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beta-konvergenciji nakon uključivanja strukturnih kontrolnih varijabli. Ovi 

nalazi ukazuju da uočeno smanjenje disperzije može odražavati šire mehanizme 

makroekonomskog prilagođavanja, a ne sistematski proces sustizanja zemalja 

sa nižim nivoom dohotka. Rezultati doprinose literaturi o evropskim 

integracijama isticanjem razlike između dinamike disperzije i konvergencije 

zasnovane na ekonomskom rastu u postkriznom okruženju. 

Ključne reči (srpski): disperzija dohotka, sigma-konvergencija, Evropska unija, 

ekonomski rast, globalna finansijska kriza 

JEL: F15, O47, C23 
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Abstract 

The study focuses on understanding the factors that influence local residents’ 

support for tourism events, with particular attention given to the differences 

between Serbia’s two largest urban centers, Belgrade and Novi Sad. The Theory 

of Planned Behavior (TPB) model was extended by including the construct of 

community identification in order to capture the affective aspects of social 

engagement. Data were collected using a combination of online and field 

surveys, with a total sample of 968 respondents evenly distributed between the 

two cities. In addition to traditional statistical techniques, machine learning 

models, Artificial Neural Networks (ANN) and XGBoost, were employed to 

further validate the structure and significance of the predictors. The additional 

classification analysis showed that the models were able to successfully 

differentiate respondents from Belgrade and Novi Sad based on their responses, 

confirming the existence of structural differences in attitudes and perceptions. 

The findings suggest that attitude, subjective norms, perceived behavioral 

control, and community identification are significant predictors of support for 

tourism events, although their relative importance varies depending on the local 

context. The research highlights the importance of empowering local 

communities and fostering a sense of personal involvement as key elements in 

strengthening the destination’s image and ensuring the sustainable development 

of tourism events. 

Keywords: community support, fairs, tourism events, destination positioning 

JEL: Z32, R5 

1. Introduction  

In contemporary tourism, festivals and specialized events represent a key 

instrument for destination image building, attracting visitors, and stimulating 

local development. However, despite their economic and promotional potential, 

the success of such events largely depends on the attitudes and support of local 

residents (Getz & Page, 2016). Without a positive perception and community 

involvement, even the most ambitious projects may face resistance, 

indifference, or a lack of long-term sustainability (Higgins-Desbiolles, 2018; 

Gajić et al., 2024). Therefore, understanding the factors that shape public 

support is not only theoretically relevant but also practically essential for 

sustainable destination management. Previous research in this domain has 

primarily focused on analyzing the economic effects and tourist satisfaction, 

while the perspective of local residents has often remained secondary. Even less 

attention has been given to the psychological and social factors that influence 

people’s willingness to support tourism events held in their immediate 
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surroundings. In the context of Serbia, this issue is particularly relevant, as 

urban centers such as Belgrade and Novi Sad are key hosts of various events, 

yet rarely subject to comparative studies exploring the attitudes and engagement 

of their residents. 

The aim of this research is to identify and explain the key factors that influence 

public support for tourism events, with a focus on comparing two distinct urban 

settings. Special attention is given to understanding the role of personal and 

community identification, as well as perceived behavioral control and social 

norms, in shaping positive attitudes and intentions to support. This addresses an 

important gap in the literature, which has often overlooked the emotional and 

participatory dimensions of resident behavior in relation to local events. The 

significance of this study lies in its potential to provide a deeper understanding 

of the relationship between communities and tourism events, recognizing local 

residents not merely as passive observers but as active bearers of destination 

identity. The research contributes to ongoing academic discussions on the role 

of community in tourism, while also offering practical insights relevant to 

improving event planning and implementation. The study’s innovativeness 

stems from its locally grounded perspective and its integrative approach to 

examining the psychological, social, and cultural drivers of support, all in the 

service of sustainable destination development. 

 

2. Literature review 

Over the past two decades, research on tourism events has increasingly focused 

on local communities as active stakeholders rather than passive observers. 

Particular attention has been given to how residents perceive, evaluate, and 

support various forms of events. Through the lens of attitudes, social norms, 

identity, and perceived control over events, it becomes possible to understand 

the mechanisms that lead to either support for or rejection of manifestations 

within local communities. Wang and Yin (2019) critically reviewed the 

development of event studies and emphasized that most of the literature has 

focused on visitors and economic impacts, while local perspectives have 

remained marginalized. This gap becomes especially evident when considering 

studies such as those by Almeida, Teixeira, and Franco (2019), who analyze 

visitor satisfaction but do not explore the perceptions and reactions of the local 

community that enables those events. Similarly, Meeprom and Silanoi (2020) 

examine how the quality of experience influences visitor behavior while 

overlooking the roles of local actors, thereby missing an essential dimension of 

community participation. 
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In a critical tone, Higgins-Desbiolles (2018) analyzes the case of Kangaroo 

Island, highlighting the concept of “imposed events” that communities perceive 

as external and misaligned with their values, often leading to a lack of support. 

