TEME, Vol. XLIX, N° 1, January — March 2025, pp. 185-200

Review article https://doi.org/10.22190/TEME240830011M
Received: August 30, 2024 UDC 339.727.22:336.227.2
Revised: February 3, 2025

Accepted: February 12, 2025

THE MANAGEMENT OF FACTORS STIMULATING
DEMAND FOR WALKING TOURISM IN RURAL AREAS

Danka Milojkovi¢”
Singidunum University, Belgrade, Serbia

ORCIDD: Danka Milojkovi¢ https://orcid.org/0000-0002-4434-9576

Abstract

Due to its economic, social, environmental, and health significance, walking in rural
areas provides plenty of benefits that contribute to the sustainable development and well-
being of both visitors and local communities. The aim of this research is to analyse the
influence of accommodation, gastronomy, and local guides on stimulating demand for
walking tourism in rural areas, and to propose instruments for enhancing the management
of these factors. Tourism demand describes the desires or needs of tourists for specific
destinations, services, or activities. The geographical focus of the research is global. The
survey was disseminated to a broad audience via academic platforms and social media
networks. A total of 467 responses were gathered between March and May 2022. Data was
processed using descriptive statistics and parametric statistics: the Independent Samples T-
test, and the One-factorial Analysis of Variance (One-way ANOVA). Due to their key role
in creating an authentic tourist experience, the research focused on three factors stimulating
tourist demand for walking in rural areas: accommodation, gastronomy, and guides. The
paper indicated that walkers in rural areas prefer to consume traditional meals, stay in
traditional households, and get to know nature with the support of local guides. This paper
contributes to the understanding of the key elements that attract tourists to rural areas,
providing recommendations for the sustainable management of walking tourism and
supporting local communities. Future studies will explore natural and cultural resources,
walking infrastructure, and environmental awareness as factors.
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YHPAB/BAIBE ®PAKTOPUMA CTUMYJIUCAIBA
TPAXKIBE 3A IEINAYKUM TYPU3MOM
Y PYPAJIHUM NOJAPYYIJUMA

Arncrpakr

300r €KOHOMCKOT, COLHjaJTHOT, €KOJIOLIKOT U 3APAaBCTBEHOI 3Ha4aja, Melavdemhe Y py-
paTHUM NOZAPYYjUMa MPY>Ka OpojHE KOPUCTH KOje JOIPHUHOCE OAPKIBOM Pa3Bojy U Oiaro-
CTamy MCTOBPEMEHO M MOCETHOLMMA U JIOKAIHO] 3ajeqHUIM. Li/b OBOT HCTpakuBama je
Jla Cce WCIHTA YTHIQj CMEIITaja, TaCTPOHOMHjEe M JIOKAJTHHX BOJAWYA HA CTHMYJHCAEE
TpaXKEbe 3a MEMaYKuM TYpPU3MOM Y PYPaTHUM HOJPYYjUMa, Kao U Jia e MPEATIoKE Cpell-
cTBa 3a yHanpeheme yrpapbamba oBUM (akropuMa. TypUCTHYKA TPaKEba OIHCYje JKeJbe
WM 1oTpebe TypucTa 3a criel(HUIHAM AeCTHHAIMjaMa, yCIyramMa WM aKTUBHOCTHMA.
T'eorpadcku oxyc ncTpakuBama je riaodaiaH. YIUTHUK je UCTPHOYNpaH IHUPOKOj my6-
JHIM TyTeM aKaJeMCKUX IUAaTGOpMH U IPYIITBEHUX Mpexka. YKymHO 467 oaroBopa je
NPHUKYIUBEHO o MapTa a0 Maja 2022. romure. [lomamu cy obpalenu kopumihemeM ae-
CKPUITHBHE CTaTHCTHKE M TapaMeTapcKe CTaTUCTUKE: T-TECT HE3aBHCHHMX y30paka U
jemHodaxropcka ananmza BapujaHce (One-way ANOVA). 300r kjbydHe yJore y cTBapa-
1Y ayTEeHTHYHOT TYPHUCTHYKOT TOXKHBIBAja, Y (POKYCY HCTpaKiBamba Oma cy Tpu (akropa
CTHMYJIMCatha TYPHCTHYKE TPAKEGE 3a TIElIaYeeM y PYPaTHUM CpeIrHama: CMEINTaj,
racTpOHOMHMja ¥ BoaWuH. Paj je yka3ao Ja [eTaud y pypaHuM HoapyvjuMa npedepupajy
KOH3yMHpAmke TPAJUIMOHAIHUX jela, O0paBaK y TpaIWMIHOHAIHMM JIOMalMHCTBAMA W
YIO3HABaKe NPHPOZE y3 TOJPLIKY JIOKATHHX BOAWYA. Pajx NONpUHOCH pa3syMeBamby
KJbYYHHX €JIeMEHaTa KOju MpHUBIIaYe TYPHCTE Y pypaiHe 00JacTy, mpyxajyhu npenopyke
3a OJIP’KUBO YIPABJbAE TEMIAYKIM TyPHU3MOM H MOJPLIKY JIOKAIHUM 3ajeHuLama. by-
nyhe crymmje he ncrpaxkusari paxrope kKao mTo Cy IPUPOIHHU U KyITYPHH PecypcH, Te-
I1a4yka HHPPACTPYKTypa U eKOJIOLIKA CBECT.

