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consumers’ similar information needs. Specifically, when a traveler
is engaged in vacation planning, he or she can choose one of three
primary media to start his or her information search: mobile
Internet, PC Internet, or traditional media. What is the logic behind
this choice? Does gender affect such decisions?

2.2. Characteristics of Japanese tourists’ media use

Japanese travel spending increased dramatically during the
1970s, when the annual PIB growth exceeded 10%. In 2006, travel
was the second most popular leisure activity after dining out, while
The primary objective of this study is to address these questions
by conducting surveys in Japan with regard to gendered media
choice. Specifically, this study seeks to answer three basic questions
through empirical research: (1) what are the basic relationships
between mobile Internet, PC Internet, and traditional media, (2)
how does gender affect media choice and use, and (3) to what
extent are females more prone than males to use mobile Internet, at
the expense of PC Internet and traditional media. To achieve these
goals, the study is based in particular on two theoretical founda
tions: gender effects, and media displacement reinforcement. We
focus on macro level analysis, and specifically on consumers’
primary media use in vacation planning. Our survey was conducted
in Japan, one of the countries that has experienced various forms of
online travel promotion.

In what follows, we first explain the basic background of the
study, in terms of travel and media use, and mobile Internet use in
travel information search. Next, we establish our theoretical
framework based on two primary rationales, gender theory and
niche theory. There follows a detailed description of the method
ology. We then explain the study results. After recognizing
important limitations, we draw conclusions and make suggestions
for future research.

2. Background

2.1. Media and travel information search

Potential travelers are likely to engage in both internal and
external information search. Internal search refers to the use of
relevant information from long term memory to produce
a satisfactory solution to the recognized problem, whereas
external search is the acquisition of external information relevant
to solving the problem (Hawkins, Best, & Coney, 2001). The
importance of the latter increases when consumers move into
extended decision making, such as vacation planning. When
engaged in external search, potential travelers are thought to
acquire actively distinct information sources, which may be
marketing or non marketing sources. The former are of special
interest to this study, and are exemplified in advertising infor
mation in the mass media. Thus, consumers’ media choice and
use are an important determinant in resolving a consumption
problem.

Vogt and Fesenmaier (1998) argued that marketing sources
greatly influence tourists’ decision making in vacation plan
ning, and in particular the choice of destination. Often,
tourism marketers intend to attract new visitors, or to remind
former visitors to return, by providing editorial communica
tions, such as guidebooks, newspapers, and magazine articles.
In recent years, the Internet has become one of the most
important sources of tourist information acquisition (Pan &
Fesenmaier, 2006; Wu, Wei, & Chen, 2008). As a result,
research on Internet use in tourists’ media choice has steadily
increased, and has received much attention from both
academics and practitioners.

Fall and Knutson (2001) examined perceived media usefulness
among mature travelers, and found that 27% of respondents (older
than 55) considered Internet websites very useful in making travel
decisions. Their results indicate that feature stories in magazines,
newspapers, and television are very useful, especially in determining
travel destination, with word of mouth (WOM) the most influential.
combined spending on national and international travel was
second after spending on games (Japan Productivity Center for
Socio Economic Development, 2007). The Japan Travel Bureau
Foundation estimated travel sales to be approximately 7553 billion
yen (approximately 72.24 billion dollars) (Nikkei Newspaper,
2008). Today, Japanese travel agencies tend to focus on two primary
targets: retired baby boomers and young consumers. To promote
travel information search, new retail channels have been devel
oped, such as electronic terminals in convenience stores, PC
Internet sites, and mobile Internet sites. According to Japan Tourism
Association (2007), the Internet is the fourth major travel infor
mation resource in Japan, followed by WOM. In fact, the use of the
former in travel information search accelerates even more when
combined with the latter. For example, the Nikkei Institute of
Industry and Regional Economy surveyed the use of electronic
bulletin boards, and found that one in four consumers (in particular,
40% of those in their 1930s) often use the Internet to find WOM
based travel information (i.e., to review opinions, claims, recom
mendations, etc.) (Nikkei Newspaper, 2008). Such users are more
likely to be more satisfied than those who do not access such
information. For example, one of the largest online travel agencies,
Rakuten Travel, offers a website on which people exchange opin
ions and critiques regarding hotel rooms, facilities, meals, services,
etc. Their sales volume (20.8 billion yen) and sales revenue (1.9
billion yen) increased by over 20% from 2006 to 2007 (Nikkei
Financial Daily, 2007). The Japanese Ministry of Economy, Trade
and Industry (2003, 2008) estimates that the value of online travel
sales increased from 265 billion yen (2.6 billion dollars) in 2001 to
505 billion yen (4.9 billion dollars) in 2006. The latter figure
represents approximately 2.18% of total e commerce sales in Japan.