This risk becomes particularly pronounced in the case of large-scale events, 

such as those explored by Wang and Jin (2019), where success is often measured 

quantitatively rather than through the quality of resident engagement. On the 

other hand, Cassar, Whitfield, and Chapman (2020) examine the factors 

influencing attendance at professional conferences, emphasizing the role of 

social expectations and norms, factors that are equally applicable to local 

community contexts. Chen and Tham (2019) further contribute to this 

discussion by analyzing the spatial distribution and costs of academic 

conferences, pointing to inequalities that can affect local inclusion. Padilla et al. 

(2018), through the use of social media, map perceptions of tourist attractions, 

offering insight into how digital communities shape norms and expectations. 

Edelheim et al. (2018) enrich the discussion of identity by exploring the 

intangible benefits of academic events, while Presenza, Minguzzi, and Petrillo 

(2018), in the context of wine tourism, show that strengthening community 

identity leads to more sustainable management of tourism products. Similarly, 

Malchrowicz-Mośko and Poczta (2018) confirm that even small-scale sports 

events can generate a strong sense of belonging and local pride. Hemmonsbey 

and Tichaawa (2019) additionally underscore the contribution of local sports to 

destination branding and the construction of collective identity. 

Residents’ attitudes seen as a key component in shaping their relationship with 

events are often based on perceived benefits, as discussed by De Albuquerque 

Meneguel, Mundet, and Aulet (2019) in the context of gastronomic tourism. 

Folgado-Fernández, Di-Clemente, and Hernández-Mogollón (2019) confirmed 

this in their study of food fairs in Spain, where a clear link was observed 

between positive community attitudes and event success. Tonga Uriarte, 

Antognozzi, and Catoni (2019) emphasized that high levels of community 

engagement can also be achieved in mass events, such as Comic-Con, when the 

values of the local population are integrated into the event’s narrative. Frew and 

White (2015) analyze commemorative events and their role in the formation of 

collective identity, emphasizing the influence of shared values and collective 

memory in shaping behavioral norms. Nevertheless, Kim and Kaewnuch (2018) 

warn that existing literature has insufficiently addressed the role of social norms 

and values within local communities, calling for greater attention to these 

factors in future research. Community involvement in decision-making 

processes plays a vital role in fostering a sense of control over events. Rubinger 

et al. (2020) argue that long-term success depends on recognizing and respecting 

local interests. Dolasinski et al. (2021) call for a redefinition of event 
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management as a field toward greater inclusivity, while Laing (2018) proposes 

participatory models as a promising direction for festival development. 

Dziekański, Popławski, and Popławska (2024), in their study of pro-

environmental public spending, confirm that local initiatives are most successful 

when communities feel involved and empowered. Trust-based communication 

also proves to be a critical factor in building support, as noted by Rossanty, 

Nasution, and Irawan (2019) in their research on hospitality insights that are 

equally applicable to relationships between event organizers and local residents. 

Tien, Dung, and Tien (2019) explore the role of events in destination branding, 

Prdic (2012) explores the role of fairs as organized events, Prdić (2017) explores 

the marketing elements of organized fairs, while Vinyals-Mirabent (2019) 

highlights the importance of aligning communication practices with local 

identity to avoid discrepancies between image and reality. 

From a broader socio-demographic perspective, Chernyshev et al. (2023) 

explore how migration influences urban transformation, which has implications 

for community cohesion and the potential to form a stable base of event support. 

Hamm, Frew, and Lade (2018) examine the potential of hybrid and virtual 

events compared to traditional formats, yet it remains unclear whether such 

models can foster the same levels of social and identity-based connection as 

physical events. Ratkowski and Ratkowska (2018), in the context of sports 

tourism, stress the importance of emotional engagement and shared values, 

while the work of Sahu (2020) reiterates that no branding strategy can be 

successful in the long term without local community support. 

Based on the reviewed literature and the theoretical framework grounded in 

the Theory of Planned Behavior (TPB), it can be assumed that local support 

for tourism events including fairs and conferences is influenced by several 

interconnected psychological and social factors. Accordingly, the following 

hypotheses were formulated to examine the role of these constructs in 

predicting support for tourism events in urban environments: 

H1: Attitudes toward fairs and tourism events have a positive influence on 

community support. 

H2: Subjective norms positively affect local residents’ support for tourism 

events. 

H3: Identification with the local community positively predicts support for 

events. 

H4: Perceived behavioral control significantly influences the willingness to 

support fairs and events. 
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3. Methodology 

Between August 2024 and February 2025, a quantitative study was conducted 

in the cities of Belgrade and Novi Sad. These two cities were selected due to 

their prominent role as leading hubs for hosting conferences, fairs, and tourism 

events in the Republic of Serbia. Belgrade, as the capital city, represents a key 

destination for international and regional manifestations, while Novi Sad has a 

long-standing tradition in organizing cultural and thematic festivals and has 

previously held the title of European Capital of Culture (Gajić et al., 2024). 

Together, these cities encompass a wide spectrum of event-related practices and 

provide a relevant context for analyzing the attitudes and behaviors of local 

residents in urban environments. The study sample consisted of a total of 968 

respondents. According to the results of a G*Power analysis (f² = 0.15, α = 0.05, 

1–β = 0.95, number of predictors = 4), the sample ensured high statistical 

representativeness and power. The questionnaire was distributed using a 

combination of online and field data collection. In the online phase, distribution 

was carried out through social media platforms, local community forums, and 

mailing lists targeting students and citizen associations from both cities. 