Kiby4He peun: cMmemnTaj, IOKaJHE BOAMYH, MEHAIIMEHT MHCTPYMEHTH, (paKTOpH
TYPUCTHYKE TPAXHSE, TPAJUIFOHAIHA TaCTPOHOMHU]aA.

INTRODUCTION

Walking tourism in rural areas has emerged as a significant activity
due to its multifaceted benefits, encompassing economic, social, envi-
ronmental, and health dimensions. Besides the promotion of sustainable
development, this specific tourism form enhances the well-being of both
visitors and local communities. By encouraging low-impact travel and
fostering a deeper connection with nature, walking tourism aligns with
global efforts to achieve sustainability while supporting rural economies
and preserving cultural heritage.

The increasing interest in walking tourism highlights the need to
understand and manage the factors that effectively stimulate demand for
this specific form of rural tourism. In this context, tourism demand refers
to the tourists’ preferences, desires, or needs for rural destinations, ser-
vices, and activities. Identifying and managing these factors is critical to
optimising the experience for visitors while maximising the economic and
social benefits for rural communities.
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This paper examines the key factors influencing the demand for walk-
ing tourism in rural areas, focusing on three main elements: accommodation,
gastronomy, and tour guides. The selection of these factors is based on previ-
ous research highlighting their importance in attracting tourists. According to
Anti¢ et al. (2025, p. 17), “the most common reason for staying in rural areas
is healthy food.” Additionally, Sharpley (2000) found that tourists expect
quality accommaodation, food, and additional facilities, emphasising the role
of accommodation in attracting visitors. Furthermore, Song et al. (2019, p. 1)
report “a 15.4% increase in an attraction’s online popularity after the entry of
accommodation sharing.” Finally, Raboti¢ (2009, p. 17) states that “guides
should be considered as tourism players who fulfil a very important mission
on behalf of the destination.” Based on these findings, this paper analyses
how accommodation, gastronomy, and tour guides contribute to the devel-
opment and popularity of walking tourism in rural areas.

The study draws on data collected from 467 questionnaires distrib-
uted to participants during the post-COVID pandemic period, from March
to May 2022. These responses were analysed using descriptive and para-
metric statistical methods, including the Independent Samples T-test and
One-way ANOVA. The findings reveal that walkers in rural areas strong-
ly prefer consuming traditional meals, staying in traditional households,
and exploring nature with the assistance of local guides.

The research identifies the core factors that stimulate demand for
walking tourism and provides practical recommendations for managing
them. By employing direct and indirect management instruments, stake-
holders can enhance the appeal of rural walking destinations while ensur-
ing sustainable practices.

Future studies will expand on this work by exploring additional
factors such as natural and cultural resources, walking infrastructure, and
environmental awareness. These dimensions are crucial for building a
comprehensive framework to support the growth of walking tourism in
rural areas while addressing sustainability challenges and meeting the
evolving expectations of modern tourists. The paper aims to contribute to
the understanding and practical application of effective management
strategies in walking tourism, providing valuable insights for researchers,
policymakers, and practitioners.

