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Abstract

The subject of this paper is the behaviour of consumers in relation to travel
planning during the COVID-19 pandemic. The aim of this paper is to examine and
understand the behaviour of travellers during the pandemic. Theoretically, the paper
relies on the results of previous research on the impact of health crises on tourism and
consumer behaviour. The specificity of this work is reflected in the respondents,
belonging to Generation Y (Millennials) and Generation Z, which took part in this
empirical research. This paper examines the respondents’ intentions in planning a vacation
during the pandemic, as well as the degree to which fear affects travel planning abroad.
The results of this empirical research, conducted in the Republic of Serbia in May 2021,
prove that a significant percentage of Generation Y and Generation Z travelled during the
pandemic, prior to May 2021 (25% abroad, 56% in Serbia), and that they plan to travel
both in Serbia (64%) and abroad (74%) in the near future.
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INOHAIIAIGE IOTPOIIAYA Y TYPU3ZMY
TOKOM COVID-19 TIAHAEMUJE

Arncrpakr

Ipenmer paza je HOHalIambe MOTPOIIAYa MPHIMKOM IUIAHUPAA ITyTOBAHA TOKOM
COVID-19 nannemuje. Llwsb pana je a ce ucnmTa ¥ pasyme IOHAIIAKke MTyTHHKA TOKOM
nanzemuje. Paj ce TeopHjcku ocnama Ha pe3yiITare JOCaalllbiX HCTPaKHBamba YTHIIAja
37paBCTBEHE KPH3€ Ha TypU3aM U Ha MOHalllare noTporrada. CrieuduaHOCT paja orsena
CC y EMIMMPHjCKOM HWCTPaXUBakby KOjeé Ce OJHOCH HA WCIUTAaHWKE TeHepamuje Y
(Munenujasie) u reHepanuje 3. Vcnurane cy HBUXOBE HaMepe Yy IUIAHHPAky ITyTOBAEbA
TOKOM MaHZIeMHje, Ka0 M KOJMKO CTpaX yTHYe Ha IUTaHHpPae MyTOBaba y HHOCTPAHCTRO.
Emmupujcko uctpakuBame, crnpoeneHo y PemyOmiuu Cpouju TokoMm Maja 2021. roaune,
JIOKa3yje 1a je 3Ha4ajaH NpoleHaT reHepanyja Y U 3 IIyTOBAO TOKOM IIaHAEMH]jE, CBE 10
maja 2021. romune (25% y uHocTpancTBo, 56% yHyrtap Cpowje), Te U 1a IpHIaIHUIM 00e
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reHeparmje y Omuckoj OyayhHOCcTH IutaHMpajy myToBama M yHyTap Cpbuje (64%) u 'y
HHOCTpaHCTBO (74%).

Kiby4ne peun: morpomraum, myToBame, ITaHIeMH]ja, TeHepanuja Y, renepanyja 3

INTRODUCTION

The consequences of the COVID-19 pandemic on the economy
have shown that non-economic and non-financial factors can have very
significant economic and financial effects on a global level, and that they
can appear as triggers for the onset of an economic recession (Praséevic,
2020, p. 20). Per¢i¢ and Mamula Nikoli¢ (2020) note:

In the midst of the health crisis, the economic crisis is inevitable, so
the trends regarding savings and reduction of consumption are evident
in the world, and in Serbia, to a significant extent.

(Per¢i¢ & Mamula Nikoli¢, 2020, p. 89)

When it comes to crises that affect tourism, we can define them as
an unexpected event which can affect the traveller’s confidence in the
destination, and which interferes with the possibility of normal business
operations (Mili¢evi¢ & Ervacanin, 2016, p. 54). The conditions in which
tourism takes place today impose the need to prepare adequate responses
even to unexpected events, which requires solidarity, flexibility and ex-
pertise. Crises within the tourism and hospitality industry must be han-
dled with particular care for a number of reasons. The majority of the in-
dustry relies on the consumers’ discretionary expenditure (Gatsou, Gray
& Niininen, 2005). This means that organisations within the industry are
particularly sensitive to ill-will, since the purchase of the product, or ser-
vice, is not fundamentally important to the consumers, and they can (rela-
tively) easily go without (Gatsou et al., 2005).

