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Abstract

This study aims to better understand the motives of young people in deciding to visit a
certain destination. The young generation — between 18 and 26 years of age — were
surveyed for the purposes of this study. The total sample consists of 870 respondents living
in five cities of the Republic of Serbia. The obtained results indicate that psychological
motives do not show importance among young people when they decide to travel to a
tourist destination, while emotional sensual motives, development motives, gastronomy
motives, and self-realisation motives have a significant and positive effect on visiting a
destination. The study has several specific benefits in relation to discovering the youth’s
main motives for visiting a destination, complementing the existing literature. The results
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also have a practical application in the management of the development of tourist
destinations and their direction towards an accurately determined profile of tourists.

Key words: tourist motivation, preferences, youth, Republic of Serbia.

KOHUEINTYAJIHA CTYUJA O U3BOPY
TYPUCTUYKE JECTUHAIIMJE MEBY MJIATUMA
Y PEIIYBJINIU CPBUIN

Arncrpakr

Osga cTyauja uMa 3a Ik J1a 00Jbe pasyMe MOTHBE MIIAJIUX JbYIH TIPHINKOM OJLIIYy-
YUBama Jia oceTe onpeljeHy AeCTHHAIM]Y. AHKETHPaHa je Milaja reHepanuja usmehy
18 1 26 TonuHa CTApOCTH, T€ C€ YKYIHH Y30pak cactoju on 870 MCIUTaHUKA U3 TIET
rpagoBa Pemy6muke CpoOuje. JloOujern pe3ynratu ykasyjy da ICHUXOJOUIKH MOTHBH
He I0Ka3yjy 3Ha4aj KOJ MJIaJiX IPHIMKOM OJTy4YHBamba 3a yTOBAbE HA TYPUCTHUKY
JECTHUHALH]y, JOK EMOLMOHAIHN CEH3yaJlHH MOTHBHU, MOTHBH Pa3Boja, TaCTPOHOMCKHU
MOTHBHU U MOTHBH CaMoOpeaJii3allije NMajy 3Ha4yajaH W [O3UTHBaH edekar Ha moceTy
nectuHanyju. CTyadja MMa HEKOJMKO KOHKPETHHX HPETHOCTH Y IMJbY OTKpHBama
TJIaBHUX MOTHBA IIOCETE JIECTHHALU]H OJ] CTPaHEe MJIaJUX KaKko OW ce YIOTIyHHMIIa I10-
crojeha nuTepartypa, aly Cy pe3yiTaTd HallIM U MPAaKTUYHY NMPUMEHY Y yIpaBJbaby
pa3BojeM TYPHUCTHUKHX AECTHHAIMja U HbHXOBOM YCMEpaBamy Ka TauHO yTBphHEeHOM
npoQuTy TypuCTa.

Kibyune peun: TypucTHYKa MOTHBaIMja, pedepeHtyje, omnaauna, PemyOmika
Cpbuja.

INTRODUCTION

For young people, youth tourism is a form of learning, a way to get
to know other people and the diversity of other cultures. In addition, tour-
ism can certainly be the source of a new career or self-development, or
become part of the identity of young people (Kinderis et al., 2010;
Ozdemir et al., 2012; Gaji¢ et al., 2023). In recent decades, more and
more attention has been paid to the preferences of young people when it
comes to decisions and the directions of tourist movements (Horak et al.,
2000; Khoshpakyants et al., 2010; Camilleri et al., 2018; Gorbatov et al.,
2020). The motives that drive young people have become a current issue
of conscious research (Huntley et al., 2006; Dwyer et al., 2009; Eusébio
et al., 2016; Carvache-Franco et al., 2020). The habits and motivations of
the Z generation are certainly different from those of the previous ones,
and this fact contributes to the topicality and inexhaustibility of data for
research in almost all domains of science, from psychology, sociology,
and demographic segments to tourist decisions (Damanik et al., 2022;
Irimias, 2023). For ten years, the World Youth Student and Educational
(WYSE) Travel Confederation, as a non-profit organisation, has been
mostly engaged in this research. Their assessment so far is that the youth
tourism market in the world amounts to about 25%. Changes in the way
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of life of young people make travelling easier because they have easier
access to money, and the openness of borders becomes an integral factor
in tourism (Saparniené¢ et al., 2022; Aujirapongpan et al., 2023; Pop et al.,
2023). According to some studies, traditional tourists have an unstable
travel plan and are prone to changes during the tourist visit, while those
partaking in youth tourism have a strictly planned trip that, apart from va-
cation, aims to get to know local customs and culture, participate in edu-
cation and experience destinations through direct interaction with the lo-
cal population (Figueiredo et al., 2012; Jamrozy et al., 2017; Lee et al.,
2018; Meng et al., 2020).

The aim of this study is to investigate and identify the key motives
that influence the decision of young people in choosing a tourist destina-
tion. Through the application of structural modelling of path analysis, the
study focuses on five main motives: psychological motives, emotional-
sensual motives, development motives, gastronomic motives, and self-
realisation motives. The study examines how these motives influence the
decision of young people to visit a tourist destination, with special refer-
ence to the importance of each of these motives and their connection with
the actual visit.

