% 100% 100% 

Table 17. below shows that regardless of the cultural cluster, most of the students prefer to 

work for a well knows international chain company rather than a no brand, individual company. 

Yet most of the students aim for Self- employment building up their own business. This shows 

that hotel and management education in Switzerland is focused on global chain hotels. Students 

therefore do not know or see the benefit of working in the individual companies, where they 

are able to learn how to manage a company and what challenges a small company faces in the 

real world.  

TABLE. 18. BRANDED GLOBAL CHAIN COMPANY VS INDEPENDENT FAMILY OWNED COMPANIES 

  Anglo Eastern Germanic Latin Confucius South  Sub-Sah Middle Latin 

    Europe Europe Europe Asia Asia Africa East America 

Global chain hotel  100% 72% 67% 50% 79% 75% 83% 50% 100% 

Small family company  0% 28% 33% 50% 21% 25% 17% 50% 0% 

 
Supervisor position in Company A (International chain company) vs. Company B (no brand individual company) 

  Anglo Eastern Germanic Latin Confucius South  Sub-Sah Middle Latin 

    Europe Europe Europe Asia Asia Africa East America 

Company A  100% 67% 0% 50% 54% 66% 83% 50% 100% 

Company B 0%  33%  100%  50%  46%  34%  17%  50%  0%  

Most of the students aim to start their career in Switzerland, yet they are not interested to work 

in family-owned companies (except the German cluster). Switzerland has more family owned 

businesses than global chain hotels. Furthermore, without speaking the languages of the coun-

try (German, Italian, and French) students are not able to start in Management trainee positions 

in global chain hotels in Switzerland.   
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4.2.9 Career maturity 

The following section gives examples of the most notable findings regarding career maturity. 

Super (1954) defined career maturity as the degree to which individuals are ready to make good 

career decisions. The decision is based on self-knowledge, knowledge of decision-making, ex-

ploration of occupations and general positive attitude to make the career decisions. Based on 

Supers’ 5 career-life stages, Table 19. shows that the majority of the participants (83%) were in 

their Exploration stage (age 15-24). This stage is when individuals tentatively identify their ca-

reers and explore opportunities and possibilities of a long-term career in hospitality and tourism 

(Kong et al. 2015). Participants over 25 years old (17%) are in their Establishment stage (age 25-

44), where the individuals are building their entry-level skills and stabilize their position through 

work experiences. 

74% of the students in the exploration stage (under 25 years old) are eager to join the industry, 

while 23% are not sure and 2% will definitely not join the industry upon graduation. Students in 

their Establishment stage (at the age of 25 and 25+) are confident to join the industry upon 

graduation (81%) only 19% hesitate to make a decision (not sure).  85% of those who answered 

with “not sure yet”, are under 25 years old. According to decision theory, students are not able 

to make a career decision, because they are either insufficiently informed about the alternatives, 

they have valuation problems, or they are uncertain about the outcomes (Germeijs & De Booeck, 

2003). 

TABLE 19. CAREER INDECISION TO JOIN THE HOSPITALITY AND TOURISM INDUSTRY UPON GRADUATION 

 

Figure 26. shows that 69% of the students under 25 plan their career in the industry for up to 10 

years (while 1% not at all, 10% for 1 years, 32% for 2-5 years, 25% for 6-10 years) while 58% of 

the students (age 25 and 25+) said the same (6% for 1 year, 26% for 2-5 years, 26% for 6-10 

years). It seems that students in their Establishment stage are more confident to make career 

decisions, and more confident to plan for long-term (35% for more than 20 years when com-

pared to students in their Exploration stage (19% plans for more than 20 years).  
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FIGURE 26. LENGTH OF CAREER PLANNED IN HOSPITALITY AND TOURISM  

     
 Exploration stage (N=149)     Establishment stage (N=31) 

Most of the students expect to start on a level higher than the first-line employee. Participants 

under 25 expect Management Trainee positions (33%) Department supervisor positions (28%) 

Line level employee positions (23%) and Department assistant manager positions (22%). On the 

other hand, 35% of the 25+ students expect to start as Management Trainee, and 32% expect 

to start as Line level employee. As Management Trainee positions are limited (Kim, 2008) stu-

dents in their Establishment stage see the opportunities more realistic than student under 25. 

The industry is looking for graduating students to fill their line level jobs in the front of the house, 

yet students with their higher hotel and tourism management education expect to reach higher 

entry levels than a line employee.  

No significant difference was found between the Exploration stage and Establishment stage, re-

garding the industry and department chosen to start the student’s hospitality career. Most of 

the students (72% in their Exploration stage) and (71% in their Establishment stage) chose hotels 

as the number one industry to build their career in, and event companies (43% in their Explora-

tion stage and 45% in their Establishment stage) as the second most attractive industry. Students 

in both stages chose Sales & Marketing (38% of students under 25 years old and 45% of students 

25 or 25+) as number one department, and the Event department as second (35% of students 

under 25 and years old and 39% 25+). There is only a slight difference between the rankings of 

highest career goals. The majority of the students plan to become self-employed. It seems that 

student 25 or older planned more carefully and chose a position as director of a department 

instead of the GM position which was ranked as number 2 by the students under 25 years old.  

 

 

TABLE 20. CAREER INDECISION TO JOIN THE HOSPITALITY AND TOURISM INDUSTRY UPON GRADUATION 

Rank Career Top / Exploration Stage % N Caree Top / Establisment stage % N 

1  Self-employment 32.21% 48  Self-employment 41.94% 13 
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2  A position as general manager 18.12% 27 
 A position as director of a 
department 

25.81% 8 

3 
 A position as director of a 
department 

17.45% 26  A position as a CEO 9.68% 3 

4  A position as a CEO 16.11% 24  A position as general manager 9.68% 3 

 

83% of the students under 25 and 85% of students 25+ believe that their highest career goal will 

be reached within 10 years. Career advancement is very important for students building their 

career. Table 21. below demonstrates that the students in their establishment stage are a little 

bit more realistic:  42% expect to be promoted within 1-2 years, while 28 % of the students under 

25 expect the same. 36% of students in both stages expect the promotion within 7-11 months. 

