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Abstract

Local cuisine is one of the foundations for how Serbian rural communities are
presented to tourists. The desire for regional cuisine has recently increased, which has
created opportunities for the promotion of regional and, most importantly, traditional
production. The changing behaviours of travellers, who are becoming more conscious of
the value of authenticity and quality when travelling, offer opportunities for rural areas
to thrive while also creating a new horizon for tourism centered on the discovery of
traditional cuisine and rural communities. This kind of travel can be compared to slow
travel, which was developed in conjunction with the Slow Food movement. The Slow
Food movement is a political and cultural movement with the goal of opposing the
industrialisation of food production, promoting locally made, high-quality, sustainable
food, and making a significant contribution to rural areas. Three guiding principles —
good, clean, and fair — define what food should be and form the foundation of this
movement. The major objective of this paper is to present the driving elements that have
the biggest impact on tourists’ enthusiasm to visit rural tourist houses in Serbia. The
research also seeks to determine how much the respondents’ desire to return to Serbia’s
rural tourist households is influenced by motivating factors.
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HAYEJIA CIIOPE XPAHE
KAO MOTUBALINJA TYPUCTA JA ITOCETE
CEOCKA TYPUCTHYKA JOMARUHCTBA Y CPBUJA

Arncrpakr

JlokanHa TacTpOHOMHja TMpPEACTaB/ba jeNaH Ol OCHOBA TYPHCTHUYKE IpE3EHTALije
pypamHux nozapydja y Cpouju. [loTpakma 3a JIOKaIHOM TaCTPOHOMHjOM je IOCIEIBHX
TOJIMHA y TIOPacTy, YMMe ce OTBapa MPOCTOP 3a IUTACHPA:e JIOKAITHE U TIPe CBera Tpa -
OHaJHe Tpon3Bo/e. HoBe HaBHKe TypHCTa KOjH Cy CBE BHIIE CBECHH BXKHOCTU ayTeH-
THYHOCTH W KBAJIMTETa TOKOM ITyTOBama CTBapajy IIAHCY 3a pa3Boj PypasHHX Ipereda,
any ¥ 3a IeUHNCAe HOBOT XOPHU30HTA 33 Typr3aM KOjH je 3aCHOBAaH Ha OTKPHBAY Tpa-
JWMIOHAJIHE XpaHe U pypasiHuX 3ajenHuria. OBaj BUI Typru3Ma MOXKE MPEACTaBIbaTH CIIO-
pu (enr. slow) Typusam Koju je HacTao y OKBHpY IOKpera criope xpase (exr. slow food).
Tlokper Slow food mpescraBba KyaTypHH M MOJUTHYKH MOKPET KOjH MMa 32 IHJb Jia Ce
CYNPOCTaBH HMHIYCTPUjATIM3AIMjH MPOM3BOILE XpaHEe, Jla MPOMOBHIIE Malle 3aHaTcKe
HPOM3BOJIC M KBATUTETHY U OJIPXKUBY XpaHy, U J1a IOCTAHEe CHAXKaH JIOIPUHOC Y TTOAPIIIIN
pypaiHuM 3ajeqaunaMa. OBaj TIOKPET ce TeMEeJbU Ha TPU MPUHIIMIIA KOja OMUCYjy KaKBa
xpana Tpeba aa Oyne, a To cy: nobpa (enr. Good), uncra (eur. Clean) u momrena (eHr.
Fair). Crora, riaBHy /b OBOT pajia je Jia CIuTa Koju off (hakTtopa Mmokpera y Hajsehoj
MepH yTU4y Ha MOTHBAIIM]y TYpHCTa [a II0CEeTe CE0CKa TypucTHIKa nomMahuncTea y Cpou-
ju. Taxobe, Uyb pazia je UICOHUTATH Y KOjOj MEpH Cy (haKTOpH MOTHBALHjE TIOBE3aHH Ca JKe-
JbOM HCIHUTAHHKA /14 IOHOBE MOCETY CEOCKUM TypHCTHYKIM AoMahuHcTBIMa y Cpouju.
Kibyune peun: criopu (Slow) typusam, slow food, ceocka Typucruuka gomahnHcTBa,

MoTtHBaiyja, Cpouja.