LITERATURE REVIEW

Walking in rural areas has multiple levels of importance, which can be
divided into ecological, economic, health, and social aspects (Molgo&Etfi,
2021). Walking in rural areas is ecologically important as it preserves the
natural environment through an eco-friendly recreation form. It avoids pollu-
tion and promotes the awareness of nature by educating people on the im-
portance of conserving natural resources and biodiversity (Isabel, & Antonio,
2022; Zhang, Fisher, & Wang, 2023). The economic importance of walking
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in rural areas lies in boosting the local economy by increasing demand for
businesses like accommodations, restaurants, guides, and souvenir shops,
while also creating jobs in tourism and hospitality (Cai et al., 2019; Boskovi¢,
& Maksimovi¢, 2019; Stan¢i¢ et al., 2022). Walking in nature reduces stress,
boosts mood, and improves overall mental health (Buehler, Pucher, & Bau-
man, 2020; Kotera et al., 2020; Mau et al., 2020). Rural walking tourism
strengthens community bonds and fosters interaction between residents and
visitors. It also promotes cultural exchange, allowing visitors to learn about
and appreciate local customs, which encourages understanding and tolerance
(Belliggiano, Bindi, & levoli, 2021).

Several specific factors directly stimulate tourist demand for walking
in rural areas (Mao et al., 2021). The accessibility and attractiveness of
natural beauties such as mountains, forests, lakes, rivers, and other natural
sights can significantly increase interest in walking. Scenic and photogenic
landscapes attract nature and walking enthusiasts (Namazov, 2021). Well-
maintained, clearly marked trails with detailed information enhance safety
and appeal. Additionally, cultural and natural attractions further stimulate
tourist demand. Cultural landmarks, historical sites, traditional villages, and
local events can enrich the walking experience and attract tourists
(Kusumah, 2023). Natural and cultural harmony is an important incentive
for rural walking development (Wolf, Croft, & Green, 2019; Fafurida et al.,
2023). Farmhouses, guesthouses, and restaurants with authentic local food
add value to the experience (Zhang, Chen, & Hu, 2019). Organised guided
tours, which can provide information on local flora, fauna, geology, and
history, can increase the appeal of walking (Denkovska, & Dimitrijovska-
Jankulovska, 2023). Educational programs and workshops about nature can
further motivate visitors (Yousaf, Amin, & Santos, 2018). Safety and
accessibility are a factor that includes ensuring safety on trails, including
rescue services, first aid, and marked routes, which can increase the
tourists’ sense of security (Buehler, & Pucher, 2023). Environmental
awareness also plays a role, as tourists increasingly prefer destinations that
support nature conservation and sustainable practices (Trigi¢, 2021).
Students typically look for affordable housing that supports social activities
and adventure experiences, with internet access for communication and
learning, and proximity to outdoor activities like hiking or camping (Prial et
al., 2023; Haris & Gan, 2021). Factors that stimulate tourist demand for
farmhouses, guesthouses, and restaurants with authentic local food add
value to the experience (Palacios-Florencio et al., 2021). Tourist reviews,
social media, and influencer impressions can directly boost interest in
walking in specific rural areas (Idbenssi et al., 2023).

METHODS

The research was conducted using both quantitative empirical meth-
ods and qualitative analysis, including analytical-synthetic, hypothetical-
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deductive, and statistical methods. The modular questionnaire, based on the
“Va’ Sentiero” project model (Simeoni, 2019), covers personal data, indoor
and outdoor activities, travel and vacation expectations, and perceptions of
financial support for rural walking tourism development. The model was
chosen for its relevance to rural walking tourism, addressing key aspects like
activity preferences and expectations. Qualitative data was collected through
open-ended questions included in the survey.

A total of 467 electronic questionnaires were collected over three
months (from March to May 2022) following the easing of COVID-19
movement restrictions. The survey was designed to provide equal selec-
tion opportunities for all participants. Distributed through academic plat-
forms and social media, the online survey was available in both Serbian
and English, allowing for a geographically diverse sample. The target
group consisted of individuals with access to the survey who voluntarily
participated, regardless of their country of origin. The key factors defin-
ing this group include digital literacy, language proficiency, interest in the
topic, and geographic inclusivity. Consequently, the sample is broad and
heterogeneous, with participant characteristics influenced by the survey’s
promotion and distribution platforms. All collected questionnaires are
valid and were included in the analysis.

