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Abstract. In recent years, China’s family tourism market has experienced rapid
growth. However, existing group travel products still lack flexibility and per-
sonalization, limiting engagement between children and parents. This study
employs a qualitative research approach, integrating the Jobs-to-Be-Done
(JTBD) theory as its core framework to systematically explore innovative strat-
egies for China’s family group tourism products. Through semi-structured in-
terviews with 15 families from Wuhan, China, and thematic coding using NVi-
vo software, the study identifies five core consumer tasks, key unmet needs, and
four innovative strategies to optimize family tourism experiences in China.

Findings reveal that customizable itineraries, immersive educational experi-
ences, in-depth parent-child interactions, social engagement for children during
travel, and enhanced safety and health assurance have become primary demands
in the Chinese market. Moreover, with the increasing prevalence of multigener-
ational travel, there is a growing emphasis on addressing the diverse needs of
different age groups. To meet these demands, this study proposes innovative
strategies, including structured childcare programs, interactive learning experi-
ences, wellness retreats tailored to Chinese families, and peer-based socializa-
tion activities. These strategies not only enhance children's engagement and pa-
rental relaxation but also better accommodate the needs of multigenerational
travelers, offering greater flexibility and culturally adaptive travel experiences.

By applying JTBD and ODI frameworks to China’s tourism product devel-
opment, this study provides theoretical support for task-oriented tourism design
and offers practical insights for optimizing China’s family group travel sector.
The findings contribute to the development of more flexible, personalized, and
culturally adaptive tourism solutions, ultimately improving market competitive-
ness and consumer satisfaction.
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1 Introduction

1.1 Research Background and Problem Statement

In recent years, family tourism has become a key driver of market growth, particularly
in China, where family travel spending is rising rapidly. The 2023 China Travel Mar-
ket Report indicates that family travel expenditure increased by 41% year-over-year,
with parents born in the 1980s (44.8%) and 1990s (29.5%) as the primary decision-
makers. Additionally, a Trip.com survey reveals that during the National Day holiday,
family travel bookings accounted for over 30% of total reservations, highlighting the
sector’s sustained expansion.

Despite this growing demand, existing family group travel products remain highly
standardized, lacking flexibility and interactivity. Many parents express concerns that
rigid itineraries and traditional sightseeing-based models limit parent-child interac-
tion, failing to cater to children’s increasing interest in immersive educational experi-
ences. Furthermore, multi-generational travel is on the rise, yet most products fail to
balance the needs of both younger and older family members, making it difficult to
create enjoyable experiences for all.

This study employs the Jobs-to-Be-Done (JTBD) theory and Outcome-Driven In-
novation (ODI) framework to systematically analyze the core needs of family tourists,
identify existing pain points, and propose innovative approaches to enhance product
personalization and flexibility in family group travel.

1.2 Research Objectives and Approach

This study integrates Jobs-to-Be-Done (JTBD) theory and Outcome-Driven Innova-
tion (ODI) methodology to systematically analyze family tourists' needs and propose
innovative group travel solutions. Specifically, it aims to:

1.Identify key "jobs" that family tourists seek to accomplish, exploring their moti-
vations and expectations.

2.Assess unmet needs and pain points in existing group travel products.

3.Apply the ODI framework to develop consumer-driven travel solutions, enhanc-
ing flexibility, engagement, and personalization.

By addressing the existing gap in family-oriented travel innovation, this study pro-
vides data-driven insights for tourism enterprises to optimize product offerings, en-
hance competitiveness, and improve family travel experiences.

2 Literature Review

2.1  Jobs-to-Be-Done (JTBD) Theory and Outcome-Driven Innovation (ODI)
Methodology

In the late 1990s, Harvard Business School professor Clayton Christensen introduced
the term Jobs to Be Done (JTBD) to explain why traditional market segmentation
often fails to capture real consumer motivations. He argued that consumers “hire”
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products to accomplish specific tasks (Christensen et al., 2016), shifting the innova-
tion focus from product features to the underlying jobs in context. This task-oriented
view has since been widely adopted in service design and personalized innovation
(Kalbach, 2020; Tuten, 2022).

To operationalize JTBD, Tony Ulwick developed the Outcome-Driven Innovation
(ODI) methodology, which systematically identifies unmet customer needs by map-
ping desired outcomes against satisfaction levels (Ulwick, 2017). ODI has proven
effective in various sectors—healthcare, education, tourism—by aligning innovation
strategies with high-priority, underserved outcomes (Frisicale, 2022; Hanlin, 2024;
Nam et al., 2021).

2.2 Application of JTBD and ODI in Tourism Research

Although JTBD and ODI have been widely employed in consumer product and ser-
vice design, their integration into tourism—especially family and group travel—
remains nascent. Early work by Dolnicar and Zare (2021) illustrated JTBD's utility in
uncovering traveler intent, yet most empirical studies have centered on solo or leisure
travelers, with limited attention to the multi-stakeholder nature of family trips.

