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Abstract

Familiarisation trips, organised with the primary goal of acquainting travel agents
with the values of a certain destination, represent a form of business travel that is, by
nature, accompanied by a certain level of stress, conditioned both by the nature of the
work tasks themselves and by the requirements of the trip. Since they require significant
investments, primarily in money and time, this research aimed to determine if they
could be correlated with the work motivation and job satisfaction of employees in
tourism. Observing the obtained results, it was concluded that employees in tourism
have a positive attitude towards familiarisation trips and that they recognise the benefits
they bring regarding their daily business tasks. Overall, it is noticeable that the given
trips greatly correlate with the employees’ satisfaction, as well as their motivation. In
order to use familiarisation trips as efficiently as possible, it is necessary to carefully
plan them and create itineraries that would enable the best possible balance between
work tasks and free time, to reduce the physical and mental burden to the lowest
possible degree. Additionally, employees should be allowed to spend their free time
engaging in activities that they perceive as fun and relaxing. By introducing these
changes, the image of familiarisation trips in employees’ perception would be
significantly changed, and a better use of this resource would be enabled.
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INOTEHIINJAJIM KOPULITEBA
CTYANJCKHUX ITYTOBAIbA 3A IOBERABAIBE
PAJHE MOTUBAIIUJE U 3A/10BO/bCTBA TIOCJIOM
KO 3AITIOCJIEHUX Y TYPU3MY

Arncrpakr

Crynujcka MyTOBama IMPEACTaBJbajy OOJIMK IOCIOBHOT IIyTOBamba HAMEH-CHOT
YIO3HaBawky TYPUCTHUKHX areHara ca BpegHocTuMa oapehene necrunamuje. C 003u-
pom na Hamehy 3Ha4ajHa yiarama, pe cBera y HOBIY M BPEMEHY, AaTO HCTPaKHBAIHE
je MMaJio 3a Kb 1a YTBP/M J1a JIH OBa [TyTOBarkha MOTY OUTH KOPHIITEHA U 3a ToBehame
pajiHe MOTHBAIIMjE U 33J0BOJHCTBA MOCIOM KOJ 3aMOCICHHX Y TYpU3MY. Y Ty CBPXY
KpeHpaH je TPOJCNHH YINUTHHK W CIIPOBEACHO je aHKETHO HCTPaXHBame KOje je
obyxBatmino 102 uCITUTAHUKA KOjH HPECTaBIbajy 3aM0CIeHE Y TyPUCTHUKUM arcHIH-
jama u cybarenijama y Penryomunu Cpouju. YTBpheHo je 1a 3amoCclicHH UMajy Mo3u-
THBaH CTaB IpeMa CTYAUjCKAM MyTOBambMUMa M Ja MPEro3Hajy BHXOB YTUIA] Ha pPy-
THUHCKE MOCIOBHE akTUBHOCTH. OBa MyTOBamka yTHUYY Ha 3370BOJHCTBO 3alIOCICHHX, &
CaMUM THUM M Ha HHXOBY MOTHBAIIH]y, CTOTAa je HEOMXOTHO MaXJbHUBO IUIAHUpAE,
moceOHO MPHIIINKOM KpeHnpama UTHHepepa Koju Tpeba ga HacToje na oMmoryhe Oananc
u3Mel)y pagHux 3agaraka u cioG0JHOT BpeMeHa, Texehn Ja ce GU3HYKO U MCUXHYKO
onrepeheme cMambe Ha HajMamy Moryhy Mepy u oMoryhe 3amocieHuMa Jia CBoje Clio-
6omHO Bpeme IpoBexy OaBehn ce akTHBHOCTHMA KOje NOXKMBJbaBajy Kao 3abaBHE U
omymrrajyhe.

KibyuHe peun: TypH3aM, pajiHa MOTHBAIIH]ja, 3310BOJBCTBO HOCIIOM,
CTYyAMjCKA ITyTOBAMA.

INTRODUCTION

One of the biggest challenges managers face is how to use the lim-
ited resources available to them and contribute to the achievement of the
organisation’s goals. Often, the backbone of an organisation’s success is
represented by its human resources, that is, its human capital. Human cap-
ital in a broader context refers to the competencies, knowledge, experi-
ences, creativity, and other social and personal characteristics of an indi-
vidual that are necessary for work and the creation of new values (Vujovi¢
et al., 2014). How many of these characteristics an individual will use in
the realisation of his business tasks is largely determined by his motivation
for work (Vo et al., 2022). An insufficiently motivated employee, despite
possessing satisfying knowledge and skills, can achieve poor results (Ger-
mann, 2004); thus, it is necessary to find adequate, but also effective, ways
of improving not only work motivation but also employee satisfaction. This
can be a particular challenge in a sector like tourism, where the nature of
the tourism market has created a work environment filled with various
stressors. Compared to the goods market, in which goods move from sup-
ply to demand (Vuji¢i¢-Pordevi¢, 2016), the tourism market requires the
temporal and spatial synchronisation of various participants in the supply
to satisfy demand. Overall, the tourism market is characterised by the sea-
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sonal concentration of tourist traffic, the simultaneous provision of services
with the consumption process, the high elasticity of tourist demand, and
the influence of non-economic factors (Unkovi¢ & Zecevi¢, 2014). As a
result, in practice, the occurrence of excessive work hours, sometimes or-
ganised in three shifts, which often do not take into account the schedule
of weekends and vacations, but require high work performance in an envi-
ronment that implies emotional work, accompanied by a significant num-
ber of interpersonal conflicts, is not uncommon (Yoo, 2023).

