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Abstract

Rural tourism seems to be an appropriate means of revitalizing abandoned rural areas and ensuring their
sustainability in the future through job preservation or job creation. The Vojvodina Province (Northern
Serbia) has very good resource potentials in rural tourism, but in order for rural tourist products to
become competitive, it is necessary to work on the segmentation of the tourism market or consumer
profiling. The primary purpose of this study is to investigate the profiles of tourists, motivational factors
that most influence the choice of rural tourism. The research was conducted in the traditional rural
surroundings, on a sample of 491 respondents. A modified questionnaire was used, in which the basic
motives were grouped into six market segments, and based on CFA analysis, in the software, SPSS
Amos, version 21.00, the authors confirmed the hypothetical structure of factors, and the causal
relationship of manifest variables and latent dimension rural tourism. More precisely, it has been
established what the key motives that identify rural tourism in Vojvodina are. The research results
showed that rest, or relaxation in nature with learning, are the main motives for visiting rural areas of
Vojvodina. By segmenting the tourist users of rural tourism, it was determined that most of those tourists
come for relaxation.

Keywords: development, rural tourism, consumer profiling, motivation, Vojvodina

Abstract

Cini se da je seoski turizam odgovarajuce sredstvo za revitalizaciju napustenih ruralnih podrudja i
osiguravanje njihove odrzivosti u buducnosti kroz o¢uvanje radnih mesta ili otvaranje novih radnih mesta.
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Pokrajina Vojvodina (Severna Srbija) ima vrlo dobre resursne potencijale u seoskom turizmu, ali da bi
seoski turisticki proizvod postao konkurentan, potrebno je raditi na segmentaciji turistickog trzista ili
profilisanju potrosaca. Primarna svrha ove studije je da istrazi profile turista, motivacijske faktore koji
najviSe uticu na izbor seoskog turizma. Istrazivanje je sprovedeno u tradicionalnom ruralnom okruzenju,
na uzorku od 491 ispitanika. Kori§cen je modifikovani upitnik u kojem su osnovni motivi grupisani u Sest
trziSnih segmenata, a na osnovu analize CFA, u softveru, SPSS Amos, verzija 21.00, autori su potvrdili
hipoteticku strukturu faktora i uzro¢no-posledi¢nu vezu manifestnih promenljivih i latentne dimenzije
ruralni turizam. Tacnije, utvrdeno je koji su kljuéni motivi koji identifikuju seoski turizam u Vojvodini.
Rezultati istrazivanja pokazali su da su odmor, ili opustanje u prirodi uz ucenje, glavni motivi za posetu
ruralnim podruc¢jima Vojvodine. Segmentiranjem turisti¢kih korisnika seoskog turizma utvrdeno je da
vecina tih turista dolazi radi opustanja.

Kljucne reci: razvoj, ruralni turizam, profilisanje potrosaca, motivacija, Vojvodina.

INTRODUCTION

The area of Vojvodina, as an Autonomous Province in the Republic of Serbia, is 21,614 km?,
with a total of 467 settlements and 1,881,357 million inhabitants (Petrovi¢ et al., 2017). In the
structure of GDP of Autonomous Province of Vojvodina, industry represents 53.4%, services
with 30%, agriculture with about 10%, and construction with 6.9%, while GDP per capita in
rural areas is 74% of the national average (Cvijanovi¢ et al., 2020). The agricultural
population of Autonomous Province of Vojvodina makes up 26% of the active agricultural
population of Serbia (Petrovic¢ et al., 2018). There is 0.88 hectares of arable land per capita. If
we take into account that the average farm size is about 3.59 ha of arable land and that each
farm has about three separate plots, it can be concluded that Autonomous Province of
Vojvodina has a very unfavorable property structure (Andri¢ et al., 2010). Rural tourism is
already developed in some parts of Vojvodina, but the position it occupies in the tourist
market is insufficient, especially if the rich resource base and geographical position are taken
into account.

