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ABSTRACT

The purpose of the study is to identify the key factors of competitiveness of gastronomic
tourism in the context of crisis phenomena, in particular, by conducting a survey to
substantiate effective approaches to risk management, project management and business
planning in the field of gastronomic tourism. Comparative analysis, systematization,
generalization, survey, statistical analysis (Chi square test, Kramer's coefficient). The
survey of 768 respondents in Ukraine and the EU countries in Eastern and Central Europe
revealed that the key factors in the development of gastronomic tourism are natural
conditions, geographical location, cultural heritage, social food traditions, gastronomic
infrastructure, marketing strategies, environmental practices, technological innovations and
economic development, with 37.76% of respondents emphasizing the impact of socio-
economic changes on tourist demand, which indicates the complex nature of the factors
that determine the attractiveness of regions for gastronomic tourism. According to the

2;?;;6;25 survey results, the development of gastronomic tourism is most effectively ensured
through the promotion of traditional dishes, the use of historical and cultural elements,
and the involvement of famous chefs, which emphasizes the importance of authenticity and

*Correspondence: expert approach, and the stability of the industry is maintained through flexible business

Yjana198 | @gmail.com model planning, anti-crisis strategies and the formation of a reserve fund, which

demonstrates the importance of adaptability and diversification for sustainable
development. The results of the statistical analysis of risk identification methods in
gastronomic tourism showed that the most significant by x> are “Financial risk
management” and “Analysis of internal and external factors”, which indicates significant
differences in the frequency of their use, while SWOT analysis has a weak statistical
significance, and the overall Cramer's coefficient indicates a weak interaction between the
frequency of methods and their choice, which suggests that there is no strong dependence
between these variables.

©CIKD Publishing

Gastronomic tourism, as a segment of the global tourism industry, continues to gain
significant popularity due to the growing interest in local culinary traditions and cultural
characteristics, where this phenomenon not only contributes to the development of regional
economies but also becomes an important tool for shaping the competitiveness of territories
seeking to attract tourists seeking authentic experiences (Boniface, 2017; Stipanovi¢ &
Mikinac, 2024).

Gastronomic tourism is a development strategy contributing to competitiveness, business
profitability, and improved quality of life and social well-being (Celebi et al., 2020). Given
that gastronomy is an important component of intangible heritage, regions rich in culinary
traditions have the potential to become international brands that actively use their
gastronomic identity to attract tourist flows (Horng & Tsai, 2010).

The gastronomic tourism sector is developing, in particular, thanks to scientific methods
and creative approaches that promote the study and popularization of traditional and new
culinary dishes (Okumus et al., 2018). However, in the context of global economic and social
changes, such as the COVID-19 pandemic, the war in Ukraine, etc., the tourism business
faces new challenges that require innovative solutions to ensure sustainability and
competitiveness. Adapting to new conditions is critical to survive in a highly competitive
environment, especially in times of crisis that change travel demand and consumer behavior
(Della Corte et al., 2021).



International Journal of Organizational Leadership 14(First Special Issue-2025) 217

Strategic planning, including risk management and project management, is important in
ensuring the sustainability of gastronomic tourism development (Haviernikova, 2021). In the
context of economic uncertainty and turbulent changes in the industry, risk management is
becoming an important tool for identifying and minimizing potential threats that could
negatively affect tourist flows (Dvorsky et al., 2021). In particular, the development of
business planning, which includes not only the analysis of market trends but also the ability
to quickly adapt to changes, is necessary to ensure the sustainability of the tourism business
and increase its competitiveness.

Innovative approaches to gastronomic tourism, including the creation of new tourism
products, market expansion, and the integration of the latest technologies, can not only ensure
the sustainable development of this sector but also contribute to the formation of new
competitive advantages for regions. Therefore, innovations in the field of gastronomic
tourism are becoming not only an important element of the development strategy but also a
powerful tool for ensuring business sustainability and maintaining customer loyalty, which
are key aspects in times of crisis in the global tourism market (Rafael & Pires, 2021).

In the context of this issue, we consider it expedient to conduct a comprehensive scientific
study of the features of ensuring the competitiveness of gastronomic tourism in the context of
the growing turbulence of the business environment and global crises, which will allow an
objective assessment of the effectiveness of risk management, project management and
business planning in the field of gastronomic tourism to adapt to market changes and ensure
the sustainable development of this sector.

The purpose of the study is to identify the key factors of competitiveness of gastronomic
tourism in the context of crisis phenomena, in particular, by conducting a survey to
substantiate effective approaches to risk management, project management, and business
planning in the field of gastronomic tourism. The objectives of the article are as follows:

1. To carry out a systematic and logical analysis of the factors influencing the
development of gastronomic tourism.

2. To evaluate the effectiveness of various risk management methods and marketing
strategies in gastronomic tourism.

3. To generalize the factors that determine the development of gastronomic tourism.

4. To conduct a survey among representatives of small and medium-sized businesses in the
field of gastronomic tourism to obtain empirical data on the risks and effectiveness of
development strategies.

5. To conduct a Chi square test (y*) to assess significant differences between the actual use
of risk management methods and their predicted frequency of use, as well as to identify
statistical relationships between data categories.

6. Use Kramer's coefficient (V) to determine the strength of the relationship between risk
identification methods and their frequency of use by business owners and assess the statistical
significance of these differences.

Literature Review

Gastronomic tourism is becoming increasingly important as a subject of scientific research
and an object of practical implementation in the tourism industry, becoming a key segment of
the global tourism market (Draskovi¢, 2016, p. 151; Kim & lwashita, 2016, p. 89). This
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phenomenon, which is also defined as culinary or gastronomic tourism, not only contributes
to the transformation of the socio-cultural space but also affects the structure of tourist flows
and the processes of forming a unique tourist offer. In the modern scientific discourse,
gastronomic tourism is considered one of the most innovative and dynamic forms of tourism
activity, demonstrating steady growth and global popularity (Kim et al., 2011, p. 1159; World
Tourism Organization, 2012). Its rapid development is determined by a variety of factors,
including cultural and historical features of the territory, regional gastronomic traditions and
changing consumer priorities towards authentic experience (Hjalager & Corigliano, 2000;
Kim et al., 2011, p. 1159; Shalini & Duggal, 2015, p. 1; World Tourism Organization, 2012).