The significance of this study lies in its contribution to the under-
standing of the complex factors that shape young people’s tourism deci-
sions. Given that tourism represents a significant part of the economy of
the Republic of Serbia, understanding these motives can help in the crea-
tion of more effective marketing strategies, and the development of tour-
ism products that better meet the needs and desires of the young popula-
tion. In addition, discovering which motives young people find most at-
tractive can provide insight into how tourism destinations can improve
their offerings and attract more visitors from this demographic.

The innovativeness of this study is reflected in the application of
path analysis to examine the influence of various motives on the decision
to visit a destination, which enables a more detailed understanding of the
dynamics of the choice of tourist destinations among young people. This
study provides a foundation for further research in the field of tourism and
paves the way for the development of targeted strategies that can improve
the tourist offer and attract young visitors, thereby contributing to the
sustainable development of the tourism sector in the Republic of Serbia.

LITERATURE REVIEW
Psychological Factors and Motivations of Tourists

Psychological factors refer to the characteristics of tourists, which
determine them to prefer a certain destination, either as a result of the
services or activities available in that place or as a result of their percep-
tion of the place they visit (Moisa et al., 2010; Demeter et al., 2014; King
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et al., 2015). Psychological factors influence consumer behaviour and in-
clude sub-factors such as: motivations, perceptions, emotions, habits and
beliefs. Psychological factors also include values, personality, lifestyle,
needs, previous experiences and knowledge, preferences and satisfaction
(Caber et al., 2020; Khan et al., 2022). Motivations are based on needs.
According to Maslow, needs are classified into five categories: physio-
logical or biological needs, safety needs, social or belonging needs, self-
esteem needs and self-achievement needs (Rasoolimanesh et al., 2019).
Maslow’s pyramid is considered a useful tool for understanding the moti-
vation of consumers of tourism products and/or services, and for creating
marketing content in accordance with consumer wishes, because consum-
er goods aim to satisfy every level of need.

Maslow believes that people are motivated to satisfy their basic,
indispensable needs, before moving on to other needs. According to the
levels of needs in Maslow’s pyramid, every tourist destination must en-
sure the fulfilment of physiological and safety needs. In tourism, these
needs relate to gastronomy and accommodation (Cardenas-Garcia et al.,
2015; Aujirapongpan et al., 2023). The need for security is reflected in
the characteristics of the tourist destination, social life and pathological
risks specific to that area. Social needs represent the level that ensures the
belonging of an individual to a group and satisfies the need for self-
esteem. It refers to hospitality, the kindness of the host and the unique-
ness of the tourist sphere (Blichfeldt et al., 2007; Gaji¢ et al., 2022). Cog-
nitive and aesthetic needs relate to tradition, knowledge, the local way of
life and appreciation of beauty, form and balance (Kinderis, 2010; Irimi-
as, 2023). Self-actualisation needs refer to the need for self-fulfilment,
personal cultivation, and personal growth through superior experiences
(Han et al., 2017; Berbel-Pineda et al., 2019; Gamor et al., 2022; Chisty-
akova et al., 2023). The process of motivation begins with the recognition
of needs. The moment a need is emphasised, the need inadvertently turns
into a motive (Bizirgianni et al., 2013; Mudarra-Fernandez et al., 2019).
Motivation is associated with individuals when they convert desire into
decisions. A person has the ability to adapt, thrive in the face of adversity
and change, and recover from an atypical case (Simkova & Holzner,
2014).

Typological Construct of Possible Travel Motives

Trends showing a growing demand for authentic vacation experi-
ences include individualism, the pursuit of a range of experiences, self-
improvement, experimentation, and increased social and environmental
awareness (Almeida-Garcia et al., 2020; Irimiés et al., 2023). Tourists are
looking for opportunities to engage and talk with the local population, as
well as the opportunity to learn about the characteristics of the destina-
tion. According to studies conducted in famous locations, greater authen-
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ticity can increase visitor satisfaction, improve the tourist experience and
attract new demand segments (Horak et al., 2000; Huntley et al., 2006;
Kinderis et al., 2010; Lee et al., 2018). Different tourist profiles and their
unique decision-making mechanisms, motivations and behaviours have
been identified using a wide range of analytical models and factors (soci-
oeconomic, demographic and psychographic) (Dwyer et al., 2009; Ber-
bel-Pineda et al., 2019; Carvache-Franco et al., 2020; Khan et al., 2022).

Travel motives are a type of psychological activity that is influ-
enced by various factors, including one’s interests, hobbies, occupation,
outlook on life, awareness of one’s surroundings, level of education and
family (Jamrozy et al., 2017; Han et al., 2018). People’s reasons for trav-
eling can also be influenced by their social environment. Travel behav-
iour and experiences of associates, acquaintances, and family members
can always influence others or create a psychological comparison that
causes others to have the same travel goals and result in imitation of trav-
el behaviour. An individual’s psychological need to engage in travel-
related activities is called their travel motivation (Cardenas-Garcia et al.,
2015; Eusébio et al., 2016; Damanik et al., 2022). If there is motivation,
action will be taken to travel. The path from developing the motivation to
travel to actually taking a trip is complex in real life. People must have
the necessary internal and external elements, such as physical health, fi-
nancial stability, access to transportation, and other situations when they
need to travel (Camilleri et al., 2018; Caber et al., 2020). The ability to
pay many forms of travel-related fees is clearly necessary because this is
a type of consumer behaviour. A person will not become motivated to
travel if their salary is insufficient to cover even the most basic require-
ments (Demeter et al., 2014; Agyeiwaah et al., 2019). The availability of
road transport, accommaodation, dining options and service standards at a
destination are vital factors in choosing a destination, and have a signifi-
cant impact on how they create motivation to travel, especially for visi-
tors with relatively high hospitality expectations (Blichfeldt et al., 2007;
Bizirgianni et al., 2013).