The subject of this paper is consumer behaviour in relation to travel
planning during the COVID-19 pandemic. The aim of this paper is to
examine and understand the behaviour of travellers during the pandemic. The
conducted desk and field research contributes to our understanding of the
effects of the COVID-19 pandemic on consumer behaviour in the world and
in Serbia. Special emphasis is placed on travel planning during the pandemic,
which may provide useful information to organisations within the tourism
and hospitality industry for formulating new marketing strategies. The
specificity of this paper is reflected in the respondents, belonging to
Generation Y and Generation Z, which took part in this empirical research.
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THE IMPACT OF HEALTH CRISES ON TOURISM

The impact of health crises on domestic and international tourism
attracts the attention of researchers from various scientific fields. Several
serious crises, such as the HIN1 epidemic, the SARS epidemic, the Ebola
virus epidemic which affected the African continent (Milicevi¢ &
Ervaéanin, 2016, p. 52), and the COVID-19 pandemic, have affected the
development of tourism in the world. Epidemics and pandemics have
negative effects on the tourism and hospitality industry (Abrantes,
Abrantes, Silva, Reis & Seabra, 2021; Giiliz Ugur & Akbiyik, 2020; Ko-
vadevi¢, Pindzo & Ze&evic, 2020; Mulder, 2020; Shapoval et al., 2021),
because they reduce international travel and air traffic, and cause the can-
cellation of accommodation reservations and sports, entertainment and
cultural events. These events are often accompanied by huge losses and a
general decline in activity.

COVID-19 landed numerous airline fleets and closed hotels around
the world. The sharp decline in global travel led to a decline in the avia-
tion industry’s financial performances. The year 2020 ended with com-
mercial airlines’ passenger revenue amounting to 189 billion USD. This
reflected a significant decrease in comparison with the 581 billion USD
reported before the pandemic (Mazareanu, 2021b). Due to the corona-
virus pandemic, in 2020, the number of scheduled passengers boarded by
the global airline industry dropped to just over 1.7 billion people, which
represents a 61% decline in global air passenger traffic (Mazareanu,
2021a). As a result of the COVID-19 pandemic, the hotel industry suf-
fered great losses in 2020. In May 2020, hotels in Europe reported an oc-
cupancy rate of 13%, which reflected a dramatic 82% decrease in com-
parison with the occupancy rate reported the previous year (Lock, 2021a).

According to a report by the United Nations World Tourism Or-
ganization (UNWTO, 2021), the global tourism sector lost 1,300 billion
USD in 2020 as a result of the restrictions placed on movement due to the
COVID-19 pandemic. This figure represents a loss more than 11 times
greater than the loss recorded during the World Economic Crisis in 2009.
Also, compared to the turnover in 2019, the turnover of tourists in the
world fell by 74% in 2020. In contrast with the same period in 2020, the
number of international tourist arrivals decreased, on average, by 85% in
the period between January and May 2021. Asia and the Pacific (-95%),
Europe (-85%), the Middle East (-83%), Africa (-81%) and the Americas
(-72%) suffered the most from the decrease in the number of international
tourist arrivals (UNWTO, 2021). The region predicted to suffer the high-
est decline in revenue from travel and tourism was Europe, which was to
report a revenue of roughly 124 billion USD in 2020, compared to the
211.97 billion USD reported in 2019 to (Lock, 2021d).
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THE IMPACT OF THE COVID-19 PANDEMIC
ON CONSUMER BEHAVIOUR

Research on the impact of the pandemic on consumer behaviour in
the world and in Serbia shows how much consumer behaviour has
changed under the influence of COVID-19, and the uncertainty, fear of
infection and the various restrictions related to the pandemic. These
changes in consumer behaviour likewise refer to consumer travel plans.
Shamshiripour, Rahimi, Shabanpour and Mohammadian (2020) noted the
consumers’ tendency to avoid further travelling, especially by plane, and
Turnsek, Brumen, Rangus, Gorenak, Mekinc and Stuhec (2020) noted
that consumers who travelled more often before the pandemic showed the
least tendency towards avoiding travel during the pandemic. The number
of global air passengers decreased drastically in 2020 — over 4.5 billion
passengers travelled globally before the pandemic, and roughly 1.76 bil-
lion people opted to travel after the virus began to spread. Individuals also
reported that price and the declared aircraft cleaning policies were the
factors wielding the most influence on their decision (not) to travel in the
aftermath of the COVID-19 pandemic (Mazareanu, 2021b).

Travellers became more aware of the need to avoid health risks
when travelling. According to a global survey from July 2020 (Lock,
2021c), 81% of respondents from India and 65% of respondents from the
USA stated that they believe accommodations should use advanced tech-
nologies to make them feel safer. Additionally, over half of the guests
staying in hotels stated that they would prefer to check in/out via a hotel
app, rather than risk doing so in person. Meanwhile, 30% preferred to use
a website, and only 8% of the respondents preferred using a public kiosk
(Lock, 2021b).