INTRODUCTION

One of the tourist goods that travellers are increasingly appreciat-
ing as a break from established and pre-planned vacations based on a fast-
paced and modern lifestyle is rural tourism (Brati¢ et al., 2021). People
tend to: choose shorter vacations and journeys, look for fresh experiences,
get in touch with nature and original values again, and restore regional
customs and culturally significant landmarks (Bozovi¢ et al., 2022). The
value of rural tourism is complex, and largely seen in the preservation of
a region’s natural environment and cultural heritage, as well as in the en-
hancement of the socioeconomic profile of that region (Demirovi¢ et al.,
2020). According to Banjac et al. (2016), rural places may have the best-
preserved gastronomic history and authenticity.

An increasing proportion of tourists is drawn to destinations be-
cause of the food available there (Mak et al., 2017). The knowledge that a
country’s cuisine and gastronomy are essential components that can help
it establish a well-known brand is becoming more and more apparent in
tourist destinations (Brati¢ et al., 2021). By promoting authentic foods
and beverages, each region has the potential to develop into a major tour-
ism destination. Various gourmet events may serve as one of the primary
platforms for their presentation and marketing (Stojanovic et al., 2018).
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Gastronomy is becoming more and more important in contemporary cul-
ture. According to certain scholars, cuisine is a reflection of a location’s
culture (Pavlidis & Markantonatou, 2020).

Stanisi¢ et al. (2018) feel that Serbia offers a sizeable gastronomic
offer. Given the fundamental characteristics of gastronomic tourism as an
increasingly popular form of travel, the villages and rural households where
food is produced are the focus of interest, despite the diverse offerings of
large cities (Baum, 2011; Kalenjuk et al., 2014; VVuksanovic¢ et al., 2016).

Previous studies in Serbia have largely focused on rural tourism and
gastronomy as factors influencing travellers’ decisions to travel there
(Cvijanovi¢, Gaji¢ & Vukoli¢, 2022; Demirovi¢ Bajrami et al., 2020;
Vukoli¢ et al., 2023). Additionally, slow tourism has recently gained
popularity in Serbia (Bozovié, Miljkovi¢ & Mikuli¢, 2021; Bozovi¢, Pivac
& Milojica, 2021; Bozovi¢ et al., 2022; Luni¢ et al., 2020). Rural tourism
and the Slow Food movement are both unified by the idea of slow tourism.

Given that the subject has not been thoroughly researched in Serbia,
the objective is to familiarise the general public and small, local manufactur-
ers with the advantages they could possibly gain from this movement. The
subject has not been researched in this region, particularly in light of the po-
tential link between the Slow Food movement and the growth of rural tour-
ism in Serbian rural areas through the visitation of rural tourist households.
Investigating which of the variables (principles of the Slow Food move-
ment) has the biggest impact on tourists’ enthusiasm to visit rural tourist
houses in Serbia is the primary objective of this paper. This research also
seeks to determine how much the respondents’ desire to return to Serbia’s
rural tourist households is influenced by motivating factors.

LITERATURE REVIEW

Gastronomic experiences offer numerous possibilities. Currently
available literature states the importance of: trying regional cuisines (Du-
arte, 2013), markets as a place where you can best get to know the tradi-
tional culture of a place (Castello-Canalejo et al., 2020), visiting a histori-
cally significant location in an area recognised for its goods (Guzel &
Apaidin, 2016), and visits to local farms (Ammirato & Felicetti, 2014).

It is well known that gastronomy has a big impact on where visitors
choose to travel based on studies done on tourists’ culinary experiences
so far (Chang et al., 2011). If visitors enjoy the cuisine, they will spread
the word about the regional cuisine of that location (Jankovié, Ciri¢ &
Vujasinovi¢, 2020; Berbel-Pineda et al., 2019). Food may also serve as a
symbol of a country’s identity; therefore, it is important to use it properly
while promoting a place. According to food producers, local govern-
ments, and other managers of tourism development, food is being used as
a justification for holding various activities and events (Hall & Sharples,
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2008). In addition to developing a new category of tourism based on the
discovery of traditional foods and rural communities, a new market is
opening up for traditional and local products (Garibaldi, 2018). Local
foods are viewed as ‘authentic’ goods that represent the location and cul-
ture of a certain location, and local identity and local cuisine are believed
to be intimately related (Frew & White, 2011). As a result, even if eating
is a big part of traveling, it stands to reason that foods that are strongly
linked to a place’s culture will be consumed more frequently there.

