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Lukas Danko (Czech Republic), Pavel Bednaf (Czech Republic),
Kamila Vostova (Czech Republic), Sarka Harustikova (Czech Republic)

MODELING DETERMINANTS
OF THE GENERATION Z
REGIONAL PERCEPTION
ON THE PERIPHERY:

TO STAY OR TO LEAVE

Abstract

Regional attractiveness plays a crucial role in regional economic development and
competitiveness. Despite interest in out-migration from peripheral regions, most stud-
ies overlooked Generation Z members in perceiving these factors. Therefore, the paper
aims to examine the effect of the regional perception of Generation Z on their ex-
pectation of out-migration from the peripheral region. The focus group comprised 56
respondents (stakeholders) selected through purposive sampling by regional develop-
ment agencies in three peripheral regions of the Czech Republic to identify regional
perception indicators. The exploratory factor analysis and the principal component
analysis were used to detect latent constructs of the identified regional perception indi-
cators. Logistic regression was used to model the association between latent constructs
and Generation Z’s intention to leave or to stay in the peripheral region. Economic,
social, and environmental dimensions were detected as latent constructs of regional
perception indicators. The first dimension represents smartness and opportunities; the
second, openness, is accompanied by culture; and the third, a safe and clean environ-
ment. The estimation results suggest the effect of the economic and lifestyle dimen-
sions (B = 0.528, p < 0.001) and the social dimension (f = 0.292, p < 0.01) of the region-
al perception on the intention of Generation Z to leave or stay in the peripheral region,
without the effect of the environmental dimension (f = 0.033, p = 0.740). The paper
emphasizes the importance of economic, lifestyle, and social indicators of regional per-
ception in place-based policies to retain Generation Z in the peripheral regions.

Keywords depopulation, generation Z, out-migration, peripheral
regions, regional attractiveness
JEL Classification 015, R23, R58, Z13

INTRODUCTION

Research on regional attractiveness is hot topic due to its cross-dis-
ciplinary nature concerning regions’ socioeconomic, environmen-
tal, and cultural aspects. Most metropolitan regions are gaining the
advantage of attracting knowledge workers, while non-metropolitan
(peripheral) regions are becoming polarized and peripheralized. In
the socioeconomic sense, it refers to brain drain and a less diversified
regional economy that can create a spiral of adversity in regional de-
velopment. In contrast, despite positive economic development, met-
ropolitan regions are experiencing low to negative population growth.

The depopulation trends are often related to the population’s changing
needs in terms of attractiveness and perception of the regions by the
youth. Attractiveness could be reflected in providing favorable con-
ditions for the population regarding public services, transformation
towards smart cities, sustainable mobility, novelty ways of communi-
cation, efficient use of public spaces, systematic approaches to regen-

233



Problems and Perspectives in Management, Volume 21, Issue 2, 2023

erate brownfields, and the ability to tackle the challenges regions face in the long term. New models
of boosting the attractiveness of regions are among the topics discussed to nurture local ecosystems
toward positive regional perception. They can build on untapped strengths such as quality of life, access
to modern public services, and digitalization.

Simultaneously, there are opportunities within urban planning that can reflect on the needs for leisure-
time activities and stimulate the transformation of labor markets through job creation and customiza-
tion of public services for the youth (Cefalo et al., 2020). These aspects of regional attractiveness refer
to the transformation of regions through soft factors related to various amenities and growth oppor-
tunities for the youth labor market. However, these soft location factors for regional perception are not
substantially studied in different age cohorts, with a gap in the determinants of Generation Z to or not
to out-migrate (Larkin et al., 2018; Florida, 2019; Priporas et al., 2020). These determinants could be rel-
evant in treating depopulation processes that threaten local economies by limiting growth opportuni-
ties in the context of diversification of economic activities, causing severe environmental problems, and
complicating the provision of public services.