Recently, the mobile Internet has rapidly gained popularity in
travel information search in Japan, because a mobile Internet
connection is much less expensive than that of a PC. The mobile
Internet has an ‘‘always on’’ function, which allows consumers to
use mobile Internet services at any time, in any place. Its ubiquitous
nature is one of its most enthusiastically accepted features. In
addition, downloading and enjoying ring tones, games, and music
provide consumers with practical reasons to spend more time with
a mobile device each day in commuting trains. Following the
successful launch of i mode in 1999, Vodafone introduced a similar
service called Vodafone Live! while KDDI started its own ZDNet
(Okazaki, 2004).

Since 2006, popular search engines, such as Yahoo! and Google,
have been incorporated into major mobile Internet providers, and
have become among the most popular tools, as in the case of
tourism information. Japanese travel industries provide many
services through mobile phones: booking services for hotels,
holiday packages, and airline and train tickets. Most illustratively,
Japan Airline (JAL) started the nation’s first mobile based boarding
procedure, ‘‘Keitai Check in,’’ in 2003: passengers can select a seat
and request an electronic boarding pass from home using a mobile
phone. In 2005, JAL advanced this system with its ‘‘Touch & Go’’
boarding system. With this system, travelers can go straight to the
airport security checkpoints without lining up at a check in
counter, by showing a radio frequency mobile phone with an
identification chip, to obtain a ‘‘passenger copy’’ that can be used
for boarding through a gate machine (Japan Airlines, 2005).

As Table 1 shows, the use of mobile Internet has been increasing
steadily in Japan, while the use of traditional media, such as tele
vision, radio, newspapers, and magazines, has slowly but surely





attached to their possessions than males, and are more likely than
men to perceive favorably promotional emails with hypertext links
for additional information (Phillip & Suri, 2004). Perhaps due to
their memory advantages with respect to visual and verbal stimuli
(Edens & McCormick, 2000), women are more likely than men to

overlap or similarity of their niches on gratification opportunities.
Thus, the two media are likely to provide similar gratification
opportunities, while competing with each other for news
consumers; (3) as a result, the Internet has a moderate displace
ment effect on broadcast television. However, because the Internet
engage in effortful elaboration of the interactive presentation of
logos, images, and hyperlinks with a diverse range of promotional
incentives in a mobile messaging service (Okazaki, 2007). Prior
research also indicates that significant differences exist between
male and female users in computer use and Internet access (Wolin
& Korgaonkar, 2003).

On the other hand, there has been little research on gender
effects in the search for travel information. Our literature review
found only two studies. First, Luo, Feng, and Cai (2004) investigated
tourist information provision and acquisition in terms of the
Internet and other media sources. They found that gender and
household income are the primary determinants of information
source preference, and that age, education, and occupation are not.
Second, Kim et al. (2007) studied further gender effects on tourists’
information search, and found that men and women differ in terms
of perceptions of travel website functionality, and of online infor
mation search behavior. Their results indicate that females tend to
value both online and offline information sources in travel desti
nation choice, and to have more favorable attitudes toward
a variety of website functionalities. Females were also found to visit
more travel websites more frequently than males. However, the
exploration of gender effects remains an interesting exception in
online travel research, and further exploration is required.

3.2. Media displacement and reinforcement

When a new medium, such as the Internet, is introduced to the
existing media market, competition or coexistence may occur with
the alternative media that provide for similar needs. If the
competition is very intense, and if one medium is superior to the
others in terms of gratification, then the more powerful medium
may appropriate the niche space of the others. If this appropriation
is only partial, media displacement will take place; otherwise
(although rarely) competitive exclusion will occur. The word
‘‘niche’’ originally meant an opening to hold something, such as
a statue or a vase. Dimmick and Rothenbuhler (1984) proposed the
bioecological theory of the niche to examine the competition
between new and old media. Niche theory was originally devel
oped in animal community ecology to explain ‘‘how populations
compete and coexist with limited resources in an ecological
community’’ (Dimmick & Rothenbuhler, 1984, p. 105). Since then,
this term has been applied widely in other disciplines, to the extent
that the expressions ‘‘niche market’’ and ‘‘niche player’’ are now
often used in marketing.

