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”Good neighbours are worth their weight in gold” — The role of
familiarity on the revisit intention to neighbouring countries

Liszr6 KOKENY!, Borsira SZULE!, ZortAn BIRKNER? and Gisor MICHALKO??

Abstract

The aim of this study is to narrow down the research gap identified while uncovering the impact mechanism
of destination familiarity on the revisit intention to the neighbouring countries. The research, justifies the hy-
pothesis established based on the literature review by placing the analysis in the context of Hungary, located
in the heart of East-Central Europe, and its relations with the seven neighbouring countries. In addition to
the database of the Hungarian Central Statistical Office on the outbound travels of the Hungarian popula-
tion, we build on the database of a survey conducted in 2023, with representative sampling, under which
400 Hungarian citizens with outbound travel experience were interviewed. The analysis was executed using
simple and multivariate statistical methods. It was concluded that travellers of a non-neighbouring country
perceive higher familiarity with the given destination, but it is not affecting more the revisit frequency than
it is in a neighbouring country. The results will help to understand the tourist mobility between countries in
a particular geopolitical situation due to the storms of history. The study highlights management implication
and limitations; moreover, proposes directions for future research.
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Introduction

The establishment and the maintenance of
good relations with neighbours is a univer-
sal value. Dozens of proverbs, all around the
world, highlight that the coexistence with the
neighbours affects the quality of life. Social
experiences based on visiting neighbours
positively influence well-being (Tsa1, M.C.
2021). These get-togethers bring significant
mental health benefits with relatively little
efforts (BREEDVELT, ].]. ef al. 2022). Among the
impacts of a change of environment related
to tourism, the improvement of the quality
of life holds a prominent place (Smity, M.K.
and DiekMANN, A. 2017). The proximity of the

tourist destination and the familiarity associ-
ated with it often play a decisive role in travel
decisions, and domestic tourism, among oth-
er things, is also built on this (JEURING, ]. and
Haarrtsen, T. 2018). National border crossing
can strengthen the travellers’” awareness of
involvement in tourism (TimoTay, D.J. 2020).
Visiting neighbouring countries often simul-
taneously provides proximity and familiarity,
however, is consciously perceived as interna-
tional tourism (VErmA, T. et al. 2019). Just as
proximity and familiarity can play a role in
maintaining strong relations with the neigh-
bouring residents, these factors may also in-
fluence travel to neighbouring countries and
the revisit intentions.
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Although distance has played a decisive role
in travel decisions since the dawn of tourism,
continuous advances in transportation in-
frastructure have significantly reduced the
importance of mere geographical distance in
destination choice (McKEeRrcHER, B. et al. 2008).
This shift is driven, on the one hand, by tech-
nological and technical innovations that have
shortened the time required to cover the same
physical distance, and on the other hand, by
social and economic convergence, which has
contributed to a decline in perceived distance
(McKERCHER, B. and Mak, B. 2019). Although
proximity in tourism can be interpreted as a
rather relative, therefore, a subjective concept,
neighbourhood, in the global perspective, cov-
ers the countries with common national bor-
der that are relatively easy to reach (of course,
there are cases where a neighbouring country
may be harder to access than a more distant
one due to geopolitical and/or infrastructural
reasons) (Kozak, M. and Bunavis, D. 2019). The
tourism between two neighbouring countries
is often characterized by cross-border shop-
ping (Timotay, D.J. 1999), the use of healthcare
services (OSTERLE, A.2009), business-motivat-
ed travels (CarvaLHo, P. et al. 2016), gambling
(Haucap, J. et al. 2023), prostitution (MARTTILA,
A.M. 2008), and visiting friends and relatives
(Rogerson, C.M. and Rogerson, J.M. 2019).
However, if the countries involved possess
attractions that are highly marketable within
the international tourism (such as waterfronts,
mountains, thermal baths, or World Heritage
Sites), proximity can further stimulate mutual
tourist flows. Neighbourhood ties, common
historical background, cultural (language, re-
ligion) similarities can be accompanied by fa-
miliarity because of the previous travel expe-
riences gained while visiting each other, which
then can catalyse the benefits of proximity and
strengthen revisit intention (BRUMEN, M. et al.
2014; Xu, E. et al. 2024). At the same time, re-
gional tensions and conflicts, present in many
parts of the world, stemming exactly from the
poor neighbouring relations, can hinder the
development of familiarity and the unfold-
ing of fruitful tourism relations (Tuctea, C.E.
et al. 2024).