Depopulation processes cannot be framed from a single perspective, as they are issues of economic
development and access to essential services that should go hand in hand. Generation Z signifies the
relevance of the multi-scalar approach of depopulation and regional perception as the first generation
of digital nomads living in a world that technical and technological advances have driven. They are
likely to travel more than previous generations based on the preferences and perception of regions with

respect to the attractiveness for retention of Generation Z in peripheral regions.

1. LITERATURE REVIEW

AND HYPOTHESES

The decline in population over time is a signifi-
cant challenge for local and regional development.
During industrialization and subsequent economic
growth, cities expanded rapidly. They focused first
on industry and then on services. The expansion in
question required a labor force responsible for the
depopulation of peripheral areas, where the increas-
ing substitution of agricultural machinery for hu-
man labor further encouraged significant migration
processes (Cefalo et al., 2020). In rural regions, the
process may also be due to economic diversification
and de-agrarianizing of activities (Vifas, 2019).

As stated by Collantes et al. (2014), depopulation
processes pose a challenge to both metropolitan
and peripheral regions, as they limit growth op-
portunities in the context of diversification of
economic activities, cause serious environmental
problems, and complicate the delivery of public
services, which can threaten the development of
less populated municipalities. Depopulation pro-
cesses have attracted considerable attention from
academia and policymakers due to their cross-dis-
ciplinary nature, which is difficult to frame from a
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single perspective. Most studies approach this phe-
nomenon from a demographic perspective, where
depopulation refers to a decline in population den-
sity due to migration, especially from the young-
er generation. This could result from insufficient
pro-urbanization, although other factors, such as
access to higher education, also play a crucial role
(Glgersen et al., 2016; McCann, 2017).

Depopulation processes in peripheral regions are al-
so associated with demographic decline or shrink-
age due to housing vacancies, economic decline,
or inefficient use of public spaces (Heeringa, 2020).
Shrinkage is also associated with the decline of core
cities due to demographic changes, suburbaniza-
tion processes, and economic decline, with simul-
taneous structural impacts on population density
(Wiechmann & Bontje, 2015). Haase et al. (2016)
state that many urban functions and services must
adapt due to urban shrinkage and depopulation. In
addition, migration of the young and productive
population of childbearing age to cities or suburbs is
ever-increasing (Barakat, 2015). This trend has had
a twofold impact on regions losing young people:
population decline and a change in the composition
of the remaining population, representing a higher
intensity of aging (Verwest, 2011).

http://dx.doi.org/10.21511/ppm.21(2).2023.25



The depopulation trends are related to the his-
torical development of industrial regions (path
dependence) following the transformation from
centrally planned economies to market econo-
mies (Simon, 2017). However, peripheral areas
that are close to central urban regions, as well as
areas that have good transport connections, often
achieve population growth (Gleersen et al., 2016).
Following the introduction of the depopulation of
peripheral regions, the paper focuses on the char-
acteristics of Generation Z, arguing that this is the
first generation to be born into a globalized world
that already has technological advances with a
high degree of accessibility to new technologies.
This circumstance reinforces the participation of
young people in the digital world, whereby they
are in contact with mobile phones, tablets, com-
puters, and the Internet almost from a young age
and, as a rule, daily. According to Dimock (2019),
the basic premise of Generation Z representatives
is often to be almost instantly and permanently
connected to the online world, mainly for enter-
tainment and communication with their peers.

Compared to previous generations, Generation Z
is characterized by its technical prowess and the
ability to search for much online information. The
technical spectrum allows them to enter contact
with the global world. That means contacts with
users on all continents (Roblek et al., 2019). A cen-
tral question mark is the use of critical thinking,
especially with regard to the ability to verify avail-
able information and a deeper understanding of
the problem. The availability of technology often
results in members of Generation Z reading less
and learning primarily visually (McCrindle &
Wolfinger, 2014). Generation Z is more individ-
ualistic and has fewer social skills and more su-
perficial relationships due to virtual socialization
(Roblek et al., 2019). Overuse of social networks
leads to reduced social relationships in physi-
cal environments and often causes problems for
young people in establishing relationships/social
contacts.