The development of rural tourism in Autonomous Province of Vojvodina can play an
important role in increasing the diversity of the tourist offer all over the Serbia and forming a
richer image of the country. On the other hand, tourism in the villages of Vojvodina should
not only be a goal, but also a means to stimulate economic growth, strengthen underdeveloped
regions and improve the living standards of the local population. In Autonomous Province of
Vojvodina, the fact is known about the increase in poverty in the countryside and the
departure of people from those areas (Novkovi¢ et al., 2013). With the development of
tourism, multifunctional agriculture is emerging, which gives people in the villages additional
opportunities for economic strengthening. With its natural and social wealth, Vojvodina has
all the predispositions to be on the list of regions with developed rural tourism. According to

the Tourism Development Strategy of the Republic of Serbia, rural tourism is one of the key
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types of tourism in Autonomous Province of Vojvodina, it is in the Regional Spatial Plan of
Autonomous Province of Vojvodina until 2025. It should not be forgotten that in Vojvodina,
tourism in rural areas is related to agriculture (Gaji¢ et al., 2018). What is one big unknown in
the rural tourism development in Vojvodina, is the market segmentation or profiling of
tourists, more precisely what are the motivators that imply going to the villages and using the
rural tourism product. Previous research has not taken into account the motivational
segmentation of the rural tourism market (Blesi¢ et al., 2014). Most of the research studies
found on this topic dealt with the knowledge of the impact of the local population on rural
development, and the quality of services provided in these parts of Vojvodina. However,
world research explains the importance of market segmentation and profiling much more, and
there is more research on this issue.

The aim of this research is to determine the target market or profile of a tourist visiting
rural areas in Vojvodina. A standardized model of the questionnaire, which was used by Park
and Yoon (2009), in their paper Segmentation by motivation in rural tourism: A Korean case
study. In their work, using Principal component analysis (PCA), they grouped certain
motivators into six factor groups, and determined their influence on the selection of a rural
tourism product. After that, with the help of cluster analysis, they identified four segmentation
groups of tourists. They came to the conclusion that the motive for relaxation is one of the
main motives for visiting the villages of Korea. The authors of this paper modified the
questionnaire, taking over the six obtained factors, and determined which of the motivating
factors can be the profile of the tourist who decides to visit the villages of Vojvodina. With
the help of an appropriate statistical analysis, CFA, they confirmed the given factor structure,
and further determined the strength of the influence of manifest variables on latent variable
rural tourism. The only limitation in the research was the fact that all respondents were
domestic visitors. The sample of persistence did not include foreigners. During the research
period in the rural areas of Vojvodina, there were no foreign tourists. During the whole year,
64.153 domestic and 125.432 foreign visitors were recorded in the city of Novi Sad. Their
visit focused on the city, a very small and short stay in the countryside.

Given the small amount of research on the topic of profiling rural tourists in Vojvodina,
and the segmentation of the tourist market, this research work will help determine groups of
existing and potential consumers. This will enable a better understanding of the needs and
desires of consumers and the perception of personal, situational and behavioral features of the
segment. The tourist product should be completely adjusted to the wishes and needs of a

certain market segment, ie. specialize and focus on a specific market segment. Therefore, this
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study aims to understand travel motivations and characteristics of tourists visiting a rural
destination to provide a better understanding of rural tourism in the Vojvodina. However, it
should be noted that the selection of the target segment also determines the position of the
product on the market. The process of motivational segmentation leads to product positioning
in the market. This result of segmentation analysis is, in a competitive market, a form of
exploitation of segmentation analysis and its transformation into a strategy, given that the

possibility of independent selection on the consumer, and to offer them their product.

THEORETICAL BACKGROUND

Some estimates indicate that about 65% of the total world tourist demand is directed towards
natural values and spaces, it is impossible to determine more precisely how much of that huge
world tourist wave flows to rural areas (Jing, 2006; Petrovi¢ et al., 2018). Many works of
literature show the importance of rural tourism in the world: it increases employment, affects
the expansion of entrepreneurial activities, reduces poverty, affects the return of people from
cities to villages, points to the use and promotion of natural resources, affects economic profit,
expands social and cultural influence, increases the building of infrastructure capacities,
participation in decision - making by the government and the private sector, increase of
collective revenues (Hall et al., 2003; Cigdem et al., 2020). However, many authors discuss
whether and to what extent the development of rural tourism is important for the economy
(Sharpley, 2000; Canoves et al., 2004; Dissart et al., 2009). Visitors to rural areas very often
do not do any activities, except rest and relaxation (Park et al., 2009). Rural development
covers a very wide range, primarily economic activities, as the basis of development, and this
is emphasized in villages and rural areas (Flisher et al., 2000; Pesonen, 2013). The fact is that
no country can survive without rural development. In recent years, there has been increasing
research against rural tourists, who use the product in a completely different way, and come
up with a whole new attitude about understanding the rural environment and its values

