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Abstract
The aim of this paper is to develop a new perspective on urban tourist motivations and demotivation’s
by applying the Analytic Hierarchy Process (AHP) model in order to better understand how tourists
make decisions about which destinations to visit. Authors discovered that most important factor within city break travel is internal force, followed by the external force and least important is demotivation.
The paper argues that the results indicate the value of applying the AHP model to understand the role
and importance both of push and pull factors and demotivators in urban tourism destination choice.
Keywords: Analytic Hierarchy Process (AHP); motivation; demotivation; city break travel; Novi Sad

Introduction
Human behavior could be defined as something directed towards, and resulting from, unfulfilled needs
(Maslow, 1943). Closely linked to human behavior is
motivation or demotivation, which can further influence decision making process when deciding upon final destination and type of activites at the destination.
Pizam and Sussmann (1995) provided one of the first
insights on motivation and describe it as something
“which predispose a person to participate in tourist activity. Dann (1981) percived it as “a meaningful state
of mind which adequately disposes an actor or group
of actors to travel, and which is subsequently interpretable by others as a valid explanation for such a
decision”; Pearce et al. (1998) provided a proposition
on explanation of tourist motivation as the global integrating network of biological and cultural forces

which provides value and path to travel choices, behavior and experience. Understanding the motivations of tourists is the precondition for comprehending all travel experiences and research can help us to
better understand this (Hsu & Huang, 2008). Moreover, data on motivation provide useful tool for comprehending key trends within the tourism market and
marketing activities proposition (Seaton & Bennett,
1996).
On the far side of the motivation spectrum, lies
demotivation or better said something that restricts
the tourism activity. Jackson (1991) defined tourism
limitation as something that restricts the formation
of tourism preferences and inhibits or prohibits (restricts) the participation and enjoyment in tourism activity. In this regard, this paper investigates the trav-
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el motives (internal and external) and limitations for
visiting the city of Novi Sad (Serbia), but also makes
a parwise comparison between them, and thus measures the importance factor.
Novi Sad consists out of 15 suburban settlements
and is the second largest city in Serbia. The gravitational zone of the city passes the Danube River as well
as the road sections E-70 and E-75 of international significance, also through the city cross two important
corridors: Corridor 10 and river Corridor 7). According to the 2011 census, there were 341,625 inhabitants
registered in the city. In the previous 12 years (20022013), Novi Sad visited an average of 89.663 tourists
annually, of which 46.415 were domestic and 43.247
were foreigners. The average length of stay for the previously mentioned period is 1.9 which is characteristic for city destinations. Foreign tourists have a higher average length of stay (2.1), compared to domestic
tourists (1.7 days) (Vujičić, 2015). In the last five years
(2014-2018) the number of tourism is continually rising, so the average number of tourists is 156.826 tourist arrivals with around 313.025 overnight stays. The
main landmark of Novi Sad is Petrovaradin Fortress,
the complex tangible cultural heritage embodying a

complex military fortification system, built throughout 17th and 18th century for the purpose of deflecting Turkish invasions and rampart. Today, and for the
last 19 years the famous music festival Exit is present
(Besermenji et al., 2009; Cimbaljević et al., 2019). Mentioned Novi Sad’s major event provides the opportunity for experiencing the destination’s culture and
increasing visitor’s knowledge about Novi Sad and
Serbia (Zakić et al., 2009,).
The principal aim of this paper is to develop a new
perspective on tourist motivations and demotivation
by applying the Analytic Hierarchy Process (AHP)
method, a new approach in exploring tourist behaviouur, to the case of Novi Sad. The AHP approach is used
to construct an evaluation model and calculate criterion weights in a decision making process (Vujičić et al.,
2018). It integrates different measures into a single overall score for ranking decision alternatives (Miljković et
al., 2018). This research provides a ranking of the push
and pull motives, and also demotivation, for visitors of
Novi Sad. This methodology can prove useful to destination marketing organizations, travel agencies and
other stakeholders connected directly or indirectly to
the domestic tourism strategy.

Literature Review
Tourism motivation and limitations have been vastly researched by many authors (Crawford & Godbey, 1987; Crompton, 1979; Dann, 1981; Jackson, 2000;
Mayo and Jarvis, 1981; Pearce, 1982; Pearce, 1991;
Pearce, 2005; Pearce & Caltabiano, 1983) and is still a
popular research topic (Božić et al., 2016; Božić et al.,
2017a; Božić et al., 2017b; Huang et al., 2001; Jang et al.,
2002; Jiang, 2015; Leong et al., 2015; Lesjak et al., 2015;
Li et al., 2015; Wong & Tang, 2016). Research is mainly
directed towards grasping tourism behaviour that can
be described as vital component in the decision making process when choosing a destination and nature of
vacation (Dann, 1977; Pearce, 2014; Sirakaya & Woodside, 2005), further argued and researched the level of
satisfaction that is derived from tourism experience
(Correia et al., 2013; Caber & Albayrak 2016; Dann,
1981; Dunn & Iso-Ahola, 1991; Ryan, 2002; Yoon &
Uysal, 2005). Travel motivation consists out of needs
that incline a person towards a certain tourist activity
(Pizam et al., 1979).
Numerous travel motivation theories have been
presented throughout the decades by various authors. For instance, Dann (1981) perceives tourist motivation as a content state of mind that pushes participants or group of participants to participate on
a journey and which is latter taken as a valid justification for that decision. The wide known theoretical