Familiarisation trips, that is, trips that are organised with the primary
goal of acquainting tourist intermediaries with the values of a destination
(Kolb, 2006), are mainly seen as promotional tools (Hudson & Ritchie,
2006; Koutoulas et al. 2009; Alvarez, 2010); however, they also have great
potential to be used as a mean of motivating employees. Although famil-
iarisation trips represent a type of business travel, by introducing elements
of rest and leisure and careful planning of the itinerary, they can also be
presented to employees as a type of reward by the management, where,
with a minimal additional expenditure of resources, significant impacts on
the motivation and satisfaction of employees can be achieved. With that in
mind, the main aim of this paper was focused towards researching the em-
ployees’ general attitudes about familiarisation trips. Besides that, the fo-
cus was also on researching their general job satisfaction and work moti-
vation, as well as on determining if there is a correlation between these two
important constructs with the perception of the familiarisation trips among
the employees in tourism.

LITERATURE REVIEW

Job satisfaction is considered one of the primary factors that deter-
mine a company’s effectiveness and efficiency (Dziuba et al., 2020). This
term, which can be defined as the degree to which an individual enjoys
their job (Spector, 1997), represents one of the fundamental elements of
employee motivation (Raziq & Maulabakhsh, 2015). Job satisfaction might
be considered a multidimensional concept that reflects employees’ overall
emotional response to their job and work environment. It is shaped by var-
ious factors such as interpersonal relationships, leadership style, organisa-
tional justice, and the balance between work and private life. According to
Ersoy (2024), job satisfaction is significantly negatively correlated with
turnover intention, suggesting that more satisfied employees are less likely
to leave their jobs. Similarly, Medina-Garrido, Biedma-Ferrer, and Ramos-
Rodriguez (2017) emphasise the positive link between work—life balance
and both well-being and performance, indicating that job satisfaction is
beneficial not only for the individual but also for the organisation as a
whole. These findings show that job satisfaction is still an important factor
for both employee well-being and how well an organisation performs in
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today’s fast-changing work environment (Medina-Garrido et al., 2017; Er-
soy, 2024).

Considering job satisfaction among employees in travel agencies, it
could be said that it is essential for providing successful business opera-
tions. The tourism sector often involves working under pressure, solving
problems in real time, and maintaining a high level of interpersonal inter-
action, making employee motivation and emotional well-being crucial.
Satisfied employees tend to be more polite, patient, service-oriented, and
loyal, which contributes to positive customer experiences and strengthens
the agency’s reputation. In the context of travel agencies, where human
interaction is at the core of the service, investing in employees’ satisfaction
is ultimately an investment in competitiveness and long-term business sta-
bility (Abou-Shouk et al., 2021; Eid & Abdel Rady, 2023).

The Generic Job Satisfaction Scale, used for the purpose of this re-
search and developed by Macdonald and MaclIntyre (1997), is considered
a reliable instrument designed for the purpose of measuring overall job sat-
isfaction that might be implemented in each type of industry, including
tourism. The scale consists of ten items for indicating the level of agree-
ment with statements reflecting the employees’ subjective experience of
the work itself, the work environment, and personal fulfilment in their job.
The focus of the scale is on general emotional attitudes towards work, ra-
ther than on specific factors such as salary, promotion opportunities, or re-
lationships with colleagues. Its main advantage is reflected in its universal-
ity and simplicity of use, making it suitable for research across diverse or-
ganisational and cultural contexts. Results obtained from this scale provide
an insight into the employees’ overall satisfaction and can serve as a foun-
dation for further analysis and interventions aimed at improving the con-
crete work environment (Macdonald & MaclIntyre, 1997).

Furthermore, understanding what motivates employees is the first
step toward improving their work motivation. According to the author Be-
cirovic Emkic (2010), motivation is defined as the determination of factors
that create, shape, and direct the behaviour of an individual toward a certain
goal. Accordingly, motivation for work can be considered as a set of factors
arising both from the individual himself and his environment, which initi-
ate work behaviour and determine its form, direction, intensity, and dura-
tion (Pinder, 2014). There are several theories of work motivation. One of
the most famous is Maslow’s hierarchy of needs theory, which emphasises
that people strive to fulfil certain needs, primarily physiological, then the
needs for safety, love and belonging, esteem, and self-actualisation
(Maslow, 1954). Herzberg’s two-factor theory of motivation states that
work motivation is mostly influenced by intrinsic job demands and the cre-
ation of opportunities to achieve recognition and support (Herzberg, 1966).

Among the more recent theories is the self-determination theory,
which is an empirically based theory about human nature and behaviour.
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This theory places special focus on motivation, personal development, and
well-being (Ryan & Deci, 2017). The self-determination theory is based on
the assumption that people are fundamentally curious, self-motivated be-
ings, directed towards individual growth, who not only react to environ-
mental stimuli but, following their motives, goals, and values, actively self-
regulate their lives to progress. At the same time, the theory recognises that
human vitality and self-motivation can be significantly reduced in certain
contexts and under the influence of specific conditions of upbringing. Ac-
cordingly, this theory places particular emphasis on identifying the envi-
ronmental and social conditions in all spheres of human life that can en-
courage or destroy an individual’s self-motivation, vitality, and well-being.
In other words, the theory tends to identify which conditions and contexts
most often lead to individual prosperity (Martela, 2020).

