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ABSTRACT 
Food has become very important part of tourism, and recently we can speak of developing gastronomic tourism, or touristic products. In this paper we will start with the basic role of food in tourism, as well as the trends that made gastronomy even more popular in touristic travels. Then we will see the motives of tourists that lead to development of gastronomic touristic product, as well as why it became so popular. At the end we will describe some steps to creating a gastronomic touristic product, and how they can be put into practice.  
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1. The role of gastronomy in tourism
To identify the role of gastronomy in tourism, first we have to identify the role of food in tourism. To do this we are going to start from one of the basic definitions for tourism given by Hunziker and Krapf given in 1941: "the sum of the phenomena and relationships arising from the travel and stay of non-residents, insofar as they do not lead to permanent residence and are not connected with any earning activity”
. What this and many definitions of tourism that follow have in common is that they all include “stay” as one of the elements. Therefore if tourists stay away from home they need to feed as one of the basic biological needs. So, the role of food is obvious –it is an essential and unavoidable during the touristic stay. 
While the role of food during the touristic stay is obvious and simple, gastronomy has bigger influence, and its’ role is more difficult to identify. Seeing gastronomy as science that studies the relationships between food and culture (not just cooking), that includes social, cultural, religious, biological and other aspects of food, it becomes even more complicated to locate the role of gastronomy in tourism.
If we start from the connection that gastronomy makes between food and culture, than we can say that gastronomy is an important part of the cultural tourism. The (inter)national food of other countries may play great role when offering cultural tours to the tourists. That is because their wish is not only to find out about the history, cultural heritage and so on of the visiting country, but also the national food of that country in its pure origin. This means that traditional meals cooked the traditional way (as part of gastronomy) are very important in the cultural tourism.

During holidays the gastronomic factor brings some changes in our feeding, as shown by the results of the research of Pat Caplan
 about food on holidays. Some of the conclusions from this research are as follows:
· the gastronomic factor (preparation of food, type of food, the groceries used, combination of ingredients etc.) influences the choice of accommodation (type and categorization)

· people are more ready to experiment with taste and try new food

· tourists eat food they usually prohibit themselves to eat at home

· the time of the day and frequency of meal changes
· people enjoy food and eating more than at home

We can conclude that gastronomy plays a very important role in tourism and sometimes it can be the sole motive of the tourists. 
2. Trends that made gastronomic touristic product possible

According to the Barcelona Field Study Center the trends that driven gastronomy tourism are the following
:

1. Trading up; All across the world changes (economical, social etc.) and the influence of the process of globalization, as well as the “fast” way of living, has brought up a new way of consumer spending. Consumers spend a higher proportion of their income on prepared food, gourmet products, eating out and food items with some form of health or ethical benefits. This means that they have traded up some food products or meals that were avoided before, and some of the everyday products have traded down. 
2. Demographic and household changes; An ageing population and changing life styles have driven demand for increased eating out and food tourism opportunities. Groups that provide growing markets for food tourism are summarized table below:
	DINKS: 
	Double Income No Kids.

	SINKS:
	Single Income No Kids. Both Dinks and Sinks: younger people, between 25 and 35 years of age, no children, affluent.

	Empty Nesters:
	parents whose children have flown the family nest. Between 45 and 55 of age, well educated, high disposable income.

	Boomers:  

	members of the baby boom generation in the 1950s.

	Divorcees: 
	searching for new partners and subsequently will take prospective partners out for dinner and away for romantic weekends.


3. Rejecting “MacDonaldization”; this has come as a trend where the customers (in general) are opposing the globalization. This means that they have gotten feed up with the same tastes in their environment, and now want to try something new. So when someone is on a vacation, thus a tourist, is now more interested in new tastes rather than the global, standard food (e.g. they avoid hamburger because it’s the same taste wherever you eat it).
4. Growth of the multi-cultured consumer; multiculturalism has become an everyday concept in the daily life of the consumer, driven by immigration, globalization, the internet, the expansion in specialist and minority TV channels and the relentless growth in international tourism. What were once exotic foods have become foods of first choice and today curry is the United Kingdom’s favorite dish. Also the influence of the medias, seeing and reading about “far away” countries and their mouthwatering food, has increased the wish of eating that food in its origin environment.  
5. The role of celebrity chef and media; the emergence of the niche food programs, TV channels and magazines means the food celebrity and expert has been created. The celebrity chef shapes tourism products in a way that is often referred to as the “Delia effect” after the media chef Delia Smith, whose 1998 television program “How to Cook” resulted in an extra 1.3 million eggs being sold in Britain each day of the series. The phenomena of Gordon Ramsey with “Hells’ Kitchen” and the Jamie Oliver’s campaign for good wholesome school dinners all drives our interest in good quality food. These shows influence our perception on food and wake interests in more exotic food.
We can say that the influence of these trends and changes are the reason of gastronomic tourist product appearance. Mostly because they have brought new way of food perception –not just food as a biological need, but as something that can and should be really enjoyed. Firstly these trends have given the base for tourist journey –free financial assets and free time, and then have raised the idea for a gastronomic inspired travel, thus resulting in gastronomic tourist products. 
3. Motivation factors

