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Rescarch on Generation Z in their role as residents remains relatively scarce compared to the growing
body of literature examining them as tourists. Given their strong collective consciousness and
pronounced concern for sustainability and local communities, even in travel contexts, it is important
to investigate the factors shaping their engagement with the local tourism environment. Thus, the
present study aims to examine the influence of Generation Z residents’ personality traits on their
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expectations towards destinations compared to older
generations (Nguyen et al.,, 2024; Schonherr &

o o - v . s 9 e X X .
Generation Z, born between 1997 and 2012, 1s Pikkemaat, 2024). As the newest generation of

characterized by a strong collective Comaou‘?neﬁ a.nd tourists, and increasingly present as residents and
a value system shaped by global events, including future decision-makers, understanding Generation 7Z/’s
UIll\I'CIbdllbIIl, beIlt.?\'()lCIl(C, . helf-(il.l'e(,tl()ll, sustainability preferences has become essential for the
achievement, and security (Agustina & Astari, 2022; tourism industry (Vancia et al., 2023)
Sakdiyakorn et al., 2021). Generation 7 tourists are Recent research on Generation 7. as tourists has

searc p /, as tourists has

articularly concerned about sustainability . S . . )
p y al e s primarily focused on sustainable tourism, pandemic-

environmental sustainability, and local communities, related risks, factors influencing destination choice,
and travel behavior (e.g., Dragin et al., 2023; Kubikova
& Rudy, 2024; Popsa, 2024; Porutiu et al., 2024), with

some studies comparing them to other generations

and they tend to favor authentic travel experiences
(Haddouche & Salomone, 2018; Marlina et al., 20206;
Salinero et al., 2025). Previous research indicates that
this generation demonstrates heightened awareness of - .

.g ) 5 ] ) (e.g., Prayag et al., 2025). On the contrary, studies on
environmental and climate-related 1ssues, often

] ] Generation 7 as residents remain scarce and mostly
expressing stronger pro-environmental values and
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address career intentions in tourism, perceptions of
sustainable tourism i their cities, city brand
personality, and overall residents’ satisfaction (e.g.,
Bermuadez-Gonzdlez et al., 2023; Priporas et al., 2020;
Sfodera et al., 2024).

To the best of our knowledge, no rescarch has
directly examined how Generation 7. residents’
personality traits influence their engagement with
tourism and the city, including the perception of
tourism development’s sustainability, place
attachment, emotional solidarity towards tourists, and
destination brand ambassadorship behavior. Studying
these constructs among residents 1s important, as it
helps to understand how Generation 7 can actively
shape local tourtsm and contribute to promoting their
city.

The empirical research was conducted in Novi
Sad, Serbia, a city that gained international recognition
as the Furopean Youth Capital in 2019 and the
Furopean Capital of Culture in 2022. In this context,
understanding how Generation 7. residents engage
with tourism development becomes particularly
relevant for the long-term sustainability of the
destination.

Thus, the main aim of the present research 1s to
contribute to the relatively limited tourism literature
on Generation 7 residents. Its originality lies in
examining the direct relationships between residents’
personality traits and several constructs that have not
been previously investigated in this way, including the
perception of tourism development’s sustainability,
place attachment, emotional solidarity towards
tourists, and destination brand ambassadorship

behavior.
LITERATURE REVIEW

Personality

Personality 1s a relatively stable set of
psychological and behavioral characteristics that
influence an individual’s thoughts, beliefs, and actions
(DeYoung, 2010; Dwairy, 2002). In tourism research,
the Five-Factor Model (Goldberg, 1992) and the Big
Five Model (Costa & McCrae, 1992) are widely used.
These models include the traits of Extraversion,
Agreeableness, Conscientiousness, Neuroticism, and
Openness to Experience. The HEXACO model (Lee
& Ashton, 2004) adds Honesty/Humility and refines

the existing traits, which allows for better prediction of
behavior and attitudes (Sohn & Lee, 2012).