(Frochot, 2005; Pesonen, 2012; Rid et al., 2015). Frochot (2005), describes in detail all the
activities that can be done in villages, and defines the term rural tourist. Lane and Kastenholz
(2015), represent rural tourism in the form of umbrellas, which encompassing many different
specific types of tourism. Jing (2017), points to the great importance of rural tourism, which
solves all social and economic problems that arise in a conventional agricultural industry.
Rural tourism attracts with its space and natural resource base (Roberts et al., 2001; Lane et

al, 2015; Jing et al., 2018).
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The fact is also that the issue of rural tourism development in Vojvodina is completely
neglected, which leads to catastrophic situations (Gaji¢ et al., 2018). All Serbian villages and
rural areas are as potential resources for rural development, evidently proven and undisputed.
For determining successful destination marketing strategies, professional organization by
activities is of great importance (Petrovi¢ et al., 2018). The starting point for each activity are
projects, on various topics and with only one common basis, rural development as an essential
goal that brings in realization and literally salvation for an active rural environment. Projects
for rural development of rural areas of Vojvodina, primarily refer to investments in
infrastructure, communal equipment, and the economy, thanks to natural potentials as
preconditions, looking for space in renewable energy (Cvijanovi¢ et al., 2020). How and to
what extent the factors influence the decision-making process on the purchase of a rural
tourist product can be obtained only if extensive research is conducted. Every consumer
strives to buy the product / service that represents value to him (Zhang et al., 2019). The
category of value is related to the type of personality, so that the same product can be
evaluated differently by different consumers. The destination must be positioned
appropriately and build a prestigious brand in the minds of consumers, in a highly competitive
environment. Numerous world researches show the importance of motivation in choosing a
tourist product and market segmentation (Crompton, 1979; Dann, 1981; Yuan et al., 1990;
Uysal et al., 1994; Fodness, 1994; Cha et al., 1995; Hanqin et al., 1999; Zhang et al., 1999;
Nicholson et al., 2001; Kozak, 2002; Josiam et al., 2004; Bansal et al., 2004). For determining
successful destination marketing strategies, it is important to understand the interactions
between pull and push factors related with that specific destination (Kim et al., 2002; Kelliher
et al., 2018). Formica (1998) also emphasized the importance of examining motivation in a
better understanding of tourism development, both an economic and a social phenomenon.
According to Iso Ahola (1982), a visit to a tourist place is motivated by an escape from
everyday life. Similar to his research, Pearce and Lee (2005) continue by pointing out that in
addition to running away from everyday life, the motive for traveling is to relax as well as
improve relationships. Jang and Wu (2006) found in their research that travel stems from the
desire for family togetherness and socializing, as well as relaxation. In their presentation
(2015), Rid, Ezeuduji and Probstl-Haider, established the following tourist profile on a sample
of 430 respondents in The Gambia: multi-experiences & beach seekers, multi-experiences
seekers, heritage & nature seekers, sun & beach seekers. Different descriptors and
discriminating variables to segment a market have often been addressed in the literature:

benefits sought by travelers (Loker et al., 1992; Wight, 1996), product bundles (Oh et al.,
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1995; Lee et al., 2004), attributes for vacation, motivations (Loker-Murphy, 1996), behavioral
characteristics (Formica et al., 1998; Mok et al., 2000, Song, 2005). That market segmentation
and consumer profiling is the basis for identifying homogeneous groups was argued by Beane
and Ennis in their 1987 study, entitled Market Segmentation. Identifying tourism markets for
different tourism products is necessary to achieve long-term business and competitiveness in
the tourism market (Frochot, 2005; Walker et al., 2006; Molera et al., 2007; Ezeuduji et al.,
2011). Sharpley (2000) states that demography is a key factor in market segmentation, and
other factors such as economic status and age are less predictors of rural tourism
development. Johns and Gyimothy (2002), gave serious criticisms of the segmentation of the
tourism market, because they came to the conclusion that this procedure did not identify real
consumers. A large number of theorists claim that there are four market segments (Cha et al.,
1995; Kim et al., 2002; Sorigo et al., 2005; Snyman et al., 2012), while very few look at just
one segmentation. According to Carter, Wei and Ruys (2002), segmentation relies on
psychographic and demographic factors to identify six senior traveler segments that holiday in
Australia. Sarigollu and Huang (2005), presented a segmentation based solely on the
geographical factor in the Region of Latin America, on a total sample of 265 surveyed
visitors. Based on psychographic factors, market segmentation was performed by Scott and
Parfitt (2004), in the Region of Tropical North Queensland (Australia) to a total of 877
respondents. Moscardo (2004), investigates market segmentation in the Region of Cairns
(Australia) to 1630 respondents, where he found that two factors are most important in this