According to the self-determination theory, employees have three
basic needs (needs for autonomy, competence, and relatedness), and the
extent to which these needs are satisfied determines their motivation and
sense of well-being (Ryan & Deci, 2002). The need for autonomy refers
primarily to the employee’s need to have the freedom of choice and the
ability to express their ideas and make decisions on how to implement work
tasks. It is actually about the need for independent decision-making and
initiation into action (Deci & Ryan, 1987). The need for competence is re-
lated to the employee’s desire to be efficient, successful, and good at his
job (Van den Broeck et al., 2010). This need is met when employees have
the opportunity to use and develop their skills. The need for relatedness
stems from people’s nature as social beings, which makes them strive to be
accepted (Ryan & Deci, 2017). Only when employees feel that they belong
to a certain group and have friends at work is this need satisfied.

The spectrum of motivation within the self-determination theory
consists of five types of motivation, i.e., intrinsic motivation, identified,
introjected, and external regulation, and amotivation (Table 1). An intrin-
sically motivated employee feels excitement and happiness whenever he
works because he perceives work itself as a reward (Chen, 2016). Employ-
ees under the influence of identified regulation accept a certain job if they
believe that in this way they will increase their chances of advancement
towards a better position and the achievement of a more favourable social
status (Gagné et al., 2010). The term autonomous motivation is used as a
collective term for intrinsic motivation and identified regulation because
they are both characterised by high levels of volition and choice (Ryan &
Deci, 2017). The thoughts “I don’t want to lose” and “I want to prove to
everyone that I can do it” influence employees to make an effort; that is,
they make employees act under the influence of introjected regulation
(Hwang et al., 2002). Under the influence of external regulation, employ-
ees work to achieve financial rewards and ensure business security, but also
to avoid criticism (Gagné et al., 2015; Tremblay et al., 2009). Controlled
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motivation refers to introjected regulation and external regulation, where
the regulation of behaviour is characterised by pressures that are consid-
ered to be externally controlled (Ryan & Deci, 2017; Ryan et al., 2022).

Table 1. Five types of motivation that represent the spectrum of
motivation within the self-determination theory

Intrinsic A person behaves in a certain way or performs an activity
motivation  because it is interesting to them or gives them pleasure.
Identified A person behaves in a certain way or performs an activity

regulation because they value it and associate it with a personal goal.

Introjected A person behaves in a certain way or performs an activity to gain

regulation approval or avoid disapproval from themselves and others.

External A person behaves in a certain way or performs an activity to

regulation avoid punishment or receive a reward.

Amotivation It depicts a state of apathy, indifference, and lack of interest.
Source: Gagne et al., 2010

In the context of a modern approach to employee motivation, based
on the self-determination theory, author Daniel Pink (2009) primarily em-
phasises the difference between intrinsic rewards, that is internal rewards
that arise from the individual himself (the possibility of choice, develop-
ment of competence, achievement of progress) and extrinsic rewards, re-
ceived by other persons (money, promotion, praise) (Buchbinder &
Shanks, 2008). In many cases, motivation stems from a specific need that
leads to a certain behaviour, where, after the fulfilment of the given need,
some kind of reward follows (Buchbinder & Shanks, 2008). The rewards
given achieve good results only in cases when the employees perceive them
as valuable. Extrinsic rewards have the power to develop a sense of de-
pendence in employees, making them constantly strive for the reward to
feel satisfied. This type of reward is often the best for employees who en-
gage in algorithmic activities, while for employees who perform creative
activities, it can have harmful effects (Parjoleanu, 2020). Pink (2009)
points out that only routine activities should be rewarded to encourage mo-
tivation and emphasises the importance of recognising the fact that certain
activities are monotonous, but that employees should have the opportunity
to realise them in the way they deem appropriate. According to him, moti-
vation often increases when more diverse activities that encourage the ac-
quisition of knowledge are introduced in the workplace.

Hypothesis Development

Familiarisation trips, or fam trips, refer to the travel of tourism em-
ployees (tourist agents, operators, organisers) to a destination to get ac-
quainted with its offer and to improve the destination’s image and capacity
utilisation (Perdue & Pitegoff, 1990; Kolb, 2006). These trips have multi-
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ple functions: they enable the acquisition of practical knowledge, develop
personal and professional skills of employees, and contribute to increasing
the competitiveness of tourism organisations (Bieger & Laesser, 2004;
Holloway, 2016). In the context of Serbia, where tourism is a growing sec-
tor of the economy, the importance of such educational and experiential
activities is particularly evident. Familiarisation trips provide employees
with practical experience and familiarity with the destination, enabling
them to convey information to tourists more accurately, convincingly, and
confidently (Cooper et al., 2018). They also encourage innovation and
sales, as this experience helps employees present the offer more authenti-
cally, increasing customer satisfaction and business success (Kotler et al.,
2017). In addition, familiarisation trips strengthen the cooperation within
the sector by building networks of contacts that facilitate coordination and
the development of new business opportunities. These trips require signif-
icant investments, primarily in money and time; however, if successfully
organised, they can be an excellent way to promote a destination (Davidson
& Rogers, 2006). In tourism research, familiarisation trips are often seen
as promotional tools (Dore & Crouch, 2003; Hudson & Ritchie, 2006;
Koutoulas et al., 2009; Alvarez, 2010); however, the possibility of using
them as a tool for increasing work motivation and job satisfaction of em-
ployees is neglected.