concepts which have been applied to measure travel
motivation are Maslow’s hierarchy of needs, Alderfer’s Existence, Relatedness and Growth (ERG) theory, Herzberg’s motivator-hygiene theory (Ghazi et al.,
2010) as well as push-pull theory, Iso-Ahola’s escapeseeking dichotomy (1982) and the travel career ladder
(TCL) theory (Pearce, 1988). All of above mentioned
theories conclude significant fact- psychological and/
or biological needs incline people to travel. One of
the most widely discussed theories of motivation and
tested on different topics is push and pull theory (Baloglu & Uysal, 1996; Crompton, 1979; Dann, 1977; Hsu
et al., 2008; Pizam et al., 1979; Prayag & Ryan, 2011;
Uysal & Jurowski, 1994). Despite the variety of different approaches that have been introduced, developed and modified with aim of explaining tourist
motivations, push-pull theory tends to be one of the
most extensively discussed theories within the tourism motivation literature (Cook et al., 2010; Correia et
al., 2013; Kassean & Gassita 2013; Wu & Pearce. 2014).
Basis is the foundational typology of travel motivations that was presented by Crompton (1979), where
he made a clear difference between “push” and “pull”
motives. Push motives are perceived as intrinsic motives or motives which are connected to the individual,
whereas pull motives are connected to the characteristics of the destination (Antón et al., 2017). Authors
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Uysal and Jurowski (1994) argue that internal motivators include desires for escape, rest, relaxation, prestige, health and fitness, adventure, and social interaction. Pull factors are presented through tangible
resources (such as beaches, infrastructure, cultural
heritage), and travellers’ perceptions and expectations
of a destination. Further discussed, many researchers
have recognised that pull factors are directly connected to the features and attributes of a tourist destination (Pan & Ryan, 2007; Prayag and Ryan, 2011; Turnball & Uysal, 1995). In that way, we can conclude that
most of the researchers put accent on the push factors (internal force), researching intrinsic motivators
for travel, and in some way neglecting pull factors and
their significance in tourism travel and choice of destination, but what is more interesting is that a little research has been done on their interaction and level of
importance. While some authors have begun to contemplate the complex relationships that exist between
push and pull factors (Caber & Albayrak 2016; Jeong
& Yoon, 2013; Kleonsky, 2002; Kim et al., 2003), it is
generally argued that they relate to two separate tourist decisions made at two separate points in time – one
influencing on whether to go or not, and the other deciding where to go. Thus, push factors are observed to
be present in the decision-making process before pull
factors, which have an impact (Dunne, 2009). It is apparent that push factors influence tourists’ travel decisions, yet destinations cannot create push motivations
for tourists (Božić et al., 2017b). Destinations can only
offer attractions coherent with tourists’ push factors.
In other words, pull factors can be predisposed and
enriched by destinations as part of how they respond
to tourist motivations through their marketing strategies and activities such as promotion, segmentation
and product development (Hawkes et al., 2016; Jeong
& Yoon, 2013; Kassean & Gassita, 2013).
Equal to motivation theory emerged the limitation
theory, besides trying to understand the force which
drives tourist to travel, researchers wanted to comprehend the construct of force that influence tourist not to travel (Fleischer & Pizam, 2002; Gilbert &
Hudson, 2000; Jovanović et al., 2013; Kerstetter, 2002,
Nyaupane et al., 2004; Pennington-Gray & Kerstetter,
2002). Backman and Crompton (1989) were among the
first authors to argue the tourism limitations (barriers) and defined them as barriers or constraints which
inhibit (limit) the tourism activity or participation to
tourism activity. Limitations began to emerge within tourism literature such as: distance of destination
(McKercher & Lew, 2003), climate and seasonality
(Baum & Hagen 1999, Martin & Ballantine, 2005), lack
of transport and accommodation, personal safety, lack
of promotion, lack of time (George, 2003; Thapa & Rasul, 2003) and other. Crompton (1979) described lim44 Geographica Pannonica • Volume 24, Issue 1, 42–55 (March 2020)

itations as situational inhibitors. Socio-demographic
characteristics (age, sex, nationality, income, marital
status) were also used in the tourism literature to describe limitations to tourism travel (Burnett & Baker,
2001; Waitt, 1997). Most of the suggested models were
tested on different target groups and types of tourism
destinations, for example, Gilbert and Hudson (2000)
researched ski tourists and barriers to their participation, while Fleischer and Pizam (2002) investigated senior Israeli tourist and barriers to travel, whereas
Pennington-Gray and Kerstetter (2002) focused their
study on limitations to travel connecting the research
to natural attractions. Also, some authors investigated in the domain of socio-demographic characteristics and their influence over acquired experience
and perception of limitations (Backman & Crompton, 1989; Chick & Roberts, 1989; Crawford & Godbey, 1987; Jackson & Dunn, 1988; Searle, 1991). Maybe
the first researchers who tried to develop a comprehensive model for limitations on tourism travel are
Crawford and Godbey (1987), model which was further modified by Crawford et al., (1991) and Jackson
et al., (1991; 2000). The cited model deals with inhibitors to tourism travel, which are further allocated
into three main groups: intrapersonal, interpersonal and structural barriers. Sole number of limitations
changed and expanded during the tourism research,
but the set (group) stayed the same.
Cities have become main destinations where to
travel, leading to research on travel motivation for
city visitation and defining city break travel. For example, Page (1995) focused research on travel motivations for visiting cities and argued that main motives were: visiting friends and relatives, shopping,
conference and exhibitions, education, culture and
heritage. Law (1993) revealed that the primary motivation for visiting cities could often be a visit to a
museum or attending a concert. Ashworth and Tunbridge (1990) defined cities as multidimensional and
multi-functional and thus declared that travel motivation has to be considered in a similar way; cities
have a great number of factors that influence tourists’
destination choice. Burtenshaw et al. (1991) percived
the diverse set of resources in cities that can be related to pull motives, containing historic monuments,
museums and galleries, shops, cafes and restaurants.
In recent studies, researchers have also emphasized
shopping as a dominant motive for travel and choice
of destination (Oh et al., 1995; Sirakaya et al., 2003).
Quan and Wang (2004) researched primary and secondary trip motivations and showed that food can
be seen as the primary trip motive and has a important effect on the overall image of destinations. Milman and Pizam (1995) and Goossens (2000) argued
and studied destination image and the complexi-
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ty of influence it has on travel motivation, showing
the composite ways in which push factors are united
in affecting destination choice. Božić et al., (2017b)
developed a new analytical scale for domestic tourism motivations and limitations for visiting complex destinations with multiple resources, comprising out of both cultural and natural assets. The scale

was also based on push and pull theory, discussing
their role in destination choice.
Thus, the focus of this paper is to present a model of
motivators (internal and external) and barriers which
influence decision making process when choosing a
destination. Developed model will be tested by AHP,
while study area is Novi Sad (city break destination).

Methodology
With complex decisions, which have a lot of criteria
and alternatives, decision making process itself becomes complex, consisting out of mutually connected
and dependent factors, which influence the final decision (Jandrić & Srđević, 2000). In mentioned situations, with complex decisions, specialized software
is used (Decision Support Systems (DSS). The analytical-hierarchy process (AHP) is a systematic approach
developed by Saaty (1980). It provides solutions to
complex problems and employs hierarchical structures through developing priorities for different alternatives determined by the decision makers (Brushan
& Rai, 2004). The AHP approach is used to construct
an evaluation model for decision making, using
weighted criteria. It integrates different measures into
a single overall score for ranking decision alternatives
(Hsu et al., 2009). It is usually applied to simplify multiple criterion problems by decomposing it into a multilevel hierarchical structure (Harker & Vargas, 1987).
The AHP model gradually compares alternatives and
measures their impact on the final decision-making
goal, which helps decision makers to choose between
competing alternatives (Saaty, 1980). Given a pairwise
comparison, the analysis involves three tasks: (1) developing a comparison matrix at each level of the hierarchy starting from the second level and working
down, (2) computing the relative weights for each element of the hierarchy, and (3) estimating the consistency ratio (CR) to check the consistency of the judgment (Božić et al., 2018). If the consistency ratio (CR)
is less than 0.10, the result is sufficiently accurate and
there is no need for adjustments in comparison or for
repeating the calculation. If the ratio of consistency is
greater than 0.10, the results should be re-analysed to
determine the reasons for inconsistencies, to remove
them by partial repetition of the pairwise comparison,
and if repeating the procedure in several steps do not
lead to the reduction of the consistency to the tolerable limit of 0.10, all results should be discarded and
the whole procedure should be repeated from the beginning (Jandrić & Srđević, 2000). In order to evaluate criteria weight for motivation and limitation of
Novi Sad visitors, authors first developed hierarchy
structured model (Figure 1) and after applied AHP

