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Abstract

Nowadays, urban centres are being faced with the problem of an increasing number of
competitive destinations offering similar tourist experience. Accordingly, this paper aims
to determine the extent to which consumption of local food, local beverage and experience
of food culture contributes to the explanation of assessment of destination in urban centres.
The paper is based on empirical research carried out amongst 804 foreign tourists who
visited city centres of Belgrade and Novi Sad (Serbia) in 2017.The obtained results were
examined via hierarchical regressive analysis. The findings demonstrate that the
consumption of local food, local beverage and the experience of food culture in each of
these assumptions represent a significant contribution. Analysis of the findings revealed
that the development of tourism product has multiple contributions in a tourist destination
and possibilities for the development of local economy. It is concluded in the paper that
local food, local beverage, and food culture are important elements of the tourism product.

Key words: local food and beverage consumption, food culture, destination, urban
centres, Belgrade and Novi Sad (Serbia).
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KOH3YMAIINJA JIOKAJIHE XPAHE U IIUhA
KAO JEO JOXHUBJ/bAJA JECTHHAIIUJE —
CTYANJA CIIYYAJA PETIYBJIMKE CPBUJE

ArncTpakr

Janac ce ypOaHH LIEHTpU Cyo4aBajy ca mpobieMoM cBe Behier 0poja KOHKYPEHTCKUX
JIECTHHALM]a KOje Hy/e CIIMYHO TypUCTHYKO HCKYCTBO. Ha OCHOBY Te KOHCTaTaluje, paj
MMa 3a Wb J1a YTBPIH y KOjOj MEpH ITOTPOIIHA JIOKATHE XpaHe 1 JIOKaIHor ruha, Kao 1
KyJITypa XpaHe, JOIPUHOCH OO0jalllibely MpOLICHe aTPaKTUBHOCTH JISCTHHAIWjE Y
ypbanuMm ueHTpuMma. McTpaxkuBame je crmpoBeneHO Ha y3opky ox 804 Typucra u3
MHOCTPAHCTBa KOjH Cy moceTri rpajcke nentpe beorpax u Hoeu Can (Cpbuja) y 2017.
roguau. JloOHjeHn pe3ynTaTH MCIUTaH! Cy XHjepapXHjCKOM PErPEeCHBHOM aHAIM3OM. Y
HCTPa)XHBaby KOH3yMalyja JIOKAJIHE XpaHe ¥ JIOKAIHOT nuha, Kao M KyITypa XpaHe y
CBaKOM OBOM IIpeziBUl)arby — OCTBapyjy 3HauajaH JONPUHOC. AHAIM3a pe3yliTaTa OTKpUBa
J1a pa3Boj TYPUCTHYKOT IPOM3BO/IA MMa BHILIECTPYKE JONPUHOCE Y TYPUCTHYKO] ASCTHHA-
LjU 1 MOTYhHOCTHMa pa3Boja JIOKaJTHE EKOHOMH]E. 3aKJbydaK UCTPaKUBAA je Ja Cy JIo-
KaJIHa XpaHa, JIOKATHA Iha 1 KyJITypa XpaHe BaXKHH eJIEMEHTH TYPHCTHYKOT IIPOM3BO/A.

KibyuHe peun: mOTpoOIIHa JOKaNHE XpaHe U Iulia, KyJITypa UCXpaHe, JeCTHHALH]E,
rpajcku neHTpH, beorpan n Hosu Cax (Cpowuja).

INTRODUCTION

When the subject of research papers is the significance of food,
beverages and food culture for a tourist destination, it is crucial that we bear
in mind the development of gastronomic tourism in a particular place,
where specificities of food and food culture often include exoticism and a
traditional approach in food preparation.

Food, beverages and food culture undoubtedly represent one of the
attractions and a reason which draws tourists to a particular destination. In
accordance to that, the new research stream in tourism, known as “food
tourism”, “culinary tourism’, “cuisine tourism”, “gastronomy tourism” or
“gourmet tourism”, came from the segment of individuals who are travelling
for the sake of food experiences (known as foodie, food or culinary tourists)
(L6pez-Guzmén, & Sanchez-Cafiizares, 2012). The term gastronomic or
culinary tourists refers to those who travel to consume food and beverage, i.e.
local cuisine characteristic of a country or region (Herrera, Herranz, & Avrilla,
2012).