The impact of familiarity on revisit inten-
tion to neighbouring countries is a surpris-
ingly under-researched topic in the tourism
literature. It is not easy to explain why this
important issue has escaped the attention of
tourism scholars, especially since the relation-
ship between revisit intention and neighbour-
hood (Esquivias, M.A. et al. 2021; Herar, E.A.
et al. 2023), as well as between revisit intention
and familiarity (WEN, J. and Huang, S. 2019;
Sui, H. et al. 2022) are examined in relevant
studies separately. The topic gains a special
context, if it is being examined in a geograph-
ical area like East-Central Europe, which, due
to the Paris Peace Treaties concluded after
World War I and World War II, remains bur-
dened with latent, ethnically rooted tensions
up until this day (Tesser, L.M. 2003).

The aim of the present study is to narrow
down the research gap, identified while un-
covering the impact mechanisms of familiar-
ity on the revisit intention to neighbouring
countries sharing a common national border.
The study seeks to answer research ques-
tions emerging from the literature by plac-
ing the analysis in the context of Hungary
as the sending country and its neighbouring
countries as receiving destinations. In ad-
dition to the Hungarian Central Statistical
Office’s database on the outbound travels of
the Hungarian population in 2023, the study
is also based on the database of a sampling
survey, representative of age, gender, and
residence, conducted in late autumn 2023.
Within the survey, 400 Hungarian citizens,
living in Hungary, having previous interna-
tional travel experience, and having spent at
least one night in a preferred foreign country
for tourism purposes during the summer of
the given year were interviewed. The primary
objective of the research was to answer, how
neighbourhood affects familiarity-driven re-
visit intentions.

Theoretical background

One of the greatest challenges of tourism
destination management is to create a tour-
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ism product that encourages visitors to re-
turn, as beyond the different motivations,
personal experience is the main driving force
behind revisits (Huang, S. and Hsu, C.H.
2009; MagHRIFANI, D. et al. 2022; WanNg, X.
et al. 2022; Ramos, K. and Cuamea, O. 2023).
Consequently, the multifaceted exploration
of factors influencing revisit intention car-
ries significant practical value. Satisfaction
with the offers of the destination plays a key
role not only in the revisits but also in rec-
ommending the destination to others (Xu, Y.
et al. 2010). The revisit intention associated
with the satisfaction cannot be considered
static, it is dynamically influenced by the
travellers’ personality traits and sociodemo-
graphic characteristics (AGrusa, J. et al. 2011;
Park, J.Y. and Jang, S. 2014). While Kim, H.
et al. (2015) highlight that leisure life satisfac-
tion and quality of life can be effective pre-
dictors of revisit intention, according to the
model of Luna-Corrtzs, G. et al. (2019) per-
ceived social value leads to satisfaction, and
satisfaction, in turn, leads to revisit intention
and positive word-of-mouth. While destina-
tion branding positively and directly affects
revisit intention, the mediating role of tourist
satisfaction has an indirect effect on return-
ing (Su1, H. et al. 2022). In their study on the
impact of image on revisit intention, PArx, S.
and Nicoravy, J.L. (2019) found that prior at-
titudes influence the level of tolerance, thus,
also affecting satisfaction and revisit inten-
tion. Several studies emphasize that tech-
nological innovations (digitalization, smart
destinations, etc.) stimulate revisit intention
by intensifying visitor experiences (Par, C.K.
et al. 2020). Photographs taken and stored on
smartphones promote the desire to return to
the given destination, through autobiographi-
cal memory based on nostalgia (Znang, X.
et al. 2021). Studies related to the COVID-19
pandemic have confirmed the importance of
risk perception and the pursuit of the security
in the traveller’s decision to return (Fairuz,
R.M. et al. 2021; Aumap, N. et al. 2022). Digi-
tal nomads represent the transition between
the frequent returnees and the second-home
buyers (Miocevic, D. 2025).