Extraversion represents sociability, assertiveness,
and positive engagement with others. Extraverts are
generally optimistic, enjoy social interactions, seek
stimulation, and experience positive emotions such as
happiness and enthusiasm (Baiocco et al.,, 2017,
Duque & Espin, 2024). Agreeable individuals are
cooperative, empathetic, and compassionate. They
value harmony, avoid conflicts, and prioritize
relationships.  Their  social  interactions  are
characterized by kindness, understanding, and a
collaborative attitude (McCrae & John, 1992;
Wranker et al.,, 2015). Conscientious individuals
demonstrate organization, discipline, and
responsibility. They set goals, show competence,
maintain order, and have a strong sense of duty. They
are achievement-oriented and practice self-discipline
(Baiocco et al., 2017; Ruiz, 2003).

Neuroticism refers to a tendency to experience
negative emotions such as anxiety, stress, and
emotional sensitivity. Those scoring high in this trait
may experience heightened emotional responses and
mood fluctuations (Baiocco et al., 2017; McCrae &
John, 1992). Openness to Experience reflects
curiosity, creativity, and a willingness to explore new
ideas and experiences. Individuals high in this trait
appreciate aesthetics, fantasy, and novelty, and are
often inclined to re-examine social, religious, or
political norms (Baiocco et al., 2017; Duque & Espin,
2024). Honesty/Humility captures sincerity, fairness,
and modesty. Individuals with high levels of this trait
act ethically, avoid manipulation, and value integrity
(Baiocco et al., 2017; Lee & Ashton, 2004).

The perception of tourism development’s
sustainability

Sustamable tourism development refers to the
implementation of responsible strategies that assess
the economic, social, and environmental outcomes of
tourism for local communities, so that benefits are
maximized and negative impacts are minimized
(Agarwal et al., 2024). For tourism to be sustainable, it
must consider how it affects the daily lives of local
residents, the preservation of community activities and
public spaces, and the ntegration of infrastructure
within the city (Aytekin et al., 2023; Stlidis &
Terzidou, 2014).

For residents of a city that 1s a visited tourist

destination, the economic dimension of sustaiability
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includes attracting investments and improving
residents’ mcome and quality of life. The
socio-cultural dimension covers tourism’s role in
promoting local culture and identity and supporting
cultural activities. The environmental dimension
mvolves tourism’s contribution to protecting the
natural environment and improving public spaces
&  Monroy-Rodriguez,  2025;
Negrusa et al., 2016; Sagovnmic' et al., 2022).

A growing body of research in environmental

(Caro-Carretero

psychology and sustainable tourism indicates that
personality traits shape individuals’ environmental and
climate-related perceptions. Openness to Experience
and Honesty/Humility have been consistently
associated with stronger environmental concern and
climate change awareness, while Conscientiousness
positive
associations  with  pro-environmental  attitudes
(Drosinou et al., 2025; Soutter et al., 2020). Within
sustainable tourism contexts, studies focusing on

and  Agreeableness show  moderate

Generation 7 suggest that Openness and
Conscientiousness —are  especially  relevant  for
sustainability awareness, reflecting openness to change
and a sense of responsibility towards long-term
development (Garda et al., 2025; Salinero et al., 202)5).
These findings suggest that personality traits function
as perceptual filters through which environmental
aspects of tourism development are interpreted,
although their influence may depend on the local
visibility of environmental impacts and broader socio-
economic conditions. Residents’ perception of these
sustainability dimensions influences their support for
or opposition to further tourism development (Tasci

etal., 2022; Uslu et al., 2023).

Emotional solidarity towards tourists

Emotional solidarity refers to the emotional
bonds that develop between residents and tourists and
influence residents’ attitudes and behaviors towards
visitors (Aleshinloye et al., 2025; Phuc & Nguyen,
2020; Woosnam, 2011). The concept was first
introduced by Woosnam and Norman (2010), who
highlighted its importance in understanding residents’
interactions with tourists. Emotional solidarity towards
tourists 1s reflected in three dimensions. Welcoming
nature reflects residents’ pride in hosting tourists and
their recognition of visitors’ contribution to the local
economy, which leads to positive attitudes and fair
treatment. 'motional closeness captures the sense of
connection that may develop into a deeper, more

personal relationship.  Sympathetic understanding
refers to residents’ perceptions of shared interests with
tourists and their feelings of empathy, affection, and
mutual understanding (Woosnam & Norman, 2010;
Yozukmaz et al., 2020).