This result might be influenced by the fact that students usually go for 6-month internships be-

tween the theoretical parts of their education. Hence, they might expect to move to the next 

higher level or another department after the 6 months completed in one position. Nevertheless, 

the expectation to be promoted after 7 -11 months might be only realistic if the student gained 

previous experience in the same position or if at a particular employer the turnover is so high 

that employees with 7 months experience count as senior employees. (Call centers, cruise lines 

etc.) 

TABLE 21. PROMOTION EXPECTED VS. AGE 

Unter 25 25+ 

Promotion expected  % N Promotion expected  % N 

 Within the first 3 months 4.7% 7  Within the first 3 months 9.7% 3 

 After 3-6 months 26.2% 39  After 3-6 months 9.7% 3 

 After 7-11 months 36.2% 54  After 7-11 months 35.5% 11 

 After 1-2 years 28.9% 43  After 1-2 years 41.9% 13 

 After 3-4 years 1.3% 2  After 3-4 years 3.2% 1 

 Not aiming for promotion 2.7% 4  Not aiming for promotion 0.0% 0 

Total 100% 149 Total 100% 31 

Interestingly, students in both stages (60% under 25 and 58% 25 or over 25) would stay and 

work harder in case promotion would not be offered within the expected time frame. Only 13% 

(under 25) and 16% (25+) would leave the company and move to another one.  

 

 

 

The majority of the students chose the branded global chain hotel over a SMs. However, stu-

dents over 25 years old tend to appreciate the small independent no brand quality companies 

more possibly because they are located in big cities and the participants had enough living and 
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working in remote areas. Another option could be that they realized that in SMs companies’ 

students can take faster responsibilities and they offer interesting and diverse jobs.  Since their 

staff is smaller than it would be in a large chain company, one person could cover more depart-

ment tasks at the same time.  

TABLE 21. PROMOTION EXPECTED VS. AGE 

Age  under 25 25+ Age under 25 25+ 

  % N % N   % N % N 

A small independent family 
owned company 

22% 33 39% 12 [1] Company A 65% 45 55% 17 

 A global chain company 78% 116 61% 19 [2] Company B 35% 24 45% 14 

Total  100% 149 100% 31 Total  100% 70 100% 31 
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5 CONCLUSION AND RECOMMENDATION  

This dissertation concentrated on the career goals and expectations of international hotel and 

tourism management students in Switzerland. Undergraduate students in hotel and tourism 

management are a highly desirable labor source, as there is an ongoing shortage in a well-edu-

cated workforce for the tourism industry (Lu & Adler, 2008). Graduates are expected to fill pro-

fessional positions and become the future managers/ leaders of the industry. This study evalu-

ated how the international hospitality and tourism students perceive the career factors regard-

ing career choices and career advancement. The aim was to explore the career attitudes and 

perceptions of these students. This research also evaluated whether the results of this study are 

in line with previous studies, which were conducted in different cultural and educational set-

tings.  

Our research examined how age, gender, culture, and generational characteristics influence ca-

reer choices and career decisions. Moreover, students’ expectations were critically analyzed to 

see whether these expectations are realistic in the real-life work setting. The quantitative re-

search method was used to collect data from students at a private, international hotel and tour-

ism management institute in the German part of Switzerland. Descriptive analysis, Frequency 

analysis, Principal Component Analysis (PCA) and Multidimensional Scaling were used in this re-

search. The study was based on students’ perceptions about their future career activities and 

their present expectations about their future career development based on their current 

knowledge.  According to Ajzen’s Theory of Planned Behavior (1991) attitudes are the principal 

predictor of intention and human behavior. Attitude captures the motivational aspect that in-

fluences behavior, and it shows how much time and effort an individual is willing to invest in 

performing a behavior (Tegova, 2010). Students’ career choices and performance can be ex-

plained by their belief about how successful they will be in managing their career in the industry 

and how valuable it is for them to be engaged in the career activities. Their choices are made in 

the present based on their current ability, with an indicated expectancy of future success (Ex-

pectancy-Value Theory of Achievement Motivation by Wigfield & Eccles 2000 p.68).  Having a 

clear picture about hotel and tourism management may help close possible gaps between real-

istic and unrealistic career expectations. In addition, it may help educators and career centers 

prepare the individuals for a more realistic career start and career advancement. On the other 

hand, this study could help educators adjust their courses not just to the changing needs of the 

industry but to consider the expectations of their students as well. Foremost, this study hopes 

to inspire educators to work together with industry leaders in order to create a more attractive 

career plan for the next generations graduating with a degree in international hotel and tourism 

management.   
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5.1 Summary of the research answers 

All participants in this study represented the generational cohort of Generation Y (both experi-

enced and inexperienced with respect to work). All students were born between 1980 and 2000. 

According to Socialization Theory, individuals of each generation are influenced by the political, 

economic or cultural context in which they grow up and the historical events that form their 

values. Their value sets are shaped in a formative phase of their lives (between the age of 16 

and 25).  

Participants of this study were between 17 and 31 years old. 149 students (82%) were under 25 

years old. Super (1954) defined Career Maturity as the degree to which one is prepared to make 

a good career educational or vocational decision. Based on his theory, the majority of the stu-

dents (82%) were in their Exploration career stage (age under 25) and only 17% in their Estab-

lishment career stage (age 25+). Exploration stage covers crystallization of career preferences 

(developing and planning tentative vocational goals) then converting generalized preferences 

into specific choice and firm vocational goals, followed by completing appropriate training and 

securing a position in a chosen occupation. The Establishment stage covers securing one’s place 

in the organization, adapting to the organizational requirements, building a positive work atti-

tude and co-worker relationship, and advancing to a new level on the career ladder.    