Niche theory has been applied to explain the evolving use of
interactive media, as opposed to face to face communication.
Dimmick, Kline, and Stafford (2000) argue that email is often
preferred to phone calls because people see it as necessary to
overcome temporal and spatial barriers, even though it may not be
the optimal medium for conveying feelings. As a result, the two
media are likely to coexist with some displacement, but not
complete replacement. Dimmick, Chen, and Li (2004) furthered our
understanding of the media displacement effects between inter
active and traditional media in providing news. Based on niche
theory and uses and gratifications theory, they compared
consumers’ perceived gratification opportunities from the Internet
directly with those from broadcast television, newspapers, radio,
and cable TV. Their findings suggest that (1) the Internet has the
largest niche on gratification opportunities for news consumers; (2)
the Internet and broadcast television have a moderate degree of
and traditional media do not overlap greatly, the former is unlikely
to replace the latter completely.

To date, this work serves as a reference point in media niche
theory, although two important limitations can be postulated. First,
one may question whether there is any additional effect when two
media overlap in their gratification opportunities. That is, if they
complement each other, this coexistence may produce a reinforcing
effect. Second, Dimmick et al.’s (2000) study skillfully describes the
interrelationship between media gratification opportunities and
consumer choice, but does little to explain the causal relationships
between the determining factors.

Our literature review found only one study that examined these
two questions. Tsao and Sibley (2004) addressed whether the
Internet displaces or reinforces ‘‘other media’’ as a source of
advertising information. Other media include TV, radio, magazines,
billboards, daily/weekly paid newspapers, free community papers,
direct mail, and in store advertising sheets. A logistic regression
analysis found that attitude toward Internet advertising (i.e.,
dependent variable) was positively associated with all four inde
pendent variables: attitudes toward magazines, radio, direct mail,
and billboards. That is, there seemed to be reinforcement effects of
attitudes toward other media on attitude toward Internet adver
tising. However, when the use of Internet advertising replaced
attitude as a dependent variable, mixed results were found. The
increasing use of Internet advertising was positively associated
with attitudes toward direct mail and television, but negatively
associated with attitudes toward free community papers and
weekly newspapers. Therefore, there appear to be displacement
effects to some extent, at least as far as free community papers and
weekly newspapers are concerned.

4. Hypotheses and research questions

The preceding discussion reveals three important questions that
justify the current study. First, gender differences appear to exist in
information processing, as well as in prior media choice in external
information search. Second, media displacement reinforcement
effects may exist among both new and old media, in terms of
attitude and use. This study posits that gender effects will affect
consumers’ satisfaction, attitudes, and use of competing media.
Specifically, we aim to address one principal question: whether
females are more likely than males to switch from other media to
mobile Internet because of stronger media displacement effects.

To explore this issue, we first propose a causal model that relates
satisfaction, attitudes, and use of the media. We then explore the
moderating effects of gender in the model. Fig. 1 shows our
research model.

4.1. Core model

The literature in service and loyalty research indicates a consis
tent linear relationship between three principal variables: satis
faction, attitude, and loyalty. We first use this basic frame to align
the three types of media in question in this research: mobile
Internet, PC Internet, and traditional media. Satisfaction refers to
whether ‘‘the consumers’ fulfillment is pleasant or unpleasant,’’
and it can be considered a general evaluative construct (Olsen,
2002, p. 241). Attitude is ‘‘a psychological tendency that is
expressed by evaluating a particular entity with some degree of
favor or disfavor’’ (Eagly & Chaiken, 1993, p. 1). Thus,



H1 satisfaction from mobile Internet directly and positively affects
attitude toward mobile Internet.

H2 satisfaction from PC Internet directly and positively affects
attitude toward PC Internet.

H3 satisfaction from traditional media directly and positively

Satisfaction is considered a precursor of attitudes, and it is
a general evaluative construct. Therefore, we expect a similar
reinforcement effect on the attitudinal level:

H7 satisfaction from PC Internet directly and positively affects

newspapers and free community papers) and Internet use. That is,
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traditional media

Attitude toward
traditional media
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Satisfaction from
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mobile Internet
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H4(+)
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H7(+)

H11(-)

Fig. 1. Research model.
affects attitude toward traditional media.

Attitudes have been found to be the result of customer satis
faction, which in turn affects repurchase behavior (Oliver, 1980; Yi,
1990). Repurchase behavior is often termed loyalty, which repre
sents the relationship between relative attitude and repeat
patronage (Olsen, 2002). In the context of media study, the term
loyalty can be paraphrased as the habitual use of a given medium.
Thus,

H4 attitude toward mobile Internet directly and positively affects
the habitual use of mobile Internet.