Place attachment

Place attachment describes the bond that
develops between individuals and specific places and
reflects the meanings they attribute to those settings
(Debenedetti et al., 2014 Jiang et al., 2016). Although
the literature generally recognizes its multidimensional
nature (Jiang et al., 2016; Plunkett et al., 2019;
Strzelecka et al., 2017), tourism research often adopts
a two-dimensional conceptualization that emphasizes
place identity and place dependence as its core
components (Blesi€ et al., 2022; Li et al., 2023; Niu &
Chen, 2022; Sagovno\r'ic' & Kovacié, 2024).

Place identity refers to the feelings, emotions, and
symbolic meanings attached to a place that contribute
to shaping an individual’s sense of self (Proshansky,
1978). It captures the extent to which a place becomes
part of who a person is and reinforces a sense of
belonging (van Tilburg et al., 2025). Place dependence
represents a more functional dimension of
attachment, as it concerns goal-directed connections to
a particular setting (Shumaker & Taylor, 1983). It
evaluates how effectively a place satisfies individuals’
needs and supports their preferred activities,
particularly in comparison to alternative locations
(Anton & Lawrence, 2014; van Tilburg et al., 2025).

Destination brand ambassadorship behavior

Brand ambassador behavior describes residents’
voluntary efforts to recommend, endorse, and
promote their city to external audiences (Zhao et al.,
2022). It

communication and supportive messages about their

includes  positive  word-of-mouth
place of residence directed towards potential visitors
(Taecharungroj, 2016). As informal representatives of
the destination brand, residents convey credible and
favorable information about the tourism destination
and shape potential tourists’ perceptions and

Intentions to visit (Amani, 2023).
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No community 1s homogeneous, and for every
resident within a community, there may be just as
many perspectives, with personality traits playing a
central role in shaping these differences (Moghavvemi
et al., 2021). To date, no empirical studies have
mvestigated the direct influence of residents’
personality traits on the perception of tourism
development’s sustainability, and research examining
this relationship among Generation 7. residents
remains limited. However, research grounded in the
Big Five and HEXACO frameworks suggests that
personality traits shape how individuals evaluate
tourism’s €Conomic, soclo-cultural, and
environmental 1mpacts, although these effects are
often context dependent. Research by Garda et al.
(2025) found that Extraversion, Agreeableness,
Conscientiousness, and Openness to Experience
significantly influence residents’ sustainable tourism
awareness. In this regard, Honesty/Humility has been
identified as  particularly  relevant  for  pro-
environmental attitudes and ethical evaluations related
to sustainability (Soutter et al., 2020). Also, previous
studies indicated that Conscientiousness increases the
likelihood of engaging in behaviors that support
environmental protection, and greater Openness to
experience promotes curiosity about different cultures
and diverse experiences (Chen & Phou, 20138).
Research focusing on Generation 7 further indicates
that personality-driven differences in sustainability
perceptions exist, while place-based resident
perspectives, especially i urban tourism contexts,
remain underexplored (Homer & Kanagasapapathy,
2024; Passafaro et al., 2015; Salinero et al., 2025).

Based on these findings, the following hypothesis is

proposed:

HI1: Generation 7 residents’ personality traits
influence their perception of tourism development’s

sustainability.

To the best of our knowledge, tourism literature
examining the direct influence of residents’ personality
traits on emotional solidarity towards tourists remains
limited. However, Moghavvemi et al. (2017) examined
the role of personality traits as a moderator and found
that the effect of Welcoming nature and Emotional
closeness on residents’ attitudes towards tourism
development differed among individuals with high
levels of Agreeableness and Extraversion. Also,
Woosnam et al. (2024) found that traits such as
empathy and narcissism shape residents’ emotional
solidarity towards tourists. Thus, we propose the
following hypothesis:

H2: Generation 7. residents’ personality traits

mfluence their emotional solidarity towards tourists.