process: demographic and geographical.

METHODOLOGY

The research was conducted in the villages of Vojvodina, with the aim of researching the
motive of the trip or the profile of the tourist, in order to more easily understand the position
of rural tourism in Vojvodina on the tourist market. The research was conducted in the period
between May and October 2019. All 491 participants in the research were domestic tourists,
which is the main fact that characterizes the rural tourist product of Vojvodina, and the main
limitation. The first phase of the research involved collecting relevant literature on a given
topic, and studying existing research in the world. All facts are supported by statistical data
and available documentation, which increases the importance and seriousness of the research
work and the overall content of the paper. The second part of the research included a survey

on a sample of 491 respondents. A modified questionnaire (with a total of 24 group questions
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in 6 factors) was used by Park and Yoon (2009) in their study, in a paper entitled
Segmentation by motivation in rural tourism: A Korean case study. In their research model,
the questions were grouped into six factors, with the help of Principal component analysis
(PCA), after which they clustered the market into four clusters, and determined the
segmentation groups or profiles of tourists who mostly visit rural areas. The authors of this
paper used already existing factors with set items, and based on CFA analysis, confirmed the
factor grouping, and determined which of the above factors most identifies the rural tourism,
using SPSS AMOS software, version 21.00. Confirmatory factor analysis (CFA) is a type of
structural modeling (SEM) that is often used in applied research, where the relationship
between measurable variables is checked. The validity of a measurement model depends on
determining acceptable levels of good competence for the measurement model and finding
specific evidence of the validity of the construct. Validity is defined as the extent to which
data collection methods accurately measure what they are intended to measure (Saunders and
Thornhill, 2003). To meet the validity process, validation and reliability checks were
performed: Content validity, Convergent validity, Composite Reliability, Discriminant
Validity, Nomological Validity. Table 1 shows the values of the suitability index. Absolute fit
indices estimate how well the model reproduces the data from the sample: CFI (Goodness-of-
Fit), RMSEA (Root-mean-square error of approximation), NFI (Normed fit index), TLI

(Tucker-Lewis Index). Absolute fit indices show values within the normal range.

Table 1 Fit statistics of the measurement model

Fit statistic Recommended Obtained
CFI >0,90 0.983
RMSEA <0,05 0.047
NFI >0,90 0.946
TLI >0,90 0.972

Source: author's research

After the validation of the measuring instrument was satisfied, the results of the confirmed
factor analysis (CFA) using Amos 21 were used to assess the adjustment of the measuring
model. The hypothetical factor structure was confirmed with the help of CFA analysis, and
the validation procedure in the measurement model was performed. CFA implies the
application of SEM technique (Structural Equation Modeling. Through this technique,

through graphical modeling and combining statistical methods, CFA is realized. The main
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goal of CFA is to define causal connections of manifest variables and factors, i.e., latent

dimensions (George et al., 2003).

RESULTS AND DISCUSSION

A total of 56.6% of men and 43.4% of women participated in the study. Of these, a total of
16.7% belonged to the age group under 25 years, 26.3% in the range between 25 and 40 years,
41.8% to the age group from 41 to 60 years. A total of 15.2% belonged to the group of
respondents over 60 years of age. Regarding the level of earnings of respondents who visited
the rural areas of Vojvodina, 17.7% of them have incomes below 200 e, 69.9% in the range of
200 to 400 EUR, and 12.4% with earnings of over 400 EUR per month. The research included
a total of 31% of students surveyed with high school graduation, and 69% with higher
education at the faculty and the like. The number of variables in the model is 56, of which
unobserved variables 32, and observed variables 24. The number of exogenous is 25, while

exogenous variables are 31 (independent of other variables).

