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Abstract: Vojvodina has long been known as an area of high-quality and varied food. In this regard, gastro
tourism in its capital is one of the most attractive tourism products. That is the reason why our research was
conducted in Novi Sad, aimed to examine the satisfaction of domestic and foreign tourists with the gastro offer of
this city. The results of the research show that the gastro offer of Novi Sad is an important motive in attracting both
domestic and foreign tourists, but that foreign tourists are still more satisfied with it. Further, there are differences
in attitudes between male and female tourists, because male tourists show a higher degree of satisfaction with the
gastro offer compared to female tourists, while other socio-demographic characteristics (education and age) are
not related to the degree of their satisfaction. The results of the research can be useful in the development of
future strategies for the development of tourism in Novi Sad and Vojvodina. They can also serve as a model for
analysing tourists’ satisfaction with other forms of tourism offer.

Keywords: satisfaction, tourists, gastro offer, Novi Sad, Vojvodina.

JEL classification: L83, Z32.

Caxerak: BojsoguHa je 04 faBHWHA no3HaTa kao nogpydje KBanuteTHe U pa3HoBpcHe XpaHe. C TUM y Besm,
racTpo Typu3am y HEHOM rMaBHOM rpagy NPeACcTaBrba jefaH of aTpakTUBHUjUX TYPUCTUYKUX Npow3soda. To je
pasnor 36or yera je y Hoom Cagy cnpoBeAgHO WUCTpaxuBare Koje je MMano Uurb fa UChuTa 3a40BOrbCTBO
nomahux M CTpaHUX TypWCTa racTpo MOHYZOM OBOT rpaja. PesyntaTi UcTpaxuBarba Mokasyjy fa je ractpo
noHyna Hoeor Caga BaxaH MOTMB Y MpuBrnayewy U AoMahux U CTpaHuX TypucTa, anu fa cy HOMe unak
3310BO/bHUjM CTpaHu TypucTu. Takofle, nocToje pasnuke Yy CTaBoBMMa W3Melly Mylukapaua u xeHa, jep
MyLUKapUM uMcKadyjy BWLUM CTeneH 3afoBOrbCTBA racTpo MOHYAOM Yy OAHOCY Ha XeHe, [OK ocTane
couuogemorpadicke kapaktepucTuke (obpasoBare 1 roguHe CTapocTi) HUCY MOBe3aHe ca CTENEHOM HUXOBOT
3apo0BorbCcTBa. Pesyntatu uctpaxusara Mory 6utu of kopucTu npu u3pagu Oyayhux ctpatervja passoja
Typuama Hosor Caga u BojsoauHe. Takofe, MOry moCryuTi 1 kao MOZEN 3a aHanu3y 3agoBOSbCTBa TypucTa
JpyrMmM obnmumma TypuCcTUYKe NoHyae.

Krby4He peun: ractpo noHyaa, 3agoBorbcTeo, Typuctu, Hoeu Cap, BojsoguHa.

JEJ knacudmkaumja: L83, Z32.

' Corresponding author



42 lZ'ivana Kreji¢, Snezana Milic¢evi¢

Introduction

At the global level, tourism is an industry that is growing fast and has a significant
economic contribution, because it generates exports of $ 1.7 trillion (Mili¢evi¢ et al., 2020).
Constant changes in the tourist market, primarily on the side of tourist demand, have
resulted in the emergence of specific forms of tourism, which includes gastro tourism
(Skryl et al., 2018). One of the thematic types of tourism, with growing interest in recent
tourism product is the uniqueness, authenticity and local factors of the destination
(Miliéevi¢ & Steti¢, 2017). Gastro tourism primarily attracts tourists who study food and
beverages and issues related to local gastronomy from various aspects: cultural, historical,
religious, ethnological, anthropological, etc. (Bunja & Kaplan, 2020; Obonyo et al., 2012).
According to World Tourism Organization, gastronomy is a strategic element in defining
the destination brand and image (UNWTO, 2012). In many countries, gastro tourism is one
of the most dynamic segments of tourism that attracts a large number of tourists (Williams
et al., 2014). Today, an increasing number of tourists highlight very positive impressions
regarding gastro products as part of their tourism experience in the destination (Park et al.,
2020). Considering that gastro tourism is one of the fastest growing tourism trends, the
growth in the number of tourists whose motive for travel is related to gastronomy is
expected in the future as well.