So far, tourism research has not examined the direct
effect of residents’ personality traits on place
attachment, especially among Generation Z residents.
In related research, Moghavwemi et al. (2021)
investigated residents’ personality traits as moderators
in the relationship between community attachment

Table 1. Sample characteristics (N=215)

Gender
Male 22.3%
Female 77.7%
Occupation status
Employed 25.1%
Unemployed 74.9%
Frequency of traveling
Once a week 7.4%
Once a month 20.5%
Once in a six months 47.4%
Once a year 24.7%

International Journal of Emerging Trends in Management Vol 2 No 2 (2026)



Sagovnovié et al.

48

and overall satisfaction with tourism. Their findings

showed  significant  moderating  effects  for
Extraversion, Agreeableness, Conscientiousness, and
Openness to Experience. Besides, previous studies
have shown that consumers’ personality traits shape
different forms of emotional attachment to the brand.
For instance, Mann and Rawat (2016) found that
Extraversion  influences  passionate  emotional
attachment, Neuroticism influences affectionate
attachment, while Conscientiousness and Openness to
Fxperience mfluence connection-based emotional
attachment. These findings suggest that personality
traits may also shape emotional bonds in other
contexts, including place attachment. Therefore, the

following hypothesis is proposed:

H3: Generation 7 residents’ personality traits
influence their place attachment.

The influence of residents’ personality on their
destination brand ambassadorship behavior

There 1s limited research in tourism literature
examining the direct effect of residents’ personality
traits on destination brand ambassadorship behavior,

Personality

especially among Generation Z residents. Lakmali and
Kajendra  (2021) found that Agreeableness,
Extraversion, and Conscientiousness — positively
influence customer citizenship behavior. In marketing
research, citizenship behavior usually includes
voluntary  actions such as giving feedback,

recommending a service, helping others, and showing

tolerance (Balaji, 2014; Curth et al., 2014; Yi & Gong,
2018). Since destination brand ambassador behavior
involves similar voluntary and supportive actions, it 1s
reasonable to expect that personality traits may also
mfluence residents’ behavior as destination brand
ambassadors. Therefore, we propose the following
hypothesis:

H4: Generation 7. residents’ personality traits
influence their destination brand ambassadorship

behavior.
METHODOLOGY

Sample

The sample consisted of 215 Generation 7
residents living in the city of Novi Sad, Serbia. The
gender distribution included 22.3% and 77.7% female
respondents. Regarding occupation status, the
majority of participants were unemployed (74.9%).
Also, the highest percentage of respondents indicated
that they travel once every six months (47.49).

The perception of tourism
development’s
HI sustainability

Emotional solidarity

H2 ;
towards tourists
H3
Place attachment
H4

Destination brand
ambassadorship behavior
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This study forms part of broader research
the
Generation 7 residents’ personality traits, perception

examining complex relationships  among

of tourism development sustainability, emotional

solidarity  towards tourists, place attachment,

destination brand ambassadorship behavior, and

support for sustainable tourism development. The

dimensions: Sympathetic understanding, Welcoming
nature, and Emotional closeness. The fifth section
assessed participants’ place attachment using the 6-
item scale by Chen et al. (2018), which included the
dimensions of Place identity and Place dependence.
Finally, the sixth section evaluated respondents’
destination brand ambassadorship behavior with the
4-item scale developed by Zhao et al. (2022). All items
were rated on 5-point Likert-type scales.