With global travel restrictions still in effect, many travellers are
looking for getaway destinations closer to home, and that is unlikely to
change anytime soon. The intent to travel domestically continues to rise,
especially in Germany, Italy, Poland, Spain, Turkey, and the UK (Abdel-
kawi & Giorgini, 2021). In general, during the summer of 2020, many
tourist facilities depended on domestic tourists, and the tourists, on the
other hand, were more or less “forced’ to discover or rediscover the beau-
ties of their country. One of the ways to encourage domestic tourism dur-
ing a pandemic is to promote the increasingly sought-after camping tour-
ism (especially luxury camping) (Sommer, 2020).

During July 2020 (Donovan, 2021), Booking.com conducted a
survey in 28 countries. The results of the survey show that travellers
around the world (53%) expressed a desire to explore the world in a more
sustainable way, and to become more environmentally oriented. Accord-
ing to this research, 63% of tourists intended to avoid crowded tourist at-
tractions, 51% intended to avoid travelling during the season, and 48% in-
tended to visit alternative destinations so as to prevent overcrowding. Ac-
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cording to the survey conducted by Booking.com in March 2021, which
spanned 30 countries, 68% of travellers wanted the money they spend on
travel to go to the local community, and 84% planned to reduce their
waste and recycle plastic products during travelling (Donovan, 2021).

Millennials and Generation Z are the most important generations
for the economy. The number of Millennials in the total population rang-
es from 20% in Europe to 24% in Asia (MSCI, 2020). According to View
from ILTM, Millennials are more likely “to be conflated with their
younger Gen Z counterparts, with the assumption being that their finan-
cial power is limited* (View from ILTM, 2020).

According to Expedia Group (2021), Gasdia and Jackson (2020),
GlobalData (2020), and View from ILTM (2020), young travellers are vital
to the recovery of the tourism sector. Generation Y and Generation Z
travellers are the most likely to go on international trips once the restrictions
are lifted. Millennials are willing to take more risks, and plan to travel
sooner than other generations (Kavanagh, 2020). The respondents of a study
about the behaviour of young generations in the COVID-19 context (Seabra,
AlAshry, Cinar, Raja, Reis & Sadiq, 2021) agreed that the pandemic has had
a strong impact on their daily lives, and a majority of them revealed that
they are afraid they might catch the virus as tourists (85%). Half of the
respondents agreed that many aspects of their lives would undergo a number
of modifications, all of which would affect their lives and routines, and their
travel and vacation plans, due to their fear of the virus.

According to the research of Stojanovi¢ and Vukov (2020), young
people in Serbia, aged 15 through 30, felt threatened during the state of
emergency. Curiously, this feeling was expressed more frequently by
people with a higher level of education. More than half of the young peo-
ple who participated in the research (52%) expressed concerns about un-
certainty. One third of them were afraid that they would lose their jobs
during the state of emergency. The income of 42% of young people de-
clined during the state of emergency, and the income of 32% of the re-
spondents declined after the state of emergency. When it comes to tour-
ism, the respondents of another research in Serbia, conducted by Laz-
arevi¢ and Marinkovi¢ (2021), reported a significant change in their hab-
its in relation to the use of public transport and travel abroad. In other
words, as opposed to their tendencies during the period leading up to the
pandemic, the respondents showed a tendency to avoid public transport,
and a tendency to spend vacations in their country during the pandemic.

The study “Index of changes in consumer habits”, conducted by
the EY in Serbia in December 2020 (EY, 2021), showed that 41% of re-
spondents believe that their fear of COVID-19 will cease to affect their
lives in approximately two years. However, there are those who claim
that the fear of the pandemic will disappear in three to five years. Accord-
ing to the same EY survey, out of the 1,000 respondents from Serbia,
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64% agreed that their lifestyle had changed significantly compared to the
period before the pandemic, and 60% expressed the belief that they are
coping well with the pandemic and are not overly optimistic about return-
ing to normal. Additionally, 69% of the respondents expressed care about
the Serbian economy, and 59% claimed that they were trying to save
more. As 34% of respondents from Serbia believe that the way they travel
will change in the future, almost half of the people in this group (46%)
agreed they should take precautions, such as wearing masks, during trav-
elling. A slightly higher percentage of global respondents expressed the
same attitude (50%). Furthermore, 44% of respondents who believe that
their travels will change in the long run expect to spend less on travel
than they did before. With pessimistic views on future travel, 41% of re-
spondents who predict changes in travel habits think that they will spend
less time in other countries, and 31% plan to permanently replace interna-
tional plans with local ones, and to drive to their destinations rather than
use airplanes. According to the comparison of the results of the EY sur-
veys conducted in Serbia and globally, consumer expectations, essential-
ly, do not differ much around the world. In February 2021, EY conducted
another global survey on the same topic. This survey showed that the lev-
el of optimism expressed by the respondents has decreased, so that only
27% of global respondents expressed the opinion that their fear of the vi-
rus will stop affecting their lives after a year or two (EY, 2021).