Although this study identified slight influences by gender, cultural background, and career ma-

turity, the answers of international hotel and tourism management students were homogene-

ous. Therefore, this study supports the results of previous research on generational cohorts in 

the workplace in hospitality and tourism. Several researchers reported the existence of work 

value and generational differences, which may impact recruitment, training, career develop-

ment, retention and all other areas of management (Lub et al. 2012; Walsh & Taylos, 2007). 

Generational differences can be viewed as opportunities to improve the workplace (Gursoy et 

al. 2013). Generation Y grew up with the internet: online social networking and instant messag-

ing has an impact on their communication style and how they approach problem-solving. (Gur-

soy et al. 2013). It is believed that Gen Y has a different attitude towards work regarding organ-

izational commitment when compared to previous generations (Eisner, 2005; Treuren & Ander-

son, 2010; Barron et al., 2007; Richardson 2008; 2010). This study cannot address whether its 

participants have different work values than previous generations, as all participants belong to 

one generation. This dissertation does however find the same results as previous research (see 

Eisner (2005), Richardson (2009, 2012), Kusluvan & Kusluvan (2000)) in that members of Gen Y 

are seeking challenging, interesting jobs, which provide them opportunities for career advance-

ment, empowerment and they want to be an active part of the decision-making process.  
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Dhevabachachai & Muangsame (2013) highlighted that Generation Y is productive and effective 

in a positive work environment and suggested that the companies should build a friendly, helpful 

and communicative culture with group reward strategy and strong benefit packages. The author 

argues with this statement, noting that every generational cohort would like to work in a positive 

work environment and would work more effectively in a work environment with strong benefit 

packages. Regardless of their generation, the majority of the students are young professionals 

still seeking to have fun at the workplace, and to work for organizations which support their 

personal and professional growth, and where they feel can make a difference. 

5.1.1 Career expectations of hotel and tourism management students after gradua-

tion 

136 undergraduate students (75,6%) regardless of gender (57.35% female and 42.65% male or 

cultural back ground (34 different nationalities) stated that they would definitely pursue their 

career after graduation in the hospitality and tourism industry, which is one of the world’s most 

important industries, and is a significant source of employment according to Lu & Adler (2009). 

This result shows a more positive trend than Richardson in (2008; 2009) and Kusluvan & 

Kusluvan (2000). They found that more than 50% of the hospitality and tourism students were 

not interested in joining the industry upon graduation. These studies were conducted in public 

universities, and almost two decades ago. Kusluvan & Kusluvan (2000) stated that if the students 

in turkey had accurate information about the working conditions of the industry, the partici-

pants would not have started their hotel and tourism management studies at all. In contrast to 

the study in Turkey, Lu & Adler (2009) reported that 68% of their participants in China were 

looking forward to joining the industry upon graduation. The private institution, where this study 

was conducted, works with agencies to attract new students globally. Some of these agencies 

are managed by formal students, which helps give an accurate picture to the new students of 

both the theoretical and the practical sides of their education. Today, potential new students 

have easy access to information online and have the opportunity to chat with students on cam-

pus by using various social media platforms.  

Multiple factors influence the motivation to choose hospitality and tourism as an area of study. 

In their Self-Determination Theory, Deci & Ryan (1985) defined two types of motivations (intrin-

sic and extrinsic). Career choices are influenced by intrinsic motivators such as exciting, enjoya-

ble work, achievement, growth, recognition, responsibility, and advancement, or extrinsic mo-

tivators such as relationship with supervisors, peers, work conditions, salary, status, security, 

and personal life (Lent & Brown, 2013; Ryan & Deci, 2000; Miner, 2005). 
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62.78% of the participants in our study chose hospitality because the industry suits the image, 

they have for themselves. The Person-Organization Fit theory states that individuals are at-

tracted to organizations with attributes similar to their characteristics (Chatman, 1991; Wong et 

al. 2017). According to John Holland, career choices are the expressions of the individual ‘s per-

sonality (Holland, 1973; 1980).  

 The results show that students are somewhat skeptical about finding their first placement upon 

graduation. Although the majority of the participants agree that the hospitality and tourism in-

dustry is one of the fastest growing industries which provides a variety of career paths and pre-

sents career opportunities for career advancement, only 38.89% agree with the statement that 

it is easy to find a job in this industry upon graduation, compared to 37.22% who only fairly agree 

with this statement. This result gives further evidence for an existing gap between the student’s 

high expectations of their entry level jobs and the actual positions the industry is ready to offer 

for graduates. The majority of the hotel and tourism management undergraduates (69.44%) ex-

pect a higher position than that of a line-employee. Actual answers included Department Su-

pervisor (N=42), Department Assistant Manager (N=37) and Department Manager (N=24). 

8.89% of the respondents expect to start their own business right after graduation. Consistent 

with the study of Kim (2008), most of the students (N=60) expect to start with a low-level man-

agement position, as a Management Trainee. Even ten years after Kim’s work, Management 

Trainee positions are still limited and hotels are looking for graduating students to fill their first 

line level positions in the Food &Beverage and Rooms division departments.  

Career expectation involves anticipated social outcomes, (job positions), material outcomes (sal-

ary expectation) and self-evaluative outcomes (self-approval). Looking at  career goals, Lent et 

al. (1994) identified two types: choice-content career goals and performance goals. Choice-con-

tent goals motivate individuals to follow preferred vocational options in order to pursue a career 

in a particular area. Performance goals help individuals confirm whether or not they are suc-

cessful in their chosen area (Lu & Adler, 2009; Lent et al. 1994).  