Table 2. The influence of Generation Z residents’ personality on their perception of the economic dimension of tourism
development’s sustainability

Model R’ F p
Economic dimension of tourism - .
development’s sustainability 094 8.588 002
B SE B B t p
Extraversion -016 400 -017 -.249 .804
Agreeableness 167 .060 195 2.790 .006
Conscientiousness .094 .059 .108 1.592 1138
Neuroticism -.080 .036 -.148 -2.193 .029
Openness to experience .020 .046 .028 422 .673
Honesty/Humility .094 .036 .176 2.585 .010

first section of the survey collected basic demographic
information, including gender, occupation status, and
frequency of travel. The second section measured
respondents’ personality traits using the 24-item Mini-
IPIP6 scale developed by Sibley et al. (2012), covering
dimensions: Agreeableness,

SIX Extraversion,

Conscientiousness,  Neuroticism,  Openness  to
Experience, and Honesty/Humility. The third section
measured  participants’  perception of  tourism
development sustainability with the 23-item scale by
Negrusa et al. (2016). The perception of sustainability
was assessed across three dimensions: economic,
socio-cultural, and environmental. The fourth section
assessed respondents’ emotional solidarity towards
12-item

Woosnam and Norman (2010), encompassing three

tourists using the scale developed by

The survey was carried out between December
2022 and November 2023 in Novi Sad, Serbia. Data
were collected using both traditional paper-pencil
questionnaires and an online version created in
The
distributed via social media platforms, including

Google Forms. online questionnaire was

Facebook and Instagram. A combination of

convenience and snowball sampling was used, as
participants  were  encouraged to  share the
questionnaire with friends and family members. All
respondents were informed about the scientific
purpose of the research, and their participation was

4anonymous and \'()llllltﬂl‘_V.

Table 3. The influence of Generation Z residents’ personality on their perception of the socio-cultural dimension of tourism
development’s sustainability

Model R’ F p
S()a()-culmra} dlIllCI}SlOQ .of tourism 056 9.079 058
development’s sustainability

B SEB B t P
Extraversion .069 067 071 1.027 .306
Agreeableness 107 .064 119 1.667 .097
Conscientiousness .080 .063 .087 1.255 211
Neuroticism -.044 .039 -.078 -1.131 .259
Openness to experience 045 .050 .062 902 .368
Honesty/Humility .062 .039 110 1.589 114
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Table 4. The influence of Generation Z residents’ personality on their perception of the environmental dimension of tourism
development’s sustainability

Model R F P
Enw.romncnlal dmlcn’mon o{ N 040 1.438 1909
tourism development’s sustainability

B SEB B t P
Extraversion -055 .067 -.058 -.832 406
Agreeableness .068 .064 .077 1.067 .287
Conscientiousness .063 .063 .070 1.000 318
Neuroticism -.065 .039 - 117 -1.678 .095
Openness to experience .063 .050 .088 1.271 205
Honesty/Humility .044 .039 .080 1.139 256

dimension of tourism development’s sustainability,
with Neuroticism exerting a negative effect on this
perception.

All statistical analyses were performed using SPSS On the other hand, regarding the perception of
(Statistical Package for the Social Sciences), version socio-cultural and environmental dimensions of
o¢ tourism development’s sustainability, the results did
23.0 e

De .

Table 5. The influence of Generation Z residents’ personality on their Sympathetic understanding

Model R F P
Sympathetic understanding .036 1.295 .261
B SE B B t p
Extraversion -.004 .093 -.003 -.046 .963
Agreeableness 204 .090 164 2.278 .024.
Conscientiousness .009 .089 .007 106 916
Neuroticism -017 055 -.022 -.314 754
Openness to experience .027 .069 .027 .385 .701
Honesty/Humility .076 .055 .098 1.400 .163

not indicate any statistically significant nfluences
(Tables 3 and 4). Based on these, Hypothesis 1 can be
considered partially supported.