model, a method with increasing application in the
tourism literature (Scholl et al., 2005).
Study Sample
The data was collected on the premises of the local
tourist office and two city hotels. Questionnaires were
distributed by hotel and tourist office employees. Initially, 50 tourists were invited to participate in the research, 14 refused to participate, as they thought it
would take them too much time. The final sample included 36 tourists, of different ages, nationality and
sex. The sampling strategy for the AHP method can
be based on a suitably chosen purposive sample that
is appropriate for generating qualitative data, which is
useful for research focusing on a specific issue where
a large sample is not necessary, especially in tightly
bounded case studies (Cheng & Li, 2002; Lam & Zhao,
1998). A purposive sampling strategy was deemed appropriate for this research because of the limited need
for generalization from the case study (Creswell, 2007).
Cheng and Li (2002) argue that the AHP method, is in
fact, made impractical in surveys with a large sample size as “cold-called”, non-expert, respondents may
have a great tendency to provide arbitrary answers, resulting in a very high degree of inconsistency, which
invalidates the approach (Wong & Li, 2008).
Procedure
Research was conducted from January till September 2018. All respondents were thoroughly informed
about the purpose of the research, as well as on the
identity of the researchers. Respondents voluntarily
participated in the research and were informed that
the research was anonymous and that the data would
be used strictly and solely for the purpose of research.
The survey was carried out in English in form of
a structured interview, where interviewer asked the
questions from the survey, filling in the answers. In
this way, some possible misunderstandings of the
questions were eliminated. Respondents were asked
to express their preferences between different factors
(internal, external, and barriers) when visiting Novi
Sad, rather to say in terms of how important they
felt each motive or barrier was when deciding to visGeographica Pannonica • Volume 24, Issue 1, 42–55 (March 2020) 45
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Figure 1. Choice of destination model

Source: Modified model developed by Chen et al., 2013; Hsu et al., 2009; Jackson, 2000.
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it Novi Sad, by using Saaty’s scale (1980) (Table 1). Authors gave brief explanation of each criterion (factor)
before and during the structured interview. Respondents were inquired to assign corresponding numerical
value (Saaty’s scale) to different factors based on the
relative importance factor has for them.
Table 1. Saaty’s scale for pair wise comparisons in AHP
Judgment term

Numerical
term

Absolute preference (A over element B)

9

Very strong preference (A over B)

7

Strong preference (A over B)

5

Weak preference (A over B)

3

Indifference of A and B

1

Weak preference (A over B)

1/3

Strong preference (A over B)

1/5

Very strong preference (A over B)

1/7

Absolute preference (A over B)

1/9

An intermediate numerical value 2,4,6,8 and 1/2,1/4,1/6,1/8 can be
used as well
Source: Saaty (1980)

Having evaluated all the factors at the level two,
they moved to level three and, with the help of pairwise comparison of factors within the same level of
the hierarchy, assessed the relative importance. After that, they moved to level four and to level five, using the same procedure. As the feedback from all re-

spondents was satisfactory, we can consider that the
research is sufficiently clear and adequate for the intended issues.
Questionnaire design and research phases
The first phase of the research included a review of
the existing literature and the selection of all factors and constraints that affect the travel and therefore the choice of the tourist destination. Based on the
literature review (Botha et al., 1999; Chi & Qu, 2008;
Crompton & Ankomah, 1993; Dann, 1981; Echtner &
Ritchie, 1993; Fleischer & Pizam, 2002; Gilbert & Hudson, 2000; Hsu et al., 2009; Kim et al., 2012; Klenosky,
2002; Nyaupane et al., 2004; Pennington-Gray and
Kerstetter, 2002). The selected factors influencing the
decision-making process are divided into three main
groups: (1) individual motivation or personal factors
(pushing factors), (2) the characteristics of the destination (attractiveness factors) and (3) situational inhibitors or constraints .
After the selection of factors and the design of the
questionnaires, the second phase of the research started, which included the interviewing of visitors to Novi
Sad, as well as the entry of the obtained data into the
statistical program “Expert Choice 2000”.
Finally, the consistency of the overall research is
determined, as well as the final ranking of the factors by calculating the weight coefficients. Figure 8
shows the hierarchical presentation of all included
factors.

Results
The results show that at the second level of the hierarchy the most important factor influencing the choice
of destination is the Internal Force (0.443), followed by
External Force (0.326), while the least important are
Barriers (Limitations) (0.231) (Figure 2). Consistency
ratio (CR) is 0.01, which indicates that the study is reliable and accurate and therefore there is no need for
adjustments in the comparison of criteria.
The synergy of all responses of the respondents
lead to an analysis of all individual items on the lowest level of the hierarchy, and the obtained weight coefficients indicate the most dominant ones to those
least dominant when it comes to factors influencing
the choice of the tourist destination of Novi Sad (Figure 3). From a total of 55 criteria: Spaciously complex
cultural heritage (0.055), Price (0.048), Personal safety (0.043), Gastronomy (0.043), Natural attractions
(0.042), Cultural institutions (0.040), Meeting different cultures and people (0.038), Monuments or piece
of arts (0.034) proved to be the most important factors
for visitors of Novi Sad.

The least important factors for Novi Sad visitors are:
Health and fitness (0.005), Too much traffic (0.004),
Visiting friends or relatives (0.004), I don’t have time
to travel (0.003), Medical treatment (0.003) (Figure 2).
The level of consistency (CR) is 0.09 which is within
the normal range and there is no need for a new evaluation of the weight criteria.
CR=0.01

0.231

Barriers
Exteranal
factors

0.326

Internal
factors

0.443
0.0

0.1

0.2

0.3

0.4

0.5

Figure 2. Total weight values for the second
level of indicators

Source: data analysed in Expert Choice 2000 program
(graphs made in Excel)
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Medical treatment (0.003)
I don’t have time for travel (0.003)
Visiting friends and relatives (0.004)
Too much traffic (0.004)
Health and fitness (0.005)
Interacting with other tourists (0.005)
Family obligations are stopping me (0.005)
Lack of information about the place (0.005)
Don’t have family or friends to stay at (0.006)
Unfavorable climate (0.006)
Don’t like to travel (0.007)
Don/t know to drive/fear of flying/cruising (0.007)
Fear of unfamiliar places (0.007)
Don’t speak foreign languages (0.007)
Don’t have anybody to travel with/
Traveling alone is not interesting (0.007)