Till recent times gastronomy didn’t take appropriate part of the motivation studies in tourism as a factor. Recently it has been noticed a rising demand for gastronomic experiences coming from the tourists. This was the main reason why gastronomy became a major part in the following tourist motivation researches. To make the connection between the tourist motives and their wish for gastronomic experiences it is necessary to start from the basic needs of tourist. Therefore, starting from Maslow’s hierarchy of needs Kevin Fields
 has suggested the following categories of motivation:
· physical
· cultural

· interpersonal

· status and prestige motivations

3.1. Physical motivations

The main role of food is to satisfy human needs for energy. But when we are on a vacation this plain biological need becomes a different motivator. Food is not only perceived by the taste and becomes even more complex physical factor of motivation. We want food that not only tastes good, but smells wonderful and looks attractive for the eye. This means that we want to enjoy food more than before.

Other aspects of these physical motivators are some food related trends. We all know about the problems with overweight that some countries have, that’s why lately we all have seen or heard about the movement of “health food” and “healthy diet”. These countries and people will be motivated to participate in gastronomic tourist product that offers them healthy diet. Such tourist products can be special food related camps, visiting farms, visiting countries such as Italy or Greece (who’s Mediterranean diet has been proven as one of the most healthy) and similar products. 
Some other physical motivators can  be changes of eating patterns. This means that tourist can be motivated to join a gastronomic tourist product simply because they want to try something new, in different ambient and atmosphere, in different time of the day than their everyday consumption. 

3.2. Cultural motivators

Food has always been one of the key cultural elements, and even more –lately food has been pointed out as one of the elements that crate national identity
. That is why we can talk about national food of specific country. Also we can say that people who want to experience the culture of another nation they can do so by consuming their national food  in its’ environment of origin. This is the main cultural motivator for joining a gastronomic tourist product. Cultural motivators lead the tourist into learning about and experiencing the culture of societies other than their own. 

The center of cultural tourism is the search for authenticity and gastronomy provides the opportunity for many authentic encounters with different cultures. This makes the traditional and authentic food one of the most important aspects in tourism driven by these motivators. This is also hard to do because many traditional meals have been altered to meet the expectations of the tourist. 
3.3. Interpersonal motivators

The core of the interpersonal motivators is the fact that eating on holidays is actually eating out. Eating out has many differences from eating at home. Many researches
 on eating out have shown that people pay more attention on the social aspects rather than the quality of food. This is because the contemporary fast way of living has shortened the time of the modern people that before was spend as quality time together. Eating out is seen as a quality time together, a time that we can re-connect with our relatives and friends. While on holiday every meal has the characteristic of eating out (some of these were mentioned in the chapter about trends that made gastronomic tourism products possible). By changing the context of consumption, holiday meals also have the potential to build new social relations and strengthen social bounds. Therefore deciding on gastronomy tourist product consumption can be result of the wish to re-connect or socialize with people that are dear to us, or make new friendships.
3.4. Status and prestige motivators

Food can be used as a status indicator. This means that the society has marked some types of food and restaurants with high status, while some with low. Bu that if you eat that food or at that restaurant you will influence your status. For example, as status food in Macedonia is considered: caviar, sea food (especially shrimps and lobster), champagne, ohrid trout etc. Same can be implied on gastronomic tourist products. Joining this type of tourist tour can be motivated by the wish of gaining higher status and prestige in the society.