People embark on leisure and recovery trips to relax, maintain their
health and find satisfaction when they have stressful or tiring daily lives
or jobs. People belonging to this type of traveller require that the interper-
sonal connections they make during the trip be friendly, pleasant and car-
ing (Khoshpakyants et al., 2010; Gamor et al., 2022; Aujirapongpan et al.,
2023; Gaji¢ et al., 2023). People who travel for religious reasons do so
primarily to satisfy their spiritual needs (Blackwell et al., 2007; Ozdemir
et al.,, 2012; Gorbatov et al., 2020; Chistyakova & Chistyakov, 2023).
When the economy grows, the tourism sector expands and the number of
travellers increases, or decreases when the opposite happens, in nations
and regions where the income of the population increases (Mudarra-
Fernadndez et al., 2019; Carvache-Franco et al., 2020; Aujirapongpan et
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al., 2023; Chistyakova et al., 2023). Free time is a necessary prerequisite
for carrying out travel-related activities. People may develop incentives to
travel due to the relative strength of labour protection regulations and the
availability of statutory holidays in wealthy countries (Chistyakova &
Chistyakov, 2023). People’s motivation to travel can also be influenced
by social or group pressure (Horak et al., 2000; Kinderis et al., 2010;
Khoshpakyants et al., 2010; Gorbatov et al., 2020). Travel activities then
occur as a result of, for example, sponsored travel business events, travel
awards, etc., which influence people to develop their own travel motives
without intending to (Blichfeldt et al., 2007; Blackwell et al., 2007;
Ozdemir et al., 2012; Meng et al., 2020). Poon and Lock-Teng Low
(2005) state that the motivations of tourists include, among other things,
different cultural events, food festivals, different sports activities and nat-
ural attractions (King et al., 2015; Cardenas-Garcia et al., 2015; Khan et
al., 2022). Also, other authors point out that tourism is connected with the
natural attractiveness and gastronomy of a certain destination (Bizirgianni
et al., 2013; Han et al., 2017; Lee et al., 2018; Almeida-Garcia et al.,
2020).

Motives of the Youth Movement

The complexity of tourist behaviour has often been emphasised in
numerous psychological studies dating back to the 1970s, where a wide
range of analytical models and variables (socio-economic, demographic,
psychographic) have been used to identify different tourist profiles and
their particular mechanisms of choice, motivation and behaviour (Moisa
et al., 2010; Figueiredo et al., 2012; Berbel-Pineda et al., 2019; Gamor et
al., 2022). To research the topic of the needs of young people during trav-
el is, first of all, to identify the criteria and variables used to define an in-
dividual as a member of the ‘young people’ in order to later observe and
describe their decision-making processes, motivations and behaviours.
The socio-demographic identification of this segment gives us objective
information, but does not solve the question at what age an individual
stops being ‘young’ (Demeter et al., 2014; Jamrozy et al., 2017; Camilleri
etal., 2018).

UNWTO highlights the increasing importance of the segment of
young tourists, both in terms of tourist flow and in terms of spending
power. In doing so, it is emphasised that, compared to the past, this seg-
ment covers a wider range of the population: people ages 15 through 30+,
rather than 18 through 24. From a behavioural point of view, it highlights
the fact that young people and travellers want to discover and learn about
different cultures and be able to interact with the local population (UN-
WTO).

When defining the concept of youth tourism, it is important to em-
phasise that it includes tourists in the age group between 15 and 35 years.
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WYSE Travel Confederation defines youth tourism as youth travel,
which includes all independent travel by young people, ages 16 through
26 (WYSE, 2023). However, other authors claim that young travellers are
those who: look for more affordable accommodation, are more inclined to
meet new people and destinations, are independent in organising travel
and have a more flexible travel schedule, preferring longer vacation peri-
ods (Dwyer et al., 2009; Agyeiwaah et al., 2019; Damanik et al., 2022;
Irimias et al., 2023). Many authors believe that youth is becoming a key
category for the development of tourism in the future for several reasons:
their attitudes, and way of thinking and life can create new trends in the
field of travel; and youth travel in the present, but they are expected to
continue by creating new directions of movement (Huntley et al., 2006;
Eusébio et al., 2016; Han et al., 2018; Caber et al., 2020). Travel is a nov-
elty for them: an opportunity to escape from everyday life, try a new way
of life, gain new experiences, go to new places and learn new things. Dif-
ferences in the perception of the directions of movement of tourists from
the 2020s and 2030s will, just like today’s young tourists, reflect different
needs and desires compared to those of the modern middle-aged tourist
(Blackwell et al., 2007; King et al., 2015; Mudarra-Fernandez et al.,
2019; Caber et al., 2020). The search for one’s own identity through trav-
el is one of the primary factors associated with young people (Pop et al.,
2023). Today’s youth want to brand themselves in the world and share
travel-related experiences with a large audience, primarily online.