METHODOLOGY

Survey research was conducted in written form, via questionnaire. The
online questionnaire was designed specifically for the purpose of this
research and was distributed to respondents aged 20 through 40 (to members
of Generation Z and Generation Y), in the period between 9 May and 21 May
2021. Respondents from all regions of Serbia were included. Consumer
intentions in relation to travel plans during the pandemic were examined.

The sample is stratified and consists of 300 respondents — 150 re-
spondents belonging to Generation Z (aged 20 through 26), and 150 re-
spondents belonging to Generation Y, or the Millennial generation (aged 27
through 40). The responses of older members of Generation Z, who can
make travel decisions and travel independently, were taken into account. The
respondents comprising the sample differed in gender (50% of respondents
are male, 50% are female), employment status (36% of respondents are
students, 51% are employed and 13% are unemployed), and level of monthly
income during the pandemic (20% of respondents reported a below average
income, 69% reported an average income and 11% reported their income to
be above average). The statistical error of the sample is 5.6%.



Consumer Behaviour in Tourism during the COVID-19 Pandemic 963

SPSS was used for data processing and analysis, and for the inter-
pretation of the obtained research results. The following quantitative sta-
tistical methods were used: descriptive statistics (frequency distribution,
arithmetic mean, standard deviation) and comparative statistics (Pearson’s
y2-test, t-test, ANOVA test, regression and correlation). Some questions in
the questionnaire were formulated in the form of a five-point Likert scale.

Based on the review of the existing literature on this topic (Abdelkawi
& Giorgini, 2021; Donovan, 2021; EY, 2021; Lazarevi¢ & Marinkovic,
2021; Seabra, AlAshry, Cimar, Raja, Reis & Sadiq, 2021; Sommer, 2020) and
the authors’ assumptions, the following research hypotheses were defined:

Research hypothesis H1 — There is a statistically significant differ-
ence in the responses of the respondents from Serbia in relation to vaca-
tion planning during the pandemic, caused by the differences in the re-
spondents’ gender, age, and level of income;

Research hypothesis H> — There is a statistically significant differ-
ence in the respondents’ answers in relation to vacation planning abroad
during the pandemic, caused by the differences in the respondents’ gen-
der, age, and level of income;

Research hypothesis Hs — Fear of uncertainty impacts travel plan-
ning abroad during the pandemic, and there is a statistically significant
negative correlation between these two variables;

Research hypothesis Hs — Negative motivation of consumer behav-
iour in travel planning during the pandemic is revealed by the respond-
ents’ answers.

RESEARCH RESULTS

As much as 70% of the respondents belonging to Generation Y and
Generation Z like to plan trips in advance (Table 1), which is in opposition
with the changes brought about by the pandemic. During the pandemic, prior
to May 2021, 25% of respondents travelled outside Serbia, 56% travelled
within Serbia, and 19% did not travel anywhere. A higher percentage of
female respondents travelled within Serbia during the pandemic (59%)
compared to male respondents (52%), while a higher percentage of male
respondents travelled abroad (31%) compared to female respondents (19%).
There is no statistically significant difference in the respondents’ responses
about travelling during the pandemic in relation to gender (y*-test, Value =
5.8478, df = 2, p = 0.054 > 0.05). During the pandemic, 23% of Generation Z
and 28% of Generation Y travelled abroad, and 61% of Generation Z and
51% of Generation Y travelled within Serbia. On the other hand, 17% of
Generation Z and 21% of Millennials did not travel anywhere during the
pandemic. There is no statistically significant difference in the answers of the
respondents in relation to their age (y?-test, Value = 3.049%, df = 2, p = 0.218
> 0.05). When the level of income is taken into consideration, 6% of below
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average income respondents, 28% of average income respondents and 64%
of above average income respondents travelled abroad during the pandemic.
Additionally, 34% of below average income respondents, 65% of average
income respondents and 21% of above average income respondents travelled
within Serbia. According to the y2-test (Value = 94.729, df = 4, p = 0.00 <
0.05), there is a statistically significant difference in the respondents’
responses in relation to their level of income as concerns travelling during the
pandemic (abroad or in Serbia).