The study used the Independent Samples T-test and One-way
ANOVA to analyse demographic variables. The T-test identified differ-
ences between two independent groups (e.g., men and women), while
One-way ANOVA examined variations across multiple groups based on
factors like age, marital status, children, education, employment, and an-
nual investment in tourism. The Life Orientation Test (LOT) measured
dependent variables and the Tukey HSD test identified statistically signif-
icant differences. Data was analysed using SPSS software, and the results
offer valuable insights for enhancing and promoting rural walking tour-
ism, providing guidance for policymakers and practitioners.

The following hypotheses were defined in the research:

H1 — Walkers in rural areas desire traditional dishes, stay in tradi-
tional households, and have nature experiences with local guides;

H2 — Demographic and socioeconomic factors, including gender,
age, marital status, number of children, and personal investment opportu-
nities, significantly influence tourists’ preferences for food, accommoda-
tion, and nature experiences during active rural vacations; and

H3 —The level of educational and employment status influence
differences in tourists’ desires or needs for walking in rural areas.

RESULTS

Demand stimulators for rural walking tourism were analysed by
examining dependent variables related to food and accommodation
choices during rural vacations, as well as the manner in which visitors
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familiarise themselves with the rural environment. Independent variables
included the demographic characteristics of the respondents (Table 1).
Women represented over 66% of the sample. The majority of the re-
spondents were between 36 and 55 years old, married, with children,
holding a university degree, and employed (52%, 51%, 61%, 66%, and
70% respectively). Additionally, 73% of the respondents were willing to
invest up to 1,000 euros annually in their vacation.

Table 1. Overview and definitions of independent variables

Independent variable name Independent variable code  Variable descriptive statistics

Gender G

Female Gl 66%
Male G2 34%
Age A

<25 Al 18%
26-35 A2 12%
36-45 A3 25%
46-55 A4 27%
>56 A5 18%
Marital status MS

Single MS1 27%
Cohabitation MS2 13%
Married MS3 51%
Divorced MS4 6%
widow/widower MS5 3%
Number of children NoC

0 NoCO0 39%
1 NoC1 21%
2 NoC2 30%
3 NoC3 9%
>4 NoC4 1%
Education E

Without formal education El 0%
Primary education E2 1%
Secondary education E3 20%
College E4 13%
University E5 66%
Work status WS

Student WS1 15%
Unemployed WS2 6%
Self-employed WS3 10%
Employed WS4 60%
Retired WS5 7%
Other WS6 2%
Yearly personal YPTI

tourist investment

<500 EUR YPTI1 39%
500-1000 EUR YPTI2 34%
>1,000 EUR YPTI3 27%

Source: Author’s calculations
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Descriptive statistics show that visitors in rural areas prefer traditional
regional dishes (55%) or self-prepared food (36%), with fewer opting for
restaurants or fast food (9%) (Table 2). For accommodation, traditional local
homes are most favoured (51%), followed by hotels and apartments (38%),
with minimal interest in tents, recreational vehicles, and hostels (11%). When
experiencing nature, 71% prefer a knowledgeable local guide, 24% use maps,
and only 5% choose accredited tour guides. Hypothesis H1 was confirmed,
as visitors’ preferences focus on traditional dishes, staying in traditional
homes, and exploring nature with local guides.

Table 2. Descriptive statistic of dependent variables
versus independent variable G

Dependent Variable - Std. - .
Variable code N Mean Median deviation Minimum Maximum
What kind of V1 467 2,76 4 1,41 1 4

food would you
eat during your
trip and active

vacation?

Valid Percent Valid Percent Cumulative percent
homemade Vi1l 35.8 35.8 35.8

meals

restaurant food V12 75 75 43.3

fast food V13 1.9 1.9 45.2
traditional V14 54.8 54.8 100.0
regional dishes

Dep_endent N Mean Median S.t d'. Minimum Maximum
Variable Deviation

What type of V2 467 4,79 6 1,53 1 6
accommodation

would you

prefer for your

active vacation?