Medina (2015) indicated that gastronomic tourism is mainly an
experience. A direct experience at the production territory and the sensory
and cultural experiences that gastronomy offers are new elements that can
be added to the discovery of new and unknown landscapes and territories
by tourists. Gastronomic tourism has become a key factor for stimulating
the economy not only in rural areas but also in the urban areas which host
many gastronomic routes (Millan Vazquez de la Torre, Hernandez Rojas,
& Navajas Romero, 2016).
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As for the literature dealing with this subject, it is important to stress
that the significance of food consumption in a tourist destination was dealt
with by a greater number of researchers (Cohen & Avieli, 2004; Stewart,
Bramble & Ziraldo, 2008; Chang, Kivela, & Mak, 2010), who also pointed
out the contribution of food and beverage for the development of tourism
industry especially for gastronomic tourism. Other studies showed that the
amount of money spent on food can take up to one-third of the total
expenditure of tourists (Meler & Cerovic, 2003).

According to that, the study aims to determine and describe to what
extent and in what way the consumption of local food, local beverage, and
experience of food culture contributes to the tourist destination in the cities
of Serbia, i.e. in Belgrade and Novi Sad.

Literature review - the contribution of food, beverage and food culture
to the destination attractiveness

In order to attract more tourists, many destinations integrate local
food (cuisine) into the tourism offer in order to respond to changes on
competitive global tourism market (Robinson & Getz, 2014). The available
literature suggests food and tourism can be connected in several ways
(Henderson, 2009). First, food can add a value to a tourism product
increasing its attractiveness (Hegarty & O’Mahoney, 2001). Second, food
is considered to be a strategic management tool that can create a positive
destination image (Fox, 2007; Renko, Renko, &Polonijo,2010) and attract
and retain tourists on a destination (Nield,Kozak, &LeGrys, 2000; Cohen &
Avieli, 2004; Kivela & Crotts, 2006). Third, food can be the main motive
of traveling for tourists who seek out food activities and experiences while
they are at the destination (Jones & Jenkins, 2002).

Millan Vazquez de la Torreet al. (2016) pointed out that certain local
food and beverage products through recognizable identities at the national
and regional levels can make them more attractive, but not only because of
their nutritional characteristics, but also can become a tourist product that
can stimulate the gastronomic tourism sector.

Choe and Kim (2018) highlighted that tourists’ local food
consumption value effectively explains tourists’ attitudes toward local food,
food destination image, and behavioral intentions.

Food or the experience of dining is one of the important factors
influencing the perception of a destination by tourists in some models of
the destination attractiveness. Hu and Ritchie (1993) emphasized that food
is the fourth factor contributing to the perception of the destination
attractiveness, right after weather, accommodation, and scenery. According
to Kivela and Crotts' findings (2006) in Hong Kong, gastronomy is
becoming increasingly important for a variety of tourism products and
services offered in Hong Kong and it stands out as a significant element in
the abundance of tourist experiences.
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The cultural significance of food supports local food in being an
important identity of a destination. Since local food of each destination
has its own cultural expression, the use of gastronomy can create a unique
identity of a destination. Apart from natural or historical attractions,
gastronomy is an available alternative that a destination could use to
develop its identity. Identity created in gastronomy can easily be advertised
and is attractive for a destination (Kivela& Crotts, 2006; Okumus, Okumus,
& McKercher, 2007).

Based on the research purposes, this study had the following
research hypotheses:

H1: Consumption of local food significantly contributes to the
assessment of destination attractiveness.

H2: Consumption of local beverage significantly contributes to the
assessment of destination attractiveness.

H3: The experience of food culture significantly contributes to the
assessment of destination attractiveness.

METHODS
Sample

The survey was conducted in Belgrade and Novi Sad in the
Republic of Serbia. Both cities are the administrative, economic, political
and cultural centres. Belgrade is located at the confluence of the Sava and
Danube rivers, where the Pannonian Plain meets the Balkan Peninsula,
while Novi Sad is located in the south of the Pannonian Plain.