Destination is too far away (0.007)
Friends and family are not interested in travel (0.008)
Can’t afford activities at the destination (0.008)
Interacting with locals (0.009)
Not interested in activities at the destination (0.009)
Health issues are stopping me(0.009)
Too old to travel (0.009)
Can’t afford the travel (0.009)
Destination image (0.010)
Traveling involves to much rick (0.010)
Fear to get sick while travelling (0.010)
Interacting with fellow travelers (0.012)
Enjoying night life and shopping (0.012)
Business obligations are stopping me (0.012)
Rest and relaxation (0.013)
Trip is too expensive (0.013)
Adventure seeking (0.016)
Benefits and expectations (0.016)
Infrastructre (0.019)
Novelty seeking (0.020)
Good shopping (0.020)
Friendly locals (0.024)
Self-actualization (0.025)
Learning about natural heritage (0.025)
Tangible and intangible folk arts (0.029)
Learning about cultural heritage (0.030)
Environmental awareness (0.030)
Escape (0.033)
Accommodation (0.033)
Events (0.033)
Famous places and memorial grounds (0.033)
Urban natural landscapes (0.033)
Monuments or piece of arts (0.034)
Meeting different cultures and people (0.038)
Cultural institutions (0.040)
Natural attractions (0.042)
Gastronomy (0.043)
Personal safety (0.043)
Price (0.048)
Spaciously complex cultural heritage (0.055)

0.00

0.01

0.02

0.03

0.04

Figure 3. Total weight values for individual items on the lowest level of the hierarchy
Source: data analysed in Expert Choice 2000 program (graphs made in Excel)
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Disscussion
Based on the results internal force plays the major role
in the decision-making process to travel, followed by
the external force and ending with barriers to travel. This suggests that for tourists are the most important internal forces, respectively they are crucial when
choosing a tourist destination, which has already been
shown in previous studies (Hsu et al., 2009).
Among all factors, the synergy showed that culture
plays one of the important roles. In general, there is
an increasing interest in cultural tourism and its activities (Smith, 2003; WTO, 1993). There is a wide variety of cultural activities in which an individual can
venture, to interact with objects of past and present
culture, as well as to fully engage in a “living” culture
(Bourdieu, 1986). Meeting different cultures and people represents a social interaction leading to cultural
need fulfilment. Crompton (1993) described the motive to meet other people is present almost on every
trip. Museums are among the most popular motives
within cultural tourism travel, usually followed by
galleries and cultural and historical monuments (McKercher, 2004).
The price is one of the most influential factors within the decision-making process, due to which tourism
companies use a wide range of marketing strategies to
reach demand (Nicolau, 2011). Morrison (1996) points
out that the hedonistic approach to the consumption
of tourism services implies that high prices do not adversely affect demand, but that the concept of “value
for money” plays a greater role, where the amount of
money spent is directly related to the quality of services. Bojanic (1996) points out that price and quality
are two basic elements that form a strategy for gaining
competitive advantage. Namely, through the concept
of relative perceived value, it is possible to offer comparative quality at a comparable price: whether the superior quality is premium or inferior quality at a reduced price.
The need for personal security and safety is an innate personality trait, the basic need of man (Maslow,
1954). Security concerns especially play a role in deciding not to travel to aggressive/hostile destinations
(Edgell, 1990). Marketing employees often emphasize
the problem that the media creates through the sensational presentation of isolated criminal incidents,
which results in an increase in the actual level of risk
and therefore affects the visit of tourists (Crystal, 1993).
Ryan and Kinder (1996) found that the most common
sites of crime are bars, nightclubs, city centres and
other. Tourists visiting these places are the most common targets of the robber (Albuquerque de & McElroy,
1999). Giddens (1990) states that crime against tour-

ists affects not only tourists and their families but has
far-reaching effects. The far-reaching effects are seen
in the fact that such crimes are often reported to the
media and taken by tourists themselves. Accordingly, Glensor and Peak (2004) found that the most important precondition for the successful development
of tourism is the reputation of keeping criminals under control and guaranteeing safety to tourists.
Food choice is a complex process under the influence of different factors (Furst et al., 1996). Food itself possesses psycho-sensory, social and symbolic meanings, and is often associated with the image
of the destination, as well as with destination attractiveness (Ab Karim & Chi, 2010; Bessiere, 1998; Frochot, 2003). Food can be at the very top of the traveler’s experience during the trip, and it can influence
the decision to revisit the given area (Kim et al., 2011;
Quan, Wang, 2004). Nowadays new forms of tourism
are emerging such as: gastronomic tourism, culinary
tourism, gourmet tourism, which distinguish food as
the primary motive of travel (Boniface, 2003; Hall &
Sharples, 2008; Kivela & Crotts, 2005).
Natural resources or natural areas represent a magnet for attracting tourists (Baker, 1986; Driml & Common, 1996). They can satisfy their recreational needs,
ecological needs (Cicin-Sain & Knecht 1998; Kay &
Adler 1999; Vallega, 1999) or a simple need for silence
(Booi & Van den Berg, 2012), peace and tranquillity
(Jackson et al., 2000). Natural areas certainly affect
positively the mental and physical health of the individual by eliminating negative mental states such as
stress, depression, and others (Maas et al., 2006). Certainly, the way of life of a modern man is an excellent precondition for the development of these negative states and problems (Katcher & Beck, 1987; Stilgoe
2001), and thus the change in everyday routine positively affects his mental and physical health.
At the end of the spectrum, we can find such motives as health and fitness, which can be linked to
medical and wellness tourism, a form of tourism that
is increasingly present on the tourism market (Wray
et al., 2010). Wellness tourism can be described as a
comprehensive positive and holistic understanding of
health that manifests itself through the physical, psychological, social and spiritual experiences and activities that tourists undertake to maintain or improve
health and well-being, which is the primary motive
for this journey (Voigt, 2009).
The inhabitants of larger cities usually feel the need
to travel to quieter places suitable for relaxation and
far from the urban noise. On the other hand, large city
centres are important tourist destinations which atGeographica Pannonica • Volume 24, Issue 1, 42–55 (March 2020) 49
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tract a lot of visitors (Blešić et al., 2008). The increasing popularity of city breaks led to the growth of traffic jams and over-crowded areas, which further led to
the studying of the economic measures prescribed by
the administration that could reduce or regulate everything (Aguiló et al., 2012). The main problem caused
by the traffic jams is the delay of tourism activities and
can be perceived as bad experience and inhibitor to
tourism activities, which can further negatively affect
potential future (Alegre & Cladera, 2006) or even lead
to a search for an alternative destination (Dickinson
& Robbins, 2008).
Visits to friends and relatives (VFR) proved to be an
irrelevant factor, which is in line with some previous
studies (Heung et al., 2001; Mok & Armstrong, 1995),
while Blank and Petkovic (1987) point out that cities
represent areas with a high density of population, due
to which sometimes travel relates to visit to relatives

and friends and can be seen as logical factor which influence destination choice. The lack of time is another inhibiting factor, which represents the travel limit. For example, a senior consultant in the consulting
firm has money to travel, but time can turn out to be
a limiting factor due to an excessive amount of work
(Cruz, 2006). This is the most common case for a business tourist.
Medical tourists are patients traveling abroad for
medical treatments such as organ transplantation,
stem cell therapy, reproductive services, cosmetic
surgery, dental services, etc. High costs, insufficient
insurance, a great deal of waiting time and locally inaccessible treatments are some of the basic factors that encourage people to take this type of travel
and look for medical services somewhere else which
are different from their place of residence (Borman,
2004).