The majority of the students not only expect to start their first job after graduation as Manage-

ment Trainees, but expect to start their career in the departments such as Sales & Marketing 

(38.89% N=70), Event & Meeting Planning (35.56%, N=64), Front Office (26.11%, N=47) and Hu-

man Resources (23.33%, N=42). It is not surprising that 72.22% of the participants plan to start 

their career in hotels as the hotel and tourism management major mainly prepares student to 

become supervisors and managers in this field.  Event companies (43.33%) were ranked as the 

second most popular area of work. This choice may also demonstrate the influence of learning 

experiences, which was stated in the Social Cognitive Theory of Career Interest (Lent et al. 1994), 

as students plan and organize several events on campus as part of their coursework. Restaurants 

(21.11%) seem to be more attractive for students from Vietnam, Taiwan, Indonesia, India, and 

Hungary than they are for other nationalities. Those who chose Restaurant as the area of work 

expect to start as first-line employees. Previous studies and the practical experiences in hotels 
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identified the Food and Beverage department (Kitchen & Service) as one of the most important 

departments to obtain a general manager position in. In contrast, the results of this study show 

that Self-employment is more attractive for the students and only 22% of those who chose the 

F&B department to start their career plan to ever become General Managers. 

The results show that 52.78% of the students plan to build their career in Switzerland, where 

Management Trainee positions are very rare and mostly taken by local candidates, as they have 

the required language knowledge (German, Italian, and French). Despite the compulsory Ger-

man classes twice a week during the theoretical part of the education, the language abilities of 

the graduates do not reach the required level to be hired for positions in the Sales & Marketing, 

and the Event & Meeting departments. Therefore, the expectation of students to start a career 

in Switzerland with a Management Trainee positions in Sales and Marketing or Event & Meeting 

Planning department is unrealistic. Robinson et al. (2016) found a similar unrealistic vision of 

what students’ career path would be upon graduation.  

Management Traineeships are offered by several chain hotels in the USA. Therefore 39.44% of 

students are ready to move there to have their career expectations met.  

The UK (N=45) and Australia (N=44) were ranked as third and fourth most popular destinations 

to start a hotel and tourism management career. These countries are popular, as there are no 

language barriers to reaching higher positions (students complete their coursework in English). 

According to Australian educators, it is almost impossible to receive a work visa in order to gain 

experience in hospitality in Australia.  

5.1.2 Expectations of long-term careers 

When identifying their highest career goals, Self-employment was ranked as first (34%). 8.89% 

of the respondents expected to start their own business right after graduation. This result is in 

line with previous research about Generation Y and demonstrates one more time the entre-

preneurial and independent characteristics of this generation. Self-employment received the 

highest score among male (26.76%) and female participants (38.89%) 23.15% of female re-

spondents aim for a Director of a department position, while25.35% of male participants plan 

to become General Managers. The majority of the participants representing Gen Y expect to 

reach the highest point of their career in hospitality and tourism in less than 10 years. 34% 

believe that they arrive at the top of their career within 5 to 7 years. 26% feels that it takes 

longer, between 8-10 years.  

In line with the existing literature, participants of this study plan their career in the hospitality 

and tourism industry for less than 10 years. 56% of the respondents expect to work in hospi-

tality and tourism for less than 10 years. Over one fourth (31%) of participants only plan to 

work in this industry up to 5 years. 69.85% of those students who decided to build their career 
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in H&T plan to work in the industry for more than 5 years, and only 28.68% are confident to 

state more than 20 years.  

5.1.3 Expectations of Career advancement 

Career advancement is very important not only to Gen Y but for all graduating students. This 

generation is known for expecting a fast-tracking career advancement (Broadbridge et al. 2007; 

Maxwell & Broadbridge, 2014). Following the key points emerging from previous research, stu-

dents expect to be promoted within 7-12 months (36.1%) and 1-2 years (31.1%) after starting a 

new job. 59.9% of the female participants expect a promotion before 12 months, while 74.28% 

of male respondents expect the same. Those students who will definitely start their career in 

the industry mainly expect a promotion within 7-12 months (36.03%) or 1-2 years (31.62%). 

26.47% are confident that being promoted within the first 3-6 months would be possible. Based 

on practical industry experience, to receive a promotion within 3-6 months could be realistic 

only if students worked in the same field for more than 1-2 years already, or if the organization 

has such a high turnover rate, that employees working there for 3-6 months count as senior 

employees. Curiously, the 42 students who expect to be promoted within the first 6 months 

after starting a new job have either no experience at all (21%), have only 3-6 months experience 

(31%) or have 7-12 months experience (29%).  

According to Richardson, (2008; 2009) and Brown et al. (2014) should the career expectation of 

Generation Y not be met, they tend to leave the organization or they may not even enter the 

hospitality and tourism industry upon graduation. The results of this study show the opposite. 

60% of the participants would stay in the company and work harder in order to receive the de-

sired promotion. 15% would move to another company, and 14% would ask for a transfer within 

the same organization. Future research could explore what the students actually do, should a 

promotion not be possible. 

Deci & Ryan (1985) defined two types of motivations (intrinsic and extrinsic). Herzberg stated 

that extrinsic motivators are the primary cause of job dissatisfaction while intrinsic motivators 

are the primary reason for job satisfaction (Miner, 2005; Lundberg et al., 2009). Career choices 

are influenced by intrinsic motivators such as exciting, enjoyable work, achievement, growth, 

recognition, responsibility, and advancement or extrinsic motivators, such as relationship with 

supervisors, peers, work conditions, salary, status, security, personal life (Lent & Brown, 2013; 

Ryan & Deci, 2000; Miner, 2005).  

Consistent with previous studies about Generation Y (Maxwell et al. 2010; Brown et al. 2014; 

Richardson; 2012) we find that students belonging to this generation are looking for exciting, 

challenging jobs where they have the chance to advance their career and can work as a team. 