The sampling method is stratified sample and “simple random
sample”. Each city was analysed by means of “simple random sample”
procedure and each foreign tourist who visited cities was considered
random sample. Since the survey was carried out by means of “paper and
pen” procedure, it was of utmost importance to have skilful surveyors that
would be able to provide good explanations of questions if respondents
would ask for them. A team of ten researchers — previously trained
undertook the survey during different days of the week (usually during
afternoon and in the evening).

The study included 804 respondents of which 420 were in Novi
Sad and 384 in Belgrade. Other socio-demographic characteristics of the
respondents are shown in Table 1.
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Table 1. Socio - demographic characteristics of respondents

Gender Novi Sad Belgrade Total
Male 223 197 420
Female 197 187 384

Age categories
18-30 198 168 366
31-40 86 96 182
41-50 48 60 108
51-60 40 52 92
Over 60 30 26 56

Education level
High school 80 85 165
College 145 113 258
University — BSc 90 75 165
University — MSc 67 75 142
University — PhD 18 56 74

Monthly income by household
Below average 76 85 161
Average 185 223 408
Above average 114 106 220

Region
Former Yugoslavian republics 184 156 340
Western Europe countries 147 165 312
Southern Europe countries 49 46 95
Eastern Europe countries 21 36 57

Source: authors, based on research

Instrument

The following scales were used for the purpose of this study: local
food consumption, local beverage consumption and the experience of food
culture (Jalis,Zahari, Zulkifly, & Othman, 2009) as well as destination
attractiveness (Stone Romero,Stone, & Grewal, 1997; Gotz, Liehr-Gobbers,
& Krafft,2010). The questionnaire (Jalis et al., 2009) was modified in the
way that it was directed towards examining specific features of the local
cuisine of the tested region. Furthermore, the scale (variable) examining the
destination attractiveness was added to the modified questionnaire (Stone
Romero et al., 1997; Gotzet al.,2010).

The questionnaire was composed of three parts. Section one refers to
an agreement of respondents to fill in the questionnaire. Section two refers to
demographic and socio-economic characteristics of respondents: gender, age,
education level, monthly income and country that foreign tourists come from.
The third part of the questionnaire deals with examining the consumption of
local food (Table 2), local beverage (Table 3) and experience of food culture
(Table 4). The part of the questionnaire that examines the destination
attractiveness is the last part of the questionnaire (Table 5). The term “local
food” was used by authors. Earlier studies (Baloglu&McCleary, 1999) have
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indicated that the term “local food” contributes to popularity of destination
and tourist consumption of food. The answers were measured using the
Likert scale, as follows: 1-Strongly disagree, 2-Disagree, 3-Neutral, 4- Agree,
5- Strongly agree. The guestionnaire was anonymous.

Table 2 shows the mean value and standard deviation of the scale for
testing local food consumption.

Table 2. Descriptive analysis of the scale items for local food consumption

Items Novi Sad Belgrade
Mean St. Deviation Mean St. Deviation

1. I consumed a lot of local food  4.51 756 4.39 1.08
during my vacation

2. | tried many local delicacies 4.23 1.02 417 111

3. I like local food but I prefer 3.23 1.29 3.17 1.25
eating something else

4. 1 had more fast food than 3.03 1.38 2.97 1.37
traditional local food during
my vacation

5. I could not stand the smell of 2.92 1.42 2.57 1.53
some local food

6. 1 only had mild local food 3.32 1.23 3.24 1.27
during my vacation

7. 1 had too much spicy local 3.26 141 2.76 141

food during my vacation
Source: authors, based on research

The scale local beverage consumption was changed. Items 1 and 2
were reworded: "l did not mind trying some local beverages although
they had 40% of alcohol" and "I drank flavored alcoholic local beverages
(herbal spirits, absinthe, etc.)". In addition, the authors have agreed to add
the following two items: "I had a lot of wine during my vacation” and "I
had more local wines than the international ones.” The reason for the
amendment of subscales is the long tradition of viticulture in Serbia
(Vlahovi¢, Tomi¢, & Puskari¢, 2008; Vlahovi¢, Potrebi¢, & Jeloc¢nik,
2012).