On the other hand, the younger generation can
better self-organize, discuss problems, and is
not afraid to share new ideas (Behavio, 2019).
Generation Z is the first generation of digital no-
mads living in a world that has changed due to
technical and technological advances. Generation

http://dx.doi.org/10.21511/ppm.21(2).2023.25
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Z is likely to travel more than previous genera-
tions, with the potential to network with diverse
countries, religions, and cultures, which means
that it may become the first global generation.

Following depopulation and Generation Z, a wid-
ening gap between developed and less developed
regions could be observed in the deepening of so-
cioeconomic disparities between regions. On the
other hand, the high concentration of population
in urban areas also has inevitable negative conse-
quences, such as pollution and lack of affordable
housing. At the same time, public policies need
to respond to depopulation processes through
Generation Z, which significantly impacts the so-
cioeconomic development of regions. Most stud-
ies suggest that there will be a depopulation of
peripheral and metropolitan areas in the coming
years, which can be considered as outgoing theo-
ries of peripheral regions from which young peo-
ple leave to study and work (Lovén et al., 2020;
Priporas et al., 2020). This trend of depopulation
of peripheral regions is linked to the changing
needs for retention of Generation Z. Retention ap-
proaches are reflected in the fact that this gener-
ation is sensitive to sustainability, youth friendli-
ness, safety, and cultural diversity. However, they
seem less loyal than previous generations based
on their perception and preference (Ozkan &
Solmaz, 2017). Furthermore, a large proportion
of mutual interaction between Generation Z and
regional authorities regarding retention strategies
takes place through social media, reflecting on
city image, city brand (place branding) personal-
ity, and overall satisfaction with the local environ-
ment, cleanliness, and openness to opportunities
(Priporas et al., 2020; Aasetre et al., 2020).

Place brandingisa tool for attracting new residents,
tourists, and investors and is a way of communi-
cating with existing residents, businesses, and
other institutions (Belabas et al., 2020; Almeida &
Cardoso, 2022). The idea of brand or rebranding of
a place reflects the need to select certain benefits or
values and represent them inside out. Hence, the
underpinnings of place branding and rebranding
are rarely only about logos or slogans. It is usually
the case that both logos and slogans are aligned
with local identity and circumstances (Bonakdar
& Audirac, 2020). According to Kavaratzis (2020),
place branding has roots in marketing focused on
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strategies to attract investment and tourism relat-
ed to local identity. In this regard, place branding
represents a series of placed-based socioeconom-
ic impacts that generate tangible (strategies, pro-
grams, communication) and intangible (philoso-
phy, atmosphere) aspects of place branding with
the premise of capturing talent and investment
(Belabas et al., 2020). Intangible aspects do not
create a city’s brand entirely, but in practice, it is
often about small steps leading to the change in
the presentation (thinking) of the place.

Florida (2019) argues that place branding could
effectively implement a creative city concept.
However, it cannot be claimed that city branding
has a decisive influence on the outgoing tendencies
of Generation Z. According to Kavaratzis (2020),
only a well-managed discussion on a new brand
can start a particular process of revival and par-
ticipation of all stakeholders. Both tangible and
intangible can help mitigate outgoing tendencies.
However, certain economic factors are taking the
lead in the retention/attraction of Generation Z,
especially in the case of availability of skilled jobs,
quality of healthcare, availability of rental hous-
ing, the capacity of nursery and primary schools,
safety, community or social life, sports facilities,
access to nature and the environment (Hospers,
2020; Miftahuddin et al., 2021).