The phenomenon of gastronomic consumption serves as a key motivational factor for
tourist travel, providing a wide range of empirical determinants of tourist behavior. Given the
significant impact of gastronomic factors on the process of choosing a destination, national
and regional cuisines are key components of the perception of the quality of a tourist trip and
are a marker of its cultural and experiential content (World Tourism Organization, 2012).
According to the concept of Agyeiwaah et al. (2019), gastronomic tourism is structured
according to the level of consumer involvement in gastronomic experiences, which includes
three key types: observational consumption (e.g., watching gastronomic shows), experiential
consumption (e.g., wine tourism), and participatory involvement (e.g., culinary master
classes). These categories are not mutually exclusive and can interact in a synergistic format,
which is especially relevant in the context of digital transformation when the virtual
environment is gaining the status of an important channel for integrating gastronomic
experience, which has significantly increased during the COVID-19 pandemic. Gastronomic
tourism is a multisensory and highly experiential phenomenon that emphasizes the
importance of taste as a key determinant of consumer choice (Kesimoglu, 2015).

Conceptually, gastronomic tourism can be interpreted as a comprehensive tourist
experience that involves not only the direct consumption of local cuisine but also a deep
immersion in its historical and cultural context, which contributes to the formation of an
emotional connection between the tourist and the destination (Smith & Xiao, 2008, p. 289).
At the same time, this form of tourism is not limited to the status of a niche market segment,
but is a fundamental element of preserving and popularizing the intangible cultural heritage
of the region, creating unique competitive advantages for tourist destinations (Ignatov &
Smith, 2006, p. 236). On the one hand, gastronomic tourism stimulates domestic and
international tourist flows, as gastronomic attractions become decisive motivators in choosing
a tourist route (Quan & Wang, 2004). On the other hand, it is an effective tool for socio-
cultural integration, providing an authentic perception of culinary traditions and forming
sustainable relationships between tourists and local communities (Pullphothong & Sopha,
2013, p. 3).

Gastronomic tourism is becoming increasingly important as an integrated category within
a multidisciplinary research discourse that encompasses the fields of tourism, hospitality,
marketing strategies, regional development, and educational initiatives. Within this
phenomenon, gastronomy is viewed not only as a basic component of food culture but also as
a strategic tool for generating tourist experiences, especially in the context of gastronomic
events and festivals, which play a crucial role in shaping a unique tourist experience (Dixit,
2020).
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The role of gastronomic tourism in ensuring the socio-cultural sustainability of regions is
critical, as it contributes to the preservation of unique traditions, minimizes the risks of the
globalization of gastronomic culture and maintains the cultural identity of destinations
(Everett & Aitchison, 2008, p. 150). The use of the gastronomic factor as a means of
strengthening the competitiveness of the region opens up new opportunities for its
development, as local cuisine is a key component of the destination's tourist attractiveness
(Lépez-Guzman & Sénchez-Cafiizares, 2011, p. 70-71). Regional gastronomic features not
only differentiate the tourist product but also form a unique identity of the area, which allows
it to effectively position itself on the international market (Frochot, 2003, p. 82).

In addition, gastronomic tourism plays a strategic role in the development of the tourism
sector by increasing consumer satisfaction, enhancing the competitiveness of tourism
products, and ensuring sustainable development of the local economy (Boyne et al., 2003, p.
150). Given this, the need to preserve and support gastronomic traditions is of particular
importance, as they are not only a resource for attracting tourists but also an important factor
in shaping the socio-cultural authenticity of regions (Kim & lwashita, 2016, p. 97).

It is worth noting that gastronomic tourism functions as a multidimensional component of
the consumer experience, which affects the decision-making processes of tourists, including
the choice of gastronomic establishments and vacation destinations (Dixit, 2020; Ellis et al.,
2018; Henderson, 2009; Robinson et al., 2018). In the modern scientific discourse, there is
also a growing interest in the phenomenon of gastronomic neophobia, which is manifested in
the psychological resistance of consumers to culinary traditions that are fundamentally
different from the usual patterns of eating behavior (Pourfakhimi et al., 2021). The
transformational dynamics of the tourism market are determined by constant modifications in
the structure of tourism demand and the evolution of consumer expectations, which
necessitates the implementation of adaptive strategies to ensure competitive sustainability in
a highly turbulent environment (Kuhn et al., 2024).

Risk detection and management are fundamental components of strategic management, as
effective forecasting and control of uncertainties directly correlate with the long-term
sustainability of business structures. ldentifying risks is a basic prerequisite for developing
preventive measures to minimize them (Falkner & Hiebel, 2015). Ensuring timely and
accurate identification of potential threats allows businesses not only to optimize
management decisions but also to ensure their anti-crisis adaptation, which is critical in a
turbulent business environment (Virglerova et al., 2020). The process of identifying and
assessing risks is usually carried out in a formalized manner but requires the integration of
empirical experience, analytical approaches, and intuitive forecasting. The methodological
apparatus of risk management covers a wide range of analytical and management tools,
including risk assessment methodologies, quality management systems, the use of a balanced
scorecard (BSC), structured interviews with staff, error and flow analysis, SWOT analysis,
and the use of collective decision-making (brainstorming) techniques (Lima et al., 2020).

In this context, innovative approaches are a key mechanism for minimizing uncertainty
and adapting to changing market conditions. They serve as a fundamental principle for the
formation of strategic advantages, contributing to the long-term productivity and
competitiveness of the tourism business in the context of its constant transformation
(Gomezelj, 2016). The concept of innovation in the tourism sector correlates with the
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paradigm of creativity, which includes advanced cognitive processes of generating new ideas,
solving problem situations, and developing alternative management approaches by tourism
industry actors (Isik et al., 2022). In this regard, innovative solutions in the field of tourism
services are considered as a multidimensional factor that can potentially increase the
efficiency of operational management of tourism enterprises by optimizing business
processes to ensure the formation of a unique consumer experience with a long-term effect of
sustainable competitiveness; contribute to the growth of customer satisfaction and increase
customer behavioral loyalty, which determines the long-term viability of tourism
organizations in a highly competitive environment (Abidin et al., 2025).