Table 3 shows the mean value and standard deviation of the scale
for testing the local beverage consumption.

The scale experience of food culture was changed in accordance
with the specifics of food culture in Malaysia, i.e. Serbia. The changes
were made from the third to seventh questions. Traditional types of food
culture in Malaysia are influenced by Chinese cuisine (Zahari, Jalis,
Zulfifly, Radzi, & Othman, 2009). Nevertheless, there is no similar
influence in Serbian cuisine, so the questions were replaced in accordance
with the tradition of food culture in Serbia (Vuksanovié, 2017). Table 4
shows the mean value and standard deviation of the scale for testing the
experience of food culture.
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Table 3. Descriptive analysis of the scale items
for local beverage consumption

Items Novi Sad Belgrade
Mean St. Deviation Mean St. Deviation

1. 1 did not mind trying some local 4.23 1.18 3.70 1.39
beverages although they had 40% of
alcohol

2. | drank flavoured alcoholic local 4.03 1.30 3.88 1.44
beverages (herbal spirits, pelin, etc.)

3. I drank more local beer than 4.07 1.31 4.03 1.39

international ones

4. | had fresh fruit juices only during my ~ 3.21 1.40 3.11 151
vacation

5. I had a lot of wine during my vacation  3.62 1.38 3.50 1.32

6. | had more local wines than the 3.52 1.39 3.62 1.37
international ones

Source: authors, based on research

Table 4. Descriptive analysis of the scale items
for experience of food culture

Items Novi Sad Belgrade
Mean St. Deviation Mean St. Deviation
1. 1 am fascinated by Serbian food culture 4.18 .98 4.23 .93
2. 1did not care about local food culture ~ 2.46 1.29 2.56 1.32
during my vacation

3. lenjoyed eating local food in big 411 1.01 3.97 1.23
amounts
4. | enjoyed eating local food in a 431 .80 4.35 .88

traditional way

5. 1ate local food at streets and without
cutlery

6. | atter_1ded food festivals during my 278 143 2 56 1.48
vacation

7. On several occasions | visited places for 3.54 1.42 3.47 1.33
food preparation and sale in
supermarkets and at street markets

8. I experienced a few traditional ways of ~ 3.87 1.24 3.65 1.36
preparing local food

9. During my vacation, | experienced 3.89 1.13 3.72 1.14
traditional ways of consuming local
food

10.1 learnt about local tradition and foods ~ 3.25 1.31 3.17 1.36
mostly at cultural events

11.1 learnt a lot about Serbian food culture  3.97 1.12 3.84 1.06
during my vacation

3.51 1.45 3.57 1.38

Source: authors, based on research
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According to the suggestions of researchers in the subject area (Stone
Romero et al.,, 1997; Gotzet al., 2010) the destination attractiveness is
operationalized. The mean value and standard deviation of the scale for
testing the destination attractiveness is shown in Table 5.

Table 5. Descriptive analysis of the scale items for destination attractiveness

Items Novi Sad Belgrade
Mean St. Deviation Mean St. Deviation

1. The destination is very attractive in 451 71 4.61 .63
general

2. My expectations of the destination 4.61 .64 4.56 .76
attractiveness have been met

3. Destination attractiveness exceeded 4.36 91 433 .93
my expectations

4. Attractiveness of the local gastronomy 4.57 .73 4.44 .76

met my expectations

Source: authors, based on research

Variables

Independent variables in this study are the following: local food,
local beverage, and experience of food culture. There is also one criterion
variable: destination attractiveness.

After the data was prepared, a regressive hierarchical analysis was
conducted. The hierarchical regressive analysis was chosen in order to
determine the individual influence of local food and local beverage, and
then the influence of the experience of food culture. Since the culture of
food has rarely been the subject of research as a predictor of tourist
behaviour, authors believe that it is necessary to examine its individual
contribution in relation to food and beverage consumption and the
destination attractiveness(Tabachnick &Fidell, 2007).