Conversely, one of the most significant pitfalls of
branding/rebranding strategies is the fragmenta-
tion of actions that diverge from its complexity. It
is practically impossible for the place’s brand strat-
egy and visual identity to appeal to every stake-
holder (Cudny, 2019; Aasetre et al., 2020; Almeida
& Cardoso, 2022). Therefore, it is essential to re-
flect on the identity of the place and the needs of
Generation Z regarding communication within
digitalization (digital cities, smart cities). Places
dealing with depopulation face challenges while
pursuing the place branding strategies and reten-
tion of Generation Z. Collaboration between local
or regional policymakers and Generation Z is es-
sential for their retention due to their innovative
and creative nature. They are open to discussing
problems and sharing new ideas in designing and
implementing place branding strategies that pro-
mote opportunities, openness, and destination
attractiveness (Iorgulescu, 2016). Place branding
strategies denote an instrument for Generation
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Z retention by promoting job, leisure, and educa-
tional opportunities through social media cam-
paigns as part of vibrant places (Nyhuis, 2017). As
Priporas et al. (2020) argue, place image and brand
personality impact the engagement of Generation
Z with local/regional social media.

Therefore, following insights into perceptions of
marginality in geographical space developed by
Mehretu et al. (2000), the paper’s main aim is
to determine regional perception indicators by
Generation Z on their intention to leave or stay in
the peripheral region. This approach is original
in its contribution to investigating the regional
perception of soft location factors of Generation
7Z members, which are considered to be determi-
nants of their out-migration.

Therefore, the paper develops two hypotheses:
HI:  Over 50% of Generation Z members intend
to leave the peripheral region.

H2: Increasing the negative regional perception
of soft location factors of Generation Z mem-

bers is associated with their increased likeli-
hood of leaving the peripheral region.

2. METHODS

Regional perception indicators cannot be meas-
ured directly, as they are based on the beliefs and
attitudes of respondents as actors or stakeholders
of regional development. Therefore, a two-step
approach was employed to set regional percep-
tion indicators. The list of place’s attractiveness
characterized by soft location factors dimensions
introduced by Florida (2019) for the creative class
attraction was used as the first step for concep-
tualizing the regional perception indicators. The
second step that contributed to the conceptualiza-
tion was the modification of Florida’s (2019) soft
location factors dimensions to the regional level
considering Generation Z needs by regional stake-
holders using a single focus group as suggested by
Nyumba et al. (2018).

More than 75% (56) of the 72 invited stakehold-

ers selected by the purposive sampling conduct-
ed by regional development agencies in three pe-
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ripheral areas of the Czech Republic (the Karlovy
Vary Region, the Jesenik District, and the City
of Zlin) accepted their participation in the focus
groups during the period from February to April
2021. Participating regional stakeholders included
public sector administration bodies, regional de-
velopment agencies, educational institutions, and
private companies. Code saturation and sample
size (number of focus groups) were treated satis-
factorily for focus group discussions, followed by
Hennink et al. (2019). The code analysis resulted
from interactive discussions with stakeholders
moderated by the authors, as facilitators derived
the final set of independent variables — regional
perception indicators — to model their associa-
tion with the expectation of Generation Z to leave
the peripheral region (Table 1). The evaluation of
the indicators by Generation Z members, treated
as participants in the questionnaire survey, was
transferred into a four-point Likert-type scale -
strongly agree to disagree strongly. The Karlovy
Vary Region was selected as a case study to esti-
mate the regional attractiveness indicators for
leaving the peripheral region.

The paper transformed Generation Z members’ re-
sponses indicating whether participants consider
it realistic to return to the region if they left it. To
identify whether the subject would leave or stay in
the region, all responses indicating that the par-
ticipant would or would not return to the region
were recoded as “Leave,” and responses were re-
coded as “Stay” in case the Generation Z member
was not considering leaving the region. The varia-
ble was renamed to “Expect to leave” (EXPEL).

The criterion for selecting respondents in the re-
gion was based on their status, as high school
students are current members of Generation Z.