Slow Food Movement and Projects

The Slow Food movement was started with the initial intention of
highlighting the importance of preserving heritage, local cuisine, and
overall gastronomic enjoyment by adopting a slow pace of living (Lowry
& Lee, 2016). The movement was created as a reaction to the globalisa-
tion of national cuisine and the growth of the fast food trend that began in
the 1980s. The Slow Food Association, which works to restore the true
worth of food in respect to the person who makes it, in relation to the
land, and in reference to local tradition, is responsible for this culinary
certification’s success on a global scale (Corvo, 2015; www.slowfood.it).
Carlo Petrini (2013), the movement’s creator, outlined the fundamental
ideas of the movement using three concepts — good, clean, and fair food,
which addresses both social and political dimensions, as well as the aes-
thetic and sensuous component (Payandeh et al., 2020).

The Slow Food movement advocates for and supports small, arti-
sanal food producers, emphasising the value of their close ties to the local
environment and culture, increased production sustainability, and signifi-
cant support for the growth of rural communities, particularly the most
marginalised ones (West & Domingos, 2012). The movement is linked to
slow tourism, a new alternative kind of travel. The broadest definition of
slow tourism (Dickinson & Lumsdon, 2010; Corvo & Matacena, 2017)
explains it as a conceptual framework that comprises travelers who travel
more slowly and closer to their home destination, but attempt to remain
longer at the chosen place.

Therefore, this research began with the dollowing hypotheses:
(H1) the Good factor is a strong driver of respondents’ visits to Serbian
rural tourist households; (H2) the Clean factor is a strong driver of re-
spondents’ visits to Serbian rural tourist households; (H3) the respond-
ents’ strong desire to visit Serbian rural tourist households is significantly
influenced by the Fair factor; (H4) the respondents’ willingness to return
to Serbia’s rural tourist households is highly correlated with the Good
factor; (H5) the respondents’ desire to return to Serbia’s rural tourist
households is substantially correlated with the Clean factor; (H6) the re-
spondents’ desire to return to Serbia’s rural tourist households is highly
correlated with the Fair factor; and (H7) there is a strong correlation be-
tween the variables Good, Clean, and Fair
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METODOLOGY
Sample and Procedure

The only requirement for participation in the study was that the re-
spondents had visited one of the Serbian rural tourist households. A defi-
nition of a rural tourist household was provided at the start of the survey.
The sample consisted of a total of 251 respondents. The study was carried
out in February 2023. The primary method was an online survey (Google
Docs), which was disseminated via Facebook, Linkedin, and Instagram.

Instrument

Closed-ended questions make up the research questionnaire, and a list
of 25 criteria was compiled for the study’s aims using data from other studies
(Payandeh et al., 2022). The assertions connected to why tourists choose to
visit Serbian rural tourist households are evaluated in terms of the degree of
agreement or disagreement with the statements. A five-point Likert scale (1 =
entirely disagree, 2 = partially disagree, 3 = not sure, 4 = partially agree, and
5 = completely agree) was applied to this section. The IBM SPSS 23
programme was used to analyse the acquired data using exploratory factor
analysis, descriptive statistical analysis, and correlation analysis.

RESULTS AND DISCUSSION
Exploratory Factor Analysis

The scale of motivation of the respondents showed high statistical
significance (¢=.842). An exploratory principle components analysis (EFA)
using Promax rotation was carried out to isolate the motivational elements.
The Kaiser-Mayer-Olkin (KMO) data goodness-of-fit criteria, with a
recommended value larger than 0.6 (Kaiser, 1974), and a statistically
significant value of Bartlett’s test of sphericity (Bartlett, 1954) were used to
evaluate the suitability of data for exploratory factor analysis. As anticipated,
the item analysis revealed a high KMO value of .949, and a statistically
significant Bartlett’s test value (32=4330.98; df=300; p =.000). Three
significant factors were identified, accounting for a combined 61.57% of the
variance. Three significant factors with a total of 61.57% of variance
explained were singled out. Factor 2 (9 items) refers to motives that include
features connected to food quality, factor 3 (5 items) relates to respect for
food and its producers, and factor 1 (11 items) refers to motives that include
characteristics associated to the sustainability of food and rural tourist
households. All three factors meet adequate scale reliability (Nunnally &
Bernstein, 1994): factor 1 - Clean (0.942), factor 2 - Good (0.894), and factor
3 - Fair (0.782). The aforementioned three factors are shown in Table 1.
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Table 1. Rotated matrix of components (motives)
and descriptive display of factors

Factors F1 F2 F3

Clean Good Fair Mean Standard
Motives o=.942 o=.894 «=.782 deviation
The surrounding natural environs  .872 4.3 .9930

are the main factor in my
decision to return to the rural
tourist households there.