Conclusion
The main contribution of this study is the application of AHP method for the measurement of motivation and limitation to travel in the city break destinations. In this paper, a number of tourism behaviour
models were consulted, mostly focusing on motivation and limitation theories. Which further led to the
development of motivation and demotivation model
which authors applied on the city of Novi Sad. One of
the main ideas of this paper was to measure the importance factor of motivation and limitations to travel and to better understand this complex interaction.
The model was tested on the example of city break
destination, but authors believe it can be employed in
more complex and polyfunctional destinations. AHP
proved to be useful in measuring weight criteria and
also made a contribution to pair wise comparison,
thus providing useful data on the interaction between
motivation and limitations. The AHP model can be
useful as an analytical tool for evaluating tourist behaviour, especially utilised for multi-attraction destinations, when a lot of pull factors are influential on
the decision making the process. This study complements the findings of Ashworth and Tunbridge (1990),
that cities acts as multi-dimensional attractions, concurrently motivating or demotivating heterogeneous
tourist groups.
The synergy of all responses led to an analysis of
all individual items on the lowest level of hierarchy
describing Novi Sad as a multi attractive destination. Most dominant factors were: Spaciously complex cultural heritage, Price, Personal safety, Gas-
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tronomy, Natural attractions, Cultural institutions,
Meeting different cultures and people, Monuments or
piece of arts. This finding complements already established destination image of Novi Sad seen as a cultural city, with rich natural surrounding attractions e.g.
river Danube and Fruška Gora Mountain (Vasiljević
et al., 2018), specific gastronomy, friendly people, safe
streets and competitive prices. Lowest ranked factors
(suggest that that visitors to Novi Sad are not primarily motivated by recreational activities, medical treatment, or VFR motivation. For example, in the case of
VFR Page (1995) found this factor as one of the most
dominant in travel to urban destinations.
Hierarchy of factors for tourists visiting Novi Sad
provides useful insight for destination management
and marketing (e.g., product personalisation, branding strategy). Moreover, insight on the combination
of the push and pull factors as motivational categories is even more useful as it helps tourism providers
to create a tailored product and services combining
those attractions (motives) and suggesting synergy
of activities suitable for different target groups of visitors.
Further research should be focused on different
sample of visitors, fine-grained approach could deliver more precise information on visitor motivation
and demotivation, enabling the destination managers
and marketing experts to better made the marketing
strategies for the city and especially providing tourism sellers and re-sellers to adapt tourism offer and
better position Novi Sad on competitive market.
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Blešić, I., Wallrabenstein, K., & Devic, M. (2008). Motivation of Novi Sad (Vojvodina, Serbia) visitors out
of the tourist season. Geographica Pannonica, 12(1),
45-52.
Bojanic, D.C. (1996). Consumer perceptions of price,
value and satisfaction in the hotel industry: an exploratory study. Journal of Hospitality Marketing &
Management, 4(1), 5-22.
Boniface, P. (2003). Tasting tourism: Travelling for food
and drink. Aldershot: Ashgate.
Booi, H., & Van den Berg, F. (2012). Quiet areas and
the need for quietness in Amsterdam. International Journal of Environmental Research and Public
Health, 9(4), 1030–1050.
Borman, E. (2004). Health tourism - where healthcare,
ethics, and the state collide. British Medical Journal, 328, 60-61.
Botha, C., Crompton, J., & Kim, S. (1999). Developing
a revised competitive position for Sun/Lost City,
South Africa. Journal of Travel Research, 37, 341–352.
Bourdieu, P. (1986). The forms of capital. In J. Richardson (Eds.), Handbook of theory and research for
the sociology of education (pp. 241-58). New York:
Greenwood.
Božic, S., Spasojević, B., Vujičić, M.D., & Stamenkovic,
I. (2016). Exploring the motives for religious travel
by applying the AHP method: a case study of Vujan Monastery (Serbia). International Journal of Religious Tourism and Pilgrimage, 4(4), 33-47.
Božić, S., Kennell, J., Vujičić, M. D., & Jovanović, T.
(2017a). Urban tourist motivations: why visit Ljubljana? International Journal of Tourism Cities, 3(4),
382-398.
Božić, S., Jovanović, T., Tomić, N., & Vasiljević, D.
A. (2017b). An analytical scale for domestic tourism motivation and constraints at multi-attraction
destinations: The case study of Serbia’s Lower and
Middle Danube region. Tourism Management Perspectives, 23, 97-111.
Božić, S., Vujičić, D., Kennell, J., Besermenji, S., &
Solarević, M. (2018). Sun, Sea And Shrines: Application of Analytic Hierarchy Process (AHP) to
Assess the Attractiveness of Six Cultural Heritage Sites in Phuket (Thailand), 22(2), 121-138, DOI:
10.5937/22-16983

Geographica Pannonica • Volume 24, Issue 1, 42–55 (March 2020) 51

What will Prevail within Citybreak Travel, Motivation or Demotivation?
Case Study of Novi Sad, Vojvodina, Serbia

Brushan, N., & Rai, K. (2004). Strategic Decision
Making – Applying the Analytic Hierarchy Process, Springer Publishing, ISBN 978-1-85233-864-0.
Burnett, J.J., & Baker, H.B. (2001). Assessing the Travel
Related Behaviors of the Mobility Disabled Consumer, Journal of Travel Research, https://journals.sagepub.com/doi/10.1177/004728750104000102, SAGE.
Burtenshaw, D., Bateman, M., & Ashworth, G.J. (1991).
The City in West Europe (2nd ed.). Chichester: Wiley.
Caber, M. & Albayrak, T. (2016). Push or pull? Identifying rock-climbing tourists’ motivations. Tourism
Management, 55, 74-84.
Chen, J.S., & Gursoy, D. (2013). An investigation of
tourists’ destination loyalty and preferences. International Journal of Contemporary Hospitality Management, 13(2), 79–85.
Cheng, E.W.L., & Li, H. (2002). Construction Partnering Process and Associated Critical Success Factors: Quantitative Investigation. Journal of Management in Engineering, 18(4), 194-202. doi:10.1061/
(asce)0742-597x(2002)18:4(194)
Chi, C.G.Q., & Qu, H. (2008). Examining the structural relationships of destination image, tourist satisfaction and destination loyalty: An integrated approach. Tourism Management, 29(4), 624–636.
Chick G., & Roberts J.M. (1989). Leisure and Antileisure in Game Play. Leisure Sciences, 11, 73-84.
Cicin-Sain, B., & Knecht, R. (1998). Integrated coastal
and ocean management. Washington, D.C.: Island
Press.
Cimbaljević, M., Stankov, U., Demirović, D., &
Pavluković, V. (2019). Nice and smart: creating a
smarter festival–the study of EXIT (Novi Sad, Serbia). Asia Pacific Journal of Tourism Research, 1-13.
Cook, C.R., Williams, K.R., Guerra, N.G., Kim, T.E.,
& Sadek, S. (2010). Predictors of bullying and victimization in childhood and adolescence: A metaanalytic investigation. School Psychology Quarterly, 25, 65-83.
Correia et al. (2013). From tourist motivations to tourist satisfaction, International Journal of Culture
Tourism and Hospitality Research, DOI 10.1108/
IJCTHR-05-2012-0022 7(4), 411-424, Emerald
Group Publishing Limited, ISSN 1750-6182.
Crawford D.W., Jackson E.L., & Godbey G. (1991). A
Hierarchical Model of Leisure Constraints, Leisure
Sciences, 13, 309-320.
Crawford, D.W., & Godbey, G. (1987). Reconceptualizing barriers to family leisure. Leisure Sciences,
9, 119–127.
Creswell, J. W. (2007). Qualitative inquiry and research design: Choosing among five approaches (2nd
eds.). Thousand Oaks: Sage Publications Inc.
Crompton, J. (1979). Motivations for pleasure travel.
Annals of Tourism Research, 6, 408–424.
52 Geographica Pannonica • Volume 24, Issue 1, 42–55 (March 2020)