Table 1. Regional perception indicators

Problems and Perspectives in Management, Volume 21, Issue 2, 2023

This criterion was established to gain insight in-
to those objects of the investigation before decid-
ing where to start their families and work. An on-
line questionnaire survey was used to collect data
from Generation Z. The survey was conducted in
all public and private high schools in the region
from December 2021 to March 2022 with digital
informed consent from the participants. All stu-
dents in the graduating classes or pre-graduation
year classes were selected as Generation Z mem-
bers alternately based on the age structure of the
participants to cover students over 15 years old.
The total number of subjects who participated
was 1038. After data preparation, the subject pool
of 690 cases was used for analysis. The remain-
ing 320 subjects were excluded from the analysis,
as they did not state whether they would return
to the region or if they would not consider leav-
ing the region; 28 participants did not complete
all regional perception indicators in the survey.
Therefore, the sample size in the study is appropri-
ate for the explanatory factor analysis (EFA), as it
is above all the recommended power analysis re-
sults from Monte Carlo simulation studies noted
by Kyriazos (2018).

Three statistical methods were used to prepare the
data and verify the assumptions of the resulting
data set for analysis. Firstly, the reliability of the
regional perception indicators derived from the
predictors used in Table 1 was examined as soft
location factors, as the concept can only be meas-
ured indirectly (Graham, 2006). The Likert-type
scale variables led to a reliability analysis perfor-
mance to estimate the item’s internal consistency;,
as Deng and Chan (2017) and Vaske et al. (2017)
suggested. The analysis is based on Omega HA
(w) for the reliability measure to avoid violat-
ing the assumptions caused by the traditionally

Florida’s (2019) soft location factors :

Derived regional
perception indicators — Name

Derived regional perception
indicators — Label

Quality of Life/Quality of Place

Wealthy, Creative, Smart, Offering
opportunities

WEALTH, CREATIVE, SMART, OPPORT

Culture Culture, Openness & CULTURE,OPEN
Large bigﬂ—utji‘gket events Destination attractiveness & IHDHI-;STAT """"""""
CNllugbhstln‘e scene, cafés, bars, and music Vibrant VIBRANT

Outdoor"éﬁr‘w'd lifestyle agﬁ';/“ities """" Youth-friendly . YHI':”RIEND """"""""
Accessibility of activities . Safe . SAFE .
Water area Clean CLEAN

http://dx.doi.org/10.21511/ppm.21(2).2023.25
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Table 2. Correlation matrix of the regional perception indicators

° YFRIEND : SAFE | WEALTH : CLEAN .| CREATIVE : CULTURE : SMART : OPEN: OPPORT ;| DESTAT
TS AS SO AN WAkt AN AN SO S-S NN A S S
WEALTH - - - - - - -
CLeAN - - i -
(CREATIVE . : 331 T T T T
CULTURE . 275 250" 480 - - -
SMART o 4s7T 1710 21T 293 499 4380 === -
OPEN 3177 126" 267" 2277 383" 434" 401 - - -
'OPPORT | 579" .84 4407 | 197" 504 378" 4797 415t - -
DESTAT 2017 777 186" | 2307 309" 484" 62" | 397" 279 -
VIBRANT 492" :.102" 322" 167" 424 354" 450" 364" 5117 .372

Note: ** significance at the 0.01 level.

used Cronbach’s alpha (Goodboy & Martin, 2020;
Hayes & Coutts, 2020). The standardized w value
of 0.847 is considered satisfactory, as it reached the
value > 0.800 (Goodboy & Martin, 2020).