The other aspect is connected to the appearance of “food snobbism”. Food snobbism is the process of imitating popular people in society by coping their food ways (food habits, food they eat, places where they eat etc.). Tourists can be motivated to chose a specific gastronomic tourist product because someone popular has chosen it (now or before).

4. Creating gastronomic tourist product

In this part of the paper we are going to develop some simple steps into creating a gastronomic tourist product, and then we will put them in practical use, by offering gastronomic tourism product for Macedonia. Creating gastronomic tourist product should follow these steps:
1. target groups

2. identifying and choosing food 

3. region, locations and destinations

4. duration

5. accommodation and/ or transportation

6. additional activities
7. finalization (creating itinerary and price)
4.1. Target groups

Before we start contemplating on any activities that will be part of our touristic product, we have to choose our target group. By doing this it will be easier to decide on the following steps: the food we should include, the place we will choose, the price and so on. People who are food motivated to join on this type of touristic tours usually can be placed in one of the following groups:
· gourmet is a person with refined or discriminating taste or that is knowledgeable in the art of food and food preparation. These people enjoy food and taste, but their taste is sophisticated. If we target gourmets it means that our gastronomic product should be really complex, something they’ve never tasted, something delicious and mouthwatering. As for the location and local where the food will be consumed it doesn’t have to be something luxurious and fancy and the price can be costly, because this people care about the delicious food no meter the price. 
· foodie that comes from the words food and drink. Foodies are people that seek knowledge for food and simply love consuming food and learning about it and how to prepare it. Product created for this target can include any type of food, as well as visiting places where products are made and food is prepared (such as wineries), or restaurants where food is prepared before the guests. They also like visiting famous restaurants, or restaurants that have famous chefs. They belong to the middle class, which means that price can be an issue if it’s too high.
· food snobs are people who want to imitate popular persons’ food habits. These people are ready to pay more and don’t care much about the taste of the food or the type of food they will eat as long as it is where and what the popular person has eaten. This touristic product should include locals (restaurants, bars and so on) that are or have been visited by popular persons.
· explorers as group of people who want to explore new tastes, taste something different, unusual. This target group doesn’t care much about the price or the type of restaurant, as long as they are offered new, exciting tastes. 
· culture consumers are people who want to experience other peoples culture by consuming their traditional and national food. When choosing a restaurant for them it is important to be as traditional as possible. Sometimes money can be an issue, so the food shouldn’t be too expensive. 
Of course, there can be identify other target groups, or these groups can be than put into another category, such as: country of origin, age, social status and so on. We consider these to be the main target groups, who later on can be also categorized. After we have made a decision about our target group, we should proceed to the next step. 
4.2. Identifying and choosing food

This is probably the most important and crucial step in creating a gastronomic tourist product. Food is the core of gastronomy tourism, and therefore we should choose wisely which products to include. Since food is an important part of the culture of the country that offers this type of product, we should start from here. This means that we should identify the national and traditional food as first step. Then, we should consider what other meals that aren’t part of this category, can also be offered. 

After this the decision should be made on which meals (food and drinks) should be included in the product. This process should be well thought of because there are many factors that should be considered. First of all it depends on our target group and their interests mentioned above (e.g. we can offer traditional food to gourmets, but not to food snobs because no one popular is consuming it). The country of origin should also be considered (e.g. we shouldn’t offer Italians pizza). Another factor is the season, because some foods are only seasonal, or may be forbidden for hunting or fishing at some period. After we have considered all this factors we can choose the food and continue to the next step.
4.3. Region, locations and destinations

Next step in creating our gastronomic tourist product are the places where the food will be consumed. Our starting point should be the choice of food (meals) we made before. According to this we should choose the region where the food can be found. This means that if the food we’ve chosen for our touristic product is scattered around different regions of the country that we should chose more than one. If the meals can be consumed in one region, than it’s not necessary for the product to include other regions of the country. Then the decision about the city or cities should be made. Again this decision depends on the chosen food. 

When our decision about the towns we are going to include in our product has been made than we need to specify the places where the food is going to be consumed. This means that we should do a research about the restaurants and other hospitality objects that offer the chosen meals. In this research the price, quality, atmosphere, approachability and other services that the object offers should be considered. Also we should have in mind that the meal can take place out in the open (picnic), in the village or in traditional households. These decisions are connected more with the target, than with the chosen food. 
4.4. Duration

Deciding about the duration of our touristic product can be made now. Since we’ve found out what meals and where they would be best consumed, we can make the decision about the duration of the tour. Because the usual number of meals during the day is three, this means that the duration of the tourist product can be decided upon the number of meals. It should also be considered that some different type of food can be part of the same meal.
Another aspect is the towns where the degustation will take place in. The more cities the product has included the longer the duration of the tour will be. But this statement also depends on the time needed to travel not just to the city, but to the restaurant or location as well. We can choose one town where the tourists will be accommodated and travel to the other locations, or the accommodation will be made in each city. 