Previous research emphasized how vital the work-life balance is for Generation Y. It seems that 

for the students in this study this factor is less important. This could be explained by them having 
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received practical and theoretical training, which helps them adjust to the reality of the work 

environment of hospitality (unsocial working hours, long working hours). 

The participants of this study found the following career factors as most important: 

1 Feeling valued 

2 Interesting work 

3 Opportunity for career advancement 

4 Working in a positive company culture 

5 Having a supportive manager 

6 Challenging work 

7 Good recruitment experience 

8 Receiving frequent feedback 

9 Friendly colleagues 

10 Empowerment 

11 Work-life balance 

12 Having job security 

13 On the job training within the company 

14 Having a coach/ mentor 

15 Working in a team 
 

Gen Y sees global chain hotels more attractive than SME´s (Small to medium sized businesses) 

as they believe that the global chain hotels offer better career opportunities and challenging 

jobs, and better career advancement options and opportunities. Global chain hotels are per-

ceived as professional work environments due to the set standards, training opportunities, 

brand awareness and because of personal reasons such as “Would be prouder of myself”, "Be-

cause only global chain hotels give the opportunity to work in different countries, and it is better 

to build your career in hospitality and tourism”, or “More chance to be promoted and better 

benefits”. Our research provides further evidence in support of the study of Hoc Nang Fong et 

al. (2014), which found that the top-rated criterion of “brand seekers” is the brand of the organ-

ization, which drives them to well-known brands such as Marriott, Four Seasons, etc. Firms also 

need to find a strategy to attract employees belonging to different generations. A firm can use 

recruitment advertisement and its brand in order to be considered an employer of choice, and 

with that attract the best employees (Kong et al. 2015). 66% of the participants would choose a 

supervisor position in a well branded global chain company in a remote area over a not branded 

independent company in a big city. The author finds this result un-credible. According her expe-

rience in the field, students give up opportunities in remote areas such as mountain resources 

in Switzerland, in order to be together with friends in a city. Most of the students grew up in big 

cities such as Hong Kong, Kuala Lumpur, etc., and as the school is in a remote area already, most 

of the students prefer to “escape” to bigger cities as it offers more fun for young people that 

remote areas.  
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5.1.4 Influencing factors on career choices 

According to Krumboltz (1994) career decisions are based on (1) genetic endowment (gender, 

race, physical appearances, talents), (2) environmental conditions and events (individual has no 

control over social, political and economic events), (3) learning experiences (instrumental/ 

instrumental and associative) and (4) task approach skills (work habits, mental sets, 

performance standards) and experiences (Krumboltz, 1994). According to the Career 

Construction Theory, career is a moving perspective based on the students’ past memories, 

present experiences, and future work aspirations. 

This study also underlines the fact that female students outnumber male students in the hotel 

and tourism management courses (Richardson, 2008; 2009; 2012, Kusluvan & Kusluvan, 2000; 

Kusluvan et al. 2010). It is noticable that male participants are more determined and confident 

about their initial career decisions. 27% of the female participants plan to work in the industry 

for more than 10 years while 42% of the male participants plan to do the same. 3% of the female 

participants will not join the industry upon their graduation, while 17% of male students and 

26% of the female participants are still hesitating to decide on joining the industry after their 

studies. Men are more successful in landing graduate-level jobs as they tend to be more proac-

tive in changing jobs than women (Maxwell & Broadbridge, 2014).  34% of the male and 22% of 

the female participants expect to start as Management trainees (low-level management). The 

majority of the ladies expect to start as Line level employees (29%) or as Department supervisors 

(29%). Similar to the statement of Maxwell et al. (2014) this study supports the findings that 

male participants tend to aim higher from the beginning of their career and are more mobile 

across jobs in order to reach their career goals than do female participants. The result of the 

study confirms that females have lower career expectations. Both genders estimate to reaching 

their highest career goal within the same time frame. Besides Self-employment, male partici-

pants plan to reach General Manager or CEO positions, while female students aim for Depart-

ment head positions only.   

Analyzing how Gen Y´s views may vary by cultural backgrounds in career choices, this study finds 

that Asian students rated Front Office and Restaurants as starting areas and departments of 

their career development higher. Further research with a bigger sample size would be needed 

from each cultural cluster in order to conclude any significant influence of cultural background.  

According to the Social Cognitive Career Theory, personal characteristics, contextual factors, 

and learning experiences play an essential role in influencing one’s career exploration and ca-

reer development process (Lent et al. 1994). Students in this study live on the same campus, 

and after their theoretical classes they have several projects to accomplish as a team. The first 

semesters they have practical classes in the kitchen and service to serve lunch and dinner for 

senior students and staff members. On the weekends they organize events such as weddings, 
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cultural dinners, and parties. The finding of this study demonstrates that these learning experi-

ences and the internship students need to finish in order to be able to graduate have the high-

est influence on students’ career choices. Internships have a key impact on the hospitality stu-

dents career decisions (Maxwell et al. 2010) Richardson (2008). Negative internship experience 

has a significant influence on the career decisions, as Richardson (2008) and Barron et al. 

(2007) stated in their studies. Barron et al. (2007) critically mentioned that the choice of be-

coming Self-employed may be due to the student’s experience of poor managerial communica-

tion and autocratic management styles during their internship. Consequently, they might pre-

fer to build their own business instead of working for an organization. Consistent with the liter-

ature review this study found that the first internship influences the student’s career decision. 

Right after these practical experiences students start to hesitate to make any career decisions 

and future career plans in this industry. 