Familiarity plays a key role in the develop-
ment of bonding to a destination. Numerous
factors contribute to generating familiar-
ity, including influential movies and TV se-
ries (Tug, P.Y. and Gon, H.C. 2016; Ky, S.
et al. 2009, 2019), social media (MoHD SaLiM,
M.N.H. et al. 2024), travel blogs (Tan, W.K.
and CraNg, Y.G. 2016), the usage of VR tech-
nology (We1, W. et al. 2019), behaviours as-
sociated with religious practices (SiLva, C.
et al. 2023), storytelling, and tourist narration
(Yuan, X. et al. 2024). Nevertheless, the factor
having the strongest impact is undoubtedly
personal experiences (MiLMAN, A. and P1zam,
A.1995; ALam, S.S. 2025). Sko, S. et al. (2013)
distinguishes the role of experiential and in-
formational familiarity in tourism, with the
former being more influential in improving,
for example, the image of local food. The
connection between bonding and familiar-
ity can also be moderated by factors such as
image (StyLipis, D. ef al. 2020) and authentic-
ity (Scarey, D. et al. 2019). MARINAO-ARTIGAS,
E. et al. (2015) found a link between the me-
diating role of familiarity in the relation-
ship between cognitive perception, affective
evaluation, and destination reputation. Tan,
W.K. and CHaNg, Y.G. (2016) also pointed out
that past experience with the destination is
necessary for travel blog readers to use their
credibility assessment of the article to recom-
mend the destination to others, with place
familiarity acting as a moderator. The topic
of the link between bonding and familiarity
also faces several paradoxes. PHILLIPS, ]. et al.
(2011) showed that even in an unfamiliar en-
vironment, older people can develop a sense
of place through the aesthetics and usability
of the environment as well as through shared
memories. WILDIsH, B. et al.’s study (2016)
conducted in a youth hostel revealed that
even first-time visitors developed a sense of
familiarity, likely due to the intense social
interactions characteristic of the junior gen-
eration (Irim1As, A. 2023).

The study of the role of neighbourhood in
tourism has a long history and is approached
from multiple perspectives, in which suprana-
tional relations receive a prominent role with-
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in Europe encompassing through borders,
covering a multitude of nations (GRIMMEAU,
J.P. 1980; Lerrer, N. 1989; Timotry, D.]. and
SAARINEN, J. 2013). The exploration of tour-
ism opportunities arising from border con-
nections is also extensive (StorreLEN, A. and
Timotny, D.J. 2023). Timorhy, D.J. (1995) even
interprets the border itself as a tourist attrac-
tion. Neighbourhood, especially by using
healthcare services and smaller retail offerings
(MicHALKO, G. et al. 2014), stimulates tourism
in regions along borders, while VER tourism,
aimed at maintaining social ties based on
ethnic connections, also has an impact on it
(Provenzano, D. and Baccro, R. 2017).
Tourist flows between neighbouring
countries within the European Schengen
Area occur without border controls, making
cross-border road and rail traffic almost im-
perceptible (Wigckowski, M. and Timorhy,
D.]J. 2021). In the context of inbound tourism
to Bulgaria, Koror, O. and Skutag, T. (2019)
found that the length of shared borders with
neighbouring countries correlates with the
number of arrivals from the sending coun-
tries. Neighbourhood can also stimulate
travel through both geographical (Park, C.
et al. 2023) and cultural proximity (IREwati,
A. and Nurus, H. 2024); moreover, it can be
effectively utilized in destination marketing
as well (Kozak, M. and Bunatis, 2019). The
COVID-19 pandemic highlighted that, as
travel restrictions eased, neighbouring coun-
tries were prioritized, creating the so-called
tourist corridors (MicHALKO, G. ef al. 2022),
although, those destinations that were hosts
of mass events, were not able to apply this
opportunity, even in relation to neighbouring
countries (Faris, H. and Grirrin, K.A. 2020).
While the relationship between the triad
of revisit intention, familiarity, and neigh-
bourhood remains largely unexplored in the
tourism literature, there are substantial prec-
edents examining the link between revisit in-
tention and familiarity. Jang, S.S. and Feng,
R. (2008) typologized tourists across the nov-
elty—familiarity continuum and developed
the concept of Temporal Destination Revisit
Behaviour (TDRB), distinguishing three types