In general, the analysis of scientific sources indicates insufficient research on the
mechanisms for ensuring the competitiveness of gastronomic tourism in times of crisis, in
particular on the integration of risk management, project management, and business planning,
which creates a scientific gap and requires comprehensive research to assess the impact of
strategic risk management on the sustainability of the tourism business, as well as the
development of effective models for adapting to crisis changes in the industry.

Method
The realization of the purpose of this study involves the use of the following research
methods:

— systematization was used to collect, classify, and structure the data obtained from the
surveys to form an orderly basis for further analysis of the results;

— systematic and logical analysis were used for a comprehensive study of the factors
influencing the development of gastronomic tourism;

— the method of information synthesis was used to process and integrate the results of
the study, in particular, to summarize the data obtained through the survey and to formulate
conclusions about the effectiveness of various risk management methods and marketing
strategies in gastronomic tourism;

— the method of generalization was used to process and integrate the results of the
study, in particular to summarize the factors that determine the development of gastronomic
tourism;

— the survey method was used to collect data from representatives of small and
medium-sized businesses in the field of gastronomic tourism, which allowed obtaining
empirical data to analyse the risks and effectiveness of gastronomic tourism development
strategies;

— the method of processing the survey results included statistical processing of the data
obtained, which made it possible to identify significant statistical relationships between the
use of various risk management methods and their frequency of use in the field of
gastronomic tourism;

—  Chi square test (y*) was used to assess significant differences between the actual use
of risk management methods and their predicted frequency of use, as well as to identify
statistical relationships between data categories;
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— Kramer's coefficient (V) was used to determine the strength of the relationship
between risk identification methods and their frequency of use by business owners and to
assess the statistical significance of these differences.

This study focuses on the assessment of risk management in the context of gastronomic
tourism, in particular in crisis situations that can significantly affect the competitiveness of
gastronomic tourism. Two main statistical tools were used to identify and assess the risks that
could negatively affect this market segment, as well as to analyse the effectiveness of various
risk management methods: the Chi square test (y*) and the Kramer coefficient (V). These
methods enable us to assess whether there is a statistical relationship between different risk
management methods and their frequency of use in the field of gastronomic tourism, as well
as to measure the strength of this relationship, which is crucial for effective risk management
in conditions of economic instability.

The chi-square test (y%?) is a powerful statistical tool for assessing significant differences
between actual and expected values in categories, which allows checking whether there is a
difference between the actual use of risk management methods and their predicted frequency
of use.

(0i-Ei)?
Ei '

X2=3 1)

where:

Oi —is the actual value of the frequency of use of each method,

Ei — is the expected value of the frequency of use of the method based on theoretical or
previous studies.

Kramer's coefficient (V) is used to determine the strength of the relationship between two
variables, in particular between risk identification methods and their frequency of use by
business owners. This enables us to determine the degree of correlation between these
variables and whether there are statistically significant differences in the use of various risk
management methods. The formula for calculating the Kramer coefficient:

V= \/# )

nxmin (k—-1,r-1)’

where:

x2— calculated chi-square value,

n — total number of observations,

k — number of categories for one of the parameters (for example, risk management
methods),

r — the number of categories for another parameter (for example, the frequency of use of
methods).

An empirical study was conducted using descriptive statistics to determine the specific
characteristics and features of the competitiveness of gastronomic tourism. The data was
collected through a questionnaire survey of entrepreneurs using the MS Forms Pro platform,
which ensured the receipt of valid and reliable results. The survey was aimed at assessing the
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factors that influence the development of gastronomic tourism, which made it possible to
identify key trends in the field of gastronomy and tourism in crisis situations. The survey
examined respondents' attitudes toward various aspects of gastronomic tourism, such as the
impact of climatic conditions, cultural heritage, economic factors, and marketing strategies. A
total of 678 respondents from Ukraine and EU countries in Eastern and Central Europe took
part in the survey from February 22, 2024 to February 22, 2025, which allowed us to obtain a
representative sample and ensure a high level of reliability of the results. Respondents
answered questions about the factors that determine the development of gastronomic tourism
in their regions. The survey was conducted in the form of an online questionnaire, which
included both closed-ended questions (with multiple-choice answers) and open-ended
questions, allowing respondents to express their own opinions. The survey asked the
following questions: How do the climate and geographical location of the region affect the
diversity of local gastronomic products and the availability of ingredients? How do economic
development and the infrastructure of gastronomic enterprises (restaurants, cafes, and
gastronomic outlets) contribute to the development of gastronomic tourism? How do cultural
traditions and the historical heritage of the region shape the uniqueness of local cuisine and
gastronomic identity? What role do marketing strategies, including product branding and the
use of digital platforms for promotion, play in the popularization of gastronomic tourism?
How does the introduction of sustainable practices in gastronomy (use of organic products,
waste reduction) support the development of sustainable gastronomic tourism? What
gastronomic tourism development strategies, in your opinion, are the most effective for
creating a unique gastronomic identity of the region? What marketing strategies are the most
effective for promoting gastronomic tourism? What financing strategies are the most
effective for developing gastronomic tourism? How do you assess the importance of
marketing strategies for attracting tourists? What risk minimization strategies do you use to
ensure the stability of your business?

Results

Gastronomic tourism is a multifactorial phenomenon whose development depends on the
interaction of numerous factors that influence the attractiveness of regions for tourists.
According to a survey of 768 respondents, the most important factors are natural conditions,
economic development, cultural features, gastronomic infrastructure, marketing strategies,
and environmental practices. Natural conditions, in particular, climatic features, are
recognized as important for the formation of gastronomic identity, as noted by 428
respondents. The geographical location of the region determines the availability of products
and opportunities for the development of the gastronomy sector, as emphasized by 396
respondents.

Cultural and social factors also play an important role in the development of gastronomic
tourism. Historical heritage and cultural traditions determine the uniqueness of local cuisine,
which is becoming an important element of the tourist experience. Three hundred sixty-eight
respondents emphasized the importance of this aspect, noting that cultural identity is a key
factor in the attractiveness of gastronomic destinations. Social customs and behavioral
characteristics of the local population regarding food are equally important. Four hundred
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thirteen respondents believe that the culinary traditions of local residents have a significant
impact on gastronomic offerings, making them more authentic and attractive to tourists.