The gastro offer of Vojvodina is very different from the gastro offer of other regions
in Serbia. This is primarily a consequence of Vojvodina being exposed to Central European
influence throughout history, i.e., the influence of German, Hungarian, Austrian and Slovak
cuisines. Of the total number of events organized in Vojvodina during the year, about 40%
are gastro events. Therefore, in relation to the area it occupies in Serbia, it can be concluded
that the region of Vojvodina invests the most in the organization of gastro events (Kilibarda
et al., 2018). Bani¢-Grubisi¢ & Antonijevi¢ (2013) point out that gastro products represent
a great chance for the future development of tourism and occupy a prominent place in
creating the tourism product and creating the image of the destination.

The subject of this research is the analysis of the attitudes of domestic and foreign
tourists about the gastro offer of Novi Sad, as one of the most attractive destinations in
Serbia. The aim of the research is to determine the degree of tourists’ satisfaction with the
gastro offer of Novi Sad and whether there are differences in their attitudes, from the aspect
of different socio-demographic characteristics. Socio-demographic characteristics of
tourists, such as age, gender, education, working status and income, are often used in
studies related to tourists and tourism destinations (Tomi¢ et al., 2020; Mili¢evi¢ et al.,
2020).

1. Literature review

Gastronomy is understood from the point of view of the historical development of the
human diet, connecting nations and communities with creativity, participants’ abilities, raw
materials, traditions, methods and recipes, new technologies that contribute to and influence
the human diet (BureSova et al., 2020). According to Stojkovi¢ & Mili¢evié (2020) “ever
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since tourism became a global phenomenon, in recent decades there have been evident
changes in the tourist demand” (p. 60). The decision of tourists to choose a particular
destination is under influence of various factors (Peri et al., 2017), such as tourist
attractions of the destination, its offer of entertainment, culture, recreation, relaxation, but
also gastro specialties (Ottenbacher & Harrington, 2010). The gastro offer of a tourism
destination can be one of the main motives for tourists to visit (Kim et al., 2010). Gastro
tourism is the journey of tourists motivated by the elements of the gastro specialties of a
particular area. Possibilities of valorising the gastronomy of a specific area are numerous
and they range from classic restaurants to gastro tours. Typical activities of tourists are
eating and drinking, learning how to prepare meals, buying products related to food,
attending cooking courses and gastronomy festivals (Miliéevi¢ & Steti¢, 2017). Boita,
Anghelina and Costi (2014) state that gastro tourism is part of cultural tourism, which
embraces traditional and culinary values in urban and rural settings with various specific
activities. According to Martins (2016), gastronomy is an experience of participation in
other cultures, connection with people, and places with a strong sense of self identity. Hall
and Mitchell (2002) conclude that areas where technology and globalization have not
changed the way of preparing and serving food and beverages, including consumption
culture, have become very favourable for the development of gastro, that is culinary or
gourmet tourism.

Gastro tourism plays an active role in the marketing of tourism destinations. At the
same time, gastro tourism can be a huge opportunity for destinations that do not have
natural beauties, such as coastal or mountainous destinations (Kurt & Dtuzewska, 2018).
The development of gastro tourism is also positively reflected on the development of rural
areas (Njegovan, et al., 2015), due to the increasing demand for fruits, vegetables and
cereals. Thus, gastro tourism has positive economic and socio-cultural effects on the
development of the local community, but also on regional development (Galvez et al.,
2017; Simi¢evi¢ & Steti¢, 2011).

Research by numerous authors indicates that gastro tourists belong to the category of
tourists who have a high level of education and income (Ardabili et al., 2011; Lee et al.,
2015; Simsek & Selcuk, 2018), which allows them to visit new destinations, get to know
the local tradition and taste local gastronomic specialties (Dan, 2013). Today, more and
more people travel motivated by gastronomy, so that food and drink are no longer just a
complementary element of a destination’s offer, but become a primary element of the
tourism offer (Lopez-Guzméan & Sanchez-Caiiizares, 2012). Gastro tourism can be
determined as a deliberate search for an attractive, authentic, unforgettable experience
(Williams et al., 2014). Sormaz et al. (2016) also state that gastro tourism is one of the
decisive factors in attracting tourists to a destination.

In recent years, the gastro offer of Serbia has become increasingly attractive for
tourists (Cerovi¢ et al., 2015). Traditional food can have many positive effects on
preserving local tradition, culture, old crafts, and the possibility to employ local residents
(Kreji¢ et al., 2016). Many domestic authors in their research deal with the potential for the
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development of gastro tourism in Vojvodina. Some of them emphasize authentic food as a
great potential (Kalenjuk et al., 2017), while others point to the possibility of developing
specific destinations in Vojvodina, where quality food is the main motive for the arrival of
domestic and foreign tourists (Vujko et al., 2016). Within the analysis of the development
of tourism in Novi Sad, gastro tourism stands out as one of the main motives for the arrival
of foreign tourists and a very attractive tourism product (Tourism Development Program of
Novi Sad, 2018).