of tourists: Continuous repeaters, deferred
repeaters (tourists whose visits to a destina-
tion are occasionally repeated over time), and
continuous switchers. SoLiman, M. (2021), by
extending the model of the Theory of Planned
Behaviour (TPB), aimed to predict tourists’
revisit intention to Egypt and found that des-
tination familiarity also played a role in re-
turning. Ramesh, V. and Jaunky, V.C. (2021),
building on their concept of Intrinsic and
Extrinsic Motivation, emphasize that pre-visit
behaviour stimulates post-visit behaviour,
which influences revisit intention, further
moderated by familiarity and satisfaction ex-
perienced during the visit. Xu, F. et al. (2024),
using the Stimulus-Organism-Response and
Construal Level theories, distinguish between
culturally homologous and non-homologous
destinations, finding that travelling to cultur-
ally different and immersive experiences is
more likely to result in revisits and recom-
mendations. WEN, J. and Huang, S. (2019),
studying Chinese cigar tourists travelling to
Cuba, found that socialistic nostalgia acts as
a pull factor among travel motivations and
influences revisit intention, which is also af-
fected by destination familiarity. Kunzapy,
S. et al. (2020), based on their study among
couch surfers travelling to Turkey, concluded
that couch surfing improves destination fa-
miliarity and revisit intention.

When discussing the triad of revisit inten-
tion, familiarity, and neighbourhood, it is es-
sential to evaluate the transformation of dis-
tance and its role in tourism. Despite the fact
that advances in transport infrastructure have
redefined the relationship between travel and
distance, the majority of travellers still tend
to visit destinations located closer to their
residence, while only a smaller share ven-
ture to more distant locations (McKERCHER,
B. and Mak, B. 2019). The role of distance in
tourism has become highly heterogeneous
(LarseN, G.R. 2017), as the traditional physi-
cal interpretation has been complemented by
institutional (L1, C. ef al. 2024), psychological
(VeErMA, T. et al. 2019), social (Tay~nE, M. et al.
2022), health-related (DEpELE, A. et al. 2020),
climatic (Masoupi, M. 2021), and cultural di-
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mensions (YANG, Y. et al. 2019). The gradual
weakening of the classical distance-demand
relationship (Crouch, G.1. 1994) has brought
renewed attention to the importance of tourist
revisit behaviour, as the increasingly accessi-
ble and expanding global supply intensifies
competition among destinations (ZULFIQAR,
U. et al. 2024). In this context, familiarity
grounded in neighbourhood can become a
key factor in destination success (GONzZALEZ-
Robpricuez, M.R. et al. 2023).

Hungary provides an extremely appropriate
context for investigating the role of familiar-
ity in revisit intention to neighbouring coun-
tries, due to its central geographical position
and stormy historical background (LiesicH, A.
2021; AnprAs, E. 2024). For many years, the
Hungarian government have been supporting
the unique “Without Borders” travel program,
aimed for seventh-graders (12-13-year-olds)
with nation-building purposes, clearly illus-
trating the educational and socialization op-
portunities embedded in cross-border relations,
which can serve as catalysts for both familiar-
ity and return (RAtz, T. et al. 2020; MOLNAR, V.
2023). The purchase of real estate in Hungary
by foreign citizens living in neighbouring coun-
tries may also contribute to strengthening mu-
tual trust based on cross-border connections
(ILgs, S. and MicHALkO, G. 2008). Since trust
is partly built on risk reduction, the sense of
security plays a key role in encouraging re-
turn visits to countries neighbouring Hungary
(KokENy, L. et al. 2024).

Research methodology

The scientific mission of this paper is to high-
light the difference between tourists based on
their international travel direction is either a
neighbouring country to Hungary or not in
case of the relationship between familiarity
with a destination and the revisit frequency
of the given country. The aim of the research
is to measure the positive impact of famili-
arity on revisit frequency controlling the
given country territorial aspect (neighbour-
ing country or not to Hungary). This possible

relationship has only been hinted at by a few

researchers (Kunzapy, S. et al. 2020; SoLiMAN,

M. 2021; IrewaTi, A. and Nurus, H. 2024), but

in the context of this study we would like to

verify the legitimacy of this approach. With
this approach, we hypothesise that those who
travel into a neighbouring country to Hunga-
ry has higher positive impact of familiarity on
revisit frequency than travelling into a non-
neighbouring country (H,). We measured
this hypothesized relationship in general for
any given country (H,) without separated it
into the two groups (neighbouring and non-
neighbouring country). Based on the litera-
ture, we also assumed that for those who do
not travel from the capital city, familiarity
with a destination factor has a greater impact
on revisit frequency (H,). We also assumed a
positive correlation in that people who don’t
live in the capital are more likely to travel to
neighbouring countries (H,). Furthermore,
we created a control hypothesis to determine
whether it is possible to create a familiarity
with a destination factor (H,). Based on this,
the following hypotheses were formulated

following the literature review (Figure 1):

H,: There is a positive impact of familiarity
with that destination on revisit frequency
to the given country.