Gastronomic infrastructure is the next important factor that determines the success of
gastronomic tourism. High-quality gastronomic services, such as cooking classes,
gastronomic tours and tastings, contribute to the development of tourism in the region. Four
hundred fifty-two respondents rated this factor as significant, indicating its importance for
creating a quality gastronomic experience. The presence of gastronomic festivals and events
that promote local cuisine is also an important element of this process. Three hundred ninety-
one respondents consider these events important for the development of gastronomic tourism.

Marketing strategies and the promotion of gastronomic tourism through digital platforms
account for a significant part of the impact on the success of this type of tourism. The 419
respondents confirmed the importance of branding and the use of social media and
influencers to promote the region among tourists. The use of digital platforms can
significantly increase audience reach and effectively promote gastronomic products.

Environmental factors are also important for gastronomic tourism. The use of local and
organic products increases the interest of tourists in gastronomic offerings that meet modern
environmental standards. Three hundred eighty-nine respondents indicated that
environmental practices have a significant impact on the popularity of gastronomic tourism.
In addition, 358 people emphasized the importance of sustainable development in
gastronomic activities, including waste reduction and eco-friendly services. Innovations in
technology, such as the use of virtual and augmented reality to enhance the tourist
experience, also have a significant impact on the development of gastronomic tourism. Three
hundred thirty-four respondents pointed to the importance of technological innovation in
creating new, innovative gastronomic tours.

Economic development is important to ensure investment in gastronomic infrastructure, as
indicated by 380 respondents, which is the basis for further development of gastronomic
tourism and improvement of the region's infrastructure. Socio-economic factors, such as
changes in the economic situation, crises or wars, have a direct impact on tourist flows. Two
hundred ninety respondents confirm that social and economic changes can cause significant
fluctuations in demand for gastronomic tourism, which confirms the need for flexibility in
responding to global and local challenges (Figure 1).

Marketing strategies play a key role in the development of gastronomic tourism as they
can significantly influence the popularization of gastronomic destinations and attract tourists.
The most effective strategy is the use of social media and digital platforms (78.13%),
highlighting the importance of digital channels in promoting gastronomic tourism. These
platforms provide ample opportunities for direct communication with the target audience,
allowing for effective advertising of gastronomic offerings and the formation of the region's
gastronomic identity. Collaboration with bloggers and culinary experts (70.05%) also proved
to be a very popular strategy, as it provides an authentic and trusted approach to promotion,
where this method allows to attract a wider audience through influential influencers, thereby
increasing the credibility of gastronomic offers.
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Figure 1
Analysis of Factors Influencing Gastronomic Tourism According to the Survey Results
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The development of online platforms and mobile applications for tourists (61.98%) is an
important strategy, as the creation of convenient tools for planning gastronomic trips
facilitates tourists' access to gastronomic facilities, which reduces barriers to their
participation in gastronomic tours. Launching advertising campaigns in traditional media
(45.05%) proved to be less effective than digital methods but is still important for reaching
older audiences or tourists accustomed to traditional forms of advertising. Participation in
international gastronomic exhibitions and forums (52.99%) continues to be an important
element of the branding strategy that helps to attract international tourists. However, this
channel is not as effective as digital tools. Organizing specialized gastronomic events to
promote the region (60.03%) enables the creation of a unique tourist experience and increases
interest in local cuisine, a crucial aspect of gastronomic tourism. Joint promotions with hotels
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and restaurants (55.08%) allow for an effective combination of gastronomic and tourist
services, which makes the offer more attractive to tourists by combining different aspects of
travel and meeting the needs of guests.

The use of digital marketing tools, such as SEO, content marketing, and social media
advertising (82.03%), is the most important factor in attracting tourists, which confirms the
relevance of digital platforms for promoting gastronomic tourism. These methods not only
allow for a large audience to be reached but also increase the efficiency of interaction with
potential tourists. Participation in gastronomic exhibitions and forums (61.98%) and holding
gastronomic festivals and events at the local level (64.06%) remain important for creating
direct contact with the target audience and forming a unique gastronomic identity of the
region, where these events provide an opportunity to get acquainted with local cuisine and
cultural traditions. The production of special tourist guides or brochures is of minimal
importance for attracting tourists (47.92%), which reflects the trend towards a decrease in
demand for traditional advertising materials in the context of digital technologies (Figure 2).

Figure 2
Identification of Marketing Tools to Promote Gastronomic Tourism
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According to the survey, the most effective strategy for developing gastronomic tourism is
to identify and promote traditional dishes to form the region's gastronomic identity, as noted
by 74.09% of respondents. The second most important factor is the use of historical and
cultural elements to create a gastronomic image, as noted by 69.01% of respondents.
Involving famous chefs to promote local culinary traditions is also an important strategy,
supported by 61.07% of respondents. These strategies emphasize the importance of both
authenticity and the involvement of specialists to increase the attractiveness of gastronomic
products. Less significant, but still important, are the creation of thematic gastronomic routes
(54.17%) and the development of gastronomic schools and master classes (47.01%), which
help to interest tourists in local cuisine and create a platform for deeper immersion in
gastronomic experience.

The most effective financing strategies for the development of gastronomic tourism are
private investment (64.97%) and government grants (55.86%). This indicates the importance
of combining public and private sources of funding (Martynenko & Paliukh, 2017) to
stimulate the development of gastronomic tourism. Partnership investments between local
entrepreneurs and travel agencies also proved to be important for financing (57.03%),
indicating the need for cooperation between different actors in the tourism industry.
International support programs are effective (50.00%), while sponsorship from large
corporations and crowdfunding is less important among respondents, with 41.93% and
38.02%, respectively.