Valid Percent Valid Percent Cumulative percent
recreational V21 3.2 3.2 3.2

vehicle

tent V22 6.0 6.0 9.2

hotel V23 19.9 19.9 29.1

hostel V24 13 13 30.4
apartment V25 18.4 18.4 484
traditional local V26 51.2 51.2 100.0

house

Dep_endent N Mean Median S.t d'. Minimum Maximum
Variable Deviation

Howwouldyou V3 467 247 3 ,85 1 3
like to

experience

pristine nature?
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Valid Percent Valid Percent Cumulative percent
navigating with V31 24.0 24.0 24.0

amap

utilizing the V32 49 49 28.9

services of an

accredited tour

guide from a

professional

company

employing a V33 711 711 100.0
knowledgeable

local guide

familiar with

the region

Source: Author’s calculations

Using the Independent Samples T-test, the existence of significant
differences between the mean values of V1, V2, and V3 in G1 and G2
was analysed (Table 3). The analysis of the results indicates no signifi-
cant difference in the attitudes of women and men in the choice of ac-
commodation in the rural area, but there is a significant difference in the
selection of food and the way in which they get to know untouched na-
ture. Compared to men, women prefer traditional gastronomy and the
services of local guides.

Table 3. Independent Samples T-test

Levene’s
Test for .
Equality of T-test for Equality of Means
Variances
Dependent 95%
Variable Confidence

Slg Mean Std. Error Interval of the

FoSig. t  df Difference Difference __Difference

tailed)

Lower Upper
V1 ,145 ;704 832 465 406 ,11525 ,13855 -,15702 ,38751
V2 31,047 ,000 3,043 261,407  ,003 ,48350 ,15890 ,17062 ,79638
V3 64,556 ,000 4,461 258,395  ,000 ,39303 ,08811 ,21953 ,56654

Source: Author’s calculations

The influence of age on the dependent variables V1, V2, and V3
measured by the LOT was investigated using the One-way ANOVA of
different groups (Table 4). The respondents were divided into five groups
—Al, A2, A3, A4, and A5, according to their age. A statistically signifi-
cant difference at the p<0.05 level was found in the LOT results of the
five age groups per the following dependent variables: V2 and V3. Re-



The Management of Factors Stimulating Demand for Walking Tourism in Rural Areas 193

spondents aged 25 and under are more likely to prefer traditional accom-
modation compared to those over 36 years of age, while respondents aged
26 to 35 tend to favour accommodation in traditional households more
than those over 46. Additionally, respondents aged 25 and under are
slightly more inclined to choose a local guide to explore a rural area than
those aged 36 to 45.

Table 4. One-way ANOVA results of dependent variables
versus independent variable A

Dependent Sum of Mean .
Variable Squares df Square F SIg.

Between Groups 7.96 4 1.99 1.00 0.41
AV 1 Within Groups 923.70 462 2.00

Total 931.66 466

Between Groups  114.39 4 28.60 13.56 0.00
V2 Within Groups 974.47 462 211

Total 1088,852 466

Between Groups 9.02 4 2.25 3.14 0.01
V3 Within Groups 331.34 462 0.72

Total 340.36 466

Source: Author’s calculations

The influence of marital status on the dependent variables V1, V2,
and V3 measured by the LOT was investigated using the One-way ANOVA
of different groups (Table 5). The respondents were divided into five groups
—MS1, MS2, MS3, MS4, and, MS5, according to their marital status. A sta-
tistically significant difference at the p<0.05 level was found in the LOT re-
sults of the five marital status groups per the following dependent variables:
V1, V2, and V3. Respondents who identified as single slightly preferred tra-
ditional gastronomy compared to those in cohabiting relationships. Single re-
spondents also moderately favoured accommodation in traditional house-
holds over those who were married or divorced. Additionally, single re-
spondents were slightly more likely than divorced individuals to choose a lo-
cal guide for exploring untouched nature.