H,: Those who travel into a neighbouring
country of Hungary has higher positive
impact of familiarity on revisit frequency
to there than travelling into a non-neigh-
bouring country.

H,: Those who travel from non-capital city
has higher positive impact of familiarity on
revisit frequency to there than travelling
from the capital city.

H,: Those who travel from a non-capital city has
a positive relationship with who travel into a
neighbouring country, thus, a traveller from
anon-capital city has higher probability for
travelling into a neighbouring country.

H.: Familiarity with a destination factor can
be created.

To test our hypotheses, we conducted a
survey using the CATI (Computer-Assisted
Telephone Interviewing) method, interviewing
a representative sample of 400 individuals in
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Destination type:
1. Neighbouring country
2. Non-neighbouring country

Revisit frequency

HZ
Familiarity with a Hy 4
destination A
H3
Place of living:
1. Capital city

2. Non-capital city

Fig. 1. Hypothesized model used in research methodology. Source: Authors” own elaboration.

Hungary. After data cleaning, the final sample
consisted of 387 respondents. The survey tar-
geted Hungarian citizens residing in Hungary
who had spent at least one night abroad be-
tween 2019 and 2023. The key selection crite-
rion was that respondents must have travelled
abroad for tourism purpose at least once dur-
ing the summer of 2023 (between 1 May and 30
September). The survey was conducted in late
autumn 2023 and concentrated on this summer
travel destination and tourists” behaviour.
For hypothesis testing, we employed quan-
titative research methods, including Pearson
correlation and regression analysis, alongside

descriptive statistics. To assess familiarity, we
used four validated items from Dayour, F.
et al. (2019), and mainly MaRINAO-ARTIGAS, E.
et al. (2015), which were combined into a single
factor through Confirmatory Factor Analysis
(CFA) using the Maximum Likelihood method
with Promax rotation. Revisit frequency were
measured on a continuous scale, and all includ-
ed variables were standardized for analysis.
We first constructed the Familiarity with a
destination factor based on CFA results (Table 1),
and we could accept H,. After standardizing all
variables, we performed linear regression analy-
ses to test the hypotheses (Figure 2). The analy-

Table 1. Demographic characteristic of the sample

Variables Values Details
Age Average age, years 46.1 (std. 15.5)

Female, % 51.7
Gender Male, % 483
Capital city, % 26.6
. County capital city, % 19.1
Residence type City, % 297
Village, % 24.5

Travel frequency between 2019-2023 Average travels quantity 4.6 (std. 1.6)

Revisit frequency between 2019-2023 | Average revisits quantity 2.2 (std. 1.3)
o . Neighbouring country, % 35.9
Destination type in 2023 Non-neighbouring country, % 64.1

Source. Compiled by the authors.
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Fig. 2. Features of Hungarian travellers to neighbouring countries, 2023. Source: Authors based on the database
of Hungarian Central Statistics Office.

sis focused on three key variables: Familiarity
with a destination factor, standardized Revisit
frequency, and categorical control variables of
destination type as it is a neighbouring country
of Hungary or not the given country (1 = Yes;
2 = No) and of residence of the respondents,
where “1” means the capital city and “2” means
a non-capital city.

To obtain a comprehensive understanding
of the travel habits of Hungarian society, we
utilized data from the Hungarian Central
Statistical Office (HCSO). The HCSO con-
ducts a representative quarterly survey on
the domestic and international travel pat-
terns of the Hungarian population, providing
a reliable dataset for scientific analysis. For
the purposes of this study, we focused on in-
ternational travel undertaken by Hungarian
residents in 2023. Specifically, we analysed
data on the volume of same-day trips and
overnight stays, the main motivations, as
well as the distribution of visits to neigh-
bouring versus non-neighbouring countries.