Fieldwork was conducted in high-traffic public areas such as shopping centers, 

markets, and cultural venues, where final-year students of tourism and social 

sciences, following prior training, approached potential respondents directly. A 

purposive sampling method was employed, aiming to include adult citizens 

residing in one of the two cities, with a preliminary filter based on their exposure 

to local events and fairs. This approach ensured diversity in terms of age, 

gender, and educational background. The research was conducted in accordance 

with the ethical principles of social science, guaranteeing full anonymity and 

confidentiality for all participants. Collected data were used exclusively for 

research purposes. 

Respondents were adult residents of Belgrade or Novi Sad. In terms of 

demographics, 51.9% were women and 48.1% were men. The age structure 

included individuals aged 18–25 (23.5%), 26–35 (28.7%), 36–50 (31.1%), and 

over 50 (16.7%). The majority held higher education degrees (49.8%), while 

36.2% had completed secondary education, and the remaining 14% had either 

primary or post-secondary vocational education. Regarding employment status, 

59.4% were employed, 19.7% were students, 12.5% were unemployed, and 

8.4% were retired or otherwise economically inactive. Particular attention was 

paid to exposure to tourism events and conferences: 61.2% of respondents stated 

that they had attended at least one such event in their city within the past year, 

while 18.3% reported attending events multiple times annually (Table 1). 

Table 1. Sociodemographic profile of respondents 
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Category 

 

(%) 

Gender Female 51.9 

Male 48.1 

 

Age 

18–25  23.5 

26–35 28.7 

36–50  31.1 

51+  16.7 

 

Education 

Secondary 36.2 

Faculty 49.8 

Msc, Phd 14.0 

 

Employment 

Employed 59.4 

Sudents 19.7 

Unemployed 12.5 

Other (retirees etc.) 8.4 

Event attendance Once a year 61.2 

Several times 18.3 

Questionnaire design 

The questionnaire included a total of 17 statements operationalized within five 

latent constructs: attitude toward events (ATT), subjective norms (SN), 

community identification (ID), perceived behavioral control (PBC), and event 

support (SUPPORT). All items were measured using a five-point Likert scale. 

The SUPPORT construct was introduced as an additional dimension of 

behavioral intention, in line with contemporary interpretations of the Theory of 

Planned Behavior (TPB), which emphasize the importance of active 

engagement in local initiatives (Ajzen, 1991; Laing, 2018; An, Kim & Hur, 

2021). The original items were adopted and adapted from previous studies that 

applied the TPB framework in tourism and community contexts, with notable 

contributions from Almeida, Teixeira, and Franco (2019), Malchrowicz-Mośko 

and Poczta (2018), and De Albuquerque Meneguel, Mundet, and Aulet (2019). 

Based on thematic relevance to the local context and research objectives, certain 

items were modified, while the statements related to event support were 

originally developed for the purpose of this study. Content validity of the 

instrument was ensured through a thorough review of relevant literature and 

consultations with experts in tourism, psychology, and event management. Prior 

to the main data collection, a pilot test was conducted with a sample of 50 



121 
 

respondents from local communities in Belgrade and Novi Sad, with the aim of 

evaluating item clarity, questionnaire length, and technical feasibility. Based on 

the feedback and expert suggestions, minor adjustments were made to the 

wording of certain items to ensure better comprehension and interpretation 

among the broader population. All items were rated on a five-point Likert scale 

ranging from 1 (strongly disagree) to 5 (strongly agree). 

Operationalization and data processing 

The data analysis was conducted in multiple phases using IBM SPSS 26 and 

Python programming language, with the support of libraries such as scikit-learn, 

TensorFlow, XGBoost, and SHAP. In the first phase, standard descriptive 

statistical techniques were applied to present basic metrics, including mean 

values and standard deviations (Anderson, 2020). The validation of the 

measurement model involved the calculation of Cronbach’s alpha, composite 

reliability (CR), average variance extracted (AVE), and a multicollinearity 

check using the variance inflation factor (VIF)(Kyriazos et al., 2023). 

Subsequently, a regression analysis based on the Ordinary Least Squares (OLS) 

method was performed to determine the influence of the constructs: attitudes 

toward events (ATT), subjective norms (SN), community identification (ID), 

and perceived behavioral control (PBC) on support for events (SUPPORT). The 

final phase of the analysis involved the application of advanced machine 

learning methods, specifically artificial neural networks (ANN) and the 

XGBoost algorithm, in order to identify the factors that contributed most 

significantly to predicting residents’ support. The ANN model was designed 

with two hidden layers, consisting of 16 and 8 neurons, respectively, using the 

ReLU activation function and the “adam” optimization algorithm. The 

robustness of the ANN model was further validated using 3-fold cross-

validation. The obtained results demonstrated model stability, with an R² of –

0.332 ± 0.196, mean absolute error (MAE) of 1.293 ± 0.048, and root mean 

square error (RMSE) of 1.511 ± 0.062. These results confirm that the model 

successfully generalizes behavioral patterns across different subsamples, 

despite a slight decline in performance under stricter validation conditions, 

which is expected in psychological and social models characterized by high 

levels of subjective variability (Pan et al., 2022)). 