Regardless of their promotional function, familiarisation trips can
be considered as a specific form of work preparation or training, which
directly contributes to the employees’ ability to carry out their tasks. Some
studies focused on researching the relationship between training and em-
ployees’ motivation and their job satisfaction (Ozkeser, 2019; Meira et al.,
2023; Iskandar et al., 2024). The study by Ozkeser (2019) was focused on
researching the relationship between training activities and employees’
motivation as part of the human resource management functions, on the
basis of understanding the manner in which training contributes to increas-
ing the employees’ motivation within the business environment. The re-
search was conducted on a sample of 200 employees, mostly highly edu-
cated young adults, working in consulting roles. The main findings indi-
cated that training plays an important role in increasing the employees’
motivation, as well as that motivation levels vary with age. In general, the
study highlights the significance of structured training programs in foster-
ing more motivated and high-performing employees (Ozkeser, 2019).
Other studies also indicated that appropriately designed training and devel-
opment programs for employees strongly contribute to higher levels of
work motivation, job satisfaction, and general performance (Meira et al.,
2023; Iskandar et al., 2024). For example, the study conducted by Iskandar
et al. (2024) showed that soft-skills training has a positive impact on em-
ployees’ performances in the tourism sector, highlighting the importance
of focusing organisational efforts toward employees’ development and
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well-being. Meira et al. (2023) even noticed that tourism managers con-
sider training as the most important practice within the human resource
sector, while frontline employees also indicated the importance of training
in increasing their intrinsic motivation, thus highlighting the significance
of training in employees’ engagement and their satisfaction across different
cultural contexts.

While numerous studies highlighted the benefits of familiarisation
trips, research also distinguished their potential challenges. Other studies that
are related precisely to familiarisation trips are mostly focused on the fact
that employees in tourism represent business tourists, who do not go to the
destination for rest and leisure, but during their stay are exposed to stress
caused by both the demands of the job and travel. The most common causes
of stress among business tourists are loss of time, surprises, and routine in-
terruptions. Loss of time occurs in situations where environmental conditions
make it impossible for a business tourist to carry out their work tasks. Then
there is an accumulation of work, and it is also difficult or impossible to pre-
pare for future work tasks. Surprises refer to unpredictable events that can
occur during travel, such as the loss of luggage, which requires the invest-
ment of additional energy and a change of plans for business tourists. Routine
breakers represent events that disrupt the business tourist’s habits, which are
significant for the quality of their life. They can prevent maintaining a
healthy diet or engaging in physical activity (Segalla et al., 2014). Stress dur-
ing a business trip cannot be eliminated; however, introducing a better bal-
ance between work and rest, and enriching the content of the business trip
with activities of lower intensity will contribute to the relaxation, rest, and
recovery of employees after a hard day’s work (Ivkov Dzigurski, 2012) and
can positively reflect on the work motivation and job satisfaction of employ-
ees. However, due to the absence of papers that are focused towards research-
ing the employees’ perception of familiarisation trips, their job satisfaction
and work motivation within the single study in tourism sector of Serbia, this
paper represents the starting point to research the general attitudes towards
this type of travels and to determine if there is a correlation between such
perception and employees’ job satisfaction and work motivation. The main
foundation of this research is reflected in the aforementioned studies, which
focus on the positive relationships between training and employees’ work
motivation and job satisfaction (Ozkeser, 2019; Meira et al., 2023; Iskandar
et al., 2024). Building on these ideas, the current study develops two hypoth-
eses that reflect employees’ perspectives of familiarisation trips and their po-
tential link to motivation and job satisfaction.

H1: Employees in the Serbian tourism sector perceive familiarisa-
tion trips as beneficial for the effective performance of their business tasks.

H2: There are correlations between employees’ perceptions of the
benefits of familiarisation trips in the tourism sector in Serbia and employ-
ees’ job satisfaction and work motivation.



The Potential use of Familiarisation Trips for Increasing Work Motivation... 9

The theoretical framework of these hypotheses relies on two com-
plementary perspectives. For H1, the explanation can be found in the Social
Exchange Theory (Blau, 1986), which presumes that the positive percep-
tion lies in the balance between the time and energy invested in fam trips
and the benefits obtained in the form of knowledge, skills, and professional
recognition. For H2, the foundation lies in Experiential Learning Theory
(Kolb, 1984), which suggests that direct experience and reflection lead to
a deeper understanding and more efficient performance of business tasks,
in turn fostering higher motivation and job satisfaction.

METHODS

To determine whether familiarisation trips can be used as tools for
increasing work motivation and job satisfaction of tourism employees, a
survey was conducted in the period between January 25, 2024 and February
25, 2024. For the research, a questionnaire was created, which consists of
three parts, and was distributed in electronic form to the e-mail addresses of
225 travel agencies and subagencies. The criteria for selecting the given
agencies and subagencies were that they represent a registered company in
the field of tourism, which is actively operating and has its headquarters on
the territory of the Republic of Serbia. Out of the targeted travel agencies and
subagencies, 102 responded to the invitation to participate in the research.

In the first part of the questionnaire, demographic data was col-
lected, that is, data related to the gender, age, and the level of education of
respondents. Observing the socio-demographic characteristics, it can be
determined that the sample is dominated by women (76.5%) compared to
men (23.5%). The largest share of respondents is between the ages of 41
and 50 and has a higher education.

Table 2. Socio-demographic characteristics of respondents (n =102)

Gender Number Percentage (%)
Male 24 23.5
Female 78 76.5

Age Number Percentage (%)
18-30 21 20.6
31-40 31 30.3
41-50 28 27.5
50-65 22 21.6

Education Number Percentage(%)
High School 9 8.8
Higher school/faculty 70 68.6
Master's studies 22 21.6
PhD studies 1 1.0

Note: Author’s calculations based on data analysis in SPSS 23.00
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The second part of the questionnaire included the multidimensional
work motivation scale (Gagne et al., 2010) and the generic job satisfaction
scale (Macdonald & Maclntyre, 1997). The scales were translated and
adapted from English to Serbian to make them suitable for research. The
variables within the scales were evaluated using a five-point Likert scale
(1-do not agree at all, 2-partially disagree, 3-not sure, 5-partially agree, 5-
completely agree), where the respondents expressed the degree of agree-
ment/disagreement with the statements. For the generic job satisfaction
scale, which measures only one factor, the value of Cronbach’s alpha co-
efficient was determined to be 0.901. For the multidimensional work mo-
tivation scale, which measures four factors (intrinsic motivation, identified
regulation, introjected regulation, and external regulation) and which con-
sists of four subscales, the value of Cronbach’s coefficient alpha of 0.874
was measured. Based on the alpha coefficient, it can be determined that
both scales show good reliability.

