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EXTENDED ABSTRACT

Covid-19 pandemic caused worldwide panic and disruption in traditional work, travel,
recreational and educational consumer behaviors. Since early 2020 there was an expectation to
follow rules that changed frequently. While some countries (ex: USA) declared pandemic to be
over, in some places of the world (ex: China) consumers still face the uncertainties of ever-
changing rules and behavior restrictions in governmental attempts to eradicate the Covid-19
virus. Trauma resulting from the Covid-19 pandemic will likely be a strong determinant on
future intentions to participate in study abroad with variance among culturally diverse groups.

Long periods of isolation and confinement created a universal feeling of increased anxiety,
insomnia, post-traumatic stress disorder, depression and alcohol abuse on a global level (Pierce
et al. 2020; Flaherty et al. 2020). Students planning or already participating in exciting and
inspirational educational journeys as participants of their universities’ study abroad programs
found themselves in a state of severe despair and disappointment. In addition to the traumatic
stress stemming from the Covid-19 era, individuals around the globe are experiencing additional
negative triggers when forming their behavioral intentions. Fear of contamination is a major
factor especially in the service industries. It was found to be a great concern for students
contemplating travel abroad during the Covid-19 era (Jayasimha et al. 2021). The pandemic
created a high level of uncertainty for consumers engaging in non-essential travel (Flaherty et al.
2020). While study abroad programs are enriching, they are hardly considered essential type of
travel. The chaos stemming from students unable to return to their home countries during Covid
could result in future lower demand for study abroad experiences. Plus, students’ perceived
destination images are likely to have been changed after the pandemic. These new destination
images affect their travel intentions, as well as perceptions towards study abroad. While students
whose study abroad programs were interrupted were offered substitute activities such as
independent studies, refunds or online learning options (Martel 2020), these options are hardly



comparable to an on-site in-person experience. In turn, economic stress can be expected to have
a snowball effect on future study abroad intentions among global young consumer cohorts.

We posit that the cultural differences stemming from the long-lived differences in institutional
global environments of particular countries will determine the extent of these global young
consumers’ intentions to travel and study abroad in the current post-pandemic era. Specifically,
this work examines the culture’s effects on consumer intentions (Fishbein and Ajzen 1975) based
on the differences between individualistic versus collectivistic consumers with regard to their
response to and acceptance of risk or uncertainty avoidance (Hofstede 2001). Further, we explore
perceived destination images of students that are interested in study abroad after the pandemic.
We base our work on our small pilot study conducted at a regional southeastern US university in
2019. Based on our future findings, we aim to generate marketing and promotion strategies for
the travel and study abroad destinations.

Keywords: Cross-cultural differences, Individualistic versus collectivistic cultures, Consumer
behavior, Travel and study abroad intentions, Post-pandemic era stress, Global young
consumers
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