Results

Hungarians’ travel to neighbouring countries
and beyond

Hungary is among the European states with
the highest number of bordering nations.
Formerly part of the Austro-Hungarian Mon-
archy until the Treaty of Trianon in 1920 (a
result of the Paris Peace Conference), it now
shares frontiers with seven countries in East-
Central Europe. Positioned at the crossroads
of eastern and western, as well as northern
and southern Europe, Hungary maintains
good ties with its surrounding states, shaped
by significant historical developments in
the 20th century. Prior to the redrawing of
borders in 1920, its territory encompassed
different sizes areas of what are now neigh-
bouring nations (Kovacs, Z. 1989; Kocsis,
K. and VArapi, M.M. 2016). The collective
memory of territorial loss following the post-
war agreements remains deeply rooted in na-
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tional identity (ILg, B. 2021). Although often
subtle, ethnic tensions continue to influence
Hungary’s interactions with neighbouring
countries which may affects also tourism
(Csar6, J. et al. 2019; RATz, T. et al. 2020).
According to database of HCSO in 2023,
Hungary’s population of approximately
10 million undertook a total of 21.05 mil-
lion international trips, indicating that, on
average, each resident crossed the national
border twice. Of these journeys, 61.3 percent
were completed within a one day, with trav-
ellers returning to Hungary within 24 hours.
The same-day excursions were directed to-
ward neighbouring states (99.6%). Notably,
80.4 percent of visits to adjacent countries fell
into the same-day travel category. Among
those who travelled to bordering nations
less than 24 hours, 45 percent chose Austria
and 27 percent visited Slovakia. These two
destinations accounted for 72 percent of all
short-term outbound travel (see Figure 2).
Day trips to neighbouring countries were
predominantly motivated by cross-border
shopping (35.8%), employment-related
purposes (24.5%) and visiting friends and
relatives (14.4%). A 24.0 percent of all out-
bound travels by Hungarians were beyond
neighbouring countries, 99.1 percent of
which were overnight stay. Surprisingly,
49.9 percent of trips with a stay of more than
24 hours in Austria are employment-related.
VFR motivation during trips with an over-

night stay is very strong in Serbia (65.3%),
Slovakia (46.4%) and Romania (32.1%).

The final representative sample was 387
people. Table 1 summarizes the details of the
final sample.

Factor analysis

Familiarity with a destination factor was
measured using the validated scale of
Dayour, F. et al. (2019) and MARINAO-ARTI-
Gas, E. et al. (2015) with four statements on
a Likert scale of 1-7 (Table 2), where a value
of ,1” meant strongly disagree and a value
of ,7” meant strongly agree. The KMO in-
dicator then took the correct value of 0.706
and the Bartlett test for sphericity and sig-
nificance yielded significant results. The
explained coefficient of variance of the four
variables was 53.9 percent, Cronbach’s alpha
was 0.711, while each factor weight exceeded
the minimum value of 0.6 as it is required
(Harr, J.F. et al. 2019).

Hypothesis testing

First, we checked the basic differences between
revisit frequency and familiarity with a desti-
nation factor values based on control variable
(destination type and residence) with ANOVA-
test (Table 3). Here it can be seen that a neigh-

Table 2. Familiarity with a destination factor

Items by Davougr, F. et al. (2019), and | Factor Means Std. | Explained KMO Cronbach’s
MariNao ArtiGas, E. et al. (2015) weights dev. | variance, % value alpha

This travel destination is very familiar 0.675 6.0 11

to me.

I know this travel destination very

well, because I follow the events there | 0.809 4.5 1.7

| d.

2= year Tt 53.9 0.706 0.711

I also follow the events, developments

and happenings at the travel destina-| 0.752 4.5 1.7

tion outside of my stay there.

My friends f’md faTnlly tell me that this 0.693 54 13

travel location suits me well.

Source. Compiled by the authors.
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Table 3. ANOVA-test results

. Revisit Familiar
Country, city frequency factor
Neighbouring 2.53
countr; std. 1. -

v (std. 1.43) 0.192
Non-neighbouring 2.07 0.108
countr std. 1.

y (std. 1.26) :
p-value 0.001 0.004
Capital city s t; 113 43) 0.041
Non-capital city s t§.21730) -0.015
p-value 0.335 0.626

Source. Compiled by the authors.

bouring travel destination country has sig-
nificantly higher average of revisit frequency
(2.53 vs. 2.07) with moderate eta square expla-
nation value (eta® value is 0.167). After it can
be stated that the familiarity with a destina-
tion is significantly higher in a non-neighbour-
ing country of Hungary with a moderate eta
square explanation value (eta” value is 0.144).
These differences are moderate but significant,
which it could be counted for the regression
model. Although, the residence does not have
any significant difference neither in revisit fre-
quency nor the familiarity factor.