Secondly, the Pearson correlation matrix was per-
formed to control the collinearity of the regional
perception indicators. Table 2 shows several mod-
erate significant correlations (p < 0.01) among
the predictors in the modeling determinants to
leave. Therefore, thirdly, the EFA was carried out
to identify latent constructs by reducing the set
of original variables in compliance with the sta-
tistical procedures in Henson and Roberts (2006).
Following the procedure, the data inspection tech-
niques were implemented by the probability of the
x2 distribution with degrees of freedom df by the
squared Mahalanobis distances to detect multi-
variate outliers. Bartlett’s sphericity test inspect-
ed whether the observed correlation matrix is
an identity matrix. And the Kaiser-Meyer-Olkin
(KMO) sampling adequacy test identified that la-
tent constructs may be present and EFA may be
performed. Principal component analysis (PCA)
was used to explain maximum variance to reduce
the number of predictors (Schreiber, 2021). The
Kaiser criterion was adopted to suggest the num-
ber of factors representing common variances.
The varimax orthogonal rotation was adopted to
produce uncorrelated results from rotated factors.
Anderson-Rubin factor scores for each case of the
resulting factors were calculated for their imputa-
tion as latent constructs of the regional perception
indicators.

A logistic regression was performed to understand

the identified latent constructs as determinants of
leaving Generation Z from the peripheral region.
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This method is the most appropriate for modeling
the relationship between the binary dependent
variable and one or more categorical and continu-
ous independent variables (Peng et al., 2002; Peng
& So, 2002; Anderson et al., 2003). The rationale
for such a regression analysis is that the fit curve
is far from linear - S-shape. To measure the re-
lationship between predictors and outcomes, the
regression model took the form:

logit(Y) = natural log(odds) =
o)
= ln(li)zaJrﬂXl +¢,

-7

where 7 is the probability of the outcome of the
event; « is the Y intercept; X is the independent
variable; 8 is the regression coefficient; ¢ is the
error.

To adjust the logistic regression model to this case,
the relationship between the latent constructs, fac-
tors of the regional perception indicators, and the
expectation of Generation Z to leave took form:

logit( EXPEL) = o + 81 Factor] +
+ 2 Factor2+ B3Factor3+¢.

@

Peng et al. (2002) and Peng and So (2002) provided
the resulting model description. Logit means natu-
ral logarithm (In) of the odds of outcome (EXPEL).
The odds are the ratios of the probabilities () of
the outcome that occurs (Generation Z is expect-
ed to leave) to the probabilities that the outcome
does not occur (1 - 7). The regression coeflicient
(B) determines the direction of the relationship
between the predictor (factor x (1)) and the logit
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of the result (EXPEL). When the coeflicient () is
greater than zero, the larger (or smaller) predictor
values are associated with, the larger (or smaller)
logarithmic figures of the outcome. Therefore, the
adjusted model is defined as “The likelihood that
the expectation of the member of Generation Z
to leave the peripheral region is related to deter-
minants that represent latent constructs of the re-
gional perception indicators.” The goodness-of-fit
statistic was performed for the assumption of the
model that the derived logistic regression model
fits well the dependent variable (EXPEL). To meas-
ure how well the model predicts the dependent
variable, the Nagelkerke pseudo-coefficient of de-
termination was used as it reaches the maximum
value of 1. The statistical significance of the re-
gression coeflicients () was tested using the Wald
X2 statistic. All data analysis was performed with
IBM SPSS Statistics 23.

3. RESULTS AND DISCUSSION

Of the high school students who completed the
questionnaire, 81% (559 out of 690) reported their
expectation to leave, accepting HI. This result pro-
vides evidence of the peripheral region’s severe
social and economic disadvantages and confirms
expected out-migration, aligning with Lovén et
al. (2020) and Priporas et al. (2020). Furthermore,
the result confirms the continuation of econom-
ic and social divergence between Czech regions
by Smetkowski (2013) and Hiibelova et al. (2021).
Finally, the result indicated a rationale for finding
regional perception indicators, which could be sug-
gested as determinants of the expected high level of
out-migration in the left-behind peripheral region.