4.2. Reinforcement effects

Tsao and Sibley’s (2004) findings seem to indicate that, at an
attitudinal level, there may be positive relationships between new

(Internet) and old media (billboards, direct mail, magazines, radio,

and television). Their findings appear to be consistent with prior
research that examined media substitution between Internet and
direct mail (Leong, Huang, & Stanners, 1998), radio (Stempel,
Hargrove, & Bernt, 2000), and television (Lin, 1999). In the light of
the hierarchy of effects model (Preston, 1982), such consistency
leads us to conclude that some consumers with favorable atti
tudes toward traditional media or PC Internet may have inten
tions to use mobile Internet, even though they are not using it.
Thus,

H5 attitude toward PC Internet directly and positively affects atti
tude toward mobile Internet.

H6 attitude toward traditional media directly and positively affects
attitude toward mobile Internet.
attitude toward mobile Internet.
H8 satisfaction from traditional media directly and positively

affects attitude toward mobile Internet.

4.3. Displacement effects

In the same study, Tsao and Sibley (2004) found negative rela
tionships between attitudes toward existent media (weekly
displacement effects can be found in the relationship of the
Internet to such print media. This occurs because consumers prefer
the instant speed of information transmission through the Internet
when they need to search and download the same information
quickly from the Internet, with no time constraints. By the same
token, we posit that the mobile Internet could pose a major threat
not only to traditional media, but also to the PC Internet, due to its
greater flexibility in time and place. Thus,

H9 attitude toward PC Internet directly and negatively affects the
habitual use of mobile Internet.

H10 attitude toward traditional media directly and negatively
affects the habitual use of mobile Internet.

In general, the more satisfied consumers are with a medium, the
less likely they are to switch to a new medium. This is true even
when the level of satisfaction is low. That is, a new medium, such as
mobile Internet, can be a major threat to existing media, when
consumers seek more flexible ways of finding external information.
Hence,

H11 satisfaction from PC Internet directly and negatively affects
the habitual use of mobile Internet.



H12 satisfaction from traditional media directly and negatively
affects the habitual use of mobile Internet.

4.4. Gender differences

sense that all subjects were asked to give their reactions to three
different media: mobile Internet, PC Internet, and traditional
media. A within subject design was chosen because the niche
theory involves how people cope with competing media for limited
resources. Thus, participants need to have information on all three
Prior research provides good reason to believe that the media

displacement effects in favor of the mobile Internet are more
accentuated among females than among males. Okazaki (2007)

found that female consumers are more likely to perceive mobile
advertising favorably than male consumers. While traditional male
dominance in PC Internet use is still present, recent surveys show
that females are more frequent users of the mobile Internet. In fact,
an increasing number of mobile content sites now deliver attractive
services associated with women’s wants and needs, including
work, shopping, hobbies, and love (Habuchi, Dobashi, Tsuji, &
Iwata, 2005). A survey conducted by D2 Communications with
5346 i mode users found that the majority of males and females in
higher age groups bought travel and accommodation tickets, and
food and beverages, via the mobile Internet (D2 Communications,
2006).

This tendency appears to be attributable to two important
factors. First, networking is a vital tool that helps Japanese women
to assimilate more easily into a male dominated culture, and
networking also gives them the collective power and confidence to
advocate and act in support of change within organizations
(Habuchi et al., 2005). The mobile Internet provides them with an
ideal communication tool. Second, Japanese women make up
a significant majority of the buyers of consumer goods and services.
The post school, pre marriage set does so much shopping and
traveling that the mobile Internet is becoming a useful campaign
channel for such products (Griffy Brown & Oakland, 2007). Given
this trend, we posit that the strength of media displacement effects
will be greater among females than among males. Thus,

H13a for female consumers, the negative relationship between
attitude toward PC Internet and the habitual use of mobile
Internet will be attenuated, and

H13b for female consumers, the negative relationship between
attitude toward traditional media and the habitual use of
mobile Internet will be attenuated.

Finally, the moderating effects of gender will also be examined
in terms of the strength of media perceptions. In the light of our
theoretical justifications of gender effects, we posit that female
consumers should manifest a stronger predisposition toward
media displacement in favor of mobile Internet in the expressed
mean levels of media perceptions. That is, females perceive satis
faction from and positive attitude toward mobile Internet to a much
greater extent than males. Therefore,

H14a satisfaction from mobile Internet will be stronger for
potential female travelers than for potential male travelers.