The influence of the number of children on the dependent variables
V1, V2, and V3 measured by the LOT was investigated using the One-
way ANOVA of different groups (Table 6). The respondents were divid-
ed into five groups — NoCO, NoC1, NoC2, NoC3, and NoC4, according to
the number of children. A statistically significant difference at the p<0.05
level was found in the LOT results of the five children groups per the fol-
lowing dependent variables: V2 and V3. Respondents without children
moderately preferred traditional accommodation in rural areas and the
services of a local guide for exploring the rural environment, compared to
those with two or three children.
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Table 5. One-way ANOVA results of dependent variables
versus independent variable MS

Dependent Sum of of Mean

Variable Squares Square Sig.

Between Groups 28.92 4 7.23 3.70 0.01
V1 Within Groups 902.74 462 1.95

Total 931.66 466

Between Groups 78.43 4 19.61 8.97 0.00
V2 Within Groups 1010.42 462 2.19

Total 1088.85 466

Between Groups 8.76 4 2.19 3.05 0.02
V3 Within Groups 331.60 462 718

Total 340,36 466

Source: Author’s calculations
Table 6. One-way ANOVA results of dependent variables
versus independent variable NoC

Dependent Sum of Mean .
Variable Squares d Square F Sig.

Between Groups 1.78 4 0.45 0.22 0.93
AV 1 Within Groups 929.87 462 2.01

Total 931.66 466

Between Groups 73.08 4 18.27 8.31 0.00
V2 Within Groups 1015.78 462 2.20

Total 1088.85 466

Between Groups 15.54 4 3.88 5.52 0.00
V3 Within Groups 324.82 462 ,703

Total 340.36 466

Source: Author’s calculations

The influence of yearly personal tourist investment on the depend-
ent variables V1, V2, and V3 measured by the LOT was investigated us-
ing the One-way ANOVA of different groups (Table 7). The respondents
were divided into YPTIL, YPTI2, and YPTI3 groups according to yearly
personal tourist investment. A statistically significant difference at the
p<0.05 level was found in the LOT results of the three yearly personal
tourist investment groups per the following dependent variables: V1 and
V3. Respondents who invest up to 1,000 EUR annually in tourism are
slightly more likely to prefer traditional gastronomy than those who in-
vest more. Additionally, respondents who invest less than 500 EUR per
year in tourism are slightly more likely to choose a local guide for explor-
ing untouched nature than those who invest up to 1,000 EUR.
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Table 7. One-way ANOVA results of dependent variables
versus independent variable YPTI

Dependent Sum of Mean .
VaEiabIe Squares df Square F Sig.
V1 Between Groups 23.99 2 11.99 6.13 .002
Within Groups 907.67 464 1.96
Total 931.66 466
V2 Between Groups 6.72 2 3.36 144 .238
Within Groups 1082.13 464 2.33
Total 1088.85 466
V3 Between Groups 4.64 2 2.32 3.21 .041
Within Groups 335.72 464 724
Total 340.36 466

Source: Author’s calculations

Considering the above-mentioned separate analyses of the research
results, the overall analysis of the results confirms the validity of hypoth-
esis H2.

The influence of education on the dependent variables V1, V2, and
V3 measured by the LOT was investigated using the One-way ANOVA
of different groups (Table 8). The respondents were divided into five
groups — E1, E2, E3, E4, and E5, according to the level of education. A
statistically significant difference at the p<0.05 level was not found in the
LOT results of the five education groups. The analysis of the research re-
sults indicates that the level of education has no significant impact on dif-
ferences in visitors’ preferences or needs for walking in rural areas.

Table 8. One-way ANOVA results of dependent variables
versus independent variable E

Dependent Sum of Mean

Variable Squares df Square F Sig.
V1 Between Groups 8.16 4 2.04 1.02 0.40
Within Groups 923.49 462 2.00
Total 931.66 466
V2 Between Groups 17.16 4 4.30 1.85 0.12
Within Groups 1071.69 462 2.32
Total 1088.85 466
V3 Between Groups 4.63 4 1.16 1.59 0.18
Within Groups 335.73 462 727
Total 340.36 466

Source: Author’s calculations
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The influence of work status on the dependent variables V1, V2,
and V3 measured by the LOT was investigated using the One-way
ANOVA of different groups (Table 9). The respondents were divided into
five groups — WS1, WS2, WS3, WS4, and WS5, according to their em-
ployment status. A statistically significant difference at the p<0.05 level
was found in the LOT results of the five work status groups per the de-
pendent variable V2. Respondents who identified as students were mod-
erately more likely to prefer traditional accommodation during travel and
active vacations compared to the unemployed, employed, and retired re-
spondents.