Youth tourism is a very intricate interweaving of economic reality,
sociodemographic policy and specific psychological and value-oriented
states of subjects (Irimias, 2023; Pop et al., 2023). Young people, who
constitute the ‘next generation’ of travellers (both actual and potential),
need to understand their attitudes towards sustainability in order to guide
tourism growth in a way that is consistent with future demand (Pop et al.,
2023). In recent years, the scientific community has increasingly shifted
its focus to the research of one specific group of tourist demand — young
people. Youth tourism revenues have grown to nearly $400 billion by
2020, compared to over $180 billion at the start of the decade, with 200
million international trips undertaken by young people annually (com-
pared to nearly half that number at the start of the decade) (Irimias, 2023).

At least once a year, 96% of young people go on a one-day trip.
There’s a reason why German youth is considered the happiest target de-
mographic in the travel industry, as one in three hotel guests and one in
four travellers is between the ages of 16 and 29. Young travellers seek to
experience the local way of life at the destination (Khan et al., 2022).
Since they like to independently research and plan their trips without the
help of tourist and travel agencies, and share knowledge about the tourist
offer via the Internet, the local community should be able to recognise
this request for a special interest and develop this niche in the tourist offer
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through their own self-development. Research has showed that about
37% of young people said they were very likely to spend extra money on
food or drinks, followed by 27% citing events or festivals (Gorbatov et
al., 2020; Damanik et al., 2022; Chistyakova et al., 2023; Aujirapongpan
et al., 2023). Traditional luxury travel items, such as airline ticket up-
grades, were favoured purchases. Young travellers’ booking habits have
shifted from traditional travel agencies to online travel agencies. The
United States remained the most popular destination for young travellers,
although their percentage decreased compared to 2012; the survey
showed that some young travellers also made the decision to travel to
other less popular locations. For the first time in ten years, Australia has
re-entered the top ten in the ranking. Thailand was in the top 10, but the
remaining 7 spots were taken by European nations. In addition, shorter
trips increased, while long trips lasting 120 days or more decreased
somewhat (Carvache-Franco et al., 2020; Meng et al., 2020).

Although the number of digital nomads, often referred to as loca-
tion-independent employees, remains modest, the tourism sector has tak-
en notice of them. Only 0.6% of millennial and Gen Z travellers in 2017
identified as ‘digital nomads,’ as opposed to more conventional terms like
‘packer’ or ‘traveller.” They are also most likely to book their plane tick-
ets online (85%). Digital nomads ‘have an influence on other young peo-
ple’ and more space for collaboration is opening up in some places as a
result of their influence (Caber et al., 2020). Millennial and Gen Z travel-
lers cited three top factors for their travel happiness: destination, length of
trip, and activities. They were happiest when they travelled to Mexico,
Japan, Indonesia and Peru, and happiness ‘reaches a temperature’ in a
month. Adolescent and student travelers are eager to explore and learn
about different cultures while having the opportunity to connect with the
local population. These elements increase the prospects for encouraging
more responsible and environmentally conscious behaviour through this
part of the tourism market. Despite the growing interest in the millennial
generation, the extent of knowledge about youth travel is still somewhat
limited (Aujirapongpan et al., 2023).

Young people are recognised as an attractive and important market
segment that can influence numerous aspects of tourism (Vukié et al.,
2015). According to the results of recent research conducted on a sample
of Turkish students, young tourists stay at a destination longer, spend
more than international tourists and express high values of loyal consum-
ers, considering that they often return to destinations they have already
visited (Caber et al., 2020). The importance of this market segment is that
it represents the market of the future, in addition to being a growing mar-
ket. In order to observe and characterise the decision-making processes,
motivation and behaviour of individuals classified as young, it is neces-
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sary to first identify the factors and criteria used to categorise people as
young members of the population.

METHODOLOGY

In this research, a detailed review of the available literature was
carried out, based on information from domestic and international sources
about youth tourism and their motivation for travel. The research tech-
niques used include comparative, systematic, synthesis research, study of
documentary sources and survey research. The study is entirely voluntary
and has the characteristics of a pilot study.

Research Objective and Research Hypothesis Model Design

The main goal of the research was to determine the factors that
play a motivator role among young people in creating the intention to vis-
it a tourist destination, as a special demographic group of tourists. A re-
search model with hypotheses was set up (Figure 1).

Emotional sensual

Psyhological motives Hotves

Visiting a tourist
destination

Development Self-realization

motives H4 motives

Gastronomy motives

Figure 1. Proposed research model with hypotheses
Source: Authors’ research

The following research hypotheses were established: (H1) psycho-
logical motives significantly influence the decision of young people to
visit a tourist destination; (H2) emotional-sensual motives significantly
influence the decision of young people to visit a tourist destination; (H3)
developmental motives significantly influence the decision of young peo-
ple to visit a tourist destination; (H4) gastronomy motives significantly
influence the decision of young people to visit a tourist destination; and
(H5) self-realisation motives significantly influence the decision of young
people to visit a tourist destination.
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Questionnaire Design and Measurements