Figure 1 Graphical representation of the CFA model (*R.T.P- rural tourism product)
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The xz test yields a value of 8.351 which, evaluated with 252 degrees of freedom, has a
corresponding p-value of 0.00. This p-value is too high to reject the null of a good fit. Chi

square is an observation of a random variable that has an approximate chi distribution with
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252 degrees of freedom. The graph shows items, manifest variables, as well as the latent
variable rural tourism product. Standardized factor loads, values of direct and indirect effects,
as well as errors, are shown in the graph. Table 2. gives an overview for Regression Weights

(Estimate, S.E, C.R).

Table 2 Regression Weights

Covariances Estimate S.E CR P
Relaxation < ---R.T.P 3.06 1.31 2.33 0,02
Socialization < ---R.T.P 2.77 1.18 2.34 0,01
Learning < ---R.T.P 8.31 3.46 2.39 0,01
Family < ---R.T.P 2.76 1.18 2.32 0,02
Novelty < ---R.T.P 1.35 0.63 2.12 0,03
Excitement < ---R.T.P 1.00 - - -

Source: author's research. *S.E = standard covariance error ; C.R = Critical Ratio; P= p — statistical significance;
R.T.P rural tourism product

Relaxation implies the release of any physical and mental tension, and is one of the key
motives for choosing a rural holiday environment. A total of 7 items belonged to this factor. It
is observed that there is statistical significance in the influence of relaxation factors on R.T.P.
The first covariance between relaxation variables and R.T.P is estimated to be 3.06, with an
estimate of the standard covariance error S.E = 1.31. Estimate 3.06 is an observation of an
approximately normally distributed random variable centered around the covariance of a
population with a standard deviation of 1.31. These figures serve to construct a 95%
confidence interval on the covariance population by calculating Estimate and S.E. The
Critical Ratio (C.R) was obtained by dividing the covariance estimate by its standard error. At
a statistical significance of p <0.05, any C.R exceeding 1.96 is considered significant. If this
value is achieved, it is considered that the covariance between the variables differs
significantly from 0, at the level of significance p <0.05. It is noticed that this value is above
than 1.96, therefore it can be concluded that the relaxation significantly affect the variable
R.T.P. A large P in addition to C.R gives about two tailed p values to test the hypothesis. In
this case, the covariance between the variables differs from 0, with p = 0.2. Calculation P
implies that parameter estimates are normally distributed, and are accurate only in large
samples. The term socialization is widely used in explaining the motives of travel.
Socialization is a permanent learning process during which we adopt the norms and rules of
our culture, and we become able to participate in social relations. In the original

questionnaire, as well as in the modified form, the socialization factor included a total of five
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items. For the socialization variable, the covariance value is estimated to be 2.77, with a
standard error estimate of S.E = 1.18. The C.R value is 2.34, which is greater than 1.96, and is
considered significant, which is confirmed by the value of p, which is 0.01. These data
indicate that socialization has an impact on the decision to choose rural tourism products.
Travel has always been motivated by the learning factor, spreading knowledge by getting to
know new places. The learning motive is one of the key motives in choosing a trip, and in this
research it contains a total of four items. The estimate of the third covariance between
learning and R.T.P, is very high 8.31, with a standard error estimate of S.E 3.46. Critical
Ratio (C.R) is 2.39, with a value of p <0.05, and the level of learning motive is correlated
with the decision for rural tourism products. The motive of the trip, which refers to the
expansion of family relations, and getting to know the origin of the family and staying in
nature, hanging out with the closest ones, contains three items. Covariance family has
estimate about 2.76, with S.E = 1,18, and C.R = 2.32. The data indicate that the family motive
has a significant influence on the decision to choose a rural tourist product (p = 0.02). The
reasons for traveling to a rural tourist environment can be from family needs. Novelty is also a
set of motive that play a significant role in the selection of R.T.P (estimation = 1.35; S.E =
0.63; C.R = 2.12; p = 0.03). The results show that covariance excitement does not make a
significant contribution in motivating tourists to choose to visit rural areas.