Table 9. One-way ANOVA results of dependent variables
versus independent variable WS

Dep_endent Sum of df Mean Sig.
Variable Squares Square

Between Groups 15.03 5 3.01 151 0.18
vi Within Groups ~ 916.63 461 1.99

Total 931.66 466

Between Groups  62.31 5 12.46 5.60 0.00
Ve Within Groups  1026.54 461 2.23

Total 1088.85 466

Between Groups 4.76 5 ,952 131 0.26
V3 Within Groups 335.60 461 728

Total 340.36 466

Source: Author’s calculations

Considering the above-mentioned separate analyses of the research
results, the overall analysis of the results does not confirm the validity of
hypothesis H3.

DISCUSSION

The research focuses on three key factors driving demand for rural
walking tourism: accommodation, gastronomy, and guides. It reveals that
visitors prefer traditional meals, staying in traditional households, and ex-
ploring nature with local guides. The study also compares preferences for
rural walking based on various demographic factors.

The research, using a simple random sample, found that women
showed more interest in rural walking tourism than men. Gender differ-
ences in accommodation and guide preferences in favour of females,
along with similar food preferences, are expected to stimulate interest in
rural walking tourism.
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People under the age of 35 prefer authentic experiences, such as
staying in traditional houses, for their cultural value. Informed by digital
platforms, they favour sustainable tourism that aligns with their environ-
mental and community-focused values.

Singles show distinct preferences for food, guide services, and ac-
commodation compared to couples and divorced individuals. They are
more inclined to explore local culture through traditional gastronomy and
guides, seeking authentic experiences and social interactions due to their
flexibility and fewer obligations. Childless individuals favour private, au-
thentic accommodations and adventurous activities, while families prefer
spacious, child-friendly lodgings and guided tours.

Visitors share a universal interest in rural walking, regardless of
education level. However, students prefer affordable, internet-equipped
housing, while the unemployed seek peaceful, budget-friendly accommo-
dations. Employed individuals favour comfortable stays near nature, and
retirees prioritise comfort and health services. Spending habits show mi-
nor differences in food and exploration preferences. Tracking solo and
family travel trends is recommended for managing rural walking tourism
demand.

Local gastronomy, accommodation, and guides are key to boosting
tourist demand. Quality lodging and authentic cuisine enhance the rural
experience, while guides offer organised tours highlighting local nature
and history. Effective promotion through digital platforms can attract
walking enthusiasts. The recommended management instruments include
surveys, focus groups, social network analysis, and benchmarking.

CONCLUSIONS

This research provides valuable insights into the factors driving
demand for rural walking tourism, emphasising the role of accommoda-
tion, gastronomy, and guides. It highlights how demographic variations
shape tourism preferences, offering actionable recommendations for
stakeholders to develop targeted strategies. The findings contribute to the
growing field of sustainable tourism by identifying key preferences and
trends.

Despite its contributions, the study faced several limitations. A
simple random sample may not fully capture the diversity of rural walk-
ing tourists. Additionally, the research focuses on broad demographic cat-
egories, which may overlook more specific behavioural patterns or re-
gional differences. The research was conducted in the initial stage of the
post-COVID-19 pandemic, so the results may not reflect the same factors
in demand for rural tourism in the following period. The limited explora-
tion of external factors such as infrastructure, accessibility, and environ-
mental conditions also constrains the findings.
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Future research should address these limitations by incorporating
diverse sampling methods and exploring additional factors such as natural
and cultural resources, walking infrastructure, and environmental aware-
ness. This will ensure a more comprehensive understanding of rural walk-
ing tourism and its potential to contribute to sustainable development.
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YHPAB/BAIBE ®PAKTOPUMA CTUMYJIUCAIBA
TPAXKIBE 3A IEINAYKUM TYPU3MOM
Y PYPAJIHUM NOJAPYYIJUMA