The rich cultural heritage of the
area serves as an inspiration for
the rural tourist household’s wish
to return.

During my visits, | enjoy
exploring the area around the .846 4.3 1.0853
rural tourist house.

Eating food that has been cooked
traditionally is satisfying.

For rural areas, environmental
protection and the preservation of
native foods are the most
important challenges.

Rural tourist households achieve
greater financial profit when they
use products from their own
cultivation in their business

The time spent in a rural tourist
household improves my mood.
The pleasant climate is one of the
reasons why | visit rural tourist .683 4.1 1.0448
households.

I like to eat fresh, locally

produced food since | know that

the leftovers will be properly .601 4.1 1.1382
utilised (as cattle feed or organic
fertilizer, for example).
Regarding the ambiance and
service | experience in a rural
tourist households | think the price
to quality ratio is appropriate.
Regardless of the expense of
such a journey, the time | spend
vacationing in a rural tourist 314 4.1 1.0745
home has a long-term favorable

impact on my disposition.

Eating local cuisine has an 4.1 1.0826
impact on my pleasure and .829

contentment.

.869 4.1 1.1013

.823 4.4 .9155

.819 4.3 .9441

.816 4.2 1.0588

.745 4.3 1.0052

.398 4.0 1.0411
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I visit rural areas and rural tourist
households for traditional local
dishes.

For me, the taste of local and
traditional cuisine is the main
motive for going to rural tourist
households.

I place more value on the
standard of organic and healthful
prepared foods than on the
restaurant’s look.

For me, the quality of the
ingredients from which the dishes
are prepared is of great
importance.

During a visit to a rural tourist
household, it is important to me
who, when, how and where
prepares the food that | consume.
I travel to rural areas with my
family to preserve my childhood
memories and at the same time
promote a healthy country and
local culture.

I believe that the food grown in
rural areas is of good quality.
My financial situation allows me
to buy local products and visit
rural tourist households.
Consuming autotoni and local
goods, in my opinion, is not
financially advantageous for me.
The simplicity of the packaging
and the favorable price are the
main motivations for buying
local products.

I want to visit rural areas in my
country to increase their
economic profit (earnings).
When | visit rural tourist homes,
I don’t just consider my personal
costs; | also consider the income
(profit) of those homes.

I believe that food in rural tourist
households is cheaper than in city
restaurants due to the accessibility
of domestic products.

.808

.716

.692

.675

.626

.538

510

.302

.884

.730

574

.557

410

3.6

3.9

4.3

44

4.3

3.7

4.2

3.9

3.4

3.4

3.7

3.4

3.8

1.1464

1.1115

.9038

.9289

1.0208

1.2946

9730

1.0952

1.2204

1.2840

1.3263

1.2204

1.2261
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As in the study from which the scale was derived (Payandeh et al.,
2022), three factors were highlighted. When compared to the first investi-
gation, the results showed a small variation. While the Fair factor differs
from the Good factor and the Clean factor in this study in a number of as-
pects, they both perfectly match the same components from the original
research. In particular, while eight variables were included in the original
research, only five variables are included in our study’s Fair factor. In our
study, the variable “My financial situation allows me to buy local prod-
ucts and visit rural tourist households” is categorised under the Good
component. The variables “I believe that the ratio of price and quality is
correct in relation to the atmosphere and service | receive in a rural tourist
household” and “The vacation I spend in a rural tourist household has a
long-term positive effect on my mood, regardless of the costs of such a
trip” are grouped together with the Clean factor. In contrast to the origi-
nal research from which the scale was taken, factor analysis determined
that the above mentioned variables in this research sample show a higher
correlation with the variables from the Clean and Good factor. The results
of factor analysis serve precisely to show groups of variables with highly
correlated variables within a specific sample (Pallant, 2011). The three
specified essential factors include the key terms ‘Good’, ‘Clean’, and
‘Fair’, which identify categories helpful for further study and categorising
various visitor motivations. The objective of the study was to identify the
elements that most strongly influenced the respondents’ desire to visit ru-
ral tourist houses in Serbia.