Table 2 shows the collinearity between predictors;
the EFA was the first statistical analysis to find de-
terminants. The assumption that the data are not
affected by multivariate outliers was confirmed by
performing a probability of the x2 distribution by
the squared Mahalanobis distances, where any case
reached p < 0.001 (df: 10). The p-value of Bartlett’s
test of sphericity supported the assumption that
the correlation matrix is the identity matrix (ap-
prox. X2: 2347.904; df: 55; p-value < 0.001). The
Kaiser-Meyer-Olkin Measure of sampling adequa-
cy reached the value of 0.884, a meritorious value
by Howard (2016). The value indicated that latent

http://dx.doi.org/10.21511/ppm.21(2).2023.25
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constructs are expected to be present, and EFA is
valuable to be performed. PCA using Kaiser’s crite-
rion of 1, recommended three factors representing
61% of the common variance. Varimax orthogonal
rotation suggested loadings of regional perception
indicators to factors following recommendations
by Howard (2016). Table 3 summarizes the results
of the varimax rotation. As satisfactory regional
perception indicators loading onto their primary
factor were considered those with the value of fac-
tor loadings above 0.40, along with factor loadings
onto alternative factors below the value of 0.30 and
demonstrating a difference of 0.20 between their
primary and alternative factor loadings.

Table 3 shows that VIBRANT indicator was the
only predictor that violated the recommenda-
tion. The resulting factors were named following
the theoretical foundations of the paper and the
dominant indicators in the factor. Florida’s (2019)
soft factor dimension ‘nightlife scene, cafés, bars,
and music clubs’ derived as VIBRANT regional
perception indicator shows cross-loading between
SMARTOPPORT and OPENCULTURE factor.
The cross-loading might be due to the association
of the nightlight scene, cafes, and bars with the
local culture and its openness to new people and
cultural trends, and the simultaneous association
with the friendliness of places to the youth offer-
ing opportunities to spend their leisure time. In
general, these results suggest latent structures in
the regional perception indicators, where:

1. SMARTOPPORT presents economic and life-
style opportunities as the first dimension of
soft location factors for Generation Z mem-
bers, which is in line with Iorgulescu (2016)
and Roblek et al. (2019);

OPENCULTURE supports the idea of the
social dimension represented by openness to
new ideas and people, along with the pres-
ence of cultural amenities where new ide-
as can be created and shared, and network-
ing takes place. These findings are consistent
with Priporas et al. (2020) and Gabrielova and
Buchko (2021);

SAFECLEAN specifies the environmental di-

mension characterized by indicators of envi-
ronmental pollution by human agents and
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Table 3. Rotated factors matrix of the regional perception indicators

Regional perception indicators Factor
SMARTOPPORT OPENCULTURE SAFECLEAN
YERIEND 8 153 B S
769 253 071
"""""""" 697 018
.662 .302
589 A7
"""""""" .576 """4368
.053 .831
. 304 A2
"""""""" .310 """.654
.073 .050
"""""""" 134 186

fear of crime in the context of everyday or
shared experience, similar to conclusions
drawn by Kavaratzis (2020) and Miftahuddin
etal. (2021).

A Dbinomial logistic regression was performed
to determine the effects of three factors of re-
gional perception indicators (SMARTOPPORT,
OPENCULTURE, and SAFECLEAN) on the like-
lihood that the Generation Z member is expect-
ed to leave the peripheral region. The assumption
of linearity of the factors concerning the logit of
the outcome (EXPEL) was measured using the
Box-Tidwell procedure. All predictors were line-
arly related to the logit of the dependent variable
(p-value > 0.05). There was no standardized resid-
ual with a value greater than 2.3 standard devia-
tions. Therefore, all cases were kept in the model.
Omnibus Tests of Model Coefficients (x2: 34.754,
p-value < 0.001) revealed that the logistic regres-
sion model accurately predicted the outcomes cat-
egories compared to the absence of an independ-
ent variable. Furthermore, based on the evaluation
of Hosmer and Lemeshow’s goodness of fit test
(x2: 6,505; df: 8; p-value < 0.001), the model pre-
dicted categorical outcomes well. It explained 7.9%
(Nagelkerke R2) of the variance in expectation to