Risk minimization strategies to ensure business stability in gastronomic tourism are also
important for the effective development of this industry. According to the survey results, the
most important strategy is flexible business model planning (72.01%), which allows for a
quick response to changes in market conditions and adaptation to new challenges. This
emphasizes the importance of business adaptability in the face of change. The next important
strategy is the creation of anti-crisis strategies (66.02%), which reduces the likelihood of
negative consequences in the event of economic or other crises. Another important tool is the
formation of a reserve fund (58.98%), which ensures financial stability in times of unforeseen
circumstances. Less important strategies, but also have some effectiveness in minimizing
risks, are product or service diversification to reduce dependence on seasonal fluctuations
(52.08%) and cooperation with other enterprises to reduce risks (45.05%). This suggests the
need to expand the range of offerings and enter into partnerships to mitigate financial and
operational risks. The use of adaptive marketing strategies to respond quickly to changes in
demand (50.00%) is also an important factor in maintaining business stability, especially in
the face of constant changes in the gastronomic tourism market (Figure 3).
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Figure 3
Evaluation of the Effectiveness of Development Strategies, Financing and Risk Management in Gastronomic
Tourism
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Table 1 presents information on the responsibility for risk management at enterprises of
different sizes in the field of gastronomic tourism. The study shows a significant difference in
the distribution of responsibility depending on the size of the enterprise. In micro-enterprises,
the vast majority of responsibility for risk management rests with the owner (55.10%), which
is typical for small businesses, where the owner often combines management and operational
functions, while a smaller share of the responsibility belongs to managers (2%) and board
members (0.60%), which indicates a centralized management structure, in small businesses,
responsibility for risks is distributed, but the main share remains with the owners (40.20%),
with some involvement of managers (3.10%) and board members (1.30%), and in medium-
sized enterprises the responsibility is significantly reduced for owners (3.50%), while the role
of managers (1.80%) and board members (0.80%) increases, indicating a clear delegation of
responsibilities and collective risk management in larger enterprises.

The distribution of responsibility for risk management in small and medium-sized
enterprises in the gastronomic tourism industry shows that in small enterprises, the risks of
managerial responsibility are often concentrated in the hands of the owner, while in medium-
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sized enterprises, there is a more systematic approach, with the distribution of responsibilities
among several persons at different levels of management (Table 1).

Table 1
Responsibility for Risk Management in Small and Medium-sized Enterprises in the Field of Gastronomic
Tourism

Enterprise size category Owner Manager Member of the Board ~ External specialists Total

Micro 55.10% 2.00% 0.60% 0.00% 57.70%
(0-9 employees)

Small 40.20% 3.10% 1.30% 0.60% 45.20%
(10-49 employees)

Medium 3.50% 1.80% 0.80% 0.40% 6.50%
(50-249 employees)

Total 98.80% 6.90% 2.70% 1.00% 100%

Table 2 illustrates the methods of risk identification used by the owners of gastronomic
tourism enterprises. According to the data obtained, one of the most commonly used tools is
the SWOT analysis, which helps identify the strengths and weaknesses of the organization, as
well as opportunities and threats from both internal and external environments. Equally
significant attention is paid to financial risk management, which is critical for gastronomic
tourism. In the context of high instability of financial flows, effective financial risk
management minimizes the likelihood of bankruptcies and ensures the financial stability of
the enterprise, which is a prerequisite for its further development. The analysis of internal and
external factors is another important method to assess the impact of economic, political,
social, and natural factors on the company's operations; this method allows owners to better
understand the risks associated with changes in these areas and to adjust management
strategies in a timely manner. Scenario forecasting, as a method of risk identification, is used
to assess potential risks based on various scenarios, which allows companies to anticipate
possible crisis situations, such as changes in demand or sudden fluctuations in the market,
and thus allows them to prepare for them and reduce their negative impact on operations. We
should also mention the method of managing reputational risks, which is extremely important
for gastronomic enterprises, as reputation directly affects the attractiveness of the enterprise
to potential customers, including tourists. Reputational risk management is a key factor in
ensuring consumer confidence and contributes to the sustainable development of the
enterprise in a highly competitive and volatile market environment.

Table 2
Methods of Risk Identification Used by Business Owners in the Field of Gastronomic Tourism
Method of risk identification Always Very often Rarely Never Total
SWOT analysis 42.32 30.86 16.15 10.68 100%
Financial risk management 33.46 29.95 24.09 12.50 100%
Analysis of internal and external factors 48.83 31.25 13.54 6.38 100%
Scenario forecasting 37.37 35.68 15.36 11.59 100%

Reputational risk management 41.02 29.17 17.84 11.98 100%
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The results of the statistical analysis, in particular the chi-square test and the Kramer
coefficient, conducted to assess the dependence of risk identification methods for enterprises
in the gastronomic tourism sector are presented in Table 3. The y? results for different risk
identification methods show significant variations in the frequency of their use among
respondents. The SWOT analysis demonstrates the lowest ¥ value (1.32), which indicates a
weak statistical significance compared to other methods. This means that the use of this
method does not significantly depend on the frequency categories (frequency levels of
methods: always, very often, rarely, never) and may indicate its limited popularity or
universality in use. On the other hand, the methods “Financial risk management” (%> = 32.45)
and “Analysis of internal and external factors” (¥*> = 32.39) have significantly higher >
values, which indicates significant differences between the actual and expected values of
these methods. This may indicate a more pronounced tendency of respondents to use these
methods in specific situations or frequency categories.

Despite the high > values for some methods, the Kramer coefficient (V = .0067) indicates
a weak statistical association between the frequency of use of methods and the categories in
which these methods are used. This means that although there are significant differences in
the frequency of use of some methods, their selection and application do not have a strong
correlation with the frequency of their use. Although the methods “Financial risk
management” and “Analysis of internal and external factors” are used significantly more
often, their use does not show a clear correlation with other variables or categories of
frequency of use.

Table 3
Distribution of Risk Identification Methods in Gastronomic Tourism: Frequency of Use and Results of
Statistical Analysis (Chi-square, Cramer V)

Method of risk identification Always Very often Rarely Never Chi square (p)* Cramer V

Ei 311.8 241 133.6 81.6
0i  SWOT analysis 0.56 0.07 0.69 0.00 1.32 0.0067

Financial risk management 9.63 0.50 19.78 2.54 32.45

Analysis of internal and external 12.81 0.00 6.56 13.02 32.39

factors

Scenario forecasting 1.97 4.52 1.82 0.67 9.98

Reputational risk management 0.03 1.20 0.09 1.33 2.65
In total 25.01 6.29 28.93 17.56 77.79
Discussion

Based on the results obtained, we can draw several significant theoretical and practical
conclusions about the development of gastronomic tourism in times of crisis, in particular in
the context of risk management, project management, and business planning. The findings
indicate that gastronomic tourism is a complex multifactorial process, the development of
which depends on the interaction of a number of economic, cultural, environmental, social,
and infrastructural factors that require an integrated approach to management in this area.
First, the study found that the most important factors for the development of gastronomic
tourism are the natural conditions and economic development of the regions, as well as the
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development of gastronomic infrastructure, marketing strategies, and environmental
practices. In particular, natural and climatic conditions determine the attractiveness of
gastronomic destinations, creating favorable conditions for the formation of the gastronomic
identity of regions. The geographical location of the region, in turn, affects the availability of
local products and creates opportunities for the development of the gastronomic sector, as
evidenced by the high level of importance of this factor for respondents.