 According to decision theory, three factors of indecision are (i) insufficiently informed about 

the alternatives, (ii) valuation problems, and (iii) uncertainty about the outcome. (Germeijs & 

De Boeck, 2003). 41 students (70.73% female and 29.27% male) were hesitant to make a ca-

reer decision. 85.36% of these participants were under 25 years old, in their career exploration 

stage. 39.02% of these students only fairly agree, 12.20% fairly disagree, and 19.51 % disagree 

that is easy to find a job in the industry after graduation. 31.71% of those were in the second 

semester, with 6 months’ work experience, while 24.37% were about to finish their studies 

with a Bachelor’s degree (BSc honors) in International Hospitality and Tourism Management 

and had 7-12 months practical experience in the industry. This is in line with the literature. In 

case these students decide to join the industry upon graduation, 78.04% see themselves work-

ing in hospitality and tourism for one to five years. They would expect to start as a line level 

employee in an event company (first choice) or as sales & marketing management trainee in a 

hotel (second choice).  A promotion is expected after 7-12 months, yet they would not leave 

the company should this promotion not be given. Rather, they would work harder (to be con-

sidered for the next promotion. 51.22% plan to open their own business and become self-em-

ployed. 53.66% expect to reach this highest career goal between 5 and 10 years, which is in 

contrast with their expectation of working in the industry for 2-5 years. 41 undecided students 

ranked salary and work-life balance higher than those students who definitely will join the in-

dustry upon graduation. 
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5.2 Contribution to knowledge 

In order to be able to attract young talents and graduates who will become future leaders, it is 

essential to understand their expectations and demands toward the industry. This study was 

conducted to support this effort and provide further information about international students 

representing Gen Y, studying hotel and tourism management in Switzerland.  

The study contributes to the knowledge of international student’s career goals and career ex-

pectations in the area of hospitality and tourism in Switzerland. The theoretical contribution 

concerns the concept of generation and generation Y. Generational theory states that it is pos-

sible to clearly identify generational cohorts based on birthdate (Eisner, 2005). Consistent with 

the literature review this study finds that the career factors and work values ranked as very 

important to important are in line with previous studies about generation Y. However further 

research would be necessary to identify differences between work values of different genera-

tional cohorts.  

This study questioned whether students who belong to the same generation have the same ca-

reer aspirations and expectations, and whether they have the same work values regardless of 

gender, cultural background and work experience. Following the suggestion of Soulez & Guillot-

Soulez (2011) this study divided the generational cohort into sub-segments instead of consider-

ing it globally.  The findings show that gender, age, and cultural background have less impact on 

the student’s career decision. The most powerful impact on their career choices was the learning 

and practical experience.   

5.3 Implications for relevant stakeholders 

The recommendations focus on the key areas of student´s expectations and perceptions of their 

career in the hospitality and tourism industry. Most of the previous studies were conducted in 

public universities and mainly in the USA, Australia, Turkey, and Asia. Therefore, this study adds 

to the research done about international hotel and tourism management students, by repre-

senting Gen Y students enrolled in private Swiss higher educational institution. The current re-

search aimed to support the work of the career center of the institute where the study took 

place. Results of the study provide several implications for employers of the industry and edu-

cators in this field, as well as students with a major in hospitality and tourism management. 

 

5.3.1 Hospitality and Tourism Industry 

According to Hiltrop, J.M. (1999) attracting and retaining is one of the key issues of human re-

sources managers across the globe. Attracting and retaining talented employees can provide 

sustainable competitive advantages to companies in the global competition. (D’Netto, 2011). 
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The hospitality and tourism industry seem to be attractive for Gen Y, because of the variety of 

career opportunities and career advancement possibilities. It is all about working with people, 

and members of Gen Y like to see satisfied customers while they serve them. It is believed that 

recognizing and achieving expectations upon graduation could be beneficial to increasing satis-

faction. However, there is a gap between students’ expectations and the positions the industry 

offers to hotel and tourism management graduates (Scott & Revis, 2008). The majority of the 

students expect to enter the hospitality and tourism industry as a Management Trainee (low- 

level management). Participants expect to start in the back of the house departments. Sales and 

Marketing and Meeting and Events are the most popular department where the students see 

themselves working after graduation. However, the management trainee positions are very lim-

ited, especially at the chosen two departments. The industry needs to fill their first line-level 

positions at the front of the house departments such as Food & Beverage and Rooms Division 

(Front-Office, Housekeeping).  The students are still in their exploration stage, where the more 

departments they can try out the clearer picture they receive about their skills and about which 

career paths to pursue. The industry could develop a program which would first hire the 

students for the front line positions and within an agreed time frame the students would be 

rotated to the next available department. In case students  are ready, they could also become 

supervisor trainees or start a management trainee program within the organization. Hotel and 

tourism management students expect to work in a positive working environment, where they 

receive constant feedback and they can feel valued and turn to supportive managers for coach-

ing and training. That Gen Y is expecting fast-tracking career advancement was stated in previ-

ous studies. This study was the first to answer the question of how fast students expect to step 

to the next level in the hotel and tourism industry. If Gen Y is expecting to be promoted within 

7-12 months after starting their new job, then the industry and the hotel and management ed-

ucation need to adjust their strategies. The majority of the students plan to build their career in 

global chain hotels, yet most of the students aim to become self-employed. SME´s have the po-

tential to train the students to become self-employed. They have the flexibility to give empow-

erment and create management trainee positions including all department of the property.   