Recent studies bridge this gap. For instance, Nam et al. (2021) applied ODI to ho-
tel service development, demonstrating how outcome prioritization can enhance guest
experiences across demographics. Similarly, Frisicale (2022) employed JTBD in
mapping family-centered travel experiences, advocating a stakeholder co-design ap-
proach. These contributions underscore the growing momentum of task-based design
in tourism innovation, yet systematic frameworks for multigenerational group travel
remain underdeveloped.

2.3 Contribution of JTBD and ODI to This Study

This study contributes to the expanding intersection of JTBD, ODI, and tourism re-
search by focusing on China’s family group travel sector. While prior studies have
analyzed consumer behavior and parent-child dynamics (Dolnicar & Zare, 2021), few
have adopted a structured task-based innovation framework that accounts for diverse
age groups and travel expectations.

Key contributions include:

1.Developing a JTBD-ODI model tailored to family group travel and multigenera-
tional needs;1

2.1dentifying core jobs and pain points through qualitative interviews, with impli-
cations for design elements such as child engagement, itinerary flexibility, and inter-
generational balance (Frisicale, 2022; Hanlin, 2024);

3.Extending ODI’s practical use in tourism product development, offering a repli-
cable, customer-centric innovation path. Through this integration, the study offers a
replicable structure for task-oriented product development in tourism, advancing both
theoretical understanding and industry practice.
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3 Methodology

3.1 Research Design

This study employs a qualitative approach based on Jobs-to-Be-Done (JTBD) theory,
with Outcome-Driven Innovation (ODI) as its analytical framework for identifying
unmet consumer needs. As illustrated in Figure 1, the research follows four key stag-
es: identifying core jobs, defining desired outcomes, prioritizing pain points, and de-
veloping innovation concepts. This structured process ensures a task-driven analysis,
aligning product innovation with real-world family travel needs.

Goal: Extract key Jobs- Gpal:‘Deﬂng clea( success Goal: Identify and rank key pain . i "
to-be-Done (JTBD) for criteria and identify unmet points based on consumer G?:Jh?tpsna:gi efra‘;lncnleyS tl;::i\;el

arents andl children in needs for product frustration intensity and impact gm»d en sotiore 9
amily travel. innovation on travel experience. v utions.

Identify Desired &
Unmet Outcomes

Prioritize Pain Points Develop Innovation Concepts

Identify Core Jobs

Method: U‘ser Method:0ODI Method: Pain Intensity Method: User-Centered
Interviews | Social : Scori G Desi Product & Servi

h i Framework|User Expectation coring | Consumer esign | Produc ervice
/’;A:ﬂ;/asi? Community Mapping P Frustration Impact Analysis Optimization

Fig. 1. Research Methodology Framework

3.2 Data Collection

This study employed semi-structured interviews to explore family travelers’ needs,
frustrations, and expectations regarding group travel. Fifteen families from Wuhan
were selected to ensure market relevance and sample diversity. Participants met the
criteria of having experienced both positive and negative child-inclusive trips within
the past five years and had an annual income of at least ¥120,000. The study included
nuclear and multigenerational families with children aged 3 to 12, ensuring a broad
representation of travel preferences.

Each 90-minute interview followed a three-phase structured process (see Figure 2):

Positive Journey Deconstruction (JTBD Task Mapping)—Identified explicit and
implicit needs based on successful travel experiences.

Negative Journey Deconstruction (ODI Barrier Diagnosis)}—Examined pain points,
unmet needs, and compensatory behaviors.

Co-Creation of the Ideal Blueprint—Translated unmet needs into innovation op-
portunities.

This structured approach systematically uncovers core motivations and decision-
making drivers, forming a strong foundation for product innovation.
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Family Group Travel Consumer Insights (JTBD & ODI)

[ I 1

Positive Journey (JTBD Task Mapping) Negative Journey (ODI Barrier Analysis) Co-Creation Blueprint(Innovation Opportunities)
I Context Positioninga [ Context Positioning b Key Insights
[~ Best trip (3 keywords) [~ Worst trip (3 keywords) Satisfaction drivers
L Ssatisfying elements  Unsatisfactory aspects Core vs. extra features
I Decision Making [ Decision Challenges [ Ideal Product Design
— Who decided? — Family decision conflicts k Key features
= How? = Child consideration Prioritized improvements
L Key information sources i Key Barriers L Outcome Prioritization
I Key Triggers I Rigid itineraries Top issues to address first
[~ Trip motivation I Poor child engagement
L Group tour adoption reasons L Safety concerns
|- Experience Highlights L Compensation & Switching
{ Peak moments [ Fixing issues
L Child engagement L Why switch to independent travel?