For the purposes of constructing the questionnaire, models from
Gorbatov and Chuvatkin (2020) were used for questions related to psy-
chological motives (coping with stress, changing the landscape, relaxa-
tion, preventive measures, health treatments, improving physical activi-
ties), developmental motives (participation in the event, historical sights,
natural attractions, art, local architecture, lifestyle of the local popula-
tion), emotional and sensual motives (excitement, nostalgia, visiting
friends and relatives, religious motives) and self-realisation motives
(learning new things, job search, realisation of own skills). The Quan and
Wang (2004) model was used to construct the questionnaire related to
gastronomy as a motivator, and it contains questions concerning the fol-
lowing: getting to know local food and drinks, getting to know how to
prepare traditional food, food as a motive of not forgetting, food as an ex-
tension of the dining process, as well as visiting and choosing a destina-
tion (a motive drives me to choose a destination, | visit randomly without
a particular motive, motives influence me to visit the same destination
again). For assessing the importance of various items in our research, we
used a five-point Likert scale. The scale ranged from 1 to 5, where 1 indi-
cated ‘Irrelevant’ and 5 indicated ‘Very Important.” This range allowed
respondents to accurately express their opinion on each item, providing us
with detailed insights into their priorities and perceptions.

Research Context: Spatial Setting and Participants

Before the actual survey of respondents, a pilot survey was con-
ducted on a sample of 40 respondents to identify any ambiguities, doubts,
or errors. The pilot study was conducted in two cities in the Republic of
Serbia, during tourist events in Sremska Mitrovica and Novi Sad. Follow-
ing the pilot study, there were no significant ambiguities in the question-
naire. The survey was conducted between January and April 2023, with a
total of 900 respondents. Out of the total number of surveys distributed,
30 were discarded because they were not completed correctly. The re-
maining 870 were analysed. The study included young people from Novi
Sad (215 respondents), Belgrade (335 respondents), Valjevo (103 re-
spondents), Kragujevac (148 respondents), and Vrnjacka Banja (69 re-
spondents). The research was limited to examining young people ages 18
through 26, based on the authors’ discretion and the literature that accepts
this age range as the youth category. Table 1 describes the respondents’
sociodemographic characteristics.
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Table 1. Statistical findings of sociodemoraphic characteristics of respondents

Gender Frequency of traveling

Male 34.9% I have never traveled 12.1%

Female 65.1% I have traveled once a year 23.3%
| have traveled several times a year  64.6%

Education Age

High school 23.7% 18-22 36.9%

Faculty 66.3% 23-25 63.1%

MSc 10.0%

Source: Authors’ research

The statistical findings from the sociodemographic characteristics
of the respondents indicate a study population with a higher female repre-
sentation (65.1%) than male (34.9%), and a significant portion of the re-
spondents (64.6%) report traveling several times a year. Most participants
have attained faculty-level education (66.3%), with a smaller percentage
holding a high school diploma (23.7%) or an MSc degree (10%). The age
distribution shows a focus on young adults, with 63.1% being ages 23
through 25, and 36.9% being ages 18 through 22. These insights suggest
that the research captures perspectives from a relatively well-educated,
predominantly female, young adult demographic with considerable travel
experience, which could influence the study’s outcomes and their inter-
pretation.

DATA ANALYSIS

The collected information was analysed using the statistical pro-
gram SPSS, version 23.00 and SPSS AMOS, version 21.00. Descriptive
statistical analysis obtained average scores for all items and determined a
normal distribution of data, where the values of skewness (0.535) and
kurtosis (-0.712) were individually within 1, while the critical ratio (Z
value) of Skewness (0.635) and Kurtosis (-0.678) were within +1.96
[155]. Internal validity was measured using Cronbach’s alpha coeftfi-
cients, and reliability analysis confirmed that all measures used in the
study were reliable, as Cronbach’s alpha (o) for each construct was great-
er than 0.7. Construct validity was tested by factor analysis, where a total
of six factors were extracted from all items. The overall measure of sam-
pling adequacy was above 0.60 (Kaiser-Meier-Olkin coefficient - KMO =
0.763). Bartlett’s test of sphericity was significant (X2 = 2289.321; df =
118; p = 0.00). Path analysis and structural modelling determined the in-
fluence of predictors on the criterion of visiting a destination, in order to
determine which of the predictors and to what extent influence the deci-
sions of young people to visit a destination.
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RESULTS

Table 2 shows descriptive values for different items within the
study, organised by factors. Each factor contains specific items that are
evaluated based on the arithmetic mean (M), standard deviation (Sd),
Cronbach’s alpha coefficient (o) indicating the reliability of the scale, and
factor loadings (1) indicating how well the items represent a certain factor.

Table 2. Descriptive values of all items

Factors Items M sd o A
a=0.904
Psychological  Coping with stress 2.04 1.207 0.825 0.733
motives Changing the landscape 291 1426 0.899 0.715
Relaxation 2.64 1.379 0.801 0.764
Preventive measures 3.02 1.388 0.805 0.699
Health treatments 2.76 1.340 0.863 0.730
Improving physical activities 3.14 1.342 0.821 0.700
Development  Participation in the event 3.08 1.275 0.838 0.832
motives Historical sights 2.19 0479 0.836 0.827
Natural attractions 2.80 0.303 0.809 0.810
Art 4.33 1.235 0.823 0.799
Local architecture 3.77 1.063 0.898 0.819
Lifestyle of the local population 3.51 1.148 0.895 0.801
Emotional Excitement 3.94 0.012 0.996 0.744
sensual motives Nostalgia 3.32 0.064 0.905 0.791
Visiting friends and relatives 3.66 0.910 0.927 0.684
Religious motives 3.52 1.905 0.900 0.794
Self-realisation Learning new things 3.61 0.125 0.899 0.848
motives Job search 3.49 0.018 0.820 0.813
Realization of own skills 3.28 0.983 0.896 0.871
Gastronomy Getting to know local food and drinks  3.47 0.672 0.800 0.903
motives Getting to know how to prepare 2.39 0.845 0.899 0.912
traditional food
Food as a motive of not forgetting 3.53 0.323 0.894 0.893
Food as an extension 2.47 1.092 0.818 0.899
of the dining process
Visit Motive drives me to choose a 4.64 0.457 0.895 0.873
destination
I visit randomly without a particular ~ 1.95 0.190 0.832 0.869
motive
Motives influence me to visit the same 2.65 0.419 0.805 0.796