The third part of the questionnaire covered the respondents’ atti-
tudes regarding their perception of familiarisation trips. The items used in
this study were developed by the authors in accordance with the research
objectives of the paper and by considering the specific work context of
employees in travel agencies in Serbia. They were designed to identify the
key aspects of employees’ perceptions and experiences related to familiar-
isation trips, particularly their attitudes about the usefulness of such trips
for performing their job, involving the emotional experience of the trips
themselves. Given that existing literature does not offer validated scales
directly addressing this specific topic, the items’ construction was based on
theoretical foundations related to training and motivation in the tourism
sector, as well as practical knowledge of how travel agencies operate. Re-
spondents indicated the degree of agreement/disagreement with seven
statements using a five-point Likert scale.

Data processing within the paper was carried out with the help of
the statistical program SPSS (Portable IBM SPSS v.23 application). A de-
scriptive statistical analysis was conducted, as well as a correlation analysis
between respondents’ attitudes about familiarisation trips, the generic job
satisfaction scale, the multidimensional work motivation scale, and its sub-
scales. In addition to the correlation analysis, a T-test was also conducted
to check whether there were statistically significant differences in the re-
spondents’ answers regarding their gender. An analysis of variance was
conducted to determine whether there are differences concerning the age
of the respondents, as well as a regression analysis to see which attitudes
of the respondents related to travel determine the presence of certain types
of motivation.
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RESULTS

Looking at the obtained data, it was determined that the largest num-
ber of respondents participated in more than 10 familiarisation trips
(32.4%), followed by those who participated in fewer than 5 (29.4%) and
those who only went once (20.6%). The values for the statements used to
identify the respondents’ attitudes about familiarisation trips indicate that
the highest average scores are recorded for the statements “Familiarisation
trips are very important for the quality of my work” and “Familiarisation
trips make it easier for me to do my job,” followed by a small standard
deviation, thus confirming H1. The lowest average value was recorded for
the statement “During the familiarisation trip, I sometimes feel like I'm on
vacation.” Also, this statement records higher values of standard deviation,
which indicates greater variability between respondents’ answers.

A T-test of independent samples between the given statements and
the gender of the respondents determined that there were no statistically
significant differences in the responses. Conducting a one-factor analysis
of variance, the difference was determined for the statement “Familiarisa-
tion trips make it easier for me to do my job.” A statistically significant
difference was identified at the p < 0.05 level in the LOT results of the four
age groups: F =3.407, p=0.021. Namely, it was established that respond-
ents who belong to the age groups of 51-65 and 41-50 years believe that
familiarisation trips make it easier for them to do their work, compared to
the respondents aged 18-30.

Table 3. Values of statements used to determine respondents’ attitudes
regarding familiarisation trips

Statement Mean Star}dgrd
deviation

I'like to go on familiarisation trips. 4.265 1.0617

I'look forward to going on a familiarisation trip. 4.225 1.1424

During the familiarisation trip, I sometimes feel like I’m on vacation. 3.588 1.2535

Familiarisation trips are very important for the quality of my work. 4.431 0.9493

Familiarisation trips make it easier for me to do my job. 4.431 0.9699

Familiarisation trips have a positive effect on my work motivation. 4.333 1.0373

Familiarisation trips have a positive effect on my job satisfaction. 4.284 1.0184
Note: Author’s calculations based on data analysis in SPSS 23.00

Looking at the results of the multidimensional work motivation scale,
it can be determined that the highest value was recorded for the statement
“Because I enjoy this work very much” (M=4.265; SD=0.9432), used to
measure intrinsic motivation. This indicates that the respondents record a
high degree of pleasure in the work they perform, with smaller values of
standard deviation, which show a small variability in the responses. Addi-
tionally, the highest average values were recorded for the items measuring
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intrinsic motivation, followed by the values recorded in the identified reg-
ulation items. The lowest value was identified for the item “I do this job
for the pay-check” (M=2.343; SD=1.3460), which is an integral part of the
external regulation subscale, which also has the lowest average values.

Table 4. Values of the subscales of the multidimensional
work motivation scale

Subscale Mean Standard
deviation

Intrinsic motivation

1. Because I enjoy this work very much 4.265 0.9432

2. Because I have fun doing my job 3.961 1.1425

3. For the moments of pleasure that this job brings me 3.951 1.1203

Identified regulation

1. I chose this job because it allows me to reach my life goals  3.627 1.1851

2. Because this job fulfils my career plans 3.559 1.1822

3. Because this job fits my personal values 3.912 1.1089

Introjected regulation

1. Because I have to be the best in my job, I have to be a ‘winner’ 3.020 1.2663

2. Because my work is my life, and I don't want to fail 2.725 1.4836

3. Because my reputation depends on it 2.559 1.5258

External regulation

1. Because this job affords me a certain standard of living 3284 1.2217

2. Because it allows me to make a lot of money 2490 1.1582

3. Ido this job for the pay-check 2.343  1.3460
Note: Author’s calculations based on data analysis in SPSS 23.00

The results of the generic job satisfaction scale indicated that the highest
mean scores were observed for the statement “I get along with my supervisors”
(M =4.294; SD = 1.1133), followed by “I feel good about working at this
company” (M =4.265; SD = 1.0984) and “I feel close to the people at work”
(M =4.176; SD = 1.1554). The statement “On the whole, I believe work is
good for my physical health” (M = 3.147; SD = 1.2618) received the lowest
mean scores, followed by “My wages are good” (M =3.294; SD=1.2071) and
“I receive recognition for a job well done” (M = 3.598; SD = 1.3516). These
results suggest that although the respondents perceive their work environment
as positive and characterised by strong interpersonal relationships, there is still
room for improvement at the workplace.