= Outcome Evaluation

Hassle-free experience rating

Fig. 2. Conceptual Framework of Family Group Travel Insights Based on JTBD & ODI

3.3  Data Analysis

A qualitative data analysis framework was applied, integrating Jobs-to-Be-Done
(JTBD) task mapping and Outcome-Driven Innovation (ODI) analysis to identify
consumer needs, pain points, and innovation opportunities (Figure 3). The process
followed six stages: data collection, coding, theme extraction, outcome and pain point
identification, prioritization, and final outputs. NVivo software facilitated thematic
coding, ensuring a structured and rigorous approach. This systematic process provid-
ed empirical insights into family travelers' experiences, forming a solid foundation for
product and service innovation.

3.4  Summary of Methodology

This study integrates JTBD and ODI methodologies to systematically analyze con-
sumer needs in family group travel. A semi-structured interview approach was em-
ployed, involving 15 families, with data analyzed through thematic coding, job map-
ping, and pain point prioritization.

By applying this structured qualitative framework, this study uncovers critical
travel pain points and unmet consumer needs, contributing to a task-driven model for
family group travel product innovation.
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Fig. 3. Qualitative Data Analysis Workflow

4 Results

This section presents the core consumer needs, key pain points, and innovation direc-
tions for family group travel, based on the Jobs-to-Be-Done (JTBD) framework, Out-
come-Driven Innovation (ODI) methodology, and NVivo thematic analysis (Figure
3). The findings provide empirical insights for optimizing family tourism products.

4.1 Core Needs and Consumer Jobs in Family Travel

The thematic analysis of 15 family interviews reveals that children’s experiences are
the primary driver of family travel decisions, while parents seek a balance between
engagement and relaxation. Multigenerational travelers emphasize the need to harmo-
nize different generational preferences to avoid conflicts in travel pace and priorities
(Table 1).

Table 1. High-Frequency Needs in Family Group Travel (NVivo Thematic Analysis Results)

Theme Category Families(n=15) Y%
Parent-Child Bonding & Family Connection 15 100%
Children's Learning & Knowledge Expansion 14 93%
Parents' Need for Rest & Relaxation 12 80%
Convenient Itinerary & Reduced Planning Burden 12 80%
Itinerary Flexibility & Personalization 11 73%
Peer Socialization with Same-Age Children 8 53%
Multigenerational Travel Balance 5/5% 100%*
Safety & Medical Assurance 7 47%
Cost Control & Value for Money 6 40%
High-Quality Tour Guides & Facilities 9 60%
* Refers to three-generation families only

These needs correspond to key consumer tasks (JTBD) in family travel, structured
into five main categories (Table 2).

Table 2. High-Frequency Needs in Family Group Travel (NVivo Thematic Analysis Results)

Core Job (JTBD) High-Frequency Need Families Affected
J1. Enabling children to learn and gain | Children's learning &

knowledge through travel knowledge expansion 14(93%)

J2. Balancing child engagement with | Parents' need for rest & relax- | 12(80%)
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parental relaxation ation

J3. Helping children make new friends | Peer socialization with same-

during travel age children 8(53%)

J4. Ensuring an enjoyable experience | Multigenerational travel

for all three generations balance 5/5*(100%)
J5. Enhancing travel organization and | Convenience, flexibility &

reducing planning burden safety assurance 12(60%)

* Refers to three-generation families only

These consumer jobs define desired outcomes in family travel, which current tour-
ism products fail to fully deliver, leading to critical pain points.

4.2  Pain Points in Existing Family Group Travel Products

Based on the ODI framework, this study identifies eight key pain points stemming
from unmet consumer expectations (Desired Outcomes). These pain points reflect not
just minor inconveniences but significant unmet needs that prevent families from
achieving their desired travel experiences (Table 3).

Table 3. Key Pain Points in Family Travel (Outcome-Based Analysis)

Desired Outcome Unmet Needs / Pain Points Families
Affected
Children  gain  meaningful | Travel activities lack depth, primarily sightseeing- 14 (93%)
learning experiences based
Parents have time to relax | Tight schedules require constant child supervision 12 (80%)
during trips
Children engage in social | Lack of structured activities for peer interaction 8 (53%)
interactions

All family members enjoy a

Conflicting preferences between grandparents and

5/5 (100%

balanced itinerary parents multigen
families)

Flexible itinerary options are | Group tour schedules are rigid, with limited cus- 9 (60%)

available tomization

Travel costs are transparent and | Hidden fees and extra service charges increase 6 (40%)

reasonable expenses

Children’s safety is ensured | Insufficient emergency medical services and child- 7 (47%)

throughout the trip friendly facilities

Memorable experiences extend | Lack of meaningful post-trip engagement opportu- 5(33%)

beyond the trip

nities

These findings highlight gaps in current family tourism offerings, emphasizing the
need for targeted innovation strategies to improve engagement, personalization, and
safety.