Janka Mujojkosuh
Yuusepsurer ,,Cunruaynym*, beorpan, Cpouja

Pe3ume

letwma y pypalHUM NOAPYYjUMa TOHOCH OpOjHE KOPUCTHU 32 OAPKUBH Pa3BOj H
IoOpoOUT moceTHana U JIOKaTHUX 3ajeqauna. OBaj paj HCTpaxyje ynpaBibame pax-
TOpHMa KOjU CTUMYJIUIIY TPaXXby 3a MEeIMIadKuM TYpPHU3MOM Yy PYpalHHM CpeAUHaMa,
kopuctehn noaatke u3 467 ynutHuka. DOKyc UCTpaXkHBama Cy CMEIITaj, TaCTPOHO-
MHja ¥ BOJWYH. 300T IBbUXOBE KJbYYHE YJIOTe y CTBapamy ayTeHTHYHOT TYPHCTHYKOT
HCKYyCTBa.

Pesynratn moka3syjy ma mieraud npedepHupajy TpaaulOHAIHY XpaHy, O0paBak y
ayTeHTHYHUM JoMahWHCTBHMA M JIOKAJTHE BOJM4e. AHAIN3a je yKa3aia Ha pas3liiKe y
npedepeHnrjamMa cMelTaja 1 Boau4ua u3Mel)y jkeHa W MyIIKapana y KOPHCT JKeHa,
JIOK cy TpedepeHnyje 3a TpaIullMOHANHy XpaHy cindHe. Miale rerepamuje Tpaxe
ayTeHTHYHA MCKYCTBa, a TpaJAUIMOHaIHEe Kyhe nx mpusiade 300T KyJITYpHO-HCTOPH]-
cke BpenHocTH. Ocobe 6e3 mapTHepa BHILE Cy 3aMHTEPECOBAHE 33 UCTPAXKHUBAE JIO-
KaJIHEe KYJITYpe KpOo3 XpaHy ¥ BOAWYE, JOK JpyaH Oe3 nene npedepupajy mpuBaTHHjU
CMeIIITaj TOIyT TpaaunuoHaaHuX kyha. be3 063upa Ha cremneH obpa3oBama, HCIHTA-
HULY MMajy CIMYHE JKeJbe 32 PypalTHuM meTmama. CTyneHTH npedepupajy mpucTy-
MayaH CMEIITaj ¢ APYIITBEHUM aKTHBHOCTHMA M MHTEPHETOM, JOK He3aloCIeHH Ou-
pajy eKOHOMHYAH CMEINTa] 1 MUPHO OKPY)KEHe. 3allOCIICHH Tpake YI00aH CMEITaj
3a kpahe OopaBke, JIOK TEH3UOHEpH Npedeprupajy MUPHO OKPYKEHE C MPUCTYIIOM
3JIpaBCTBEHUM ycinyraMa. Pasnuke y npedepeHiyjamMa ucXpaHe U BOANYA Cy MaJle U3-
Mmel)y onunx koju Tporire 10 1.000 eBpa ¥ OHUX KOjU TPOIIIE BHIIIEC.

[Ipenopydyje ce mprMeHa MEHAMEHT WHCTPYMEHATa 3a yNpPaBJbatbe TPAKEOM,
yKIpyuyjyhu aHkeTe, (GOKyc Tpyme, aHaJdW3e OPYIITBEHUX Mpeka U OCHUMApKUHT.
HcroBpemeHo, 0BO HCTpaXXHBame MOXKE YKa3aTH Ha MOTEHIIHjallHe TIpenpeKe U ciado-
CTH y TPEHYTHHM IIOHyAama, omoryhasajyhun mpaBoBpemeHo mpuiarohaBame cTpare-
THja U MPOM3BOMAA, TE€ MOXE JONPHHETH e)UKACHUjeM yIpaBibaky (aKTOpHMa KOjH
CTUMYJHILY TPAXIbY 32 PypajlHUM IEIMIauKuM Typu3MoM. Byayhum ncrpaxuBamiMa
6uhe oOyxBaheHU (akTopu KOjU ce OJHOCE Ha NMPHUPOJHE U KYJNTYpHE pecypce, WH-
(GpacTpyKTypy M €KOJIOLIKY CBECT.