Secondly, the culture and social customs of local residents also have a significant impact
on the popularity of gastronomic tourism, as historical heritage and cultural traditions are
important components of the gastronomic offer. Respondents emphasize the importance of
culinary authenticity, which is maintained by the local population through traditional food
customs. In addition, gastronomic infrastructure, including the quality of gastronomic
services and the organization of specialized events such as gastronomic festivals, cooking
classes, and tastings, play an important role in the strategic development of gastronomic
tourism. Third, the results show the significant role of marketing strategies in promoting
gastronomic tourism. The use of digital platforms and social networks allows them to
effectively attract tourists, increasing the popularity of gastronomic products and regions.

Fourthly, an important factor is the use of various risk identification methods, among
which the most common is SWOT analysis, which is actively used for strategic planning and
adjusting the company's activities to changing market conditions. At the same time, financial
risk management is important since the instability of financial flows in the field of
gastronomic tourism can lead to significant losses. The implementation of a financial risk
management system allows enterprises to identify and correct financial difficulties in a timely
manner, thereby minimizing the likelihood of bankruptcy and ensuring market stability. The
analysis of internal and external factors is also an important method, as it allows assessing the
impact of various economic, political, and social factors on the company's operations, which
allows companies to adapt strategies in a timely manner and minimize negative
consequences.

Fifth, scenario forecasting and reputational risk management methods are extremely
important for maintaining the stability of enterprises in unstable market situations. Scenario
forecasting allows businesses to assess and prepare for various possible scenarios in advance,
which makes it possible to adapt to market changes, such as fluctuations in demand,
economic or political shocks. Managing reputational risks is another important aspect, as the
reputation of a gastronomic tourism enterprise directly affects its ability to attract new
customers and maintain the loyalty of existing ones. Reputational risks can arise from
negative reviews, incidents, or poor service, so timely identification and management of these
risks can minimize the negative impact on the company's image and ensure its stable
operation even in a highly competitive environment.

The results of the study are consistent with the conceptual positions of a number of
scholars who substantiate the importance of risk detection and management for the long-term
sustainability of enterprises in a competitive environment. In particular, the results of our
analysis confirm the findings of Falkner and Hiebel (2015) and Dragan et al. (2021) that risk
identification is critical for the development of preventive measures aimed at minimizing
risks. They emphasize that effective forecasting and control of uncertainties are directly
related to the long-term sustainability of business structures, which is consistent with our
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findings on the need to integrate risk management into the strategic management of
enterprises.

The analysis of the data also confirms the importance of using risk identification methods,
in particular SWOT analysis, as indicated by Virglerova et al. (2020). In particular, we agree
with their assertion that timely and accurate identification of threats is important for the anti-
crisis adaptation of an enterprise in unstable market situations. Our findings confirm that
understanding internal and external factors not only helps to optimize management decisions
but also contributes to effective risk management and ensures business stability.

Moreover, the results of our study also support the conceptual framework proposed by
Lima et al. (2020) for integrating various analytical tools in risk management, including risk
assessment techniques, quality management systems, SWOT analysis, and brainstorming.
This supports the conclusion that the use of different approaches to identify and manage risks
allows for more effective results in strategic planning.

With regard to innovative approaches to risk management, our study confirms Gomezelj
(2016), who emphasizes the role of innovation in minimizing uncertainty and adapting
enterprises to changing market conditions. Our results show that innovative strategies
contribute to the formation of competitive advantages and ensure the sustainability of
enterprises in a transformational business environment, which correlates with approaches to
innovative changes in strategic management.

Accordingly, the results of the study confirm the importance of risk detection and
management as an integral part of the strategy of enterprises operating in the field of
gastronomic tourism, which contributes not only to its adaptation to changes but also to long-
term sustainability and competitiveness in the market.

Conclusion

According to the results of the study, gastronomic tourism is a complex and multifactorial
phenomenon that requires an integrated approach to management. It is established that the
success of gastronomic tourism development directly depends on the effective interaction of
natural, economic, cultural, and social factors; in particular, natural conditions and
gastronomic infrastructure are important factors that determine the attractiveness of
gastronomic destinations.

Empirical evidence has shown that defining a gastronomic identity through the promotion
of traditional dishes and culinary traditions is critical to creating competitive advantages. In
this context, the promotion of traditional dishes as the basis of the region's gastronomic
identity is an important element of the gastronomic tourism development strategy.

The results of the empirical study show that financial risk management methods and
analysis of internal and external factors are key to ensuring stability in times of crisis. In
particular, these methods are most effective in medium and large enterprises, which confirms
the need to use them to adapt to changing economic conditions.

It has been established that in order to maintain the sustainability of gastronomic tourism,
it is necessary to introduce adaptive business models that allow for an effective response to
external challenges, in particular through flexible planning and crisis management strategies,
which confirms the importance of such approaches to ensure business sustainability in the
face of economic and social instability.
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The practical significance of the study is due to the possibility of applying the findings and
recommendations in the process of developing a strategy for the development of gastronomic
tourism, implementing effective risk management methods, and optimizing business models
for enterprises operating in this area. The recommendations formulated on the basis of the
study may be useful for companies and enterprises engaged in gastronomic tourism in the
context of improving their competitiveness and sustainability in the context of economic and
social changes.

Further research should focus on an in-depth analysis of the impact of external factors,
such as global economic trends and socio-political changes, on the development of
gastronomic tourism, and it is necessary to study the effectiveness of different models of
financing gastronomic tourism, in particular through government grants, private investment,
and partnerships between different sectors.