The Standardized Regression Weights can be interpreted as the correlation between the
observed variable and the corresponding common factor. All six variables have moderate to
strong standardized loadings on factor (1.000). They all are reliable indicators for rural value.
Looking variable relaxation, item Relax away from the ordinary, has the strongiest
standardized loadings on relaxation, and the estimate is 0,519, but item Feel at home away
from home, has very low standardized loadings on factor (0.00). Item Inspire community
consciousness, has very low estimate, but Personal safety, even when traveling alone, has
estimate about 0.440. Items learning have very strong standardized loadings on factor
learning. Every item has estimate above 0.99. Items family have low estimates on factor
family. Novelty items, have low standardized loadings on factor novelty. The Standardized
Regression Weights of item Find thrills and excitement has estimate of -0.31, what means that
item has low standardized loadings on factor excitement. Also other items have low loadings

on factor.
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Table 3 Standardized Regression Weights

Estimate
RELAXATION < ---R.T.P 1.000
SOCIALIZATION < ---R.T.P 1.000
LEARNING < ---R.T.P 1.000
FAMILY <---R.T.P 1.000
NOVELTY <---R.T.P 1.000
Not have to rush < ---RELAXATION 0.418
Feel at home away from home < --- RELAXATION 0.000
Be physically active <--- RELAXATION 0.415
Relax daily tension <--- RELAXATION 0.082
Relax away from the ordinary < --- RELAXATION 0.519
Escape from a busy job <--- RELAXATION 0.310
Get refreshed < --- RELAXATION 0.471
Personal safety, even when traveling alone <---SOCIALIZATION  0.440
Go to places friends haven’t been < --- SOCIALIZATION 0.401
Meet people with similar interests < --- SOCIALIZATION 0.434
Inspire community consciousness < --- SOCIALIZATION -0.021
Share a familiar place with others < --- SOCIALIZATION 0.031
Travel to historical heritage sites < ---LEARNING 0.997
Learn new things, increase knowledge < ---LEARNING 0.996
Experience new and different lifestyles < ---LEARNING 0.993
Explore new places < ---LEARNING 0.919
Visit places family came from < ---FAMILY 0.389
Be together as a family < --- FAMILY 0.473
Experience traditional culture for their kids < --- FAMILY 0.377
Indulge in luxury < ---NOVELTY 0.203
Experience solitude < ---NOVELTY -0.044
Have fun, be entertained < ---EXCITEMENT 0.108
Find thrills and excitement < --- EXCITEMENT -0.031
Do exciting things <--- EXCITEMENT 0.281

Source: author's research.*R.T.P rural tourism product

The squared multiple correlations provide information on how much variance the common

factors account for in the observed variables, despite receiving a path from both latent

variables. In addition, the R® corresponding to 14 of the 24 observed variables indicate that the

respective factor explains a respectable portion of the variance (between 14.2% and 99.4%).

The remaining R’ statistics are, in order of increasing magnitude: Explore new places
(R?=0.844), Experience new and different lifestyles (R?*=0.987), Learn new things, increase
knowledge (R?= 0.992), Travel to historical heritage sites (R*=0.994), Meet people with
similar interests (R?>= 0.189), Go to places friends haven’t been (R>=0.161), Personal safety,
even when traveling alone (R*= 0.194), Get refreshed (R>= 0.222), Relax away from the
ordinary (R?>=0.269).Very low R? values have next items: Experience solitude (R* = 0.002),
Indulge in luxury (R®> = 0.041); Do exciting things (R®> = 0.079), Find thrills and excitement
(R? =0.001), Have fun, be entertained (R*> = 0.012), Share a familiar place with others (R* =

0.001), Inspire community consciousness (R* = 0.000) and relaxation relax daily tension (R
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=0.007), Escape from a busy job (R*>= 0.096), Feel at home away from home (R* = 0.000) has

a negligible R’ raising the possibility that this item does not tap the same values dimension as

the other questions.

Table 4 Squared multiple correlations

ITEMS R?