destination again

Note. M — arithmetic mean, Sd — standard deviation,
o — Cronbach’s alpha, A — factor loadings

Incorporating the overall reliability statistics, the survey demon-
strates a robust measure of travel motivations and experiences across its
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spectrum, with a Cronbach’s alpha of 0.904 across 26 items. This high
level of reliability indicates a strong internal consistency within the sur-
vey, suggesting that the items collectively form a cohesive measure of the
constructs being assessed. Such a high Cronbach’s alpha value reinforces
the validity of the findings, highlighting that the diverse motivations and
experiences captured in the survey from art appreciation and the pursuit
of new experiences to specific motives driving destination choice are reli-
ably measured. The average scores (mean values) across various travel
motivations and experiences reveal significant insights into traveller pref-
erences and behaviours. High mean scores for items such as ‘Art’ and
‘Motive drives me to choose a destination’ indicate these are particularly
important factors for travellers, suggesting a strong appreciation for cul-
tural experiences and specific personal motivations in choosing travel
destinations. Conversely, lower mean scores for ‘I visit randomly without
a particular motive’ highlight a tendency among respondents to travel
with clear intentions or interests. These averages provide a snapshot into
the key drivers behind travel decisions, emphasising the importance of
personalised and culturally rich experiences in meeting the diverse needs
and motivations of travellers. Factor loadings (A) are also mostly high,
which further confirms that each item represents its factor well.

A total of six factors were extracted by factor analysis with Pro-
max rotation, of which five factors will represent predictors and one crite-
rion variable later in the path analysis. It was also determined that 67% of
the variance was explained. Table 3 displays the descriptive statistics of
factors, the validity of the measurement model of the extracted factors,
and the effects of predictors (path analysis). It includes factors such as
psychological motives (PM), emotional sensual motives (ESM), devel-
opmental motives (DM), gastronomic motives (GM), and self-realisation
motives (SRM), as well as visit (VISIT) as the dependent variable. For
each factor, it shows the mean scores (m), Cronbach’s alpha coefficient
(a) for reliability, outer loading (A), percentage of variance, total effect on
visit, as well as correlation (B), standard error (S.E.), t-value, significance
(p), and confirmation of hypotheses.

Psychological Motives (PM) show moderate mean scores (m=3.49)
with high reliability (0=0.884) and a significant portion of variance
explained (34.303%), yet their direct effect on visitation is minimal and
not statistically significant (f=0.006, p=0.87), leading to the denial of
Hypothesis 1. Emotional Sensual Motives (ESM), despite a lower mean
score (m=2.81), exhibit higher reliability (¢=0.917) and contribute signif-
icantly to the variance (44.946%). Their positive effect on visitation is
statistically significant (=0.283, p=0.02), supporting Hypothesis 2. De-
velopment Motives (DM) have the highest mean score among the factors
(m=3.89) and show a substantial reliability score (0=0.871). They account
for a significant variance (54.095%) and have a modest but significant
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impact on visitation (f=0.336, p=0.03), confirming Hypothesis 3. Gas-
tronomy Motives (GM) are associated with a moderate mean score
(m=3.01) and high reliability (¢=0.880). They explain a notable amount
of variance (59.306%) and have a strong, statistically significant effect on
visitation ($=0.134, p<0.001), affirming Hypothesis 4. Self-Realisation
Motives (SRM), with a mean score of 3.56 and high reliability (¢=0.891),
explain a considerable variance (63.822%) and exert the most substantial
effect on visitation among all factors ($=0.440, p<0.001), strongly sup-
porting Hypothesis 5.

Table 3. Descriptive statistics of factors, measurement model
validity of the extracted factors and effects of predictors (path analysis)

Factor statistics — Promax rotation Predictor effects and path analysis
Factors m o A % Total Effects B SE t p Confirmation
variance %

PM 349 0.884 0.709 34.303 8.308 Visit< PM 0.006 0.021 0.158 0.87 H1 X
ESM 281 0.917 0.770 44946 6.469 Visit<ESM 0.283 0.272 2.290 0.02 H2 v
DM  3.890.871 0816 54.095 7.311 Visit<DM 0.336 0.329 1.241 0.03 H3v
GM  3.010.880 0.901 59.306 3.289 Visit<GM 0.134 0.132 3699 ™ H4v
SRM  3.56 0.891 0.852 63.822 5.729 Visit<SRM 0.440 0.433 12.172 ™ H5 v

VISIT 3.28 0.827 0.871 67.614 1.373

“J-Outer Loading; o. - Cronbach's alpha, - correlation, t -t value, p — significance,
PM — psyhological motives, ESM- emotional sensual motives, DM — development motives,
GM-gastronomy motives, SRM — self-realization motives.

