
356

1 

 

Rikard Bakan3 

Enhancing the Tourist Attractiveness 

of Rural Areas through Authentic and 

Participatory Gastronomy Tourism 

Experiences

Abstract 

Gastronomy, as a rich resource in Slavonia, can be used to design personalised and co-creative 
gastronomy experiences that can attract tourists and enhance the tourist attractivity of this re-
gion. Therefore, the purpose and aim of this study were to examine the attitudes of potential tour-

-
iting, as well as to examine whether and how gastronomy and its associated heritage, along with 
the possibility of personalized approach to the design of tourist experience, impact the increased 
purpose to visit the mentioned area. The theoretical part of this study relies on relevant research 
on the topic of rural and gastro tourism in the context of post-pandemic tourist preferences, as 
well as on the concepts of inclusive and co-creative design of the tourist experience. For the pur-
poses of the empirical part of the research, a survey questionnaire was designed and distributed 
via social networks and other digital channels. The research was conducted on a random sample 
of 385 respondents from 19 Croatian counties. The data were analysed using various methods of 
descriptive and inferential statistics, with the statistical software SPSS (Statistical Package for 
the Social Sciences) used as the analysis tool. Kendal Tau-b correlation and ordinal regression 
analysis were used to determine the importance of individual elements in choosing tourist desti-
nations. Research results indicate that the majority of the respondents perceive Slavonia as a re-
gion with authentic and recognizable gastronomy offer, and that experientially rich tourist prod-
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visit the mentioned region from a tourism perspective. These insights can serve as arguments for 
stakeholders in tourism development policies that gastronomy and its associated heritage can be 
an effective means of enhancing the attractiveness of the tourism offer. Limitations of this study 
primarily lie in the representativeness of the sample due to the fact that more than a half of the 
respondents are from counties that are geographically part of the studied region, as well as in the 

knowledge, similar studies have not been conducted in the mentioned region nor at the national 
-

tro-tourism products as a means for enhancing the attractiveness of tourist destinations.
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Table 1. 

N=385 f % N=355 f %

Gender   Work status   

6

Age f %

Monthly income (Euro) f %

Maritial status f % 56

33

County of residance f %

6 3

Population (place of permanent residence) f % 5

6 33

3

3

Educational level f %

6



Table 2. 

Likelihood of visiting Slavonia, 

Baranja and Srijem 
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Table 3. 

Importance of the variable
Sta

n
d

a
rd

 error

W
a

ld

Sig
.

In
terva

l (9
5%

)

Proximity and possibility of using water surfaces for swim-
ming and other water activities

-0.05 0.10 0.21 0.65 -0.25 to 0.16

Landscape beauty -0.39 0.21 3.34 0.07 -0.80 to 0.03

Preserved and clean nature 0.26 0.21 1.59 0.21 -0.14 to  0.66

Possibility of outdoor recreation (trekking trails, cycling…) -0.03 0.11 0.07 0.80 -0.25 to 0.19

Characteristic and recognizable gastronomy offer 0.35 0.13 7.10 0.01 0.09 to 0.61

Rich tangible cultural heritage (historical monuments. cas-
tles and manors preserved within the rural area, ethno vil-
lages…) 

0.08 0.12 0.43 0.51 -0.31 to 0.16

Smaller accommodation and other catering facilities with 
personal guest approach 

0.16 0.12 1.69 0.19 -0.08 to 0.39

Possibility of co-creating the tourist experience (combining 
contents and activities in cooperation with service providers. 
tailored tourist products…)

0.23 0.12 4.13 0.04 0.01 to 0.46

Gender: male -0.06 0.21 0.07 0.80 -0.49 to 0.37

0.07 0.22 0.07 0.94 -1.48 to 1.61

0.49 0.68 0.52 0.47 -0.84 to 1.81

0.61 0.66 0.86 0.35 -0.68 to 1.90

0.50 0.63 0.62 0.43 -0.74 to 1.74

Number of inhabitants – up to 5000 0.32 0.31 1.06 0.30 -0.29 to 0.92

Number of inhabitants 5001-10 000 -0.07 0.32 0.04 0.83 -0.69 to 0.56

Number of inhabitants 10 001-30 000 0.51 0.31 2.27 0.10 -0.10 to 1.12

gender
categories size of the place of residence level of ed-
ucation employment status family income
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Importance of the variable

Sta
n

d
a

rd
 error

W
a

ld

Sig
.

In
terva

l (9
5%

)

Number of inhabitants 30 001-50 000 -0.10 0.52 0.04 0.84 -1.12 to 0.92

Number of inhabitants 50 001-100 000 -0.18 0.46 0.15 0.70 -1.09 to 0.73

Work status – employed -0.03 0.60 0.00 0.97 -1.20 to 1.14

Work status – unemployed -0.46 0.69 0.45 0.50 -1.81 to 0.89

Work status – pensioner 0.14 0.91 0.03 0.87 -0.93 to 1.67

Marital status – married -0.30 0.47 0.30 0.59 -1.19 to 0.67

Marital status – extramarital union -0.69 0.54 1.58 0.21 -1.75 to 0.38

Marital status – single -0.10 0.53 0.04 0.84 -1.13 to 0.93

Educational level – three-year secondary school or less -0.56 0.47 1.41 0.24 -1.49 to 0.37

Educational level – four-year secondary school 0.15 0.35 0.18 0.68 -0.54 to 0.83

Educational level – undergraduate degree 0.69 0.38 3.31 0.07 -0.05 to 1.43

Educational level – Master’s degree 0.22 0.31 0.53 0.47 -0.38 to 0.82

Income of up to 660 Euros 0.51 0.49 1.11 0.29 -0.44 to 1.47

Income 661-1330 Euros 0.78 0.39 4.10 0.04 0.03 to 1.53

Income 1331-1990 Euros 0.80 0.39 4.11 0.04 0.03 to 1.57

Income 1991-2650 Euros 0.79 0.44 3.17 0.08 -0.08 Fto 1.65

“distinctive and recognizable gastronomy 
offer” “possibility of co-creating the tourist 
experience (combining contents and activities in 
cooperation with service providers, tailored tour-
ist products…)” 

Table 3. 
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auxiliary hypotheses
by the analysis of the obtained data. 

4. CONCLUSION 

The results of the conducted research 
-

tiveness of Slavonia as a tourist destination can be 
increased by developing tourism products based 
on authentic gastronomy enriched with addition-
al experiential elements that arise through the 
co-creation process involving guests and stake-
holders in the destination.
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-

je za potrebe empirijskog dijela rada dizajniran anketni upitnik koji je distribuiran putem društvenih mre-
-

-

percipira kao regiju izvorne i prepoznatljive gastronomske ponude te da su iskustveno bogati proizvodi 
-

-