 

5.3.2 Education – Hotel & Tourism Management Institute 

At the time of the study, the hotel and tourism management education still focused on teaching 

and training students for traditional careers in hotels.  Hence, students mainly had their intern-

ships in hotels. They worked either in Food and Beverage departments (Kitchen, Room Service, 

Banquet operations) or in Rooms Division departments (Housekeeping and Front Office). The 

industry is mainly looking for graduates to fill the vacant jobs within the departments mentioned 

above. Previous generations (Baby boomers, Gen X) started as Line level employees after grad-

uation and years later would climb up on the career ladder until reaching the Director of depart-

ment, General manager or CEO positions. However, Gen Y expects to join the industry on a 
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higher level than a line- level employee and they do not want to wait years to be promoted and 

to reach their career goals. This study also shows that the majority of the students aim to be-

come self-employed, so they would need to be educated and trained on how to build and main-

tain a successful (international) business in hospitality and tourism. Participants of this survey 

invest time and money in their education and they expect as the return of their investment 

higher level of entry jobs and to become managers and leaders of their own businesses the fast-

est way possible. There is a misalignment between the expectations of students, the focus of 

the hotel and tourism management education and the needs of industry. The industry needs 

line-level employees to fill the vacant positions in the front of the house while students aim to 

start in manager positions in the back of the house. It seems that hospitality and tourism man-

agement institutions are not able to prepare the students for management positions, even 

though what the students learn in school is all about management. Yet students get frustrated 

because they would like to use these management skills learned at school immediately. After 

graduation they still need to start from the line-level entry jobs just as others without hospitality 

education and they also need to follow the traditional career path if they want to become man-

agers and leaders of the industry.  Students are not prepared to become self-employed although 

this is what most of the participants of this study are aiming for. 

The hotel and management institutions could help create a Management Training plan for indi-

vidual small to medium-sized business properties. The business owners would appreciate such 

a plan, so they know what the students and the school expect from them. On the other hand, 

the students could have a project to create a plan based on what they learned in the school with 

suggestions on how the property could improve their business. Many of these businesses are 

managed by families belonging to previous generations (Baby-boomers and Gen X). Gen Y grew 

up with technology, and could help optimize online marketing, web sites, etc.  If the students 

feel valued and involved and can give feedback and suggestions, they would be even more mo-

tivated to work for the small and medium sized businesses. As the majority of the students plan 

to become self-employed, the institute could offer courses for entrepreneurs to teach students 

how to manage their own businesses.  

As female students outnumber male students and previous studies stated that male graduates 

are more confident and successful in this field, the institute could offer work-shops on female 

leadership and communication skills to help female students become more confident and more 

successful in the industry. 

Richardson (2012) mentioned that students starting their career in hospitality are not well in-

formed about the career possibilities offered by the industry. Casado (1992, pp.80) reported, 

that “Hospitality schools are guilty of overselling themselves as they create false expectations 

that contribute to job turnover and damage the industry’s image as an employer“ It is very im-

portant that students are well prepared and receive adequate information about the industry, 

so they can create realistic career expectations before entering the industry. Career centers 
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could help students formulate realistic expectations and positive attitudes towards working in 

the tourism industry. 

5.3.3 Career Center 

The author hopes to support the Career center of the institute where the study took place, with 

relevant information about the hotel and tourism management student’s career expectations 

and aspirations.  The career center could take the students during the orientation week to a 

hotel and to an individual family-owned business, where the new students could receive the first 

realistic views about job opportunities and about working in the industry. Instead of the com-

pulsory internship reports, which is the summary of the work experience, the students could 

create a Career Self-Development Report, which would summarise all the internships during the 

entire education. This report could reflect on the personal and professional development of the 

student, as well as on their contribution to the business where the internships took place. It 

would be helpful of the beginning of the semester the students would do a personality test (Hol-

land´s Vocational Personality Test), which could help the career center form a more complete 

picture about the new students who need placement. 

It is important to understand why students decide not to pursue a career in hotel and tourism 

management, and even more importantly, to understand why students hesitate to make a de-

cision. This claim is in line with the previous studies, which found that internship experience 

influences the career decision-making process. As students make their decision based on their 

limited experience (Lent et al. 1994), a negative work experience may have a strong influence 

on students’ decision, and they may decide not to enter the industry after graduation at all. 

Therefore, it is crucial to address any doubt students may have, so their hesitation could be 

turned into a positive career learning outcome. 

 

5.4 Future research 

In conclusion, the study provided the foundation for future research on hotel and tourism man-

agement. On the one hand, the results could be used to compare Gen Y and the next generation 

Gen Z to find out if there is significant evidence of the generational differences based on the 

generational theories or students in general, regardless of which generation they belong to.  Fur-

thermore, the institute opened more campus in Asia, which provides an opportunity to compare 

the student’s expectations on both campuses and further research could be conducted to ex-

amine the cultural influence on student´s career choices.  

The original idea behind this research was to compare the career expectations of the students 

with the expectations of the industry towards the hotel and tourism management students. It is 

suggested to explore and compare what the industry thinks about the career expectations of 
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the students in hospitality and tourism and analyze whether there is gap between the industry 

and student expectations. A qualitative study could support the improvement of the Career Cen-

tre by understanding needs of the industry and the students at the same time.  

Since the study took place in 2015, the participants either graduated already or are about to 

graduate. It would be interesting to find out whether the career expectations of the students 

were met, whether they reached their initial career goals within 8-10 years and how fast they 

were promoted or what they did if no promotion was offered. 
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Appendix 1: Questionnaire  

 

 

 

Thank	you!

Career	Expectations	of	International	Students

Representing	Generation	Y

Dear	Part icipant ,

Thank	you	for	viewing	this	page	and	I	would	like	to	invite	you	to	complete	it	now.	It	will	take	less	than	10	minutes	to	complete.

The	research	and	the	survey	are	about	career	expectat ion	of	internat ional	hospitalit y	students.	The	aim	is	to	inform	the	indust ry	about	your

at t itudes	and	allow	the	indust ry	to	consider	how	to	respond	so	as	to	at t ract	their	essent ial,	future	workforce.

I	contacted	you	for	the	survey	because	you	are	undertaking	or	have	completed	a	Hospitality	and	Tourism	Management	programme	in

Switzerland	and	you	were	born	between	1980	and	2000.	Even	if	you	are	only	part	way	through	your	programme	or	are	on	internship,	I	very

much	would	like	you	to	do	my	survey.

Please	understand	that	you	can	choose	not	to	do	the	survey	or	stop	at	any	t ime	you	wish.	However,	I	would	hope	you	will	take	approximately

10	minutes	to	complete	the	whole	thing.	If	you	require	clarif icat ion	or	any	further	informat ion,	please	do	not	hesitate	to	contact	me.