H14b attitude toward mobile Internet will be stronger for potential
female travelers than for potential male travelers.

In the following section, we describe the study’s methodology in
detail.

5. Methodology

The study was conducted in Japan, an Asian country that has
experienced both high Internet penetration and advanced mobile
communication technology. To address our research questions,
a quasi experimental within subject design was employed, in the
media alternatives.
The respondents were recruited from its consumer panel by

a professional research firm. Following Dabholkar’s (1994) method,
we created a scenario in which the respondents would hypotheti
cally search the medium for the best vacation travel package. We
operationalized traditional media as a set of broadcast television,
radio, newspaper, and magazine media. This is a recognized clas
sification method in Japanese advertising agencies.

The survey questionnaire was divided into three parts. The first
included questions related to demographic information, such as
age, gender, and occupation. The second and third parts involved
the main questions on the use of traditional, PC Internet, and
mobile Internet media, for high and low involvement products,
respectively. All scales were measured using 7 point Likert scales.
Satisfaction and habitual usage were measured by scales adapted
from Olsen (2002). The scale items for attitude were taken from
Dabholkar and Bagozzi (2002). All items were first prepared in
English and adapted to the study’s context (i.e., media usage). They
were then translated into Japanese, and back translated into
English by a native bilingual translator, to ensure consistency and
accuracy of meaning. A group of academics in advertising and
marketing checked the wording and made appropriate modifica
tions (Craig & Douglas, 2005).

To check the wording and reliability of the question items, the
questionnaire was pretested with 80 potential respondents. The
Cronbach’s alphas were found to range from 0.72 to 0.84, and were
thus acceptable. A realism check showed that the scenarios of
seeking the best vacation travel package by mobile Internet, PC
Internet, and traditional media were all perceived to be reasonably
realistic.

6. Results

6.1. Respondents’ profile

During the surveys, the online panels produced a total of 992
responses. In terms of occupation, the majority (57%) were office
workers, including executives and managerial, administrative, and
clerical staff; almost one third were housewives (16%) and freelance
workers (15%); self employed adults and students were in the
minority (less than 10%). Table 2 shows the age and gender distri
bution of the respondents.

As a preliminary analysis, we performed a test for common
method bias, using the post hoc Harman’s single factor test. All of
the construct variables were included in an exploratory factor
analysis, and the unrotated factor solution was examined. We found
that no single factor accounted for the majority of the variance in
the variables (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003).
Table 3 summarizes the mean values of the proposed constructs.

6.2. Measurement model assessment

Next, we analyzed our proposed model, by examining the direct
links between the constructs. In doing so, we followed the two step
approach recommended by Anderson and Gerbing (1988), which
consists of (1) the estimation of a confirmatory factor analysis
(CFA), and (2) the estimation of the structural model. In the former,
the CFA was composed of 7 latent constructs and a total of 22
variables. We used the maximum likelihood method with AMOS 7.0
(Byrne, 2001). In the light of the recommendations by Bagozzi and









become realistic, especially after the recent introduction of iPhone
3 G in 22 countriesdas of July 11, but in more than 70 countries by
December 2008. In the iPhone, a variety of applications, including
travel, news, business, health, sports, and games, work not only
over cellular networks, but also via Wi Fi, which ‘‘automatically

Giedd, J. N., Vaituzis, A. C., Hamburger, S. D., Lange, N., Rajapakse, J. C., Kaysen, D., et
al. (1996). Quantitative MRI of the temporal lobe, amygdala, and hippocampus
in normal human development: ages 4–18 years. The Journal of Comparative
Neurology, 366(2), 223–230.

Griffy-Brown, C., & Oakland, N. (2007). Women entrepreneurship, Graziadio Busi-
ness Report. Journal of Relevant Business Information and Analysis, 10(1). Avail-

g

switches between them to ensure the fastest possible download
speeds’’ (Apple, 2008). This type of more user friendly interface
makes it more likely that users will change from the fixed PC to the
wireless device.

Last, our research also provides a practical suggestion for firms
to implement gendered travel marketing via mobile devices.
Women’s stronger predisposition to seek extensive networking and
exchange WOM based information makes the mobile Internet the
most appropriate tool for disseminating travel information.
Furthermore, the findings of our study suggest that females may be
more sensitive than males to cross media campaigns. Given that
females are the primary readers of weekly and monthly magazines
in Japan, firms should utilize print media to guide readers to
mobile based information search.
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