With respect to emotional solidarity towards

. N . . ourists, > findings revea statistically significa
T ) . . i ¢ lents’ tourists, the findings revealed statistically significant

o explore the direct ellect ol residents - . . . . .
. . he | . | effects of personality traits only on Welcoming nature
personality traits on the mvestigated constructs, a - . . C e -
. ) . ’ (Table 6), while no significant effects were detected on
linear regression analysis was conducted. . . L
. . Sympathetic understanding and Emotional closeness
Table 2 shows that Agreeableness, Neuroticism, _ )
| H Humili i | ] (Tables 5 and 7). Particularly, Agreeableness and
anc onesty/Humility signiiicantly miluence - .. .
‘ ) T S . _' ) Honesty/Humility had a positive influence on
Generation 7 residents’ perception of the economic

Table 6. The influence of Generation Z residents’ personality on their Welcoming nature

Model R’ F p
‘Welcoming nature 139 5.601 .000
B SEB B t p
Extraversion -.020 .083 -016 -.239 812
Agreeableness 361 .079 810 4.557 .000
Conscientiousness .026 .078 .022 .332 .740
Neuroticism -.094 .048 -.129 -1.951 .052
Openness to experience .042 .061 .045 .690 491
Honesty/Humility 152 .048 208 3.142 .002
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Welcoming nature, thus Hypothesis 2 can be

considered partially supported.

tend to be sincere, fair, and modest (Baiocco et al.,
2017; Lee & Ashton, 2004), which may lead them to

Table 7. The influence of Generation Z residents’ personality on their Emotional closeness

Model R F p
Emotional closeness .046 1.659 133
B SE B B t P
Extraversion 054 A15 .033 468 .640
Agreeableness 171 110 11 1.550 123
Conscientiousness .085 .109 054 782 435
Neuroticism -.045 067 -.047 -.675 500
Openness to experience 118 085 .096 1.385 .168
Honesty/Humility .107 .067 11 1.588 114

In terms of place attachment, the results showed
no statistically significant effects of Generation 7
identity.

However, Neuroticism and Openness to experience

residents’ personality traits on place
negatively nfluence place dependence (Tables 8 and
9), thus supporting Hypothesis 3.

Finally, the results showed that Agreeableness
exerts a positive influence on destinaion brand
ambassadorship behavior (Table 10), leading to the

acceptance of Hypothesis 4.

value fairness and opportunities for other community
members.

On the other hand, Neuroticism is linked to
greater sensitivity to uncertainty and potential risks,
which may result in more critical assessments of
tourtsm  development (Li et al., 2024). Thus, to
improve the perception of the economic dimension of
tourism development’s sustainability among residents
Neuroticism,  particularly

high 1in governance

approaches may help address concerns, and local

Table 8. The influence of Generation Z residents’ personality on their Place identity

Model R F P
Place identity 055 2.019 065
B SEB B t

Extraversion 154 .108 .099 1.427 155
Agreeableness 122 .104 .083 1.172 .243
Conscientiousness .050 108 034 490 .625
Neuroticism - 127 .063 -.139 -2.013 045
Openness to experience -.057 .080 -.049 -.709 479
Honesty/Humility 128 .063 141 2.029 .044

Firstly, the results showed that Generation 7

residents’ Agreeableness, Neuroticism, and
Honesty/Humility influence their perception of the
economic dimension of tourism development’s
sustainability, while Neuroticism has a negative effect.
This contributes to the existing tourism literature, as
the direct influence of personality traits on residents’
perception of tourism development’s sustainability is
still  underexplored. The positive role  of
Agreeableness 1s supported by the previous research
that showed that agreeable residents are more
supportive of sustainable tourism initiatives (Garda et

al., 2025). Also, individuals high in Honesty/Humility

authorities should organize targeted workshops that
highlight the economic benefits of tourism, such as
attracting investments, generating local budget
revenues, and creating employment opportunities.
Besides, as these individuals often experience higher
anxiety, stress, and emotional sensitivity (Balocco et
al., 2017; McCrae & John, 1992), the workshops
should address potential risks and explan how
challenges are managed.