Crompton, J.L., & Ankomah, P.K. (1993). Choice set
propositions in destination decision. Annals of
Tourism Research, 20(3), 461–476.
Cruz, Z.L., (2006). Principles of Tourism. Manila: Rex
Book Store Inc.
Crystal, S. (1993). Welcome to downtown USA. Meetings and Conventions, 28(3), 42-59.
Dann, G. (1977). Anomie, Ego-enhancement and
Tourism. Annals of Tourism Research, 4(4), 184–194.
Dann, G. (1981). Tourist motivation: An appraisal. Annals of Tourism Research, 8(2), 187–219.
Dickinson, J., & Robbins, D. (2008). Representations
of tourism transport problems in a rural destination. Tourism Management, 29(6), 1110-1121.
Driml, S., & Common, M., (1996). Ecological economics criteria for sustainable tourism: Application to
the Great Barrier Reef and wet tropics world heritage
areas. Journal of Sustainable Tourism 4(1), 3-16. https://doi.org/10.1080/09669589608667254
Dunn Ross, E.L., & Iso-Ahola, S.E. (1991). Sightseeing Tourists’ Motivation and Satisfaction. Annals
of Tourism Research, 18, 226-37.
Dunne, G. (2009). Motivation and decision making in
city break travel: The case of Dublin. Saarbrucken:
VDM Publishing.
Echtner, C.M., & Ritchie, J.R.B. (1993). The measurement of destination image: an empirical assessment. Journal of Travel Research, 31(4), 3-13.
Edgell, D.L. (1990). International Tourism Policy. New
York: Van Nostrand Reinhold.
Fleischer, A., & Pizam, A. (2002). Tourism constraints
among Israeli seniors. Annals of Tourism Research,
29(1), 106-123.
Frochot, I. (2003). An analysis of regional positioning and its associated food images in French tourism regional brochures. Journal of Travel & Tourism Marketing, 14(3), 77-96.
Furst, T., Connors, M., Bisogni, C.A., Sobal, J., & Falk,
L.W. (1996). Food choice: A conceptual model of
the process. Appetite, 26(3), 247–265.
George, B. (2003). Authentic Leadership: Rediscovering the Secrets to Creating Lasting Value. San Francisco: Jossey-Bass.
Ghazi, S.R., Ali, R., Khan, M.S., Hussain, S., & Fatima, Z.T. (2010). Causes Of The Decline Of Education In Pakistan And Its Remedies. Journal of College Teaching & Learning (TLC), 7(8). https://doi.
org/10.19030/tlc.v7i8.139
Giddens, A. (1990). Sociology (2nd ed.). Cambridge:
Blackwell Publishers.
Gilbert, D., & Hudson, S. (2000). Tourism demand
constraints: a skiing participation. Annals of Tourism Research, 27(4), 906-925.

Miroslav D. Vujičić, Igor Stamenković, Uglješa Stankov,
Sanja Kovačić, Đorđije A. Vasiljević, Jasmina Popov Locke

Glensor, R., & Peak, K. (2004). Crimes Against
Tourists. http://www.cops.usdoj.gov/mime/open.
pdf?Item=1306
Goossens, C. (2000). Tourism Information and Pleasure
Motivation. Annals of Tourism Research, 27, 301-321.
Hall, C.M., & Sharples, L. (2008). Food events, festivals and farmers’ markets: an introduction. In C.M.
Hall, & L. Sharples (Eds.), Food and wine festivals
and events around the world: Development, management and markets (pp. 3-22). Amsterdam: Elsevier/Butterworth-Heinemann.
Harker, P.T., & Vargas, L.G. (1987). The Theory of Ratio Scale Estimation: Saaty’s Analytic Hierarchy
Process. Management Science, 33, 1383-1403.
Hawkes, D., Kennell, J., Booth, P., & Abson, E. (2016).
The impact of motivation factors on spending at a
public sector festivals programme, In Neikamp, P.
(Eds.) Impact Assessment in Tourism Economics,
Geneva: Springer International Publishing.
Heung, V.C.S., Qu, H., & Chu, R. (2001). The relationship between vacation factors and socio demographic and traveling characteristics: the case
of Japanese leisure travelers. Tourism Management,
22(3), 259–269.
Hsu, C.H.C., & Huang, S. (2008). Travel Motivation: A
Critical Review of the Concept’s Development. In
A.G. Woodside & D. Martin (Eds.), Tourism Management: Analysis, Behaviour and Strategy (14-27).
Cambridge: CABI.
Hsu, T.K., Tsai, Y.F., & Wu, H.H. (2009). The preference analysis for tourist choice of destination: A
case study of Taiwan. Tourism Management, 30,
288–297.
Iso-Ahola, S.E. (1982). Towards a social psychological
theory of tourism motivation: A rejoinder. Annals
of Tourism Research, 9(2), 256–62.
Jackson E.L., & Dunn E. (1988). Integrating Ceasing
Participation With Other Aspects of Leisure Behaviour. Journal of Leisure Research, 20, 31-45.
Jackson, E. L. (2000). Will research on leisure constraints still be relevant in the twenty-first century?
Journal of Leisure Research, 32(1), 62-68.
Jackson, E.L. (1991). Leisure constraints/constrained
leisure. Journal of Leisure Research, 23(4), 279-285.
Jackson, E.L. (2000). Will research on leisure constraints still be relevant in the twenty-first century?
Journal of Leisure Research, 32(1), 62-68.
Jandrić, Z., & Srđević, B. (2000): Analitički hijerarhijski process kao podrška donošenju odluka u vodoprovredi [Analytical hierarchical process to
support decision-making in water supply]. Vodoprivreda, 32, 186-188.
Jang, S.C., Morrison, A.M., & O’Leary, J.T. (2002).
Benefit Segmentation of Japanese Pleasure Travelers to the USA and Canada Selecting Target Mar-