The relationship between the respondents’ attitudes about familiari-
sation trips and the generic job satisfaction scale, the multidimensional work
motivation scale, and its subscales was expressed using the Pearson linear
correlation coefficient. A moderate positive correlation was identified between
all statements related to familiarisation trips and the generic job satisfaction
scale. A medium positive correlation is also present between the statement
“During the familiarisation trip, I sometimes feel like I’'m on vacation” and
identified regulation and introjected regulation subscales, as well as the
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multidimensional work motivation scale. The statements “Familiarisation trips
make it easier for me to do my job” and “Familiarisation trips have a positive
effect on my job satisfaction” also presented a medium positive correlation
with the subscales of introjected regulation and external regulation and the
multidimensional work motivation scale, thus confirming H2.

Table 5. Values of statements used to determine respondents’
Jjob satisfaction

Mean Standard

Statement .
deviation

I receive recognition for a job well done 3.598 1.3516
I feel close to the people at work 4.176 1.1554
I feel good about working at this company 4.265 1.0984
I feel secure about my job 3.922 1.0872
I believe management is concerned about me 4.029 1.3604
On the whole, I believe work is good for my physical health ~ 3.147 1.2618
My wages are good 3.294 1.2071
All my talents and skills are used at work 3.961 1.1767
I get along with my supervisors 4294 1.1133
I feel good about my job 4.167 1.0349

Note: Author’s calculations based on data analysis in SPSS 23.00

Table 6. Results of Pearson’s linear correlation between respondents’
attitudes about familiarisation trips, the generic job satisfaction scale,
the multidimensional work motivation scale, and its subscales

Statement

Identified regulation
Introjected regulation
External regulation
Multidimensional
work motivation scale
Generic job
satisfaction scale

I'like to go on familiarisation trips. 0.062 0.126 0.169 0.145 0.211°

I'look forward to going on a 0.077 0.126 0.176  0.151 0.272"
familiarisation trip.

During the familiarisation trip, I 0.206" 0.226" 0.152 0206 0.281"
sometimes feel like I’'m on vacation.

Familiarisation trips are very 0.094 0.210" 0.240° 0.194 0.292™

important for the quality of my work.
Familiarisation trips make it easier for 0.155 0.251" 0.270"" 0.225" 0.372"
me to do my job.
Familiarisation trips have a positive ~ 0.092  0.252" 0.210" 0.191 0.322™
effect on my work motivation.
Familiarisation trips have a positive ~ 0.154  0.307" 0.280"" 0.242" 0.338"™
effect on my job satisfaction.

*Correlation is significant at the 0.01 level

*Correlation is significant at the 0.05 level
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DISCUSSION

The analysis of the respondents’ attitudes regarding familiarisation
trips showed that the majority of the statements recorded high average val-
ues, indicating an overall positive perception of familiarisation trips and
their benefits. Thus, these findings supported H1, which proposed that
there are positive perceptions of employees in the tourism sector in Serbia
according to the benefits of familiarisation trips for performing their busi-
ness tasks. The statements “Familiarisation trips are very important for the
quality of my work” and “Familiarisation trips make it easier for me to do
my job,” which are accompanied by the highest average values and a small
standard deviation, emphasise the importance of familiarisation trips for
the realisation of regular business tasks of the respondents. The results of
the single-factor analysis of variance further indicated that the attitude “Fa-
miliarisation trips make it easier for me to do my job” was particularly
prevalent among respondents over 40 years old, who have significant pro-
fessional experience and who, unlike younger generations, primarily those
ages 18 through 30, recognise the importance these journeys possess.
Meanwhile, the statement “During the familiarisation trip, I sometimes feel
like I’'m on vacation,” which recorded the lowest average values and a
higher standard deviation, alluded to the fact that familiarisation trips are
generally perceived as a work task, without the presence of elements of rest
and leisure. This kind of information is not surprising, especially taking
into account the purpose of the trip itself.

Observing the values of the multidimensional work motivation scale
and its subscales, it was determined that the respondents were primarily
guided by intrinsic motivation, followed by identified regulation, indicat-
ing that they are under the influence of autonomous motivation. Namely,
the satisfaction of basic needs, that is, the need for autonomy, competence,
and relatedness, affects the type of motivation of the employee. When man-
agers enable the satisfaction of basic needs, employees are autonomously
motivated (Van den Broeck et al., 2016) and approach the realisation of
their work tasks with pleasure, realising their value and importance (Ryan
& Deci, 2017). Autonomously motivated employees achieve better results
and are generally happier at work (Deci et al., 2017). Additionally, they
report higher levels of job satisfaction and record lower levels of subjec-
tively experienced stress (Fernet & Austin, 2014; Gagné et al., 2010).