In this context, the economic dimension appears
to be particularly significant for Generation 7.
residents, likely due to the local urban setting of Novi
Sad, the young age of the respondents, and the high
share of unemployed participants in the sample.
Although Generation 7. 1s often portrayed in the

literature as having strong sustainability values and
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heightened environmental awareness, much of this
research focuses on their behavior as tourists rather
than residents and rarely integrates personality traits or
place-based evaluations. Moreover, environmental
awareness does not always translate  into
environmentally responsible behavior. For instance,
Qiu et al. (2025) reported that Generation 7. tourists
engaged 1n less environmentally responsible behavior
than older generations. These gaps may help explain
why, in the present study, personality traits did not
significantly influence perceptions of the socio-cultural
tourism

and  environmental  dimensions  of

development’s sustainability. Economic concerns and

residents’ pride 1in hosting tourists and their
recognition of wvisitors’ contribution to the local
economy (Woosnam & Norman, 2010). Individuals
high in Agreeableness tend to be empathetic and
compassionate (McCrae & John, 1992; Wranker et al.,
2015), while those high in Honesty/Humility are
sincere, fair, and modest (Baiocco et al., 2017; Lee &
Ashton, 2004), making them more likely to value
genuine relationships and fair treatment of tourists.
On the other hand, the results indicated that
personality traits did not significantly influence
Emotional closeness and Sympathetic understanding.

This may be related to the young age of the

Table 9. The influence of Generation Z residents’ personality on their Place dependence

Model R P
Place dependence 107 4.175 .001
B SE B B t p
Extraversion 143 128 075 1.118 .265
Agreeableness -.042 123 -.024 -.347 .729
Conscientiousness .033 121 .018 .269 .788
Neuroticism -.256 .075 -.230 -3.429 .001
Openness to experience -315 .095 -222 -3.318 .001
Honesty/Humility .094 075 .085 1.256 211

uncertainty about the future may further overshadow
other considerations, particularly among younger
residents facing employment insecurity, resulting in a
stronger emphasis on immediate economic priorities
over abstract sustainability values.

Secondly, the results showed that Agreeableness
and Honesty/Humility positively influence only
Welcoming nature, one of the three dimensions of
emotional solidarity towards tourists. This contributes
to the current tourism literature, which lacks studies
on the direct influence of residents’ personality traits
on emotional solidarity. The present results are
partially supported by Woosnam et al. (2024), who
showed that empathy shapes residents’ emotional
solidarity towards tourists. Welcoming nature reflects

respondents and their imited experience with tourists.
Previous research suggests that Generation 7. often
shows less developed interpersonal skills and a lower
capacity for empathy compared to older age groups
(Cazan, 2024; Harber, 2011). Consequently, these
characteristics may reduce their ability to form deeper
connections with tourists or perceive shared interests.

Thirdly, the findings revealed that Neuroticism
and Openness to experience negatively shape
residents’ place dependence, contributing to the
limited tourism literature that examines the direct
relationship between personality traits and place
attachment. This 1s partially consistent with the study
by Mann and Rawat (2016), which found that

personality traits, including Neuroticism, influence

Table 10. The influence of Generation Z residents’ personality on their destination brand ambassadorship behavior

Model R’ F P
Destir}ation brand ambassadorship 094 3.601 009
behavior

B SE B B t p
Extraversion -.022 .094 -.016 -.233 .816
Agreeableness .345 .090 .267 3.837 .000
Conscientiousness 111 .089 .085 1.251 212
Neuroticism -.004 .055 -.066 -.980 .328
Openness to experience .037 .070 .036 538 591
Honesty/Humility .066 055 .082 1.213 227
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consumers’ affectionate attachment to the brand. In
the present study, residents with higher levels of
Neuroticism were less likely to perceive their city as
their preferred place of residence or to believe that no
better alternatives exist than Novi Sad. Accordingly,
communication

transparent regarding  urban

development  opportunities  and  comparative
advantages of the destination may help strengthen
place dependence. Providing clear and consistent
mformation about the city's advantages compared to
alternative  destinations may enhance residents’
perception of its functional value and, consequently,
foster place dependence.