We would recommend that the product should be at least three days, and no more than seven days. We think that tours shorter than three days are not long enough for the participants to enjoy the food, and longer tours than seven days require much more additional activities to make the stay more entertaining (by doing so the main purpose –gastronomy and food, of the travel may be lost).
4.5. Accommodation and/ or transportation
It is very important to choose the right accommodation for the consumers of our gastronomic tourist product. Therefore we need to consult the previous steps. The target group is correspondent to the type of accommodation and its category. The number of accommodation facilities depends on the choice of cities that will be visited and whether they will stay overnight. Also it depends on the restaurants where the meals will be consumed (the accommodation should be closer to them, so no additional fees will be made for transport). The duration of the tour defines the nights spent in the accommodation facility.
If the tourists don’t arrive with their own vehicles, and if the tour takes place in more towns or places that are far away from the accommodation facility, than we need to provide the transport.

4.6. Additional activities

We should be aware that although we are creating a gastronomic tourist product if it includes only food, than it may not be attractive for any of the target groups. That’s why we recommend as an obligation when creating this type of tourist product to include additional activities. Although these activities will depend on our target group, including cultural elements will be attractive for all the target groups. Therefore we should consider the cultural heritage of the cities included in our tour, and fill the free time of the tourist with these activities. 
Certainly other activities may be included such as sports, shopping, sightseeing, attending theatrical plays or concerts, visiting ZOO, and so on, but as mentioned before all this depend on the target group. For example if we target the food snobs we can include sightseeing of popular people houses or shopping in prestigious stores and brands. 

4.6. Finalization

This is the last stage where we should connect all previous steps. According to the chosen target and food (meals), locations and locals, accommodation and additional activates we should create our gastronomic tourist product. Since it will be a tour, what we need to do now is make the itinerary. We have made decisions about all the above, this step should be easy. All we need to do is predict the time needed to get to the planed places and the time that will be spend in each local (restaurant, accommodation facility) and activity. It is better to give ourselves some time for unexpected delays, which means that on every activity we should add more time than the one we’ve predicted. Also it is very important to give some free time to the guests, and not to insist on their participation in the additional activities. These activities should be facultative. 
The second step of finalization is to come up with a price for the whole product. Our base is the expenses, so we should make a sum of all the expenses needed to realize this product. Than we should think about the provision we are going to take, and by that the final price. This should mainly depend on our target group.
 Another important thing is that when organizing gastronomic tourist product we can always add bigger provision and still keep the price of the whole product low. This is a big advantage of this type of tourist product. For example, we can organize breakfast in the village with traditional pastry whose price isn’t high, and charge for the atmosphere and ambient not just for the food.
By finishing these six steps our gastronomic tourist product is prepared to be realized. But still before we put it on the market first we need to test it. We can do this by giving free tour to some of our employees, people from the media, or public persons that enjoy food or work with food. If they give the green light or product is ready to be offered on the market. Another important thing is using the marketing tools into successful placement and sales of our product on the tourist market, but that isn’t the topic of discussion in this paper.
4.7. Practical example
In this part of the paper we are going to present the use of these steps to create a gastronomic tourist product for Macedonia.

First we need to choose a target. As target for our product we are going to choose gourmet. We have decided upon this target because we think Macedonia can offer better services for this target than for the others when it comes to food. Another important thing is that we are going to exclude the “ex-Yugoslavia” and maybe even some of the neighboring countries because of the similarities of food. This means that when thinking of country it is better to be a west-europian country or the states.