Finally, we created a regression model with
four different variables (Figure 3). The model
has no multi-collinearity (VIF = 1.14), ad-
justed R-square of the model is 0.51, Durbin-
Watson test is well operated with 1.631 value,
the model is significant (F-test is significant
with 0.001 p-value and 17.482 test value),
there is normality based on residuals, and
the variance of the errors are constant, which
means homoscedasticity.

We can accept first, second and third hy-
potheses too. In the first hypothesis, there is
a significant relationship between familiarity
with a destination and revisit frequency, which
means that if a traveller feels higher familiar-
ity with a destination it increases the revisit
frequency (0.201***). In the second hypothesis,
there is a significant difference in the relation-
ships between familiarity with a destination
and revisit frequency based on the control
variable, destination type (1st group: 0.283**%;
2nd group: 0.189***). We could accept the sec-
ond hypothesis because there is a significantly
higher positive relationship between the two
measured items in case of neighbouring coun-
try. Which means that in case of neighbouring
country it could count more the familiarity
with the destination to increase the revisit fre-
quency than in a non-neighbouring country.

Destination type:
1. Neighbouring country
2. Non-neighbouring country

1.0.283%**
2.0.189%**

Revisit frequency

1.0.183%
2.0.212%%*

Familiarity with a 0.201***
destination
Place of living:
1. Capital city

2. Non-capital city

Fig. 3. Hypothesis testing results. *p-value < 0.05; ***p-value < 0.001. Source: Authors’ own elaboration.
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Although this result causes that there is
also an increasing effect of familiarity on re-
visit frequency in case of non-neighbouring
country, but lower than in a neighbouring
country. Meanwhile, travellers of non-neigh-
bouring countries perceive higher familiarity
with the destination. Since, it can be stated
that travellers of a non-neighbouring coun-
try perceive higher familiarity with the given
destination but it is not affecting more the
revisit frequency than it is in a neighbour-
ing country. In other words, familiarity is a
stronger determinant for a revisit to a neigh-
bouring country than for a non-neighbouring
one. In a non-neighbouring country other fac-
tors besides familiarity may be even stronger.

In the third hypothesis, there is a signifi-
cant difference in the relationships between
familiarity with a destination and revisit
frequency based on the control variable,
residence, but in case of the capital city it is
slightly significant (1st group: 0.183%; 2nd
group: 0.212***). This means that those who
travel from a non-capital city familiarity with
a destination has a higher positive impact on
revisit frequency than in case of a traveller
from the capital city. Although it does not
mean that those travelling to neighbouring
countries are those who do not live in the
capital city. Furthermore, it cannot be said
that residents outside the capital city revisit
the same destination more often, as these re-
sults were not significant.

Finally, we cannot accept the fourth hy-
pothesis, because with a chi-square test
we cannot find any significant relationship
between the two control variables (neigh-
bouring or non-neighbouring country type
and capital city or not) (p-value is 0.094, chi-
square value is 2.812).

Discussion and conclusions

The present study, by recognizing five hy-
potheses based on the literature is the first to
prove, that neighbourhood plays an influen-
tial role in familiarity-related revisit intention.
The factors building the relationship between

familiarity and revisit intention have already
been explored in previous research includ-
ing the identification of infrastructural and
technological (Pa1, C.K. et al. 2020), linguistic
and cultural (BRumEeN, M. et al. 2014; Xu, F.
et al. 2024), and perceived similarities within
the service environment (TimoTny, D.J. 1999;
Friscuuut, M. and Levacar, R. 2024) — all of
which can be moderated by various elements,
including social media (Luna-CorrtEs, G. et al.
2019). Earlier studies have also pointed out
that, the increasingly differentiated tourism
demand, the relationship between familiarity
and revisit intention are not linear (JGAARD,
T. et al. 2019; MATHUR, G. et al. 2023).