Table 1. Distribution of respondents (N = 300)
according to the degree of agreement with the statements
in the questionnaire

| | I neither | I do not
Questions totally partially agree nor partially agree Mean
agree  agree  disagree disagree atall
I like to plan trips

0, 0, 0, 0 0
in advance. 48%  22% 23% 5% 2% 4.09 1.048

During the 42%  22% 15% 10% 11% 3.72 1.393
pandemic, I plan to
go on vacation to a
place in Serbia in
the near future.
During the 13%  19% 21% 15%  32% 2.67 1.426
pandemic, | am
afraidtogoona
trip to another
country.
During the 59%  15% 10% 9% 7% 412 1.276
pandemic, I plan to
go on vacation
abroad in the near
future.
* The questions listed in the table are in the form of a five-point Likert scale, where
the answer | totally agree is assigned a value of 5; | partially agree - 4; | neither
agree nor disagree - 3; | partially disagree - 2; | do not agree at all - 1.
Source: Authors’ research

Std.
Deviation

According to Table 1, a larger percentage of Generation Y and
Generation Z respondents plan to vacation abroad (74%), compared to
those planning to vacation in Serbia (64%). One of the questions in the
questionnaire referred to the feeling of fear of going on a trip to another
country during the pandemic, and 32% of the respondents stated that they
are afraid to go abroad. If fear is viewed as an independent variable in this
context, it determines 15% of the variability of going abroad during the
pandemic (as a dependent variable) (R? = 0.150, B coefficient = -0.346,
Beta coefficient = -0.387, t = -7.238, p = 0.00). Therefore, the independ-
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ent variable exerts a certain influence on the dependent variable. A statis-
tically significant negative correlation, moderate by strength, exists be-
tween these two variables (Spearman’s rho coefficient = -0.338, p =
0.00). In other words, the increasing fear of going on a trip to another
country, to some extent, results in fewer plans to vacation abroad.

Table 2. Testing for statistically significant differences in the answers
of the respondents in relation to gender,
as concerns the stated questions

Questions in the guestionnaire t df p

I like to plan trips in advance. -0.495 298 0.621

During the pandemic, | plan to go on vacation to a place  4.625 298 0.000"

in Serbia in the near future.

During the pandemic, | am afraid to go on a trip to -3.248 298 0.001"

another country.

During the pandemic, | plan to go on vacation abroad in  2.791 298 0.006"

the near future.

* An asterisk indicates the existence of a statistically significant difference (where p < 0.05).
Source: Authors’ research

According to the results of the t-test (Table 2), there is a statistical-
ly significant difference in the responses of Generation Y and Generation
Z respondents in relation to gender as concerns vacation planning in Ser-
bia during the pandemic. A higher percentage of male respondents stated
that they would travel to a place in Serbia (Mean = 4.08) compared to fe-
male respondents (Mean = 3.36). In other words, 71% of male respond-
ents and 56% of female respondents said that they plan on vacationing in
Serbia during the pandemic. According to the results of the t-test, there is
a statistically significant difference in the responses of the respondents in
relation to gender, as concerns the feeling of fear of travelling to another
country during the pandemic. Female respondents feel greater fear (Mean
= 2.93) compared to male respondents (Mean = 2.41). In other words,
38% of female respondents and 26% of male respondents said that they
are afraid to travel abroad during the pandemic. There is also a statistical-
ly significant difference in the respondents’ responses in relation to gen-
der, as concerns vacation planning abroad, according to the results of the
t-test shown in Table 2. A higher number of male respondents stated that
they plan to travel abroad (Mean = 4.32) compared to female respondents
(Mean = 3.91). In other words, 82% of male respondents and 67% of fe-
male respondents stated that they plan on travelling abroad.
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Table 3. Testing for statistically significant difference in the answers
of the respondents in relation to their age group (generation),
as concerns the stated questions

Questions t df p

I like to plan trips in advance. -2.957 298  0.003"

During the pandemic, | plan to go on vacation to a 0911 298 0.363

place in Serbia in the near future.

During the pandemic, | am afraidtogoonatripto  -1.993 298  0.047

another country.

During the pandemic, | plan to go on vacation -1.679 298 0.094

abroad in the near future.