R.T.P 0.000

Do exciting things 0.079

EXCITEMENT Find thrills and excitement 0.001
Have fun, be entertained 0.012

NOVELTY Experience solitude 0.002
Indulge in luxury 0.041

Experience traditional culture for their kids 0.142

FAMILY Be together as a family 0.224
Visit places family came from 0.151

Explore new places 0.844

LEARNING Experience new and different lifestyles 0.987
Learn new things, increase knowledge 0.992

Travel to historical heritage sites 0.994

Share a familiar place with others 0.001

Inspire community consciousness 0.000

SOCIALIZATION Meet people with similar interests 0.189
Go to places friends haven’t been 0.161

Personal safety, even when traveling alone 0.194

Get refreshed 0.222

Escape from a busy job 0.096

RELAXATION Relax away from the ordinary 0.269
Relax daily tension 0.007

Be physically active 0.172

Feel at home away from home 0.000

Not have to rush 0.174

Source: author's research

The paper relies on related research. Park and Yoon (2009), in their article entitled
Segmentation by motivation in rural tourism: A Korean case study, have proven that tourists
most often travel for reasons of relaxation. Contrary to the above research, the authors
concluded that there are deviations in Vojvodina, because learning is a very strong motive for
going to the village. The deviation is noticed in the motive excitement because in this
research, the motive is in the last place. After that, the cluster analysis performed. It was
determined that the family cluster, out of four achieved clusters, carries the highest percentage
of participation in the decision to visit the villages.

A similar study was conducted by Reed, Ezeuduji and Ulrike, in the paper Segmentation
by motivation for rural tourism activities in The Gambia (2014). On a total sample of 430
respondents, by factor analysis, they classified the issues into four factors, of which heritage

and nature has the highest factor saturations. The largest percentage of respondents come to
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spend their free time as a relaxation in nature. The research can be based on a similar one
conducted in Finland. Pesonen (2012), in his research, performs a similar approach to tourist
segmentation. The conclusion he comes to is that the largest number of tourists visit rural
areas, in order to escape from everyday life. For all segments, the most important motivation
is relaxation from the usual, closely followed by getting refreshed and a feeling of comfort.
The beautiful landscape, as well as the peaceful, unhurried atmosphere are among the most

important attributes of the destination for all segments.

CONCLUSION

The structure of rural settlements in Autonomus Province of Vojvodina is very heterogeneous.
By villages is meant not only the most numerous with a dominant agricultural function, but
also settlements that have affirmed themselves as tourist, spa, suburban, periurban
settlements. Rural tourism, as a significant segment of multifunctional agriculture in
Vojvodina, due to the multiplicative effect of tourism, initiates the fastest diversification of
the rural economy, especially through emphasizing the production of agri-food products in the
function of quality tourist nutrition in beautiful rural areas. This type of tourism is a tool to
promote all kinds of resources, including even heritage conservation in all its forms. In the
world, a special place is occupied by the development of all forms of rural tourism in rural
areas, primarily due to the very stressful life of people in urban areas, especially in large
cities. There are many motives for tourists to come to rural areas of Vojvodina. These can be:
getting to know and / or participating in agricultural work, enjoying healthy nature, getting to
know the ethno contents of that rural area, enjoying traditional food, wild plants, forest fruits,
enjoying wine and other agri-food products, enjoying the common preparing traditional dishes
with the hostess, participating in events, getting to know rural areas and their customs,
especially cultural and historical heritage, introducing children to the rural area, way of life
and work, hunting and fishing in specific conditions of the given rural area. Rural tourism is a
common name for various activities and forms of tourism that occur outside cities, ie urban
areas and those areas where mass tourism has developed. The share of the rural population in
the total population of Vojvodina is very significant and amounts to 43.60%. The
development of tourist activity in the villages of Vojvodina began in the 70s of the last
century. "Initially, it was not accompanied by adequate stimulative measures, it was not given
the appropriate importance. According to the authors of the Tourism Development Strategy in

Vojvodina, rural tourism in 2025 will cover 6.6% of the total number of tourist nights, with an
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estimated market potential of one million nights within rural tourism, and the share of foreign
guests in the total number of nights will be 15%.