kets Based on the Profitability and Risk of Individual Market Segments. Tourism Management, 23,
367-378.
Jeong, B., & Yoon, T.E. (2013). An Empirical Investigation on Consumer Acceptance of Mobile Banking
Services, Business and Management Research, 2(1),
SCIEDU Press.
Jiang S. (2015). Using means-end chain theory to explore travel motivation, pp. An examination of
Chinese outbound tourists. Journal of Vacation
Marketing, 21(1), 87-100.
Jovanović, T., Dragin, A., Armenski, T., Pavic, D., &
Davidovic, N. (2013). What Demotivates the Tourist? Constraining Factors of Nautical Tourism,
Journal of Travel & Tourism Marketing, 30(8), 858872, DOI: 10.1080/10548408.2013.835679
Kassean, H., & Gassita, R. (2013). Exploring tourists
push and pull motivations to visit Mauritius as a
tourist destination. African Journal of Hospitality,
Tourism and Leisure, 2(3), 1-13.
Katcher, A., & Beck, А. (1987). Health and Caring for
Living Things. Anthrozoos, 1, 175-83.
Kay, R., & Adler, J. (1999). Coastal planning and management, London: E & FN Spon.
Kim, K., Hallab, Z., & Kim, J.N. (2012). The moderating effect of travel experience in a destination on
the relationship between the destination image and
the intention to revisit. Journal of Hospitality Marketing & Management, 21, 486-505.
Kim, S.S., Lee, C., & Klenosky, D.B. (2003). The influence of push and pull factors at Korean national
parks. Tourism Management, 24(2), 169–180.
Kim, Y.H., Kim, M., Goh, B.K., & Antun, J.M. (2011).
The role of money: the impact on food tourists’ satisfaction and intention to revisit food events. Journal of Culinary Science & Technology, 9(2), 85-98.
Kivela, J., & Crotts, J.C. (2005). Gastronomy tourism:
a meaningful travel market segment. Journal of
Culinary Science & Technology, 4(2/3), 39-55.
Klenosky, D.B. (2002). The „pull” of tourism destinations: A means-end investigation. Journal of Travel
Research, 40(2), 385–395.
Lam, K., & Zhao, X. (1998). An application of quality function deployment to improve the quality of teaching. International Journal of Quality & Reliability Management, 15(4), 389-413.
doi:10.1108/02656719810196351
Law, C.M. (1993). Urban Tourism: Attracting Visitors
to Large Cities, London: Mansell.
Leong A.M.W., Yeh S.S., Hsia Y.C., & Huan T.C.T.C.
(2015), Nostalgia as travel motivation and its impact
on tourists’ loyalty, Journal of Business Research, 68,
81–86.
Lesjak, M., Juvan, E., Ineson, E.M., Yap, M.H.T. &
Podovšovnik, E. (2015), Erasmus student motivaGeographica Pannonica • Volume 24, Issue 1, 42–55 (March 2020) 53

What will Prevail within Citybreak Travel, Motivation or Demotivation?
Case Study of Novi Sad, Vojvodina, Serbia

tion, why and where to go?. Higher education, 70(5),
845-865.
Li, H., Pearce, P.L., & Zhou, L. (2015). Documenting
Chinese tourists’ motivation patterns. In Wilson, E.
and Witsel, M. (Eds.), (pp.235-246), CAUTHE 2015:
Rising Tides and Sea Changes, Adaptation and Innovation in Tourism and Hospitality, School of
Business and Tourism, Southern Cross University,
Gold Coast, QLD.
Maas, J., Verheij, R.A., Groenewegen, P.P., De Vries, S.,
& Spreeuwenberg, P. (2006). Green space, urbanity, and health: How strong is the relation? Journal
of Epidemiological Community Health, 60, 587–592.
Martin, B., & Ballantine, P.W. (2005). Forming Parasocial Relationships in Online Communities, In
Menon, G., & Akshay, R.R., (Volume 32, eds.), Duluth Advances in Consumer Research, Association
for Consumer Research, 197-201.
Maslow, A. (1943). A Theory of Human Motivation.
Psychological Review, 50, 370–396.
Maslow, A. (1954). Motivation and Personality. New
York: Harper.
Mayo, E., & Jarvis, L.P. (1981). The Psychology of Leisure Travel: Effective Marketing and Selling of Travel Services. Boston: CBI Publishing Company Inc.
McKercher, B. (2004). A comparative study of international cultural tourists. Journal of Hospitality and
Tourism Management, 11(2), 95–107.
McKercher, B., & Lew. A.A. (2003). Distance decay
and the impact of effective tourism exclusion zones
on international travel flows, Geography, Planning
and Recreation, 7(2), 159-165.
Miljković, Dj., Božić, S., Miljković, L., Marković, S.B.,
Lukić, T., Jovanović, M., Bjelajac, D., Vasiljevć,
D.A., Vujičić, M.D., & Ristanović, B. (2018). Geosite assessment using three different methods: A
comparative study of the Krupaja and the Žagubica
springs-hydrological heritage of Serbia. Open Geosciences, 10(1), 192-208. doi:10.1515/geo-2018-0015
Milman, A., & Pizam, A. (1995). The role of an awareness and familiarity with a destination: the central
Florida case. Journal of Tourism Research, 33(3), 21–
27.
Mok, C., & Armstrong, R.W. (1995). Leisure travel destination choice criteria of Hong Kong residents.
Journal of Travel & Tourism Marketing, 4(1), 99–104.
Morrison, A.M. (1996). Hospitality and travel marketing. New York: Delmar Publishers.
Nicolau, J.L. (2011). Differentiated price loss aversion
in destination choice: The effect of tourists’ cultural
interest. Tourism management, 32, 1186 – 1195.
Nyaupane, G.P., Morais, D.B., & Graefe, A.R. (2004).
Nature tourism constraints: a cross- activity comparison. Annals of Tourism Research, 31(3), 540-555.