Declarations

Acknowledgements
Not applicable.

Disclosure Statement
No potential conflict of interest was reported by the authors.

Ethics Approval
Not applicable.

Funding Acknowledgements
Not applicable.

Citation to this article

Martyniuk, U., Bondarenko, L., Vasiltsova, O., Shelemetieva, T., & Kovalchuk, O. (2025).
Competitiveness patterns of gastronomic tourism: Crisis business planning, project
management and risk management. International Journal of Organizational Leadership,
14(First Special Issue), 215-234. https://doi.org/10.33844/ijol.2025.60474

Rights and Permissions

(OMOM

© 2025 Canadian Institute for Knowledge Development. All rights reserved.

International Journal of Organizational Leadership is published by the Canadian Institute for
Knowledge Development (CIKD). This is an open-access article under the terms of the
Creative Commons Attribution (CC BY) License, which permits use, distribution, and
reproduction in any medium, provided the original work is properly cited.



https://creativecommons.org/licenses/by/4.0/

International Journal of Organizational Leadership 14(First Special Issue-2025) 233

References

Abidin, R., Yudistria, Y., & Ramli, A. (2025). The effect of customer experience, customer satisfaction and word of mouth
on customer loyalty. Jurnal limiah Manajemen Kesatuan, 13, 685-702. https://doi.org/10.37641/jimkes.v13i2.2125

Agyeiwaah, E., Otoo, F. E., Suntikul, W., & Huang, W.-J. (2019). Understanding culinary tourist motivation, experience,
satisfaction, and loyalty using a structural approach. Journal of Travel & Tourism Marketing, 36(3), 295-313.
https://doi.org/10.1080/10548408.2018.1541775

Boniface, P. (2017). Tasting tourism: Travelling for food and drink. Routledge. https://doi.org/10.4324/9781315241777

Boyne, S., Hall, D., & Williams, F. (2003). Policy, support and promotion for foodrelated tourism initiatives. Journal of
Travel and Tourism Marketing, 14(3-4), 131-154. https://doi.org/10.1300/J073v14n03_08

Celebi, D., Pirar, 1., & Eris, E. D. (2020). Bibliometric analysis of social entrepreneurship in gastronomy tourism.
Tourism: An International Interdisciplinary Journal, 68(1), 58—67. https://doi.org/10.37741/t.68.1.5

Della Corte, V., Del Gaudio, G., Sepe, F., & Luongo, S. (2021). Destination resilience and innovation for advanced
sustainable tourism management: A bibliometric analysis. Sustainability, 13(22), 12632.
https://doi.org/10.3390/su132212632

Dixit, S. K. (2020). Marketing gastronomic tourism experiences. In: S. K. Dixit (Ed.), The Routledge handbook of tourism
experience management and marketing. (pp. 322-335). Routledge. https://doi.org/10.4324/9780429203916

Dragan, O., Berher, A, Plets, 1., Biloshkurska, N., Lysenko, N., & Bovkun, O. (2021). Modelling and factor analysis of
pricing determinants in the state-regulated competitive market: The case of Ukrainian flour market. International
Journal of Computer Science & Network Security, 21(7), 211-220. https://doi.org/10.22937/1JCSNS.2021.21.7.25

Draskovié, S. (2016). Gastronomy and tourism destination competitiveness. In: Quality as a Basis for Tourism Destination
Competitiveness: SITCON 2016 — Singidunum International Tourism Conference. (pp. 150-154). Beograd, Serbija.
https://doi.org/10.15308/Sitcon-2016-150-154

Dvorsky, J., Belas, J., Gavurova, B., & Brabenec, T. (2021). Business risk management in the context of small and
medium-sized enterprises. Economic Research-Ekonomska Istrazivanja, 34(1), 1690-1708.
https://doi.org/10.1080/1331677X.2020.1844588

Ellis, A., Park, E., Kim, S., & Yeoman, |. (2018). What is food tourism? Tourism Management, 68, 250-263.
https://doi.org/10.1016/j.tourman.2018.03.025

Everett, S., & Aitchison, C. (2008). The role of food tourism in sustaining regional identity: A case study of Cornwall,
South West England. Journal of Sustainable Tourism, 16(2), 150-167. https://doi.org/10.2167/jost696.0

Falkner, E. M., & Hiebl, M. R. (2015). Risk management in SMEs: a systematic review of available evidence. The Journal
of Risk Finance, 16(2), 122—-144. https://doi.org/10.1108/JRF-06-2014-0079

Frochot, 1. (2003). An analysis of regional positioning and its associated food images in French tourism regional
brochures. Journal of Travel and Tourism Marketing, 14(3/4), 77-96. https://doi.org/10.1300/J073v14n03_05

Gomezelj, D. O. (2016). A systematic review of research on innovation in hospitality and tourism. International Journal of
Contemporary Hospitality Management, 28(3), 516-558. https://doi.org/10.1108/IJCHM-10-2014-0510

Haviernikova, K. (2021). The specifics of risk management in tourism SMEs from the point of view of human resources.
Acta Oeconomica Universitatis Selye, 1, 31-39. https://www.ceeol.com/search/article-detail?id=1005655

Henderson, J. C. (2009). Food tourism reviewed. British Food Journal, 111(4), 317-332.
https://doi.org/10.1108/00070700910951470

Hjalager, A., & Corigliano, A. (2000). Food for tourists determinants of an image. International Journal of Tourism
Research, 2, 281-293. https://doi.org/10.1002/1522-1970(200007/08)2:4<281::AlID-JTR228>3.3.CO;2-P

Horng, J.-S., & Tsai, C.-T. (2010). Government websites for promoting East Asian culinary tourism: A cross-national
analysis. Tourism Management, 31(1), 74-85. https://doi.org/10.1016/j.tourman.2009.01.009

Ignatov, E., & Smith, S. (2006). Segmenting Canadian culinary tourists. Current Issues in Tourism, 9(3), 235-255.
https://doi.org/10.2167/cit/229.0

Isik, C., Aydin, E., Dogru, T., Rehman, A., Sirakaya-Turk, E., & Karagdz, D. (2022). Innovation research in tourism and
hospitality ~ field: A  bibliometric  and  visualization  analysis.  Sustainability, = 14(13),  7889.
https://doi.org/10.3390/su14137889