All concerns relating to environmental sustainability and biodiver-
sity preservation fall under the Clean factor. According to the findings in
Table 1, which demonstrate the significance of this aspect as a motivation
for respondents to keep dogs in rural tourist households in Serbia, all stat-
ed justifications have high mean values. The most significant motivating
factors are the importance of the natural environment in which the rural
tourist household is located (M=4.3; SD=.9930), the preservation and di-
versity of traditional food (M=4.3; SD=.9441), the value provided by
consuming food prepared in a traditional manner (M=4.4, SD=.9155),
and concern for environmental protection. However, despite having a
high mean score, the respondents’ evaluation of the purpose connected to
the relationship between price and quality in regard to the ambiance and
service offered in rural tourist houses is the lowest (M=4.0; SD=1.0411).
From the aforementioned, it can be inferred that the respondents place the
least value on money and are more concerned with the safe, hygienic, and
natural surroundings that a rural tourist households is located in.

All factors relating to quality, taste, health, and social distinctions
are covered under the motivation factor Good. This aspect also takes into
account the reasons why respondents travel for food — notably, its quality
and flavour. The importance of the ingredients used in food preparation
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(M=4.4; SD=.9289) and the respondents’ preference for natural and
healthy food products over the facility’s aesthetics (M=4.3; SD=.9038)
are among the main drivers of the survey (Table 1). Additionally, the ma-
jority of respondents (M=4.2; SD=.9730) agree that food produced in ru-
ral areas is of high quality. The aforementioned findings support the idea
that motivation may be broken down into its component parts and explain
the significant role that meal quality plays in driving travel motivation
(M=4.1; SD=.78638).

Factor 3 — Fair — addresses both fair conditions for producers and
prices for consumers in order to ensure the sociocultural sustainability of
production. The economic components of factor 3 were generally scored
somewhat lower than the previous two categories, as seen in Table 1
(M=3.4; SD=.94494). Respondents gave the highest rating (M=3.8;
SD=1.2261) to the claim that the availability of local items makes food in
rural tourist residences less expensive than in metropolitan eateries. In
contrast, the respondents claimed that the ease of the packaging and the
affordable price of purchasing local goods were the factors that least in-
spired them (M=3.4; SD=1.2840). The purpose of this study was to de-
termine, using descriptive analysis, if three separate criteria are connected
to the respondents’ intention to return to Serbia’s rural tourist households.
Consequently, a study of statistical correlations was carried out. The
Pearson product-moment correlation coefficient (r) was used to express
the relationship between the chosen factors (F1-3) and the desire for a fol-
low-up visit. The relationship between the parameters (F1-F3) and the re-
spondents’ recurring desire to visit one of the rural tourist houses in Ser-
bia was examined using correlation analysis.

Table 2. Average correlation values according to Pearson, at the level of
the F1-3 ratio and the desire to revisit rural tourist households in Serbia

Areturn Factorl Factor2 Factor 3
visit (Clean)  (Good) (Fair)

A return visit 1

Factor 1 (Clean) 222" 1

Factor 2 (Good) -205™ 793" 1

Factor 3 (Fair) -166™  .643™ 676" 1

No element is positively associated with the respondents’ desire to
visit a rural tourist household again, according to the findings and the ex-
hibited correlation values. This can be understood to mean that the ele-
ments are what drive respondents to visit rural tourist households, but
they are not what drive respondents to want to return. However, it is clear
from the correlation matrix that all three of the previously indicated com-
ponents exhibit a very high positive correlation at a significance level less
than 0.01 (F1 and F2 equal to 0.793; F1 and F3 equal to 0.643; F2 and F3
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equal to 0.676) (Table 2). According to how this can be read, respondents
who have a more positive image of any of the three factors will have a
more positive image of the other two factors, and this relationship will be
extremely strong. Whether the research hypotheses were fully confirmed,
somewhat confirmed, or rejected can be concluded from the aforemen-
tioned findings. The research hypotheses are provided in Table 3.

Table 3. Response to research hypotheses

Hypotheses (+); (+/-); ()  Explanation

H1 A significant driver of Confirmed (+) The factor’s mean value
respondents' visits to Serbian is an extraordinarily high
rural tourist households is the 4.0527.