Macedonia has many food and meals considered to be national. Some of them are: gravche-tavche, ajvar, gjomleze, bakrdan, nafora, palenta, shirden, sarma, musaka, burek, gevrek, zelnik and komad, Ohrid trout, eel cooked in Struga, zolenik, different types of “mandza”, pindzur, makalo, garlic paste, shopska and Macedonian salad, pastrmajlia, janija, chkembe chorba, baked spinach, malidzano, mekici, tigajnci, pacha, stuffed peppers, selsko meso, rakija, wine and so on. From this list we are going to chose food that we think is the most specific about Macedonian cuisine: zolenik, gjomleze, ajvar, pitulici, komad, gravche-tavche, manastirsko meso, stuffed peppers, selsko meso, makalo, cirulki, nafora, garlic paste, shopska and Macedonian salad, eel and sarma. We are going to exclude ohrid trout because it is forbidden for hunt during this year; pastrmajlija because it’s a recepy made best in Shtip or Veles, and we are not planning to include this cities.

Since same of the food we’ve chosen are local specialties (while most can be found everywhere) as a region we are going to include western Macedonia. Our product will take place in Ohrid, Struga, Resen, Bitola and Prilep, as cities that are nearby each other, with only 2 hour drive apart. Because we don’t want to make advertisement to any hospitality and catering object we aren’t going to name the locations that should be included. Instead we can say that one meal will be in the hotel in the center of Ohrid, one in St. Naum and one in a village near Ohrid. Than one in Struga and one in Vevcani –vilage near Struga, one in Resen, Bitola and Prilep.
These specialties can be separate in seven or eight meals, which mean the tour will be three days, two nights long. 

The accommodation will be in a hotel in the center of Ohrid. We decided for Ohrid not just because it has many natural and cultural beauties, but also because it is in the middle of all the other chosen cities. From there all the other places will be visit. As for transport, we are going to provide one. 
The additional activities may include visiting the old city of Ohrid and its cultural heritage, sightseeing of Bitolas’ old bazaar and visit of the village Vevcani, near Struga, and its’ springs. 

Now all that is left is to connect all the previous activities together. So, the guests should arrive around noon at the Ohrid airport. Therefore the first meal will be in the hotel, between two and fife in the afternoon. Since it is in the hotel our guests can be served with national meals that are characteristic for all Macedonia. We are going to start with shopska salad. Main dish will be gravche-tavche and stuffed peppers. Than the guests will be organized sightseeing of the old city of Ohrid, from six to eight o’clock when the dinner will be served in a traditional restaurant in the old city. It can include pitulici, pindzur, sourmilk, cheese, mix salad of fresh vegetables (seasonal) and selsko meso. During the dinner a folk music group will be arrange.
The second day will start with a breakfast in the village Velestovo, on the mountain near Ohrid. The road to Velestovo is around 30 minutes, which means the departure from the hotel will be between 8-8:15, and the arrival there around 9. Traditional breakfast in a household should include gjomleze (local speciality), ajvar, cheese, burek. The return to the hotel will be from 10:30. The guests will have free time one o’clock when the departure to Struga will take place. After the sightseeing of the city, the lunch will start in 14:30 with Macedonian salad and makalo with some nafora, while as main meal eel. Then we will depart to Vevcani in 17:00 and will be arriving there in 17:50 (the trip takes around 30-40 minutes, but we should calculate any delays). There sightseeing of the mountain village will be organized; with special attention to the natural beauties (famous Vevcani springs). The dinner will start in 19:30 with zolenik, komad and zelnik, baked peppers, eggplants and zukini, served with yogurt or sour milk. The returning to the hotel will be in 23:00.
The following day will start with a trip to Resen in 8:00 and arrival there around 9:00. The breakfast served should be cirulki with garlic paste, a simple but delicious breakfast. Then the trip will continue to Bitola with arrival around 11:00. Three hours of sightseeing and shopping in the old –turkish bazaar will be organized. The lunch will start in a restaurant at the bazaar in this city, and the served lunch will be the local specialty –chkembe chorba, then sarma and manastirsko meso. After these the guests will be return to the hotel, and they will depart later in the evening.
Corse, this is just a simplified example on how the steps can be use. During this last step it is very important to go back at the previous decisions, and recheck if they are possible. For example, you can  note that the visit to Prilep isn’t stated in this itinerary. That is because, when we started making the tour we saw that Prilep cannot be visited and shirden cannot be included as delicates because the tourists should leave home. Also we haven’t included price because, as mentioned, this is just a simplified example. To do that it would take considering actual hotels, restaurants and households that offer the mentioned services and making deals with them to lower the prices. This example proves that by following the six steps a gastronomic tourist product can be made.
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