Very	best	wishes,

Tünde

tuende.bausz@htmi.ch
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Career Expectations of International Students Representing Generation Y 

2/2 

Please answer the following questions 

1. Do you intend to build your career in hospitality / tourism after your graduation? * 

• Definitely yes 

• Not sure 

• Definitely not 

2. After graduation, do you see yourself working in the hospitality and tourism industry for the next... * 

                                                                             

3. In which of the following industries would you like to work after graduation?* 
(You can choose maximum 2 answers if you are unsure) * 

Airlines Cruise lines Event companies 

Restaurants Hotels Tourism offices 

Travel agencies Banks Consulting 

Retail schools 

  

If none above please specify  

4. In which of the following areas would you consider working after your graduation? 
(You can choose maximum 2 answers if you are unsure) * 

Accounting & Finance Kitchen 

Service Front Office 

Housekeeping Human Resources 

Meeting and event planning Sales & Marketing 
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Leisure, recreation and sports management Spa & wellness management 

Tourism destination and attraction 

 

If none of the above please specify  

 

5. After graduation on which level of employment do you think you will start your first full time job? * 

Line level employee Department supervisor Management trainee 

Department assistant manager Department manager Self-employed 

Other (Please Specify)  

6. After starting a new position, when would you consider applying formally for an internal promotion? * 

                                                                             

7. If promotion is not possible and/ or not available within the time frame you gave in the previous question, what would 
you do? * 

• Work harder in my current position to achieve a promotion 

• Ask for transfer within the organisation 

• Move to another company 

• Move to another industry 

• Become self-employed 

• Do nothing, wait for the next promotion opportunity 

• Not aiming for promotion 

•  

8. Looking into the future, what is your career goal? * 

A position as department manager A position as general manager 

A position as director of a department A position as a CEO 

Self-employment 
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Other (Please Specify)  

 

9. How many years do you think it will take you to reach the top of the career you just mentioned? * 

                                                                                                           

 

10a. How important are the following aspects for you when choosing a work place? * 

 
Very important Important Fairly important 

Fairly unim-

portant 
Unimportant 

Very unim-

portant 

Good recruitment experience 
      

Location 
      

Salary 
      

Company brand 
      

Having job security 
      

Work-life balance 
      

High-tech work environment 
      

5 star service standards 
      

Package offer (for example: ac-

commodation, meals, transfer, 

visa organised by the company) 

 

 

  

      

 

 

10b. How important are the following aspects for you when choosing a work place? * 
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Very important Important Fairly important 

Fairly unim-

portant 
Unimportant 

Very unim-

portant 

Empowerment 
      

Having a supportive manager 
      

Having a coach/ mentor 
      

Receiving frequent feedback 
      

On the job training within the 

company       

Opportunity for career advance-
ment       

Online training opportunities 

within the company       

Offering language courses 
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10c. How important are the following aspects for you when choosing a work place? * 

 
Very important Important 

Fairly im-
portant 

Fairly unimportant Unimportant Very unimportant 

Friendly colleagues 
      

Feeling valued 
      

Fun at work 
      

Working with friends 
      

Working in a team 
      

Working with different cultures 
      

Working in a positive company cul-

ture       

10d. How important are the following aspects for you when choosing a work place? * 

 

 
Very important Important Fairly important 

Fairly unim-

portant 
Unimportant 

Very unim-

portant 

Interesting work 
      

Challenging work 
      

Chance to make a difference 
      

Working long hours 
      

Working in different countries 
      

Moving locations within a company 
      



 

127 

11. For which of the following organizations would you prefer to work? * 

• A small independent family owned company 

• A global chain company 

 

12. If you chose global chain company, could you specify why? 

 
Strongly agree Agree Fairly agree Fairly disagree Disagree 

Strongly disa-

gree 

It is all about working with people 
      

Your family works in this industry 
      

This field is one of the fastest growing indus-

tries       

It is easy to find a job after graduation 
      

You can take on early responsibility 
      

Offers a variety of career paths 
      

Provide opportunities for career advancement 
      

Easy to change location 
      

Offer flexible working hours 
      

This is the industry, which suits the image I 
have for myself       

It is not a 9:00am to 5:00pm job 
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13. If you receive job offers from two different companies, which would you choose? 

• Company A, a well know international chain, offering supervisory level in a remote area 

• Company B, an unknown brand, independent, small quality company, offering the same position in a big city 

 

14. I chose hospitality and tourism because * 

Additional Comment 

 

15. Please indicate your current employment status * 

                                                                                                

 

15a. If you are currently working, please indicate your department 

                                                                                                                     

15b. If you are currently working, please indicate your current position 

                                                                   

16. Which of the following courses are you currently undertaking? * 

                                                                                                                                                                                               

                 

17. How many months practical experience do you have in hotel and tourism? * 

                                                                             

You can be creative 
      

You like to see satisfied customers when you 

serve them       
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18. In which countries do you plan to build your career 

• Argentina 

• Australia 

• Austria 

• Belgiam 

• Canada 

• China 

• Ecuador 

• Germany 

• France 

• Hungary 

• Hong Kong 

• Italy 

• Irland 

• India 

• Japan 

• Malaysia 

• Myanmar 

• Poland 

• Russia 

• Rumania 

• Spain 

• Singapore 

• Slovenia 

• South Korea 

• Switzerland 

• UK 

• UAE 

• USA 

• Thailand 
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• Turkey 

• Taiwan 

• Vietnam 

• Indonesia 

Other (Please Specify)  
 

19. What is your nationality? 

  
Other (Please Specify)

 

 

20. What is your age? * 

    

 

21. What is your marital status? * 

                                                    

22. What is your gender? * 

                                      

  

Powered by  
Create unlimited online surveys for free 

 

http://www.zoho.com/survey
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