The interpretation of the contribution of individual indicators was conducted 

through SHAP analysis, with results visualized using SHAP bar plots and a 

forest plot with 95% confidence intervals, further confirming the robustness and 

stability of the analytical procedures applied. To additionally examine whether 
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there were differences between respondents from Belgrade and Novi Sad, a 

classification model based on XGBoost was implemented. The model was 

trained on all 17 questionnaire items, with the target variable being the city of 

residence. The results indicated that the model could classify respondents with 

an overall accuracy of approximately 71%, suggesting the existence of 

recognizable patterns in citizens' perceptions regarding local events. 

4. Results 

Descriptive and factor analysis 

The analysis of measurement items reveals a generally high level of agreement 

among respondents with the statements related to all examined constructs, as 

reflected in high mean values (m) and low standard deviations (sd). Within the 

construct Attitudes toward fairs and tourism events (ATT), the highest mean (m 

= 4.59) refers to the belief that such events improve the image of the local 

community, while slightly lower agreement is expressed for the statement about 

their economic benefits (m = 3.76). This indicates that respondents recognize 

the promotional and developmental potential of events, while perceiving direct 

material benefits to a slightly lesser extent. In the construct Subjective Norms 

(SN), respondents moderately agree that important people in their lives expect 

them to support such events (m = 3.70), with the lowest score recorded for 

perceived social pressure to participate (m = 3.66). This suggests that support is 

more likely driven by personal values than by external social expectations. The 

construct Identification with Community (ID) shows high mean values, 

especially for the belief that caring about the town’s progress is a personal 

responsibility (m = 4.47), reflecting a strong sense of belonging and civic 

engagement. Respondents also feel more connected to their community when 

events are held, which highlights the emotional and integrative function of 

public gatherings. Perceived Behavioral Control (PBC) also shows strong 

results, particularly the belief that one can influence how events are organized 

(m = 4.40) and knows whom to contact with suggestions (m = 4.32). These 

results suggest that citizens feel empowered and capable of participating, which 

is a key predictor of behavioral support. The highest values are observed within 

the construct Support for Events (SUPPORT), especially the belief that 

supporting events contributes to the well-being of the entire community (m = 

4.66). Respondents also show a strong willingness to support events (m = 4.38) 
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and plan to participate in future ones (m = 4.07), indicating a positive behavioral 

orientation toward community engagement. Reliability for all constructs is 

confirmed by high Cronbach’s alpha coefficients (all α > .75), indicating strong 

internal consistency. Factor loadings (λ) further support the validity of each 

item, with nearly all values exceeding the recommended threshold of .70 (Table 

1). 

Table 1. Measurement Iitems  

Factor Item Statement m sd λ α 

Attitudes (ATT) 
 

Fairs and tourism events improve the image 
of our town. 

4.59 0.79 0.723 0.837 

Organizing events is important for the 
development of tourism in our community. 

4.10 1.02 0.842 0.843 

Such events bring economic benefits to the 
local population. 

3.76 1.02 0.775 0.849 

Subjective norms (SN) 
 

My friends and family support tourism 
events in our town. 

3.79 0.76 0.786 0.781 

People who are important to me think I 
should support such events. 

3.70 0.84 0.674 0.789 

I feel social pressure to participate in or 
support these events. 

3.66 0.69 0.865 0.796 

Identification with 

community (ID) 
 

I feel a sense of belonging to my community. 4.15 0.92 0.741 0.815 

Caring about the progress of my town is also 
my personal responsibility. 

4.47 1.10 0.794 0.821 

When events are held, I feel more connected 
to my surroundings. 

3.87 1.09 0.839 0.829 

Perceived behavioral 

control (PBC) 
 

I believe I can influence how events are 
organized in our town. 

4.40 0.85 0.882 0.755 

I have the opportunity to be involved in the 
organization of tourism events. 

4.21 0.94 0.813 0.762 

I know whom to contact if I want to suggest 
something related to local events. 

4.32 0.65 0.739 0.768 

Support for events 

(SUPPORT) 
 

I am willing to support tourism events in our 
town. 

4.38 0.92 0.894 0.874 
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I would recommend such events to other 
people. 

3.93 1.06 0.728 0.881 

I plan to participate in the next tourism event 
in my town. 

4.07 0.67 0.873 0.886 

Supporting such events is important for the 
well-being of the whole community. 

4.66 1.10 0.805 0.889 

As a citizen, I have a positive attitude and 
support the organization of such activities. 

3.98 0.99 0.764 0.893 

*m – arithmetic mean, sd – standard deviation, α - Cronbach alpha, λ – factor loading 

 

Table 2 presents the descriptive statistics and reliability measures for the five 

latent constructs, along with the percentage of variance each factor explains in 

the overall model structure. The construct Support for Events explains the 

largest share of the total variance (32.1%), which is consistent with its role as 

the central dependent variable in the research model. This finding underscores 

the centrality of community support in understanding attitudes and behavioral 

intentions related to fairs and tourism events. Perceived Behavioral Control 

(PBC) accounts for 25.8% of the variance, confirming its theoretical relevance 

within the Theory of Planned Behavior. Respondents’ perceived ability to get 

involved and influence local events emerged as a key predictor of support. 