Good factor.

H2 The Clean factor is a Confirmed (+) The factor’s mean value
significant driver of is an extraordinarily high
respondents’ visits to Serbian 4.0527.
rural tourist households.

H3 The Fair factor is a significant Partially The mean value of the
driver of respondents’ visits to  confirmed (+/-) factor is slightly above
Serbian rural tourist the average and is
households. 3.3857.

H4 The respondents’ desire to Rejected (-)  The correlation’s
return to Serbia’s rural tourist statistical value is
households is highly correlated negative.
with the Good factor

H5 The respondents’ desire to Rejected (-)  The correlation’s
return to Serbia’s rural tourist statistical value is
households is highly correlated negative.
with the Clean factor

H6 The respondents’ desire to Rejected (-)  The correlation’s
return to Serbia’s rural tourist statistical value is
households is highly correlated negative.
with the Fair factor.

H7 The Good, Clean, and Fair Confirmed (+) All three of the above
standards are intimately related. listed factors have very

strong statistical
correlation values.

Factor 1 — Clean, which has the highest mean value among the iso-
lated criteria, and consequently reflects the biggest motivation among the
respondents to visit one of the rural tourist households, should also be
emphasised. The component 2 — Good — came in second, and element 3 —
Fair — had the lowest mean value and, thus, the least motivation among
the responders.
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CONCLUSION

Food is becoming a more important topic in the tourism industry,
but even more crucial is the value placement of food within a larger tour-
ist offer that will satiate the needs of cultural tourists, sports tourists, and
green (responsible) tourists, or what is known as a slow tourist.

The Slow Food ideology promotes traditional lifestyles, local food,
local producers, sustainability, and the pleasure of food in response to be-
coming accustomed to a fast-paced, modern way of life. If we consider
the organisation’s origins and evolution, as well as tourists’ rising desire
to travel to rural areas, experience local cuisine, and appreciate local
products, food may be the primary draw for visiting rural tourist house-
holds in Serbia. It follows that food would immediately contribute to the
growth of tourism and the overall development of rural areas in Serbia,
where a great gourmet offer is given through rural tourist residences and
neighborhood village markets. The most significant driving forces behind
visiting a rural tourist household stand out as a concern for environmental
protection, the preservation and diversity of traditional food, the con-
sumption of food prepared in a traditional manner, as well as natural sur-
roundings. It is clear that visitors place the least value on money and are
more concerned with the rural tourism household’s healthy, clean, and
natural surroundings. Priority is also given to the quality of food pro-
duced in rural areas in comparison to the facility’s look.

The authors can conclude that none of the three Slow Food move-
ment criteria are directly related to the respondents’ intention to return
and visit a rural tourist household, based on the research and the main
goal of the work. The examined factors are significant for the respond-
ents’ desire to visit rural tourist households, but they do not significantly
impact their decision to return. The significance of this work is increased
by the fact that there has not yet been any research in Serbia on the topic
of a direct link between tourist motivation and the tenets of the Slow
Food movement.
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HAUYEJIA CIIOPE XPAHE
KAO MOTUBALIMJA TYPUCTA JA ITIOCETE CEOCKA
TYPUCTUYKA JOMARUHCTBA Y CPBUJA

Hapuja Jlyauh', Tamapa Cyp.nia?, Tatjana Ilusan?, PoGepro Munepa®
Vuusepsuter Cunruaynym, beorpan, Cpouja
2Vuusepsurer y Hosom Cany, I[TpupoaHo MaTeMaTHUKU (aKyJITeT,
JHenaptman 3a reorpadujy, Typuzam u xorenujepctso, Hosu Caa, Cpbuja
SYuusepsurer y basunukaru, Iotenua, Mramuja