RESULTS AND DISCUSSION
Descriptive analysis

Table 6 presents a descriptive analysis of applied scales. Based on the
values of multivariate skewness and kurtosis, it can be concluded that the
answers of respondents about the local food consumption, local beverage
consumption, the experience of food culture and destination attractiveness
scale do not deviate significantly in comparison to abnormal distribution. In
this research, reliability coefficients are expressed in Cronbach terms.
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Table 6. Descriptive scale indicators

Items Min Max M SD Skew. Kurt. K-S «a
Local food consumption 12.00 40.00 2670 570 .139 -.458 0.266 0.76
Local beverage consumption ~ 6.00 30.00 22.16 504 -546 .112 0.286° 0.78
Experience of food culture 18.00 55.00 39.23 7.28 -.251 -.325 0.278: 0.81

Destination attractiveness 10.00 2226 17.98 2.27 -1.35 1.132 0.253 0.77
Note. *p < 0.1: Min. — minimal score; Max. — maximal score; M — arithmetic mean;
SD — standard deviation; Skew. — Skewness; Kurt. — Kurtosis; K-S — Kolmogorov—

Smirnov statistics; o, — scale reliability measured by internal consistency

Predictive contribution of local food, local beverage and experience of
food culture in the explanation of assessing the destination attractiveness

The results indicate that both regressive models are statistically
significant (Table 7) in both samples of respondents respectively, and
taking into consideration the overall sample. It can be noticed that in the
first model, in the sample of respondents that stayed in Novi Sad, the
predictor set accounts for approximately 9% criteria variance, whereas in
the second model, including an additional predictor, it accounts for
approximately 15% variance criteria. The change made by the inclusion
of an additional predictor is statistically significant (F(1,328) = 21,18, p <
0.001). In the sample of respondents who stayed in Belgrade, in the first
model, the predictor set accounts for about 4% of the variance criteria,
whereas in the second model, in which an additional predictor was
included, accounts for about 12% of the variance criteria. The change that
occurs with the inclusion of food culture in the explanation of criteria
variable is statistically significant (F(1,338) = 29,41, p < 0.001). If we
observe the significance of regression models regardless of sub-samples
of respondents, it is noticed that in the first model the predictor set
accounts for about 6% of criteria variance, whereas in the second model,
with an additional predictor, about 12% criteria variance was accounted
for. This also means that a statistically significant change was made (F(1,
670) = 50,18, p < 0.001).

Table 7. The significance of regression models of destination attractiveness

Novi Sad Belgrade Total
R _R_F(f) R R F@) R R F(d
16.21° 6.69 20.88"
Model 1 0.30 0.090 (2, 329) 0.195 0.038 (2. 339) 0.24 0.059 (2, 671)
1853 14.63" 3167
Model 2 0.38 0.145 3. 329) 0.339 0.115 (3. 338) 0.35 0.124 (3, 670)

*p<0.01; criterion: destination attractiveness

The findings demonstrate that in the first set of predictors (in the
first model), only local beverage consumption significantly contributes to
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the explanation of destination attractiveness, in a positive direction (B =
0.289, p < 0.01), whereas local food consumption does not achieve a
significant predictive contribution in the sub-sample of respondents from
Novi Sad. In the second model, local beverages consumption retains its
predictive contribution ( = 0.164, p< 0.01), while local food consumption
again does not achieve a significant contribution in the explanation of
destination attractiveness. It can also be noticed that in the second model,
the predictor experience related to the food culture achieves a significant
predictive contribution in the explanation of destination attractiveness, in a
positive direction (f = 0.275, p < 0.01). In the second model, it is actually
the experience of food culture that achieves the strongest connection to
destination attractiveness. Also, the inclusion of the variable experience of
food culture reduces the predictor influence of local beverages
consumption, which indicates the moderate influence of experience of
food culture on destination attractiveness (Table 8).