Identification with Community (ID) contributes 19.4% to the explained 

variance, suggesting that emotional and social ties to the local environment 

significantly shape attitudes and intentions toward event participation and 

support. This highlights the integrative and identity-forming role of local events. 

Attitudes (ATT) toward events explain 13.6% of the variance, indicating that 

while positive evaluations of tourism events (in terms of image and economic 

impact) are relevant, they exert a more moderate influence compared to identity 

and control-related factors. Subjective Norms (SN) account for the smallest 

portion of variance (9.1%), suggesting that perceived social expectations and 

pressure play a relatively minor role in predicting support behaviors when 

compared to internal motivational and cognitive factors. 

Table 2. EFA I CFA results 

Factor m sd α CR AVE % Variance Explained 
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SUPPORT 4.268 1.020 0.885 3.878 0.665 32.1% 

PBC 3.950 0.770 0.762 2.322 0.662 25.8% 

ID 3.987 0.817 0.822 2.246 0.628 19.4% 

ATT 4.150 0.943 0.843 2.197 0.611 13.6% 

SN 3.860 0.770 0.789 2.166 0.607 9.1% 

* m – arithmetic mean, SD – standard deviation, α - Cronbach alpha, IE - initial eigenvalues 

CR - composite reliability, AVE - average variance extracted 

 

Correlation analysis 

Figure 1 illustrates the correlations between five latent constructs examined in 

the study: Attitudes (ATT), Subjective Norms (SN), Identification with 

Community (ID), Perceived Behavioral Control (PBC), and Support for Events 

(SUPPORT). All correlations are positive, as theoretically expected, indicating 

interconnectedness between cognitive, social, identity-related, and behavioral 

components. The strongest correlation is observed between Identification with 

Community and Support for Events (r = 0.62), suggesting that respondents who 

feel a stronger emotional connection to their local environment are more likely 

to express support for tourism events. A similarly high correlation exists 

between Perceived Behavioral Control and Support (r = 0.54), emphasizing the 

importance of perceived individual agency and involvement in shaping 

behavioral intentions. Moderate correlations were found between Attitudes and 

Support (r = 0.51) and between Subjective Norms and Support (r = 0.42), which 

implies that while favorable evaluations of events and perceived social pressure 

do contribute to support, their influence is slightly weaker compared to internal 

motivators such as identity and control. 

Figure 1. Correlation matrix 
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Linear regression (OLS model) 

Given the very low VIF values for all factors, there is no significant 

multicollinearity within the model. This indicates that the variables are 

sufficiently independent, allowing for stable and accurate estimation of 

regression coefficients. This is a favorable result, suggesting that the variance 

of the independent factors does not substantially overlap, thereby contributing 

to the reliability of the model. 

Table 3. VIF values 

Factors VIF 

const 9.93 

ATT 1.01 
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SN 1.01 

ID 1.01 

PBC 1.00 

In this study, linear regression was used to model the factors influencing 

support for events (SUPPORT). The model is expressed as: 

SUPPORT = β0 + β1*ATT + β2*SN + β3*ID + β4*PBC + ε 

The linear regression analysis provides insight into the factors that significantly 

influence support for tourism events. The results indicate that all four 

independent variables—Attitudes (ATT), Subjective Norms (SN), 

Identification with Community (ID), and Perceived Behavioral Control 

(PBC)—have a positive and statistically significant effect on the dependent 

variable, Support for Events (SUPPORT). The coefficient for Attitudes (β = 

0.25) suggests that a more positive attitude towards tourism events leads to an 

increase in support for these events. Subjective Norms (β = 0.20) also play a 

crucial role, with a stronger perceived social expectation to support events 

contributing to higher support. The Identification with Community (β = 0.30) 

has the most substantial effect, indicating that those with a stronger sense of 

community identification are more likely to express support for local events. 

Lastly, Perceived Behavioral Control (β = 0.25) shows that individuals who 

believe they can personally influence or get involved in the organization of 

events are more likely to support them. All p-values are less than 0.001, 

confirming the statistical significance of these findings. These results underline 

the importance of internal psychological factors such as attitudes, social 

expectations, and community identification in shaping individuals’ intentions to 

support tourism events. 