54 Geographica Pannonica • Volume 24, Issue 1, 42–55 (March 2020)

Oh, H., Uysal, M., & Weaver, P. (1995). Product Bundles and Market Segments Based on Travel Motivations: A Canonical Correlation Approach. International Journal of Hospitality Management, 14(2),
123-137.
Page, S., (1995). Urban Tourism, Routledge, UK.
Pan, S., & Ryan, C. (2007). Mountain areas and visitor
usage – motivations and determinants of satisfaction; the case of Pirongia Forest Park, New Zealand,
Journal of Sustainable Tourism, 15(3), 36-52.
Pearce, D., (2014). Toward an Integrative Conceptual
Framework of Destinations, Journal of Travel Research, https://doi.org/10.1177%2F0047287513491334
Pearce, P., Morrison, A.M., & Rutledge, J.L. (1998).
Motivational influences in tourism demand. Chapter 2 in Tourism: Bridges across continents. Sydney:
McGraw-Hill.
Pearce, P.L. (1982). The social psychology of tourist behavior. New York: Pergamon Press.
Pearce, P.L. (1988). The Ulysses Factor: Evaluating Visitors in Tourist Settings. New York: Verlag-Springer.
Pearce, P.L. (1991). Fundamentals of Tourist Motivation. In D.G. Pearce & R.W. Butler (Eds.), Fundamentals of Tourism Motivation, London: Routledge.
Pearce, P.L. (2005). Tourism Behaviour: Themes and
Conceptual Schemes. Channel View, Clevedon, UK.
Pearce, P.L., & Caltabiano, M.L. (1983). Inferring Travel Motivation from Traveler’s Experiences. Journal
of Travel Research, 22, 16-20.
Pennington-Gray, L.A., & Kerstetter, D.L. (2002).
Testing a constraints model within the context of
nature-based tourism. Journal of Travel Research,
40(4), 416-423.
Pizam, A., & Sussmann, S. (1995). Does Nationality affect Tourist Behavior? Annals of Tourism Research,
22, 901–917.
Pizam, A., Neumman, Y., & Reichel, A. (1979). Dimensions of tourist satisfaction with a destination area.
Annals of Tourism Research, 5(3), 314- 322.
Prayag, G., & Ryan, C. (2011). The relationship between the ‘push’ and ‘pull’ factors of a tourist destination: the role of nationality - an analytical qualitative research approach. Current Issues in Tourism,
14(2), 121-143.
Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: an illustration
from food experiences in tourism. Tourism Management, 25(3), 297-305.
Ryan, C. (2002). Motives, Behaviors, Body and Mind.
In C. Ryan (92nd eds.) The Tourist Experience, London: Continuum.
Ryan, C., & Kinder, R. (1996). Crime, Violence, Terrorism and Tourism: An Accidental or Intrinsic Relationship. Tourism Management, 14, 173-183.

Miroslav D. Vujičić, Igor Stamenković, Uglješa Stankov,
Sanja Kovačić, Đorđije A. Vasiljević, Jasmina Popov Locke

Saaty, T.L. (1980). The Analyтic Hierarchy Process.
McGraw-Hill, Inc.
Scholl, A., Manthey, L., Helm, R., & Steiner, M. (2005).
Solving multi-attribute design problems with analytic hierarchy process and conjoint analysis: an
empirical comparison, European Journal of Operational Research, 164, 760–777.
Searle, M.S. (1991). Propositions for testing social
exchange theory in the context of ceasing leisure participation, Leisure Sciences, 13(4), 279294, DOI: 10.1080/01490409109513145
Seaton, A.V., & Bennett, M.M. (1996). The Marketing
of Tourists Product – Concepts, Issues and Cases,
Thomson, UK.
Sirakaya, E., Uysal, M., & Yoshioka, C. (2003). Segmenting the Japanese tour market in Turkey. Journal of Tourism Research, 41, 293–304.
Sirakaya, E., & Woodside, A.G. (2005). Building and
testing theories of decision making by travellers.
Tourism Management, 26(6), 815-832.
Smith M.K. (2003). Issues in cultural tourism studies.
London: Routledge.
Stilgoe, J. (2001). Gone Barefoot Lately? American
Journal of Preventative Medicine, 20, 243- 44.
Thapa, G. B. & Rasul, G., (2003). Shifting Cultivation
in the Mountains of South and Southeast Asia: Regional Patterns and Factors Influencing the Change.
Land Degradation & Development, 14, 495-508.
Turnball, D.R., & Uysal, M.S. (1995). An Exploratory
Study of German Visitors to the Caribbean: Push
and Pull Motivation. Journal of Travel and Tourism
Marketing, 4(2), pp. 85- 92.
Uysal, M., & Jurowski, C. (1994). Testing the push
and pull factors. Annals of Tourism Research, 21(4),
844–846.
Vallega, A. (1999). Fundamentals of integrated coastal
management, Boston: Kluwer Academic.
Vasiljević, Đ., Vujičić, M., Bozić, S., Jovanović, T.,
Marković, S.B., Basarin, B., Lukić, T., & Carkadcić,
J. (2018). Trying to underline geotourist profile of
national park visitors: Case study of NP fruška
gora, serbia (typology of potential geotourists at
NP fruška gora). Open Geosciences, 10(1), 222-233.
doi:10.1515/geo-2018-0017
Voigt, C. (2009). Understanding wellness tourism: An
analysis of benefits sought, health- promoting behaviours and positive psychological well-being (Unpub-

lished doctoral dissertation), University of South
Australia, Adelaide.
Vujičić, M. (2015). Analiza multikriterijumskog sistema odlučivanja turista pri odabiru turističke destinacije Novog Sada [Analysis of the multicriteria decision-making system of tourists in the selection of
the tourist destination of Novi Sad], Doktorska disertacija, Departman za geografiju, turizam i hotelijerstvo, Novi Sad.
Vujičić, M., Vasiljević, Đ., Hose, T.A., Tasić, N., Morar,
C., Durić, A., & Marković, S. B. (2018). A multicriteria decision analysis with special reference to
loess and archaeological sites in serbia (could geosciences and archaeology cohabitate?). Open Geosciences, 10(1), 333-343. doi:10.1515/geo-2018-0026
Waitt, G., (1997). Selling Paradise and Adventure: Representations of Landscape in the Tourist Advertising, Australian Geographical Studies, 35(1), Wiley
Library.
Wong, J.K.W., & Li, H. (2008). Application of the analytic hierarchy process (AHP) in multi-criteria analysis of the selection of intelligent building
systems. Building and Environment, 43(1), 108-125.
doi:10.1016/j.buildenv.2006.11.019
Wong, K.K.F., & Tang S.W. (2016). Linking Travel Motivation and Loyalty in Sporting Events: The Mediating Roles of Event Involvement and Experience,
and the Moderating Role of Spectator Type, Journal of Travel and Tourism Marketing, 33(1), 63-84.
World Tourism Organisation – WTO. (1993). Recommendations on tourism statistics. Madrid, Spain.
Wray, M., Laing, J., & Voigt, C. (2010). Byron Bay: An
alternate health and wellness destination. Journal
of Hospitality and Tourism Management, 17, 158–
166.
Wu, M.Y., & Pearce, P.L. (2014). Understanding Chinese Overseas Recreational Vehicle Tourists: A
Netnographic and Comparative Approach, Journal
of Hospitality and Tourism Research, https://doi.
org/10.1177/1096348014550869, SAGE Journals.
Yoon Y., & Uysal, M. (2005). An Examination of the
Effects of Motivation and Satisfaction on Destination Loyalty: A Structural Model. Tourism Management, 26(1), 45-56.
Zakić, L., Ivkov Džigurski, A., & Ćurčić, N. (2009). Interaction of foreign visitors of the EXIT music festival with domestic visitors and local populations,
Geographica Pannonica, 13(3), 97-104.

Geographica Pannonica • Volume 24, Issue 1, 42–55 (March 2020) 55