During the ten months of 2019, about 500,000 tourists were recorded in Vojvodina, nine
percent more than in 2018 (Statistical Yearbook, 2020). The Provincial Secretariat for
Economy and Tourism does not have competitions that are directly related to rural tourism in
rural farms, but they provide incentives through economic entities, ie through affirmation and
promotion of tourist potentials, such as those related to strengthening accommodation
capacities and catering services. The current Spatial Plan of the Republic of Serbia sets long-
term goals for the development and arrangement of rural areas: creating socio-economic and
market conditions for accelerated economic and social development of rural areas, stopping
depopulation and deteriorating demographic and social structure of rural areas, activating
local potentials and raising develops and regulates the rural area as a long-term perspective
and choice for life and economy, improving communal and social standards and quality of life
in rural areas, ensuring economic and social security of rural households, preservation and
improvement of ecological, cultural and other values in rural settlements. Projects
implemented for rural tourism development in Vojvodina are the basis of implementation
proposals that enable monitoring of the results of activities and the continuation of positive
results of rural development of the rural population. The essence of rural development is to
stop the unfavorable trends of migration of the population from rural to urban areas and the
creation of new problems in overcrowded centers. Stimulating measures can not only stop the
unfavorable migration trend from rural to urban areas, but also turn it in the desired direction.
Motivational market segmentation is considered one of the fundamental concepts of modern
marketing. Socio-demographic, socio-cultural, economic, political, environmental, and other
changes have led to significant changes in its functioning, and thus to changes in the structure
of demand and behavior of tourist consumers. Every business entity must adapt to the needs
of consumers through the creation of such products/services, which will best meet their
growing needs, and on the other hand, enable the business entity to realize its goals and make
a profit (Pearce, Tan & Schott, 2004). Today, tourists are looking for "something more"
which requires an integrated approach that starts from searching for personal identity and
recognizing their own comparative advantages. Much research is based on geographic and
demographic variables. Thus, some research has been conducted in Serbia (Veljkovi¢ &
Dordevi¢, 2014; Stankovi¢, Puki¢ & Popovi¢, 2012), but many believe that traditional
segmentation, with its focus on demographic and stereotypical lifestyle characteristics, is not

able to provide an effective way of observing demand, ie. rural tourism needs.

52



Gaji¢, T., Petrovi¢, D.M., Radovanovi¢, M., Syromiatnikova, J., Demirovi¢ Bajrami, D.

The authors of the paper conducted a survey in the villages of Vojvodina, during the period
from May to October 2019, on a total sample of 491 respondents. The survey questionnaire
contained 24 questions, grouped into six factors, according to the model used in their research
by Park and Yoon (2009). They managed to group all items into six groups by factor analysis,
and then cluster analysis to determine four groups of consumers of rural tourism product or
four groups of tourist profiles. It was determined that the reason or motive for the trip was
mostly relaxation. In this paper, the authors, with the help of CFA analysis, confirmed the
hypothetical structure of the factors, and based on the obtained data, determined the extent to
which the six factors directly affect the choice of rural tourism products. All factors have a
statistical significance ranging from p <0.05, and it is observed that they directly affect very
significantly the choice of rural area for travel by tourists. Factors of relaxation (3.06),
socialization (2.77), learning (8.31), family (2.76) have the highest score, while novelty
(1.35), and excitement (1.00) have the lowest score.

After summarizing the Standardized Regression Weights, it is observed which motives
individually affect on rural tourism. Based on these data, it can be seen that the motives
grouped into factor excitement have the least influence on the choice of rural tourism,
followed by the motives that make up the factor called novelty. The values of the excitement
motive assessment are even negative. In the highest percentage, the motive for visiting the
rural area is relaxation, which immediately constructs the profile of a rural tourist in
Vojvodina.

There are no similar works on the topic of segmentation of tourist profiles at the level of
Vojvodina. Still, the importance of this work and research is reflected, above all, in finding an
important business segment, which is profiling existing and potential tourist consumers in
rural areas of Vojvodina. The fact is that each respondent was a domestic visitor, which is the
biggest limitation of this research, but certainly that the sample size can be representative for
further research in the field of market segmentation and profiling of potential consumers.
Thus, all entities in the development of this form of tourism will be able to create an image of
corrective measures and improve tourism business in the part of the country that is rich in the
rural resource base. Based on the research data and the obtained results, it will be possible to
see the real situation and possibilities of rural tourism development in this part of the country.
Accordingly, it is possible to conduct similar and broader research on a given topic and to
construct strategic plans for the future development of rural tourism. According to Middleton
(2002), such research can serve to facilitate marketing and presentation of the destination to

specific groups of consumers. The negative consequences of the Covid-19 pandemic will be
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felt in all areas of the economy, including rural tourism. Further research in rural tourism will
be limited. It will be necessary to start from the zero point of business, to attract tourists, with
old and new strategies and ideas, which can certainly rest on the basis of this research and the

similar research.
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