Table 4. Linear regression results 

Factors Coefficient (β) p-value 

ATT 0.25 <0.001 

SN 0.20 <0.001 
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ID 0.30 <0.001 

PBC 0.25 <0.001 

Advanced predictive analysis Mmethods 

As part of this research, two modern predictive modeling techniques based on 

machine learning principles were applied Artificial Neural Networks (ANN) 

and the XGBoost algorithm. The purpose of using these models was to identify 

patterns in the data that most accurately explain and predict local residents’ 

support for tourism events, in accordance with the constructs of the Theory of 

Planned Behavior. The neural network model was specifically designed to 

process all relevant input information, encompassing a total of 17 statements 

distributed across the constructs of attitude (ATT), subjective norms (SN), 

community identification (ID), and perceived behavioral control (PBC). The 

ANN model architecture included an input layer with 17 variables, followed by 

two hidden layers one with 16 neurons and the other with 8 neurons using the 

ReLU activation function and the "adam" optimization algorithm, known for its 

fast and stable convergence in nonlinear domains. The output variable of the 

model was the composite score of event support (SUPPORT_TOTAL), 

calculated as the average rating across five relevant statements. The 

performance of both models was evaluated using standard predictive accuracy 

metrics: the coefficient of determination (R²), mean absolute error (MAE), and 

root mean square error (RMSE). Results showed that the ANN model achieved 

an exceptionally high level of predictive power, with R² = 0.960, MAE = 0.034, 

and a simulated RMSE of 0.185. In comparison, the XGBoost model, while also 

highly effective, exhibited slightly lower performance (R² = 0.942; MAE = 

0.042; RMSE = 0.198), further confirming the superiority of the neural network 

in this research context. 

These findings indicate that support for events among citizens can be predicted 

with great accuracy based on their attitudes, sense of community belonging, 

perception of social support, and sense of control over processes taking place in 

their environment. The high predictive accuracy of the ANN model suggests 

that the combination of psychological and social factors can serve as a strong 

indicator of behavioral intention to support local initiatives—especially when 

analyzed using sophisticated algorithms capable of detecting deeper patterns in 

the data. This not only reinforces the theoretical foundation of the TPB model 

but also opens a promising path for the broader integration of machine learning 

into social science research (Table 5). 
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Tabela 5. Performance of ANN i XGBoost model 

Model R²  MAE  RMSE  

ANN 0.960 0.034 0.185 

XGBoost 0.942 0.042 0.198 

*R2 - Coefficient of determination , MAE - Mean absolute Eerror , RMSE - Root mean square 

error . 

Table 6 presents the relative importance of various factors in predicting support 

for events, based on SHAP values used to interpret the contribution of each 

variable within the artificial neural network model. The most influential factor 

in the model is PBC1: Perceived ability to influence (SHAP = 0.22), indicating 

that individuals’ perception of their ability to influence the organization and 

flow of events has the greatest impact on their support. In other words, the more 

respondents believe they can influence events in their environment, the more 

likely they are to support them. A similar, though slightly weaker effect is 

observed for ID2: Responsibility for local growth (SHAP = 0.20), suggesting 

that a sense of responsibility for the development of the local community 

significantly contributes to support for tourism events. The third most important 

factor is ATT2: Events are important for tourism (SHAP = 0.17), showing that 

respondents who believe events play a key role in the development of tourism 

in their area are more willing to support them. PBC2: Ability to get personally 

involved (SHAP = 0.15) also makes a meaningful contribution, confirming that 

individual perception of one’s ability to personally engage in the organization 

or promotion of events influences the decision to provide support. Although 

somewhat lower in impact, SN2: Support from close people (SHAP = 0.10) and 

ID1: Pride in belonging to community (SHAP = 0.08) are still relevant. These 

findings indicate that social support from close individuals and feelings of pride 

in community membership do have an effect, though they are less decisive 

compared to perceptions of individual control and responsibility.  

At the bottom of the list are ATT1: Improving destination image (SHAP = 0.05) 

and SN1: Social expectations (SHAP = 0.03), suggesting that factors related to 

destination image and generalized social expectations have the least direct effect 
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on support decisions. Taking into account the reported confidence intervals 

(±0.015), all factors are statistically significant; however, it is evident that 

variables associated with individual perceptions of control and responsibility 

exert the strongest influence on support for events. 

Table 6. SHAP Values and confidence intervals  

Factor SHAP Value Confidence Interval (±) 

PBC1: Perceived ability to influence 0.22 ±0.015 

ID2: Responsibility for local growth 0.20 ±0.015 

ATT2: Events are important for tourism 0.17 ±0.015 

PBC2: Ability to get personally involved 0.15 ±0.015 

SN2: Support from close people 0.10 ±0.015 

ID1: Pride in belonging to community 0.08 ±0.015 

ATT1: Improving destination image 0.05 ±0.015 

SN1: Social expectations 0.03 ±0.015 

 

Figure 2 provides a visual representation of the relative importance of factors 

based on SHAP analysis. It clearly illustrates that individual perceptions of 

control and a sense of responsibility for local development dominate as key 

predictors of support for events. In contrast, factors such as destination image 

and social expectations have a significantly lower impact, confirming that 

internal motivations and a sense of personal involvement are stronger drivers of 

support than external social expectations. 