leave and correctly classified 80.7% of cases. Of the
three factors, only two were suggested as determi-
nants for leaving the region, SMARTOPPORT and
OPENCULTURE (as shown in Table 4). More spe-
cifically, increasing negative regional perception
by unit, measured by the two factors, was associ-
ated with an increased likelihood of expectation of
leaving by 1.696 and 1.340, respectively. Therefore,
the study found sufficient evidence to reject H2
and suggests a partial effect of the increasing neg-
ative regional perception of the soft location fac-
tors of Generation Z members on the increased
likelihood of leaving the peripheral region.

The most striking result of Table 4 is that the re-
gional perception indicators associated with eco-
nomic and social factors were considered relevant
to the expectation of leaving the peripheral region,
contrasting to the findings of Lovén et al. (2020)
without environmental factors. This is surprising,
as the region has tackled long-term environmen-
tal pollution and antisocial behavior resulting in
crime, which aligns with the findings of Hiibelova
et al. (2021). However, these results could be due
to current policy measures leading to the closure
and regeneration of local open-air brown coal
mines, power plants, curfew, or other measures

Table 4. Coefficients of the regional perception indicators components

Factor B S.E.: Wald df P-value 0Odds ratio 95% C.1.for Odds ratio
Lower Upper
SMARTOPPORT .528 1 .104 25.991 1 3.4298E-7*** 1.696 1.384 2.078
i R B B B T T A T
SAFECLEAN 033200 110 1 0740259 . 1034 . 85O . 1258
Intercept ¢ 1,559 :.106 ¢ 215.360 : 1 9.3009E-49 *** 4.754 - -

Note: *** significance at the 0.001 level, ** significance at the 0.01 level, S.E. indicates standard error, 95% C.O. indicates 95%

confidence interval for the odds ratio.
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limiting movement during the COVID-19 pan- Hospers (2020) and Priporas et al. (2020), which
demic. In summary, lifestyle factors, smart city supports H2. Therefore, these factors can be used
solutions and technologies, openness (tolerance), as regional perception indicators for branding or
and economic opportunities were indicated as rebranding the region, similar to indicators pre-
determinants of expectation to leave or retain in  sented by Belabas et al. (2020), Kavaratzis (2020),
the peripheral region, supporting the finding of and Aasetre et al. (2020).

CONCLUSION

The study aimed to model the determinants of regional perception on Generation Z’s intention to leave
or stay in the peripheral region. The paper has provided latent constructs of regional perception meas-
ured by soft location factors, modified here considering the specifics of its use at the regional level and
Generation Z needs. The estimation results emphasize the importance of the latent constructs defined
by smartness, opportunities, openness, and culture as decisive soft location factors for the regional per-
ception of Generation Z. More importantly, the results suggest that these factors play a crucial role in
regional attractiveness for Generation Z. Therefore, the study presents a novel approach to developing
regional perception by employing soft location factors as determinants of Generation Z retention in
peripheral regions. Furthermore, the results signify contemporary regional development approaches
based on regional smartness and openness.

Selecting a peripheral region as a case study could be a limitation when studying regional perception
regarding soft localization factors.

The practical implications of the paper are reflected in the prospects for multilevel governance toward
regional attractiveness with the participation of local, regional, and national authorities collaborating
in regional development practices and branding strategies. Furthermore, these authorities must involve
citizens and the private sector in designing and implementing public policies to increase the regional
attractiveness for Generation Z members.

Further research in regional perception should tackle challenges concerning digitalization processes
and the changes in smart specializations of regions and their role in branding or rebranding. In addi-
tion, future studies could analyze how the digitalization of products and services contributes to regional
perception.
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