Table 8.Predictors contribution on destination attractiveness
(subsample: Novi Sad)

Predictors B SEB Beta
Model 1 Local food consumption _ 0.024 0025  0.051
Beverage food consumption 0.140  0.026 0.289
Local food consumption -0.003 0.025 -0.007
Model 2 Beverage food consumption 0.080 0.028 0.164"
Experience of food culture 0.085 0.019 0.275

*p<0.01; criterion: destination attractiveness; SE B standard error of beta coefficient

When it comes to the significance of predictors in explaining the
destination attractiveness, in the sub-sample of respondents from
Belgrade (Table 9), one notices that just like in the first model, as in the
case of Novi Sad sub-sample, only local beverages consumption achieves
a significant predictive contribution (B = 0.200, p < 0.01) in a positive
direction. Local food consumption, on the other hand, in the first model
does not achieve a significant predictive contribution when it comes to
destination attractiveness. In the second model, the inclusion of the
predictor experience of food culture, local food consumption gains
significance in the predictive contribution of destination attractiveness (3
= -0.142, p < 0.01), but in a negative direction (reduced local food
consumption contributes to the explanation of the higher estimate of
destination attractiveness). Local beverages consumption again appears to
be a significant predictor (B = 0.110, p < 0.01) in a positive direction, and
the predictor experience of food culture also realizes a significant
contribution in explaining destination attractiveness (f = 0.323, p < 0.01).
The addition of the variable experience of food culture affects the power
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of predictor influence of local food and beverage consumption. The
experience of food culture realizes a mediating effect.

Table 9. Predictors contribution on destination attractiveness
(subsample: Belgrade)

Predictors B SEB Beta
Model 1 Local food consumption _ -0.012  0.027  -0.024
Beverage food consumption 0.100  0.028 0.200
Local food consumption -0.070 0.028 -0.142
Model 2 Beverage food consumption 0.055 0.028 0.110°
Experience of food culture 0.102  0.019 0.323

*p<0.01; criterion: destination attractiveness; SE B standard error of beta coefficient

The authors started from the assumption that all three predictors (food,
beverage and food culture) are to take part in explaining destination
attractiveness in a positive direction, whereas the research clearly
demonstrates that local food consumption accounts for destination
attractiveness in a negative direction in sub-sample Belgrade (increased
consumption of local food accounts for low destination attractiveness), and
the link between this predictor and criterion is the weakest in the model.

Based on obtained results in both samples, it can be concluded that
H1 (Consumption of local food significantly contributes to the assessment
of destination attractiveness) has not been confirmed. The negative
influence of food consumption can be explained as unacceptable local food
for tourists (lack of diversity of food and beverages, unlabeled and
unknown local product, unfamiliar taste and texture of food). Additionally,
it is assumed that tourists experience food as supporting service or daily
physiological need. This influence is on a sample of tourists from Belgrade.
Therefore, it is necessary to make an effort in order to achieve quality local
food consumption for the purpose of contributing to destination
attractiveness. On the other hand, the negative effect of food has not been
noticed on the sample of tourists from Novi Sad. For the purpose of further
improving the tourist offer and increasing destination attractiveness it is
necessary to determine in what ways food consumption is different in
Belgrade and Novi Sad.

The findings about local food consumption clearly demonstrate that
there are differences in local food of the two cities that can be accounted for
with an assumption that the differences stem from the influences of two
different local cuisines. More precisely, in Novi Sad, local cuisine has
developed mostly under the influence of Germany, Austria, Slovakia and
Hungary, whereas in Belgrade it has developed under the influence of
Turkey, i.e. oriental cuisine (Vuksanovi¢, 2017). Possible differences can
be explained by the fact that there are dishes offered in Novi Sad or
Belgrade which were created under the influence of aforementioned
countries and are accepted in hospitality industry today.
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The findings show that it is local beverage consumption that
primarily contributes to destination attractiveness. As a result of this, H2
is confirmed (Consumption of local beverage significantly contribute to
the assessment of destination attractiveness). Accordingly, it can be
noticed that local beverage consumption is a significant factor which
influences the tourists’ experience of Belgrade and Novi Sad. With
inclusion of food culture, the culture itself becomes a significant factor,
and it affects tourists’ experience in both cities, as well. Equally
important, H3 is confirmed (Experience related to food culture
significantly contributes to the assessment of destination attractiveness).
It is vital to point out the fact that beverage has a significant influence in
the second model, as well. Thus, assumptions on the attractiveness of a
destination can be made based on the fact whether tourists consume local
beverages and their food related experience. The findings clearly stress
that there is no difference between the two cities in the consumption of
local beverages and food culture, and that a similar influence is present
related to local food. However, the development of local food is
accompanied by beverages and food culture, as well.