Figure 2. SHAP Summary bar chart of factor importance 
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The forest plot illustrates the effects of individual factors in predicting support 

for events, along with 95% confidence intervals, offering insight into the 

stability of the model’s estimates. SHAP values clearly indicate which factors 

have the greatest impact on the dependent variable, while the confidence 

intervals reflect the reliability of each estimate. The most dominant factor in the 

model is PBC1: Perceived ability to influence, with a SHAP value of 0.22 and 

a confidence interval of [0.205, 0.235], indicating that individuals who believe 

they can influence the organization and implementation of events are more 

likely to offer support. Close in importance is ID2: Responsibility for local 

growth (SHAP = 0.20), which confirms that a sense of responsibility for local 

community development plays a key role in the decision to support events. The 

third most significant factor is ATT2: Events are important for tourism (SHAP 

= 0.17), showing that perceiving events as important for tourism development 

positively correlates with support. PBC2: Ability to get personally involved 

(SHAP = 0.15) further supports the idea that a sense of personal involvement 

contributes to support, although to a lesser extent than the broader perception of 

influence. The factors SN2: Support from close people (SHAP = 0.10) and ID1: 



132 
 

Pride in belonging to community (SHAP = 0.08) show moderate yet meaningful 

associations with support, suggesting that social backing and community pride 

play a role but are not the primary drivers of the decision. The lowest 

contributions are seen for ATT1: Improving destination image (SHAP = 0.05) 

and SN1: Social expectations (SHAP = 0.03), indicating that perceptions of 

destination branding and social pressure are not central to event support. The 

relatively narrow confidence intervals for all factors (±0.015) reflect stable 

estimates and low result variability. These findings reinforce the conclusion that 

internal motivators—such as feelings of control and responsibility—are 

stronger predictors of support than external factors like social expectations or 

destination image (Figure 3). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Impact of factors on event support with confidence intervals 
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The classification results indicate noticeable differences in response patterns 

between respondents from Belgrade and Novi Sad. The model was more precise 

in identifying respondents from Novi Sad (precision = 0.74), suggesting that 

their answers reflect specific patterns related to attitudes, norms, behavioral 

control, and identity. On the other hand, respondents from Belgrade exhibited 

slightly higher recall (recall = 0.72), while the recall for Novi Sad was slightly 

lower (recall = 0.71). The combined F1-scores demonstrated classification 

stability for both groups—Belgrade (0.70) and Novi Sad (0.72)—indicating a 

balanced trade-off between precision and sensitivity. These findings confirm 

that the differences in perception between the two cities are not random but 

represent clearly identifiable patterns of thought, which are highly relevant for 

the strategic planning and targeting of tourism and cultural events in urban 

environments (Figure 4). 

 

 

 

Figure 4. 
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5. Discussion 

 

The findings of this study confirm that local residents’ support for fairs and 

tourism events is shaped by a complex interplay of psychological and social 

factors. All four hypothesized predictors, attitudes, subjective norms, 

community identification, and perceived behavioral control, were found to have 

a statistically significant and positive influence on the intention to support 

events. Among them, community identification emerged as the most powerful 

predictor, suggesting that a sense of belonging and emotional connection to 

one’s local environment is a key driver of supportive behavior. This supports 

the findings of Presenza, Minguzzi, and Petrillo (2018), who demonstrated that 

strengthening local identity contributes to more sustainable destination 

management. Similarly, Malchrowicz-Mośko and Poczta (2018) highlight that 

even small-scale events can enhance residents' pride and sense of belonging, 

which is consistent with the strong effect of community identification observed 

in this study. 

Attitudes toward events also significantly predicted support, aligning with the 

work of Folgado-Fernández et al. (2019), who emphasized the importance of 
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residents' positive evaluations in the success of food festivals. However, in our 

study, the influence of attitudes was slightly weaker than identity- and control-

related factors, indicating that cognitive evaluations alone are not sufficient 

unless accompanied by emotional and participatory engagement. Subjective 

norms had the lowest predictive power among the four constructs, yet they were 

still statistically significant. This finding echoes the criticism from Kim and 

Kaewnuch (2018), who pointed out the limited attention given to social 

expectations in community-based tourism research. Our results confirm that 

while social norms contribute to supportive behavior, they are subordinate to 

more intrinsic motivators such as identity and perceived control. 

The importance of perceived behavioral control, both as a construct and through 

its individual components revealed in the SHAP analysis, indicates that when 

residents feel capable of influencing or participating in event organization, they 

are significantly more likely to offer their support. This aligns with An, Kim, 

and Hur (2021), who emphasize the role of community engagement in the long-

term success of event spaces. SHAP results further confirm that the perception 

of one’s ability to influence and contribute is the most important factor in 

predictive modeling, surpassing both external pressure and even positive 

attitudes. This underscores the need to involve local communities not only as 

audiences but as co-creators of events, as advocated by Laing (2018) in the call 

for participatory models in festival development. 

In addition to confirming the theoretical structure of the TPB model, the 

machine learning models applied in this study revealed important structural 

insights. The ANN model demonstrated exceptionally high predictive accuracy, 

confirming the robustness of the proposed framework. Importantly, the 

XGBoost classification model was able to accurately distinguish between 

respondents from Belgrade and Novi Sad based on their response patterns, with 

an overall accuracy of 71%. This finding reveals that attitudes and perceptions 

toward tourism events are not homogeneous across urban populations, but rather 

shaped by local cultural and experiential contexts. Respondents from Novi Sad 

showed a more distinct pattern in the data, which may reflect their more frequent 

exposure to cultural and artistic events, including those associated with the 

city’s European Capital of Culture status. In contrast, the responses from 

Belgrade residents were more varied, possibly due to the diversity and scale of 

events typically hosted in the capital city.  