The values of Pearson’s linear correlation between respondents’ at-
titudes towards familiarisation trips and the multidimensional work moti-
vation scale, and its subscales, showed a medium positive correlation with
most statements. This relationship was present across all subscales except
for those related to intrinsic motivation, where no significant correlation
was observed. This could suggest that familiarisation trips are perceived
mostly as an activity primarily motivated by external, controlling factors
rather than by genuine interest or enjoyment. As controlled motivation is
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influenced by external rewards, power dynamics, or driven by internal
pressures such as guilt or the need to preserve self-esteem (Ryan and Deci,
2017), relying on such motives may undermine employees’ autonomous
motivation. Therefore, when organising and conducting familiarisation
trips, it is important to create conditions that enable employees to satisfy
their basic psychological needs, which could help reduce the feeling of ex-
ternal control. Additionally, the medium positive correlation between the
generic job satisfaction scale and the statements related to familiarisation
trips indicates the potential of using these trips as a tool for increasing em-
ployees’ work motivation. If considering familiarisation trips as a form of
employee training, it could be said that the findings of this study are in line
with the main results of studies conducted by Ozkeser (2019), Meira et al.
(2023), and Iskandar et al. (2024), who indicated positive relations between
training and employees’ work motivation and job satisfaction. This sug-
gests that, when positively perceived, familiarisation trips could contribute
to achieving higher levels of job satisfaction. If employees view these trips,
which are an integral part of their professional roles, as enjoyable and if
they do not trigger stress, they can positively affect work motivation. Cur-
rently, the observed correlation results primarily link familiarisation trips
to introjected and external regulation, indicating the presence of controlled
motivation. However, the medium positive correlation between the state-
ment “During the familiarisation trip, I sometimes feel like I’'m on vaca-
tion” and identified regulation indicates that these trips have the potential
to fulfil personally valued goals, and thus, they could develop more auton-
omous forms of motivation. Therefore, it can be concluded that the above-
presented research results provide support for H2, which posited that there
are correlations between employees’ perceptions of the benefits of famil-
iarisation trips in the tourism sector in Serbia and employees’ job satisfac-
tion and work motivation.

CONCLUSION

Familiarisation trips are a type of business trips that have numerous
potential. Since they require significant investments, primarily in money
and time, it is irresponsible to view them only as promotional tools; thus,
this research aimed to see whether they can also be used as tools for in-
creasing the work motivation and job satisfaction of employees in tourism.

Observing the obtained results, it can be concluded that respondents,
or more precisely the employees in tourism in this case, have a positive
attitude towards familiarisation trips and that they recognise the benefits
they bring in the realisation of their business tasks. It is noticeable that these
trips are in correlation with the job satisfaction of employees and their work
motivation, as well. For now, familiarisation trips are in the highest corre-
lation with controlled motivation, which, if compared to autonomous mo-
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tivation, generally results in less favourable business results. Accordingly,
for the sake of the prosperity of an organisation in all aspects of business,
it should strive to enable the satisfaction of the basic needs of employees,
that is, the needs for autonomy, competence, and relatedness, which would
create an environment that fosters and allows the prosperity of autono-
mously motivated employees. In the context of familiarisation trips, the
focus should be on their redesign to enable the satisfaction of these needs.
First of all, as these trips are imbued with a certain level of stress due to
their nature as a work task, additionally burdened by the requirements of
the trip, the focus should be placed on recognising and reducing the most
common causes of stress, that is, the loss of time, surprises, and routine
interruptions, to a minimum. This would be achieved by carefully planning
the trip, as well as by creating an itinerary that would enable the best pos-
sible balance between work tasks and free time available to employees, to
reduce the physical and psychological burden to the lowest possible degree.
Employees should be allowed to spend their free time engaging in activities
that they perceive as fun and relaxing. By introducing these changes, the
image of familiarisation trips in the perception of employees would be sig-
nificantly changed, and better use of this underutilised resource would be
enabled.

The conducted research significantly contributes to the enrichment
of knowledge about general perceptions of familiarisation trips among
tourism employees in travel agencies of Serbia, and correlations between
such perceptions and their work motivation and job satisfaction. However,
it also has its limitations. Namely, there is a small proportion of male re-
spondents in the given sample, which can influence the making of wrong
conclusions that are not valid for both sexes. No matter the fact, such a
proportion of males and females in the sample is not so surprising when
speaking about the survey research conducted within social sciences. Over-
all, only employees in travel agencies and travel intermediaries are in-
cluded in the sample, while employees from other companies in tourism
who also participate in familiarisation trips have been left out of the sam-
ple. Future research should overcome these limitations. Also, future re-
search could put its focus on identifying the positive and negative aspects
of familiarisation trips and providing proposals and more concrete
measures for planning more efficient trips, which will achieve greater ben-
efits for the organisation.
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HOTEHIINJAJIM KOPUILITEA CTYANJCKUX
ITYTOBAIbA 3A IIOBERABAILE PATHE MOTUBALIUJE "
3A1I0OBOJbCTBA ITOCJIOM
KOA3AIIOC/IEHUX Y TYPU3MY

Jlenka UctujanoBuh, Musiena HenesbkoBuh KnexxeBuh,
Maja Mujatos Jlagnuop6uh
VYuusepsurer y HoBom Cany, [Ipuponno-maremarnuku dakynrer, HoBu Cax, Cpouja

Pe3ume

Csaxo npeny3ehe cycpehe ce ca 13a30BoM Kako Haj00Jbe J1a MCKOPHCTH JOCTYIIHE,
JMMHATHPAHE pecypce Kako OM OCTBAPMIIO COTNICTBEHE IIJBEBE M YECTO Kao Haj3HAuajHHja
JIETCPMIHAHTA yCIeXa jaBJbajy ce JbYICKU PECYpPCH, OTHOCHO XyMaHH KaIuTaj npeay3eha.
CreneH 10 kor he 3amociieHn 1a HCKOPUCTE CBOja 3HAM-A, BEIITHHE U APYTe KOMIICTCHIIH]e
Y BEJIMKOj MEpH yCIIOBJbEH j& FBUXOBOM MOTHBAIIM]OM 32 PaJ M 3a7J0BOJECTBO MOCIIOM, T€ j&
HEOITXO/IHO KOHCTAHTHO yJIaraTd Harope Kako OM ce OHM O/Ip)KajIi Ha ONTHMAJIHOM HUBOY.
OBo Moxe na Oyne mocebaH M3a30B y CEKTOPY IOMYT TypH3Ma, y KOM Cy 3allOCICHH
W3JI0)KEHN 3Ha4ajHOM HUBOY CTpeca, KOjH je YCIIOBJbeH OpojHMM (hakTopuMa Koju He
HOTHYY CaMO U3 CHEIM(PUIHOCTH TYPUCTHUKOT TP)KHUIITA, Ka0 U came MPHUPOJIE TOCIa.