4.3 Innovative directions for Group Family Travel Products

To address these pain points, this study integrates JTBD task analysis, consumer in-
terviews, and ODI-based findings to propose four key innovation strategies for im-
proving family travel experiences (Table 4).
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Table 4. Innovation Concepts for Family Group Travel

learning while giving parents free
time.

-Rigid itineraries

Innovation Con- Description Pain Points Key Features
cept Addressed
Timed Custody Time-segmented activities allow | -Parents unable to | -Flexible childcare-
System children to engage in structured relax Parent-free leisure

time

Immersive Educa-
tional Travel

Hands-on educational experienc-
es integrated into travel.

-Superficial
learning experi-
ences

-Interactive storytell-
ing

-Experiential learn-
ing

Family Wellness

Health-focused trips integrating

-Lack of safety

- Medical support

Retreats relaxation, wellness programs, assurance - Holistic family
and medical check-ups. -Need for stress bonding
relief
Children’s Social Structured  peer  interaction -Limited child -Facilitated group
Development through team-based challenges. engagement play
Programs -Story-driven activi-
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ties

By aligning product innovation with real consumer needs, these strategies enhance
engagement, safety, and personalization, ultimately improving customer satisfaction
and market competitiveness.

5 Discussion

5.1 Key Findings and Theoretical Contributions

Grounded in the Jobs-to-Be-Done (JTBD) framework, this study conducted in-depth
interviews with 15 family travel participants, identifying three core shortcomings in
current family group travel products: inflexible itineraries, limited parent-child inter-
action mechanisms, and insufficient child-friendly infrastructure. These issues are
particularly prominent in multigenerational travel, where diverse needs are often mis-
aligned or unmet.

Unlike previous studies that focused on consumer behavior or family bonding
(Dolnicar & Zare, 2021), this research adopts a task-centric approach to understand
how families construct and prioritize their travel needs in context. Drawing from re-
cent work by Frisicale (2022), the study highlights the value of experience mapping
through JTBD to uncover latent family travel expectations.

Incorporating Ulwick’s Outcome-Driven Innovation (ODI) methodology, the study
applies outcome prioritization techniques to identify high-importance, low-
satisfaction tasks, as demonstrated in recent tourism service research by Nam et al.
(2021). Furthermore, the JTBD applications in aging populations by Hanlin (2024)
confirm the model’s adaptability in complex, multigenerational decision-making sce-
narios—directly relevant to this study’s family group travel context.

By integrating insights from these recent works, the study constructs a three-layer
task—outcome—design model tailored for the family travel sector. The findings not
only extend the theoretical integration of JTBD and ODI in tourism research but also
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provide practical guidance for creating more personalized, context-aware, and emo-
tionally engaging family travel products.

5.2 Practical Implications

Family group travel products must be restructured to better align with travelers’ core
needs. Children’s learning experiences should go beyond passive sightseeing, incor-
porating interactive cultural and nature-based activities. At the same time, parents
require both quality family interaction and personal relaxation, which can be achieved
through structured family activities alongside independent childcare sessions.

For child socialization, travel packages should include team-based activities that
foster peer interactions. Multigenerational travel must balance engagement for chil-
dren with relaxation for older family members, while enhanced safety measures pro-
vide peace of mind.

A tiered market strategy can better match family budgets and expectations. Stand-
ard packages cover essential sightseeing, educational packages add structured learn-
ing, and luxury packages offer customization and exclusivity. Grouping families with
similar interests can further improve social engagement.

Finally, technology can optimize convenience and safety. Al-driven itinerary plan-
ning, child-tracking smart wristbands, and AR-guided experiences can enhance flexi-
bility, security, and engagement. By integrating these strategies, the tourism industry
can create more enriching and adaptive family travel experiences.

5.3 Limitations and Future Research Directions

This study, based on 15 family traveler interviews from Wuhan, identifies key pain
points and innovation opportunities in family group travel products. However, the
limited sample size and regional scope may affect the generalizability of findings.
Future research should expand the sample to different cities, particularly major met-
ropolitan areas or cross-cultural contexts, to enhance the applicability of conclusions.
Additionally, since this study employs a qualitative approach, future research could
incorporate large-scale surveys or experimental studies to quantify the impact of key
challenges, providing data-driven insights for product optimization.

Moreover, the tourism industry is evolving, with heightened post-pandemic health
awareness, changing multi-generational travel patterns, and government policies in-
fluencing family tourism. Future research should explore how these factors shape
travel preferences and adapt innovation strategies to align with shifting market dy-
namics, ensuring continued relevance of findings.
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