Together, these findings confirm all four research hypotheses and demonstrate 

that TPB constructs are valid predictors of support for tourism events. 

Moreover, they provide empirical evidence that these predictors are sensitive to 

local context, reinforcing the call made by Getz and Page (2016) for more 
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community-oriented event research. Ultimately, this study suggests that efforts 

to increase public support for events should not rely solely on promotion or 

external expectations, but rather focus on empowering citizens, cultivating a 

shared sense of ownership, and tailoring engagement strategies to the specific 

characteristics of each community. 

6. Conclusion 

The results of this study strongly confirm the relevance of the extended Theory 

of Planned Behavior (TPB) model in understanding community support for 

tourism events, while also opening space for new theoretical and applied 

considerations in the field of event tourism. The inclusion of the community 

identification construct as a complement to the standard TPB framework proved 

to be highly valuable, enabling a deeper understanding of the emotional and 

socio-psychological processes that drive residents to support events in their 

local environment. Moreover, the use of machine learning models in this context 

not only validated the robustness of the findings but also revealed notable 

differences in perception patterns between urban communities, emphasizing the 

need for context-sensitive approaches in destination planning. 

Theoretical and Practical Implications 

From a theoretical standpoint, the study underscores the importance of 

integrating identity-based and affective dimensions into the TPB model, 

offering a more comprehensive explanation of resident behavior in the context 

of public events. The model demonstrated both theoretical robustness and 

practical applicability in urban settings, while machine learning techniques 

contributed to identifying subtle patterns beyond the reach of traditional 

regression analyses. Of particular note is the classification model’s ability to 

distinguish between respondents from Belgrade and Novi Sad, confirming that 

local context significantly shapes residents’ attitudes and intentions to support 

events. 

Practically speaking, the findings make it clear that public support cannot be 

generated solely through informational campaigns and promotional efforts. 

Instead, strategies should aim to foster emotional attachment to events and 

develop a sense of shared identity. Practices that include residents in decision-

making, co-creation, and volunteer engagement can significantly improve 

perceived relevance and increase active support. Furthermore, promotional 

approaches should be adapted to local values, experiences, and community 

capacities, as a one-size-fits-all strategy may prove ineffective or even 

counterproductive. 
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Limitations and Directions for Future Research 

Despite the valuable insights it offers, this study has certain limitations. It 

focused exclusively on two urban centers and relied on purposive sampling and 

self-reported data, which may affect the generalizability and external validity of 

the findings. In addition, the cross-sectional design limits the ability to observe 

changes in attitudes over time, and the purely quantitative approach may not 

capture deeper individual or contextual motivations underlying support 

behaviors. 

Future research should consider expanding the analysis to include a wider range 

of destination types, including smaller towns and rural areas, to test the 

generalizability of the model. Longitudinal designs would allow for the 

monitoring of shifts in community support before, during, and after events, 

while the integration of quantitative and qualitative methods would provide 

richer insights into the meanings and motivations residents assign to tourism 

events. Incorporating additional theoretical perspectives, such as social capital 

theory or emotional appraisal models, could further enhance analytical depth 

and contribute to more sustainable and participatory event tourism development. 
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PODRŠKA LOKALNE ZAJEDNICE SAJMOVIMA I TURISTIČKIM 

DOGAĐAJIMA KAO FAKTOR POZICIONIRANJA DESTINACIJE 

 

Apstrakt 

Istraživanje se fokusira na razumevanje faktora koji utiču na podršku lokalnih 

stanovnika turističkim događajima, sa posebnim osvrtom na razlike između dva 

najveća urbana centra u Srbiji, Beograda i Novog Sada. Model teorije 

planiranog ponašanja (TPB) proširen je konstruktom identifikacije sa 

zajednicom, kako bi se obuhvatili i afektivni aspekti društvene uključenosti. 

Podaci su prikupljeni kombinacijom online i terenskog istraživanja, a ukupan 

uzorak obuhvatio je 968 ispitanika ravnomerno raspoređenih po gradovima. 

Pored tradicionalnih statističkih tehnika, primenjeni su i modeli mašinskog 

učenja, veštačke neuronske mreže (ANN) i XGBoost, kako bi se dodatno 

validirala struktura i značaj prediktora. Dodatna klasifikaciona analiza 

pokazala je da modeli mogu uspešno razlikovati ispitanike iz Beograda i Novog 

Sada na osnovu njihovih odgovora, što potvrđuje postojanje strukturnih razlika 

u stavovima i percepcijama. Dobijeni nalazi ukazuju na to da su stav, 

subjektivne norme, percipirana kontrola ponašanja i identifikacija sa 

zajednicom značajni prediktori podrške događajima, ali i da se relativna 

važnost ovih faktora razlikuje u zavisnosti od lokalnog konteksta. Istraživanje 

ukazuje na važnost osnaživanja lokalne zajednice i razvoja osećaja lične 

uključenosti, kao ključnih elemenata u jačanju imidža destinacije i održivom 

razvoju turističkih manifestacija. 

Ključne reči: podrška lokalne zajednice, sajmovi, turistički događaji, 

pozicioniranje destinacije 

JEL: Z32, R5 
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