* An asterisk indicates the existence of a statistically significant difference (where p < 0.05).
Source: Authors’ research

According to the results of the t-test (Table 3), there is a statistical-
ly significant difference in the answers of the respondents in relation to
their age group as concerns the tendency to plan trips in advance. More
respondents in the Millennial age group (Mean = 4.27) than respondents
in the Generation Z age group (Mean = 3.91) prefer to plan trips in ad-
vance. In other words, 77% of Millennials and 63% of Gen Z respondents
like to plan their trips in advance. According to the results of the t-test,
there is no statistically significant difference in the responses of different
generations as concerns vacation planning in Serbia during the pandemic
— 65% of Gen Z and 63% of Millennials plan to vacation in Serbia. A
higher percentage of members belonging to Generation Y (34%) feel
afraid to go abroad, compared to members belonging to Generation Z
(30%). There is also no statistically significant difference in the answers
of different generations as concerns planning a vacation abroad. Accord-
ing to the results of the t-test, shown in Table 3, 71% of Generation Z and
79% of Generation Y plan to vacation abroad during the pandemic.

Table 4. Testing for statistically significant differences in the answers
of the respondents in relation to their level of income,
as concerns the stated questions

Sum of df Mean

Questions Squares Square P

I like to plan trips in advance. 4256 2 2128 2.041 0.132
During the pandemic, | plan to go on 4633 2 2317 1.178 0.310
vacation to a place in Serbia in the near future.

During the pandemic, | am afraid to go 25508 2 12.754 6.462 0.002°
on a trip to another country.

During the pandemic, | plan to go 13351 2 6.675 4.015 0.019"

on vacation abroad in the near future.
* An asterisk indicates the existence of a statistically significant difference (where p < 0.05).
Source: Authors’ research
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According to the results of the ANOVA test (Table 4), there is no
statistically significant difference in the responses of respondents of dif-
ferent income levels in relation to vacation planning in Serbia during the
pandemic. In the near future, 64% of respondents with below average in-
come, 62% of respondents with average income, and 75% of respondents
with above average income plan to travel around Serbia. There is a statis-
tically significant difference in the responses of respondents of different
income levels in relation to the feeling of fear of going abroad — 38% of
respondents with below average income, 35% of respondents with aver-
age income, and 14% of respondents with above average income agree
with the statement that there is fear of travelling outside Serbia. Also,
there is a statistically significant difference in the responses of respond-
ents of different income levels in relation to travel planning abroad during
the pandemic — 66% of respondents with below average income, 72% of
respondents with average income, and 100% of respondents with earnings
above average plan to travel abroad.

DISCUSSION

There is a statistically significant difference in the respondents’ re-
sponses in relation to their gender, as concerns vacation planning in Ser-
bia and abroad during the pandemic. In other words, a higher percentage
of male respondents stated that they plan to vacation in Serbia (71%) and
abroad (82%) compared to female respondents (56% plan to vacation in
Serbia, and 67% plan to vacation abroad). Hypothesis H is only partially
confirmed — there is only a statistically significant difference in the re-
sponses of the respondents in relation to gender as concerns vacation
planning in Serbia during the pandemic. Hypothesis H is mostly con-
firmed — there is a statistically significant difference in the responses of
the respondents in relation to gender and level of income as concerns
plans to vacation abroad during the pandemic. The highest percentage of
respondents with above average income (100%) and the lowest percent-
age of respondents with below average incomes (66%) plan to travel
abroad during the pandemic.

Fear of uncertainty is one of the reasons why a part of the respond-
ents opted not to go on vacation abroad. Fear of uncertainty exerts a cer-
tain influence on plans to vacation abroad during the pandemic. As there
is a statistically significant negative correlation between these two varia-
bles, hypothesis Hz is confirmed.

The results of this research refute hypothesis Has. The assumption
was that a negative motivation to travel during the pandemic would be
observed, but the results of the research prove that a considerable per-
centage of Generation Y and Generation Z travelled during the pandemic,
and that they plan to travel both within Serbia and abroad. Additionally, 47%
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of respondents do not feel afraid to go on a trip to another country, and, where
fear is present, it negatively and very moderately affects vacation planning abroad.
The percentage of consumers who plan a vacation abroad has tripled in comparison
with the number of trips made during the pandemic, prior to May 2021 (from 25%
to 74%). The percentage of consumers who plan to vacation in Serbia is 64%,
which marks an increase of 8% in relation to the realised trips during the
pandemic, prior to May 2021. As it has been determined that a high
percentage of consumers from Serbia belonging to both generations travel
and plan to travel within Serbia and abroad, it cannot be said that a significant
negative motivation to travel during the pandemic could be observed in the
respondents’ reSpoONSes.