1.2. Methodological framework

A survey of tourists who visited Novi Sad was conducted during January 2020, with the
aim of examining the degree of satisfaction of domestic and foreign tourists with the gastro
offer of Novi Sad, i.e., to determine whether their attitudes differ. Further, the aim of the
research is to determine whether there are differences in the attitudes of tourists about the
gastro offer of Novi Sad in relation to their socio-demographic characteristics (gender,
education and age).

In order to collect the necessary data, the survey of tourists was conducted in Novi
Sad hotels, so that tourists filled out printed questionnaires handed to them by receptionists
when checking out of the hotel. 250 questionnaires were answered by 204 respondents, of
which 102 were domestic and 102 foreign tourists. The questionnaire consisted of two
parts. The first part referred to the socio-demographic characteristics of the respondents,
while the second part consisted of five statements referring to the gastro offer of Novi Sad.
Tourists expressed their views using a seven-point Likert scale, with a score of 1 indicating
the lowest score (I completely disagree), while a score of 7 indicates the highest score (I
completely agree).

Based on the subject and goal of the research, the following hypotheses are set in the
paper:

Hi: There are statistically significant differences in the attitudes of domestic and
foreign tourists regarding the gastro offer of Novi Sad;

Ha: There are statistically significant differences in the attitudes of tourists about the
gastro offer of Novi Sad in relation to gender;

Hs: There are statistically significant differences in the attitudes of tourists about the
gastro offer of Novi Sad in relation to their level of education;

Ha: There are statistically significant differences in the attitudes of tourists about the
gastro offer of Novi Sad in relation to age.

The research process was conducted in the following stages: data collection, sorting,
data grouping and statistical analysis using SPSS statistical program, version 17.0.0 and
Microsoft Office Excel program for further processing. The data were first processed using
descriptive methods and then inferential statistics.
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2. Results and discussion

As already mentioned, the survey included 204 respondents of which 102 (50%) domestic
tourists, and the same number of foreign tourists (102, i.e., 50%). Of the total number of
respondents, 105 were male (51.5%) and 99 female (48.5%). The average age of foreign
tourists was 40.6, while of domestic tourists 39.6 years. In terms of tourist education, the
largest number of both domestic and foreign respondents have a university degree (Table

).

Table 1: Socio-demographic characteristics of the respondents

Foreign tourists (n=102) Domestic tourists (n=102)

Age Average value 40.6 39.6

Median 38.5 39.0

SD 8.9 8.1

Span 24-65 25-59
male N (%) 52 (51.0%) 53 (52.0%)
female N (%) 50 (49.0%) 49 (48.0%)
High school N (%) 21 (20.6%) 19 (18.6%)
College N (%) 33 (32.4%) 28 (27.5%)
University Degree N (%) 45 (44.1%) 47 (46.1%)
Master’s Degree N (%) 3 (2.9%) 8 (7.8%)
PhD N (%) 0 (0.0%) 0 (0.0%)

Source: the authors’ research

According to the aforementioned, domestic and foreign tourists evaluated the gastro
offer of Novi Sad using the seven-point Likert scale. Based on the data from Table 2, it can
be concluded that tourists (both domestic and foreign) rated the gastro offer of Novi Sad
with a high average score (6.03). The average rating of foreign tourists is higher (6.36) in
relation to the ratings of domestic tourists (5.71). The results of the Mann-Whitney test
showed that p <0.001, indicating a significant statistical difference in response scores
between domestic and foreign tourists. Based on the obtained results, it is concluded that
there are statistically significant differences in the attitudes of domestic and foreign tourists

regarding the gastro offer of Novi Sad, whereby hypothesis H1 is accepted.

Table 2: Satisfaction of domestic and foreign tourists with the gastro offer of Novi Sad

Rates All respondents Domestic tourists Foreign tourists
n=102 n=102
Average value 6.03 5.71 6.36
Median 6 6 7
SD 1.205 1.411 0.842
Span 2-7 2-7 4-7
Scale 1-7
1 N (%) 0(0.0) 0(0.0) 0(0.0)
2N (%) 4 (2.0) 4(3.9) 0(0.0)
3N (%) 4 (2.0) 4(3.9) 0(0.0)
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4N (%) 17 (8.3) 13 (12) 4(3.9)
5N (%) 29 (14.2) 17 (16.7) 12 (11.8)
6 N (%) 52(25.2) 23(22.5) 29 (28.4)
7N (%) 98 (48.0) 41 (40.2) 57 (55.9)