Source: Author’s research

DISCUSSION OF FINDINGS AND CONCLUDING REMARKS

In recent years, the scientific community has been focusing more
and more attention on examining especially the tourism demand of young
people. Young people are new visitors to the tourist market (Gorbatov et
al., 2020). There are different definitions of the categorisation of youth
according to age. Youth tourism is defined as all independent trips by
people between the ages of 18 and 26 that last less than a year and are
driven, in whole or in part, by the desire to learn about other cultures,
gain life experience or take advantage of formal and informal learning
opportunities outside the home (Meng et al., 2020). In 2015, almost every
fourth tourist was between 16 and 29 years old (23%), one in three hotel
guests were Millennials, and the total value of international youth tourism
was predicted to reach US$400 billion in 2020, which is double the value
compared to 2009 (UNWTO). Raylicities are factors of attraction of tour-
ists to destinations, especially the specificity of the attractor of rayyans
among the young population.
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The authors investigated the influence of the following motives on
the choice of destination among young people: psychological motives,
emotional sensual motives, development motives, gastronomy motives,
self-realisation motives. Employing a Promax rotation to better under-
stand the underlying structure of these factors, the study sought to quanti-
fy their influence on visitation behaviour through descriptive statistics,
measurement model validity, and path analysis. Results revealed a differ-
ent scope of travel motivations. Psychological Motives (PM), despite
their theoretical relevance, showed minimal direct impact on visitation
decisions. In contrast, Emotional Sensual Motives (ESM) and Develop-
ment Motives (DM) were found to significantly influence visitation, albe-
it to varying extents. Gastronomy Motives (GM) and particularly Self-
Realisation Motives (SRM) demonstrated strong positive effects on the
decision to visit, highlighting the importance of personal growth and ful-
filment in travel choices. The percentage of explained variance for each
factor underscored the complex interplay of motivations driving visita-
tion, with significant contributions from emotional, developmental, and
gastronomic factors.

The general conclusion of this study emphasises the multifaceted
nature of travel motivation, suggesting that while traditional psychologi-
cal factors may not directly drive visitation decisions, the pursuit of emo-
tional enrichment, personal development, culinary experiences, and self-
fulfilment play crucial roles. These findings offer valuable insights for
tourism marketers and destination management organisations, indicating
a need for tailored strategies that cater to the diverse and complex motiva-
tions of travellers.

Limitations

The study, while providing important findings on travel motiva-
tions and their impact on visitation decisions, is subject to several limita-
tions that warrant consideration. First, the respondents were young, which
indicates that the results of this study will not be applicable to all age
groups, and analyses of other age groups are also suggested. The reliance
on self-reported data may introduce bias, as respondents could overesti-
mate or underestimate their motivations in reflection, or due to social de-
sirability. Additionally, the sample size and demographic composition
could also restrict the applicability of findings across broader populations,
as cultural, socioeconomic, and individual differences in travel motiva-
tions might not be fully captured. The study’s cross-sectional design pro-
vides a snapshot in time, which may not fully account for the dynamic na-
ture of travel motivations and behaviours that can change due to emerging
trends, global events, or personal circumstances. The factors identified
and their respective influences offer a foundation for understanding travel
motivations but might not encompass all possible motivators, especially
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those unique to specific destinations or types of travel. Lastly, while the
statistical methods employed are robust, the interpretation of the results
requires caution, as the variance explained by the factors, though signifi-
cant, leaves a portion unexplained, suggesting the existence of other in-
fluential factors not captured in this study. Acknowledging these limita-
tions is crucial for framing the study’s contributions and for guiding fu-
ture research. Future studies could address these limitations by employing
longitudinal designs, diversifying sample populations, and exploring ad-
ditional or emerging travel motivations, thereby enriching our under-
standing of the complex and evolving landscape of travel behaviour.

Future Theoretical and Practical Implications

The findings from this research offer several important theoretical
implications for the understanding of young tourists’ travel motivations
and destination choice. Theoretically, this study enriches the existing lit-
erature by providing a deeper insight into the complex array of factors
that influence young travellers’ decisions. It highlights the need for a
more nuanced understanding of the motivational constructs beyond tradi-
tional factors, suggesting that the motivations of young tourists are multi-
faceted and influenced by a blend of experiences, personal development
opportunities, emotional connections, and the quest for authentic and
novel experiences. This complements existing theories by suggesting that
young tourists’ motivations may differ significantly from those of other
demographic groups, due to their unique values, lifestyle choices, and the
influence of digital media on their travel behaviour. The study contributes
to the broader discourse on travel motivation by emphasising the diverse
and dynamic nature of young tourists’ preferences and motivations. It
suggests that traditional models may need to be expanded or adapted to
better capture the intricate motivations driving this demographic. It also
underscores the importance of considering the digital impact on young
travellers, including how social media and online communities shape
their perceptions and decisions. This aspect introduces a new dimension
to motivational theories, reflecting the contemporary travel planning pro-
cess. By exploring a wide range of factors, from emotional to develop-
mental motivations, this research encourages a cross-disciplinary ap-
proach to understanding travel motivation, incorporating insights from
psychology, sociology, and technology studies.