Furthermore, individuals high in Openness to
experience are characterized by curiosity, creativity,
and a strong desire for novelty (Baiocco et al., 2017).
Given their inclination to explore new environments
and seek diverse experiences, they may be less likely
to develop strong place dependence or to perceive
their city as the most desirable place to live. From a
practical perspective, tourism authorities could design
interactive events and workshops in which these
residents participate as topic experts or creative
contributors. Such initiatives may promote knowledge
exchange and strengthen their place dependence.

The results pointed out an significant influence
of personality traits on place identity, which reflects an
emotional connection to a location as part of one’s
self-concept (Proshansky, 1978). This may be due to
the young age and life stage of the participants, as
individuals in late adolescence and early adulthood are
still exploring different environments and forming new
connections, which can temporarily reduce the
strength of attachment to a single place (Dallago et al.,
2009; Mazzei et al., 2025).

Lastly, the results showed that Agreeableness has
a positive effect on residents’ destination brand
ambassadorship behavior, making  another
contribution to the tourism literature, which remains
limited on this topic. This is partially supported by
prior research by Lakmali and Kajendra (2021), who
showed that Agrecableness positively shapes customer
citizenship behavior. As agreeable residents tend to
prioritize relationships and social interactions and are
cooperative and kind (McCrae & John, 1992;
Wranker et al.,, 2015), they may be motivated to
recommend their city to others seeking their advice,
encourage visits, and actively promote their city.
Therefore, local authorities could design imtiatives
that allow agreeable residents to interact directly with
tourists. For stance, such opportunities could

include taking on hosting or guiding roles, which
would leverage their cooperative nature and allow
them to promote the city effectively. It is also worth
noting that Generation Z residents are active users of
social media platforms such as Instagram and TikTok,
which they use to gather travel inspiration and share
experiences (Ivasciuc et al.,, 2025; Konieczna &
Trybus-Borowiecka, 2025; Marlina et al., 2026). This
suggests additional opportunities for them to promote
the city online alongside direct interactions with
tourists. Additionally, digital storytelling and narrative-
based communication strategies may further enhance
their advocacy role.

From a theoretical perspective, the findings
suggest that personality traits influence residents’
perceptions of tourism development sustainability
selectively, rather than universally across all
dimensions. This relationship is shaped by contextual
and life-stage factors, such as socio-cconomic position
and local urban setting. The results further idicate
that abstract sustamability values may not always
translate  into  locally  grounded  perceptions,
particularly among younger residents facing economic
uncertainty, emphasizing the need to consider both
personality and context In promoting sustaiable
tourism.

Limitations and recommendations for future
research

The main limitation of the present study is that
the sample consisted only of Generation Z residents
from a single nationality (Serbian). Future research
could benefit from mcluding participants from other
nationalities to improve generalizability. The sample
also showed an uneven gender distribution, with a
higher share of female respondents, as well as a
relatively high proportion of unemployed participants,
which should be considered when interpreting the
findings. Also, future studies could examine gender as
a moderator of the investigated relationships, while
employment status and broader socio-economic
characteristics could represent relevant factors for
further exploration, particularly in relation to
perceptions of tourism development’s sustainability
and other perceptions and behaviors related to
tourism 1In their city as residents. Moreover, it would
be valuable to explore these constructs in the context
of specific events. Future research could also
mvestigate whether the findings differ across types of
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destinations, such as mass tourism versus emerging
destinations, or seaside versus urban destinations.

Additionally, future research could examine the
role of Generation 7 residents m destination
promotion via social media such as Instagram,
Facebook, TikTok, and Reels. These activities are
often unpaid and driven by trends, yet they provide an
important way for young residents to share
experiences and increase the city’s visibility, while
offering a promising opportunity to explore how they
influence peer-to-peer and digital advocacy m local
tourism.

Finally, the present study did not explicitly test the
assumptions of linear regression, such as normality of
residuals and multicollinearity. Future research could
address these methodological aspects and, if a larger
sample 1s available, consider employing Structural
Equation Modeling (SEM) to examine the complex
relationships among the investigated constructs.
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