Total N (%) 204 (100) 102 (100) 102 (100)

Source: the authors’ research

The second hypothesis examines whether there are statistically significant differences
in the attitudes of tourists about the gastro offer of Novi Sad in relation to gender. Tourists
were asked through a questionnaire to express their degree of agreement/disagreement with
the following statements: (a1) The gastro offer of Novi Sad is very diverse and high quality;
(az2) The offer of restaurants in Novi Sad satisfies the needs of different types of tourists;
(a3) I am very satisfied with the professionalism of the staff in Novi Sad restaurants; (a4)
The diverse gastro offer makes Novi Sad more competitive compared to similar city
destinations I have visited; (as) The gastro offer of Novi Sad is an attractive tourist motive
for me. The results of the research show that there are statistically significant differences in
attitudes between male and female tourists regarding the above listed statements. This is
especially pronounced for statements as, as and as (Table 3). Namely, male tourists point
out a higher degree of satisfaction with the professionalism of the staff in Novi Sad
restaurants in relation to female tourists and believe that Novi Sad is more competitive on
the market compared to other city destinations. In addition, for male tourists, the gastro
offer of Novi Sad is a more attractive tourist motive compared to female tourists. Based on
all the above, it can be concluded that hypothesis Hz is accepted.

Table 3: Satisfaction of domestic and foreign tourists with the gastro offer of Novi Sad
in relation to gender (1- male, 2- female)

gender N Mean Rank

1 102 94.73
ai 2 102 94.08

Total 204

1 102 99.58
az 2 102 95.44

Total 204

1 102 107.55
as 2 102 92.93

Total 204

1 102 118.74
a4 2 102 105.07

Total 204

1 120 118.51
as 2 120 102.67

Total 204

Source: the authors’ research

Hypothesis H3 examines whether there are statistically significant differences in the
attitudes of tourists about the gastro offer of Novi Sad in relation to their level of education,
while hypothesis Ha examines the differences in attitudes of tourists in relation to their age.
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Based on the data from Table 4, it can be seen that the relationship between the age of
tourists (y1) and the observed variables (ai-as) is weak. Therefore, it is concluded that there
is a slight influence and that there is no correlation at a statistically significant level,
because p> 0.05. Also, in terms of examining the impact of the level of education of
tourists on the degree of their satisfaction with the gastro offer of Novi Sad, it is negligible.
The relationship between the level of education and the observed variables (ai-as) is weak
and there is no statistically significant difference. Therefore, hypotheses H3 and Ha are
rejected.

Table 4: Satisfaction of domestic and foreign tourists with the gastro offer of Novi Sad in relation to age
(v1) and level of education (y2)

10 (p) ai a2 a3 a4 as
yi -.049 -.019 -.037 -.031 .022
(.472) (.680) (.589) (.870) (.546)
y2 .011 128 .038 .033 .105
(.850) (.059) (.574) (.448) (.098)
Source: the authors’ research
Conclusion

The search for attractive tourism destinations that will provide them with an authentic
experience is the focus of today's contemporary tourists. Although Novi Sad is already a
well-known gastro destination, creating an authentic gastro tourism offer would make this
city an even more attractive gastro destination (Kalenjuk & TeSanovi¢, 2013), both for
domestic and foreign tourists.

Based on the conducted research, it is concluded that there are statistically significant
differences in the attitudes of domestic and foreign tourists when it comes to their
satisfaction with the gastro offer of Novi Sad. Statistical differences are also evident in
terms of certain socio-demographic characteristics of the respondents, more precisely in
relation to the gender of the respondents. In relation to other socio-demographic
characteristics examined in the paper (level of education and age of tourists), it is concluded
that the connection with the variables is weak, i.e., that they do not affect the level of tourist
satisfaction.

The results of the research have a scientific and practical contribution. The scientific
contribution refers to the unification of the results of the satisfaction of domestic and
foreign tourists regarding the gastro offer of Novi Sad. The practical contribution is
reflected in the possibilities of using the research results in the process of developing future
strategies for the development of tourism in Novi Sad and Vojvodina. Further, the results
can serve in identifying the wishes and needs of contemporary tourists, and help the
restaurateurs of Novi Sad in forming the gastro offer. The main limitations of the research
relate to the period in which the survey of tourists was conducted. Future research on gastro
tourism in Novi Sad should be conducted throughout the year, and expanded to other
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tourism destinations in Serbia, especially during large events, of which the gastro offer is an
integral part.
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