Finally, examples of good practice from Novi Sad which have an
influence on tourists’ food consumption can be included and integrated in
the tourist offer in Belgrade, and vice versa. Given the fact that local
beverage and food culture is developed in both cities and it contributes to
the destination attractiveness, the examples of good practice can be
included and integrated as a starting point for entering the partnership
between different market subjects for the purpose of destination
development and other forms of tourism.

CONSLUSION

The present study advances the literature on the use of local food
and beverage, and food culture in destination attractiveness, by assessing
food and beverage consumption and experience of food culture in the
context of a newly emerging tourism destination in the Western Balkan.

On the basis of obtained results, it can be concluded that local food
and local beverage are an important element in predicting the destination
attractiveness. The study proves that local beverage consumption and
experience of food culture in each of the predictions realize an important
contribution, whereas local food consumption does not make a
contribution. However, an interesting fact is that results show differences
between cities: local food consumption in Novi Sad makes a contribution,
whereas in Belgrade it does not. Furthermore, one should bear in mind
other indicators affecting a destination and tourist offer of a city. This
means that besides food, beverage, and food culture, there can be other
factors in predicting the destination attractiveness.
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The study proves information for reveal stakeholders' perceptions
of the promotional high-end food experiences. Stakeholders have a
favourable perception of the country's diverse food culture.

One of research's limitations is that tourists were not educated
enough to recognize the local food and beverage. Other, the restaurants in
Belgrade and Novi Sad mostly have international cuisine as well as local.
Also, limitation of this study is related to the geographical area (tourist
site) where the research process was carried out. Thus, future research
with greater geographical scope is required.

Based on the literature analysis and research results, it can be
concluded that local food, local beverage, and food culture are an important
element of the tourism product. In addition to this, the development of
tourism product has multiple contributions in a tourist destination and
possibilities for the development of local economy, which is directly linked
to marketing experts, local management for surveillance and food and
beverage delivery and the tourist organization.
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KOH3YMAIINJA JIOKAJIHE XPAHE U IIUhA
KAO JEO JOXHUBJ/bAJA JECTHHAIIUJE —
CTYANJA CIIYYAJA PETIYBJIMKE CPBUJE

Hukoaa BchaHOBth*, Jparan Temanosuh?,
dyma I[eanOBnh3, Bojana I(‘anen,ylc2
1YHHBep3HTeT Yuuon-Huxkona Tecna, daxynrer 3a MenameHT, Cpemcku Kapnosim,
Cpbuja
yrusepsurer y HoBom Cay, ITprporo-MateMarrukn daxysrer, Hou Cax, CpGja
®Feorpadekn mHCTHTYT ,,JoBaH [[BHjith* Cpricka akazeMija HayKka H yMeTHOCTH, Beorpay,
Cpbuja