Pe3ume

VY pany cy nmpuKaszaHH pe3yJITATH HCTPAKUBama KOjUM je TocebaH BUA TypHU3Ma,
criopu (enr. slow) Typusam, HacTao y okBupy mokpera criope xpane (enr. slow food),
noBe3aH ca (akTopuMa KOju yTHYy Ha MOTHBALMjy TYPHCTa Jla MOCETE CEOCKa TypH-
cruuka gomahuncrsa y Cpouju. ITokper Slow food nacrao je y Uranuju ocamaeceTux
TO/IMHA Kao OTIOpP MHAYCTPHjaJM3aliji MPOU3BO/AKBE XPaHe W MMa 3a LIWJb Ja KPo3
MPOMOBHCAE AyTCHTHYHHX JIOKAJTHUX MPOM3BOJIA MPYKU CHAKHY MOAPIIKY PasBojy
pYpalHHX 3ajeqHHIa. 3aCHUBA Ce Ha TPH MPHHIMIA KOja OMICYjy KakBa XpaHa Tpeda
nma Oyme, a To cy: mobpa (eur. Good), uncra (eur. Clean) u momrena (eur. Fair).
OCHOBHHM IIWJb pajia je OMo Ja ce UCTUTA Y KOjo] MepH OBU (HAKTOPH YTHUY HA XKeJby
HCIHTAHKKA J1a TOCETE WM MOHOBE TTOCETY CEOCKOM TYypUCTHYKOM JomahuHCcTBy. JIo-
KaJIHa TaCTPOHOMHja CBe BHILIE 100Mja Ha 3HAUajy M MpeacTaBiba OuTaH GakTop 3a Ty-
PHCTHYKH pa3Boj pypaiHux nozapydja Cpouje.

TypucTH MMajy HOBE HaBHUKE M CBE BHILE Cy CBECHH 3Ha4aja ayTEHTHYHOCTH H
KBaJIMTETa TOKOM IyTOBamba, U KaO TAKBH CTBapajy HOBY ILIAHCY 3a Pa3BOj PypajHHX
npezena, and ¥ 3a JAeUHHCame HOBOI XOPH30HTA 3a TYpH3aM KOjU je 3aCHOBaH Ha
OTKpHBamy TPaJAULHOHAIHE XPaHEe U PYPATHUX 3ajeAHHIIA.

EMIupHjcKo HCTpakuBame CIPOBEICHO je TokoM Mecena (edpyapa 2023. ronune
Ha y30pKy of 251 ucnuranuka u3 Cp6uje. Kao rmaBro cpeznctBo kopumiheH je oHlajH
ynutHEK (eHrneckn Google Docs) auctpubyupan myTem ApymTBeHHX Mpeka DejcOyk,
JIuukauua u UHcrarpam (edr. Facebook, LinkedIn, Instagram). Youthuk koju je Ko-
puifieH y UCTpaXHBamy CacTOjU Ce OJ] 3aTBOPEHHUX IHTamba, a 3a MOTpede UCTPaxKH-
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Bama (opMHupaHa je JicTa ox 25 daxkropa Koju cy Npey3eTH U3 PaHHjUX UCTPaXKHBa-
ma (Payandeh et al., 2022).

Pesynratn uctpaxuBama cy IOKa3ajM Jja Cy Haj3Ha49ajHUjH (AaKTOpPH MOTHBALHje
3a IOCETy CEOCKOM TYypPHCTHYKOM JTOMahMHCTBY OpHra 3a 3alliTHUTY XHBOTHE CpeANHE
U OYYBambC U Pa3HOIMKOCT TPAJUIMOHAIHE XpaHe, KOH3yMHPahe XPaHe MPUIPeMJIbe-
HE Ha TpaJMIMOHAJAH HAa4YMH, KA0 M NPUPOAHO OKpyxkeme. [IpenHoct ce naje kpa-
JMTETy NpexpaMOeHNX NPOM3BOAA Y3rOjeHHX Y PypalHMM CpelHaMa y OJHOCY Ha
caM u3ries o0jexTa, JOK MOCETHONH y HajMam0j MEPH MPUAAjy BaXKHOCT HOBIY Y OJ-
HOCY Ha cBe ocTtalle OeHeduTe rocere (IyropoYHO MO3UTBHO PACHONIOKEHE, 0XKHUBIba-
Bame cehama Ha IeTUECTBO, KBAINTET KOH3yMHpaHe XpaHe UtTa.). Jlomasu ce 1o 3ak-
Jbyuka na ¢akropu Slow Food mokpera y 3HauajHOj MepH yTHYy Ha MOTHBALH)Y
UCHHTAaHMKA, &M HUCY OJ IIPECyAHOT 3Hauaja KaJl je y MUTamy HOHOBHA I10CEeTa Ce0C-
KOM TYPHUCTHYKOM TOMahHMHCTBY.