Travellers more often opted for domestic tourism during the pan-
demic (Abdelkawi & Giorgini, 2021; Lazarevi¢ & Veljkovi¢, 2021), and
31% of the respondents from Serbia plan to permanently replace interna-
tional plans with local ones (EY, 2021). When the behaviours of Genera-
tion Y and Generation Z are taken into consideration and compared with
older generations, it can be concluded that Generation Z and Y are more
likely to risk. Additionally, although they displayed fear of the virus, Mil-
lennials and Generation Z are more willing to travel, primarily in their
country (DCI, 2020). Drawing a parallel with the results of this empirical
research, it can be stated that the respondents in Serbia felt fear of travel-
ling to another country during the pandemic — 32% of the respondents be-
longing to Generations Z and Y said that they are afraid to go abroad.
This fear negatively, but very moderately, affects plans to vacation
abroad. In relation to their plans of travelling, members of these genera-
tions from Serbia are more willing to travel abroad (74%) than they are to
travel within Serbia (64%) in the near future.

CONCLUSION

The tourism and hospitality industry has suffered grave losses due to
the pandemic. Tourism receipts worldwide are not expected to return to their
2019 levels until 2023 (Behsudi, 2020), and McKinsey (2020) predicts that
international air traffic will not return to its 2019 levels before 2024. The
tourism industry has to adapt to the new reality produced by the pandemic.
This also means that, during the COVID-19 pandemic, the industry has to
adapt to the altered consumer behaviour in travel planning.

During the pandemic, prior to May 2021 (when this research was
conducted), 25% of Generation Z and Generation Y travelled outside
Serbia, 56% travelled within Serbia, and 19% did not travel anywhere.
During that period, the highest percentage of respondents with above av-
erage income (64%) travelled abroad, and the highest percentage of re-
spondents with average income (65%) travelled within Serbia.
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More Millennials prefer to plan trips in advance compared to mem-
bers of Generation Z — 77% of Generation Y and 63% of Generation Z like to
plan their trips in advance. The results of this research prove that a considera-
ble percentage of these generations travelled during the pandemic, and that
they plan to travel both within Serbia and abroad. A larger percentage of
Generation Y and Generation Z plan to vacation abroad (74%) compared to
the percentage planning to vacation in Serbia (64%). The percentage of con-
sumers who plan to vacation abroad has tripled in comparison with the trips
made during the pandemic, prior to May 2021 (from 25% to 74%). The per-
centage of consumers who plan to vacation in Serbia marked an 8% increase
in comparison with the realised trips prior to May 2021.

Previous research shows that consumers around the world, includ-
ing the members of Generation Y and Generation Z, preferred domestic
travel during the pandemic. The results of this empirical research prove
that a high percentage of the members of these generations plan to vaca-
tion abroad in the near future, even though they had travelled around Ser-
bia to a greater extent during the pandemic.

Fear exerts a certain influence on plans to travel abroad during the
pandemic (32% of the respondents stated that they are afraid to travel
abroad). A high percentage of respondents with below average income
(38%) feel afraid to travel abroad, unlike the respondents with above av-
erage income (14%).

Based on these conclusions, Serbian organisations within the tourism
and hospitality industry are recommended to focus on members of
Generations Z and Y, so as to ‘animate’ them to ‘invest’ their money into
travelling around Serbia. As many as 69% of respondents expressed care for
Serbia’s economy (EY, 2021), and the aforementioned recommendation can
be easily implemented. Also, organisations and facilities within the tourism
and hospitality industry are expected to improve their sustainability. As the
crisis caused by the COVID-19 pandemic accelerated the processes of
innovation and digital transformation (Mamula Nikoli¢, Per¢i¢ & Necak,
2022), offering online services, based on a good plan and a sound digital
marketing strategy, would be one of the optimal solutions.

The limitation of this paper lies in the fact that the paper considers
only one factor which affects travel planning and organising in Serbia
during the pandemic, and that is the fear of travelling to another country.
Therefore, future research on this topic could consider more factors, only
some of which are loss of work due to the pandemic, fear of losing one’s
job, reduced income, and tendency towards saving due to the uncertainty
of the future.
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NNOHAINABE IOTPOIAYA Y TYPU3MY TOKOM
COVID-19 MAHAEMHUJE