Pe3ume

Ha ocHOBy KoHCTaTanuje 1a ce ypOaHM LIGHTpU CyOdaBajy ca IpoOJIeMOM CBe
Beher Opoja KOHKYpPEHTCKUX JAECTHUHAIM]ja KOje Hy/ie CIMYHO TypUCTHYKO HCKYCTBO, a
HApOYMTO KaJia je y MUTamy JIOKAJIHA XpaHa U nuhe, Kao U KyJITypa UCXpaHe, I0CTaB-
JbEHE Cy TPH XMIIOTE3a pajia, a TO je Jla KOH3yMallyja JIOKaJHe XpaHe U JIOKATHOT MH-
ha, ka0 W KyJiTypa HCXpaHe, 3HauajHO AOMPHHOCE Y MPOLIEHH aTPaKTUBHOCTH AECTH-
Haije. McTpakuBarme je CIpoBeieHO Ha y30pky on 804 TypucTa M3 HHOCTPAHCTBA
KOjH Cy moceTmi rpajcke nenTpe beorpamga m Hosor Cana (Cp6uja) Tokom 2017. ro-
guHe. TepeHCKH paj 3a OBY CTyIMjy M3BeleH je y rpany beorpamy, rmaBHOM rpamy
Pemry6nuke Cp6uje, 1 HoBom Cany, rmaBHOM rpagy AyrtoHomHe [lokpajune Bojso-
nuHe (nmokpajuHa y Pemy6munu Cp6uju). O6a rpaga cy aIMHHHCTPAaTHBHHU, EKOHOM-
CKH, TMOJUTHYKK M KYJITYpPHHU LEHTpH 3emibe. CBpxa pana Owna je ma ce yTBpAU y
KOjOj MEepH MOTPOIIHA JIOKAJIHE XpaHe U JIOKAJTHOT nrha, Kao U KyATypa UCXpaHe, J0-
MIPUHOCH 00jallIkey MPOIICHE aTPaKTUBHOCTHU JIECTHHANU]E Y YPOAaHUM LIEHTpHUMA.

HcrpaxuBame je 3aCHOBaHO HAa YIHMTHHUKY KOJU HCITHTYje KOH3yMalHWjy JIOKaJHEe
XpaHe, JokanHor nuha n Kyirype ucxpane (Jalis, Zahari, Zulkifly, & Othman, 2009),
Kao M aTpakTUBHOCT nectuHanuje (Stone Romero, Stone, & Grewal, 1997; Goétz,
Liehr-Gobbers, & Krafft, 2010). Ayropu cy mouuti o npernocraBke aa hie cBa Tpu
IpeIUKTOpa (JIOKaHa XpaHa, JIOKAHO nulie U KylTypa UCXpaHe) Y4eCTBOBATH Y Mpo-
LIEHH aTPAaKTUBHOCTU AecTHHauuje. JIoOMjeHH pe3ysTaTH Cy UCIHTAHH XHjepapXuj-
CKOM PETrPECHBHOM aHAJIHU30M.

HctpaxuBame jacHO NOKa3yje 1a KOH3yMalldja JIOKaJlHe XpaHe TOBOJU J0 aTpak-
THBHOCTH JICCTHHAIIM]€ Yy HEraTHBHOM IpaBlly Yy MOAy30pKy beorpana, amu He y moj-
y3opky Hosu Cax (H1). Takohe, pe3ynratu ykasyjy Ha TO Ja je KOH3yMallyja JIOKa-
HuX nuha 3HadajaH GakTop KOjU yTHYe Ha UCKycTBO Typucra y beorpany m HoBom
Cany (H2). HcroBpemeHo, y3 yKJbyUnBame KyIType HCXpaHe, caMa KyJITypa IocTaje
3HauajaH (aKTop, U yTUUe HA UCKYCTBO TypHcTa y oba rpaga (H3).

Ha xpajy, nmpumepu no6pe npakce u3 Hosor Cana koju yTHYy Ha KOH3yMalujy
JIOKaJIHE XpaHe TypUCTa MOTY ce YKJbYYHTH y TyPUCTHUKY NOHyxy y beorpany u oOp-
HyTo. C 003UpOM Ha TO Ja ce JIOKalHa Muha U KyJATypa HcXpaHe pa3BHjajy y oba rpa-
Jla ¥ JOIPHHOCE aTPaKTHBHOCTH JIECTHHALUjE, IPUMEpH 100pe IpaKkce MOTY MOCTaTH
MoJTa3Ha Tayka 3a yJa3ak y IMapTHEPCTBO PA3IMUYUTHX TPXKHUIIHUX cyOjekaTa y CBpXY
pa3Boja JeCTUHALM]jE U 3a Apyre o0auKe TypusMa. Jlakiie, 3aKJbydaKk UCTPaKUBamba je
J]a JIOKaJIHa XpaHa, JIOKaJiHa nuha U KyIaTypa HCXpaHe y CBAKOM OBOM HpenBubamy
OCTBapyjy 3HauajaH JONPHUHOC U BaXKaH Cy €JIEMEHT TYypPUCTHYKOI IPOU3BOA.