Crymjcka ImyToBama, OHOCHO IyTOBaba Koja ce OpraHu3yjy ca MPUMapHUM LHJbEM
YIO3HaBHa TYPUCTHYKHX NTOCPEIHNKA Ca BPEIHOCTHMA HEKe JICCTHHALIM]E, 32 3aI0CIICHE Y
Typu3My TIPEACTaBIbajy MOCIOBHA ITyTOBamka mpahena oapehennM HuBooM crpeca. [lomro
0Ba ITyTOBaa OCTBApYjy oApeleHn HeraTuBaH edekar Ha 3arocieHe, U yjeIHO H3UCKY]Y
3Ha4YajHE MHBECTHUIIN] €, HCTPAKUBAHE j€ UMAJIO 3a/1aTaK J]a OTOBOPH Ha MUTAKE /1A JIH CTY-
JIMjCKa MyTOBamka MOTY Jia UMajy JBOjaky (hyHIM]y, OJJHOCHO Ja JIU CE OHA MOTY UCKOPH-
CTHTH M Kao aJlaTH 3a noBehame pajHe MOTHBALMje U 3a7J0BOJBCTBA TIOCIIOM 3aIIOCIICHHX Y
TYpH3MY.

CrpoBoljereM HCTpaKUBarba Koje je 00yxBaTmwio y3opak oa 102 ucCrmHTaHHKa, KOjU
YHHE WHIUBHUIYE 3al0CeHe y TYPUCTHYKAM arcHIfjama U cyOareHmujamMa Koje akTHBHO
TOCTTyjy ¥l IMajy cenuire Ha Tepuropuju Permyomike Cpouje, yTBpheHo je ma 3anocieHu y
TypU3My MMajy TIO3HTHBAH CTaB Ka CTYHjCKUM ITyTOBalbMMa U J1a TIPENo3Hajy OeHedure
KOje OBa IMyTOBamka JJOHOCE Y Pean3alliji HUXOBUX TOCIOBHHX 33/1aTaka. [IpemnosHar je
YTHI[Aj CTYIMjCKUX ITyTOBara Ha 3aJI0BOJECTBO MOCIIOM 3alOCIICHHX, IITO KOHCEKBEHTHO
MOJKe J]a Ce O/Ipa3u U Ha FHXOBY MOTHBALIM]Y 32 pajl. 3a caja, CTyIijcKa IyTOBamba, Kao 1
ocraje pagHe obaBese, KO OBOT CErMETHA 3alloClCHUX Y TypH3My OHMBajy HOJ yTHLajeM
KOHTPOJIMCaHEe MOTHBALHje.

3apapn mpocnepurera npenyseha, Tpeda TeXUTH oMoryhemy 3a10BOJbEHa OCHOBHHUX
notpeda 3amocieHnX, OTHOCHO MoTpedama 3a ayTOHOMHjOM, CIIOCOOHOIINY M ToBe3a-
Horhy, Kako OM ce Kperpaio OKpyXeme Koje HEeyTyje W JI03BOJbaBa MPOCIEPUTET ayTo-
HOMHO MOTHBHCAHHX 3aII0CJICHHX. Y KOHTEKCTY CTY/IMjCKUX [Ty TOBama TeXXHUILITE Tpebda rMo-
CTaBUTH Ha HbUXOBO PEIM3ajHUPam-e Kako O1 ce M y OBOM acieKTy oMoryhuo 3a10B0sbethe
Jnatux notpeda. [IpeBacxoiHo, MOIITO JaTa MyTOBaba OMBajy MpoXKeTa opel)eHM HUBOOM
ctpeca, Gokyc Tpeba MOCTaBUTH Ha MPENO3HABAKE U PEIYKOBahe Hajuellhux y3poYHHKa
cTpeca Ha MUHMMYM. [IaKJbUBUM TUIaHUPAEM TyTOBaHa, KA0 M KPEUpameM UTHHEpEpa
Koju O cTBOpHO mTO O0JbK OanaHc m3Mel)y paqHUX 3a/aTaka U cJI000HOT BpEeMEeHa JI0-
CTYITHOT 3aIl0CJCHIMA, JIOTPUHENO O ce CMarbelby (DH3HUKOr M IMCHXHYKOT Tepera. Yje-
IIHO, Tpebayo 6u oMoryhHTH 3alocieHnMa Ja 1aTto cJI000HO BpeMe mpoBeny OaBehu ce
aKTHBHOCTHMa KOje NepIMmumpajy Kao 3abaBHe M omymTajyhe. YBohemeM oBHX HM3MeHa,
3Ha4ajHO OM Ce MPOMEHHO NMHIJ CTY/IHjCKHX ITyTOBamba U oMoryhua Ou ce 6osba yrnorpeba
OBOT" HEZIOBOJBHO HCKOPHIITEHOT pecypca.