Although being plausible, the role of
neighbourhood-related familiarity in shaping
international travel decisions — specifically
revisit intention — has largely escaped schol-
arly attention. This is particularly surprising
given that the role of neighbourhood, often
interpreted by researchers as geographical
proximity, has been recognized in domestic
tourism. Scarrr, D. ef al. (2019), for instance,
emphasized the mediating role of place at-
tachment by studying the visitors to Rome
vicinity. Similarity derived from neighbour-
hood can influence return visits both posi-
tively and negatively, as it may evoke attrac-
tion as well as aversion (Bar-Koekevis, D. and
WENDT, J.A. 2018; Kazakova, A. and Kim, L.
2021). Along artificially drawn borders, it is
common to find communities with shared
historical backgrounds, linguistic and cultur-
al roots, and even familial ties. In such cases,
that familiarity can foster the trust and sense
of security essential for travel — while at the
same time it offers little novelty (STOFFELEN,
A. and Timothy, D.]J. 2023). Politics can also
alter perceptions of familiarity between
neighbouring countries, transforming it
into stereotype-based hostility that inhibits
travel (GELBMAN, A. and TimoTsy, D.]J. 2010;
Narsut, N.P. and Trotsuk, 1.V. 2017).

The cross-border travel patterns of the
Hungarian population confirm that familiar-
ity driven revisit intention, beyond the pre-
viously identified control variables, can also
be influenced by neighbourhood. Analysing
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the source market, it can be stated that the
Hungarian capital, Budapest’s central loca-
tion appears to play a less significant role in
repeat visits driven by familiarity than the
mobility patterns observed among tourists
from rural areas of Hungary. Although the
role of familiarity is higher in the case of
travel to non-neighbouring countries, it has
a stronger effect on revisit intention in rela-
tion to neighbouring countries. This apparent
paradox can be explained, on the one hand,
by Hungary’s historical past and territorial
changes being carried out in the 20th century
(all seven neighbouring countries are home
to Hungarian-speaking minorities of varying
size, which explains VFR tourism), and on the
other hand, by European integration process,
materialized in the 21st century (Hungary’s
accession to the EU and the Schengen Area,
which facilitates shopping tourism and cross-
border commuting for work). Naturally,
the influence of the so-called “post-socialist
mindset’ cannot be overlooked (HoLLERAN,
M. 2015). While it may be most apparent in
the travel decisions of the older generation,
processes of socialization suggest that its ef-
fects may also surface among middle-class
and younger cohorts (Irim14s, A. 2023).

Risk perception receives a special attention
within the narrow intersection of studies con-
textualizing tourism and its geopolitical rela-
tions (Conen, S.B. 2020; Sevri, S. et al. 2023).
Neighbourhood-related familiarity accord-
ingly could positively influence this safety
and security factor (Kazakova, A. and Kiv,
L. 2021). It is the task of scholars examining
tourism from a transdisciplinary perspective
to recognize the challenges generated by the
symbiosis of space and time (geography and
history) affecting travel and to identify best
practices in geopolitical model regions like
East-Central Europe, which may offer solu-
tions applicable to different regions (GILLEN,
J. 2024). Should the effect of neighbourhood-
induced familiarity on revisit intention gain
recognition in international tourism practice,
it could contribute to reducing tourism’s nega-
tive impacts on sustainability (DomiNGUEZ, ].A.
et al. 2015; DorNIER, R. and Mauri, C. 2018).

The main theoretical contribution of the
present study lies in expanding the existing
scientific discourse on the impact mechanisms
of familiarity on revisit intention by introduc-
ing the neighbourhood factor as a control vari-
able. In addition, it contributes to the broader
discussion on the interpretation of distance in
tourism by drawing attention to a previously
underexplored component of the mechanisms
shaping perceived distance (McKEeRrcHER, B.
and Mak, B. 2019). The research findings are
highly applicable for national and regional
destination management organizations: the
former can build on similarities and geograph-
ical proximity, while the latter can leverage
synergies arising from borderland locations.
The validity of the results is supported by
the representativeness of the sample emerg-
ing from the survey and the reliability of the
HCSO database. However, the study also has
several limitations, most notably its focus on
the relation of Hungary and its neighbouring
countries, and the lack of broader interna-
tional comparison. Future research directions
include, first, exploring the expanding func-
tions of travel to neighbouring countries in the
context of the changing nature of tourism (e.g.
strengthening competitiveness, integrating
peaceful coexistence into value propositions);
and second, further refining the historical con-
text mentioned in several studies (Kozak, M.
and Bunatis, D. 2019; Park, C. et al. 2023).
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