From a practical standpoint, the insights gained necessitate a stra-
tegic re-evaluation of how destinations and tourism providers design and
market their offerings to young tourists. Destinations need to create more
personalised, authentic, and engaging experiences that resonate with the
values and expectations of this group. This involves leveraging technolo-
gy to enhance the travel experience, from virtual reality previews to mo-
bile apps that offer personalised recommendations. Additionally, tourism
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marketers should utilise social media platforms not just for promotion,
but as a tool to engage with young tourists, understand their preferences,
and co-create travel experiences that meet their aspirations.

The significance of this research for future studies lies in its identi-
fication of gaps and opportunities within the current understanding of
young tourists’ travel motivations. By highlighting the complex and
evolving nature of these motivations, the study sets a foundation for more
in-depth investigations that can adapt to changing trends and technologi-
cal advancements. Future research is encouraged to explore the impact of
digital innovation on travel behaviour, the increasing importance of sus-
tainability and ethical travel choices among young tourists, and how these
preferences differ across cultures and geographic locations. Such research
will not only expand academic knowledge but also provide practical in-
sights for the tourism industry to cater to the dynamic needs of young
travellers, ensuring relevance and sustainability in a rapidly changing
global tourism landscape.
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KOHUEINTYAJIHA CTYUJA O U3BOPY
TYPUCTUYKE JECTUHAIIMJE MEBY MJIATUMA
Y PEIIYBJINIU CPBUIN
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Pe3ume

Oga cTynuja ce 0aBH HCTPAXKUBAKHEM MOTHBA KOjU OOJIUKY]y U300p TypHCTHYKUX
nectuHanja Mehy mumagmma y CpOmju, ca moceOHMM OCBPTOM Ha HUXOBE CHELHU-
¢uuHe npedepeHnyrje u oueknBama. AHKeTHpameM 870 HCIHUTaHKWKa CTapoCTH ox 18
o 26 roawHA, U3 PA3NHYUTHX TPagoBa, TOOMjeHH Cy MOJAld KOjH OTKPHBAjy KOM-
IUIEKCHOCT (hakTopa KOjH yTHUYy Ha HHXOBE OJUTyKe O IMyToBamy. J[oK cy mcuxo-
JIOIIKK MOTHBH, TOIYT peJlakcaldje M IPOMEHE OKpYXKeHa, MOKa3ajJd OrpaHH4YeH
YTHUI[3j, JOMUHAHTHY yJIOTY Cy Npey3eil eMOIMOHATHO-CEH3yalH! MOTUBH, Ka0 IITO
cy y30yheme 1 HOCTaJIrHja, KOju MMajy 3HauajaH U MO3UTHBAH e(eKar.

PazBojun MoTHBH, yKJBYydyjyhH WHTepecoBame 3a KyITYpHE H HCTOPH)jCKE
caapikaje, MPUPOJHE aTpaKihje U HAYUH JKMBOTA JIOKATHOT CTAaHOBHMILTBA, UCTAKIIH
Cy ce Kao BakaH (hakTop y MpHBIAYCHY MJIAAUX TypucTa. II0ceOHy Maxby 3acilyKy-
Jy TacCTpOHOMCKH MOTHBH, KOjH yKa3yjy Ha cBe Behe HHTepecoBame MIIaIUX 32 JIOKall-
Hy TacTPOHOMCKY MOHYJIy M TPaAULHOHAIHE yKyce. MOTHBH camopeanu3anuje, 1o-
YT TEXHE Ka JIMYHOM pa3Bojy M CTHLAlky HOBHX MCKYCTaBa, MOKAa3ajld Cy Hajjauu
yTHuIaj, ykasyjyhu Ha 3Hauaj MHIMBHAYaJIHOT HANpPETKa Y OKBUPY TYPHUCTHUUKOT JIO-
JKUBJbAja.

TpakTHYHE UMIUTMKALMje OBHX Hajla3a OIie/iajy ce y ImpernopykaMa 3a Kpeupame
WHOBaTHBHHUX M LWBAHUX TYPHCTHYKHX IOHY[a, KOje HHTETPHUIIY ayTEHTHYHOCT,
KyJITYpHE CIeMUPUIHOCTH U MOTYhHOCTH 3a TWYHU pa3Boj. OBakaB MPHUCTYII HE CaMO
Jia IONPHHOCH KOHKYPEHTHOCTH TYPHUCTHYKHX JeCTHHaIHja, Beh U MOJACTHYE HUXOB
OJIP’KUBH Pa3Boj.

Ca TeopujcKor acliekTa, MCTpakuBame oborahyje nocrojehy nureparypy nyossum
pa3yMeBameM MyJNTHIMMEH3UOHAIHE IPUPOC MOTHBA MIIQIUX TYypHCTa, cyrepuinyhu
na 6ynyha uctpaxuBama Tpeba 1a ykJbyde YTHILQ] IUTMTATHUX WHOBALHja, riobai-
HHUX TPEHIOBa M KYJITYPOJOIIKUX paszirka. OBa CTy/auja MocTaBjba OCHOBY 3a pa3Boj
HOBHX cTpaTeruja koje he Oospe onroBapatu JMHAMHYHAM HOTpedamMa MIagux IMyT-
HHKa U JIOTIPHUHETH BbUXOBOM UCIYHCHU]EM TYPHCTHYKOM HCKYCTBY.