Kapoauna Ilepuuh, Haga Cnacuh
Bucoka 1ikosa MojepHor 6usnuca, beorpaza, Cpouja

Pe3ume

TIpenmMer paja je moHalamke NOTpolaya MPUIIMKOM IJTaHUpaka MyTOBaba TOKOM
COVID-19 mannemuje. Lnuss pana je na ce pazyme NoHAIIame MyTHAKA TOKOM TaH Ie-
muje. Paj ce TeOpUjckH ociama Ha pe3yiTare J0calallibiX HCTPaKHMBabka O YTULAY
3IpaBCTBEHHX KpH3a Ha Typu3aM M MOHAIIambe ToTpoluaya. Y eMIHpPHjCKOM HCTpa-
)KUBamYy je HCIHTaHa reHepanuja Y (MuieHujanu) u redepanuja 3. [lpenusnuje, pan
HCIUTYje BHXOBE HAMEPE Y IUIAHUPakby MyTOBaka Ha 0IMOP TOKOM HaHJEMHUje, Kao 1
KOJIMKO CTpax yTHYe Ha IUIaHHpame MyToBama BaH Cpbuje. EMmupujcko uctpaxu-
Bame, crpoBeneHo y Penyomuim Cp6uju Maja 2021. roxune, nokasyje Aa je HpHIH-
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YaH TpoIieHar reHepanyja Y U 3 MyToBao TOKOM HaHAeMHje, cBe 10 Maja 2021. roxu-
He (25% y wmHOCTpaHCTBO, 56% mo Cpbuju), u aa obe reHepanuje y Oimckoj Oy-
nyhHOCTH TTaHUpajy MyTOBama y HHOCTpaHCTBO (74%) y Behoj MepH Hero mTo je To
ciydaj ca mytoBamuma yHyTap Cpouje (64%). IpoueHar moTpomnada Koju y GIHCKOj
OynyhHOCTH IIaHMpa OIMOP Y MHOCTPAHCTBY YTPOCTPYYHO CE€ Y OJHOCY Ha IyTOBa-
Hha TOKOM TNaHJeMHje, peann3oBaHa npe Maja 2021. rogune (ca 25% Ha 74%), a mpo-
I[EeHaT MOTpoIlaya Koju miaaHupajy oamop y Cp6uju nosehan je 3a 8% y oxHocy Ha
peann3oBaHa MyTOBamba Y UCTOM Ieproy. Jlocanalma HCTpaKiBamba MoKasyjy Jia ce
MOTPOIIAYM [IMPOM CBeTa, yKJbydyjyhn npunagauke reHepanuja Y u 3, TOKOM ITaH-
JIeMuje paadje onpenebyjy 3a IMyToBama y 3eMibH. OBO €MIHPHUjCKO HCTPaKHBAHE
MOKa3yje Jla Cy OBe TeHepallnje TOKOM manaemuje y Behoj Mepu mytosaie no Cpouju,
amm jga y Omuckoj OymyhHoctn BehW mpoIleHAT MOTpollava IUIAHUpa OIMOp Y
nHOocTpancTBy. CTpax y oapeheHo] MepH yTHde Ha peayM3aldjy MyTOBama y WHO-
CTPAHCTBO TOKOM HaHAeMHuje — 32% HCIUTaHMKA je W3jaBHIIO Jla Ce IUIAIIN MyTOBama
BaH CpOwuje. [lakiie, IOCTOjU CTaTHCTHYKU 3HA4YajHA HETaTHBHA KOpelaluja, yMepeHa
no jaumHw, m3Mmely nBe Bapujabie: cTpaxa W IMyTOBama y WHOCTpaHcTBO. HajBehu
NPOLEHAT HCIUTAaHWKA Cca HCIOANpoceyHuM mpuMamuMma (38%) oceha Ty Bpery
CTpaxa, 3a pas3iMKy OJl OHHX ca M3HaANpoceyHuM mpumamuma (14%). Ha ocHoBy pe-
3yJITaTa HCTpaKHBama, He MOoXke ce pehH Ja MocToju 3HayajHa HeraTHBHA MOTHBALIH]ja
y OJHOCY Ha ITyTOBama TOKOM MaHAeMHje. TypUCTHYKHM H yrOCTUTEJHCKUM OpraHu-
3anujama y CpOuju ce mpenopydyje Ja ce OpHjeHTHIIy Ka reHepanujama 3 u Y, He Ou
JH ce MpUIaTHULH TeHepanyja ,,aHUMHIpaIN 1a ,,yJIoKe  CBOj HOBAIl Y MyTOBamkba 10
Cp6uju. Takolhe, ox TYpUCTHUKNX U YTOCTUTEIHCKUX OOjeKaTa ce o4yeKyje mobospmra-
€ aKTHBHOCTH OJIP)KUBOCTH.