Kesimoglu, A. (2015). A reconceptualization of gastronomy as relational and reflexive. Hospitality & Society, 5(1), 71-91.
https://doi.org/10.1386/hosp.5.1.71_1

Kim, S., & Iwashita, C. (2016). Cooking identity and food tourism: the case of Japanese udon noodles. Tourism Recreation
Research, 41(1), 89-100. https://doi.org/10.1080/02508281.2016.1111976


https://doi.org/10.37641/jimkes.v13i2.2125
https://doi.org/https:/doi.org/10.1080/10548408.2018.1541775
https://doi.org/10.4324/9781315241777
https://doi.org/10.1300/J073v14n03_08
https://doi.org/10.37741/t.68.1.5
https://doi.org/10.3390/su132212632
https://doi.org/https:/doi.org/10.4324/9780429203916
https://doi.org/10.22937/IJCSNS.2021.21.7.25
https://doi.org/10.15308/Sitcon-2016-150-154
https://doi.org/10.1080/1331677X.2020.1844588
https://doi.org/https:/doi.org/10.1016/j.tourman.2018.03.025
https://doi.org/10.2167/jost696.0
https://doi.org/10.1108/JRF-06-2014-0079
https://doi.org/10.1300/J073v14n03_05
https://doi.org/10.1108/IJCHM-10-2014-0510
https://www.ceeol.com/search/article-detail?id=1005655
https://doi.org/https:/doi.org/10.1108/00070700910951470
https://doi.org/10.1002/1522-1970(200007/08)2:4%3c281::AID-JTR228%3e3.3.CO;2-P
https://doi.org/10.1016/j.tourman.2009.01.009
https://doi.org/10.2167/cit/229.0
https://doi.org/10.3390/su14137889
https://doi.org/10.1386/hosp.5.1.71_1
https://doi.org/10.1080/02508281.2016.1111976

234 Martyniuk et al.

Kim, Y. H., Kim, M. C., & Goh, B. K. (2011). An examination of food tourist's behavior: Using the modified theory of
reasoned action. Tourism Management, 32(5), 1159-1165. https://doi.org/10.1016/j.tourman.2010.10.006

Kuhn, V. R., dos Anjos, S. J. G., & Krause, R. W. (2024). Innovation and creativity in gastronomic tourism: A
bibliometric  analysis.  International Journal of Gastronomy and Food Science, 35, 100813.
https://doi.org/10.1016/j.ijgfs.2023.100813

Lima, P. F. D., Crema, M., & Verbano, C. (2020). Risk management in SMEs: A systematic literature review and future
directions. European Management Journal, 38(1), 78-94. https://doi.org/10.1016/j.emj.2019.06.005

Lopez-Guzman, T., & Sanchez-Cafizares, S. (2011). Gastronomy, Tourism and Destination Differentiation: A Case Study
in Spain. Review of Economics & Finance, 1(1), 63-72. https://www.econbiz.de/Record/gastronomy-tourism-and-
destination-differentiation-a-case-study-in-spain-1%C3%B3pez-guzm%C3%A1n-tom%C3%A1s/10010030127

Martynenko, V., & Paliukh, O. (2017). State funding problems and directions in agricultural sector. Scientific Bulletin of
Polissia, 1(1(9), 162-168. https://doi.org/10.25140/10.25140/2410-957620171(9)162-168

Okumus, B., Koseoglu, M. A., & Ma, F. (2018). Food and gastronomy research in tourism and hospitality: A bibliometric
analysis. International Journal of Hospitality Management, 73, 64-74. https://doi.org/10.1016/j.ijhm.2018.01.020

Pourfakhimi, S., Nadim, Z., Prayag, G., & Mulcahy, R. (2021). The influence of neophobia and enduring food
involvement on travelers’ perceptions of wellbeing — evidence from international visitors to Iran. International Journal
of Tourism Research, 23(2), 178-191. https://doi.org/10.1002/jtr.2391

Pullphothong, L., & Sopha, C. (2013). Gastronomic tourism in Ayutthaya, Thailand. http://www.ijbts-
journal.com/images/main_1366796758/0043-Ladapha.pdf

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: An illustration from food experiences
in tourism. Tourism Management, 25(3), 297-305. https://doi.org/10.1016/S0261-5177(03)00130-4

Rafael, C., & Pires, A. L. (2021). Analysis of scientific production on technological innovation in tourism. European
Journal of Tourism, Hospitality and Recreation, 11(1), 22-33. https://doi.org/10.2478/ejthr-2021-0003

Robinson, R. N. S., Getz, D., & Dolincar, S. (2018). Food tourism subsegments: A data-driven analysis. International
Journal of Tourism Research, 20(3), 367-377. https://doi.org/10.1002/jtr.2188

Shalini, D., & Duggal, S. (2015). A review on Food Tourism quality and its associated forms around the world. African
Journal of Hospitality, Tourism and Leisure, 4(2), 1-12.
https://www.ajhtl.com/uploads/7/1/6/3/7163688/articledvol4(2)special_edition_2015.pdf

Smith, S., & Xiao, H. (2008). Culinary tourism supply chains: A preliminary examination. Journal of Travel Research, 46,
289-299. https://doi.org/10.1177/0047287506303981

Stipanovi¢, C., & Mikinac, K. (2024). Enhancing competitiveness in gastronomy tourism: Strategic recommendations for
the Kvarner region [Paper presentation]. The 9th International Conference Vallis Aurea 2024. (pp. 308-318). Pozega,
Croatia. https://doi.org/10.62598/9thICVA.034

Virglerova, Z., Dvorsky, J., Kozubikova, L., & Cepel, M. (2020). Perception of nonfinancial risk determinants in SMEs in
Visegrad countries. Oeconomia Copernicana, 11(3), 509-529. https://doi.org/10.24136/0c.2020.021

World Tourism Organization (2012). Affiliate Members Global Report. Vol. 4. Global Report on Food Tourism. UNWTO,
Madrid. https://doi.org/10.18111/9789284414819


https://doi.org/10.1016/j.tourman.2010.10.006
https://doi.org/10.1016/j.ijgfs.2023.100813
https://doi.org/10.1016/j.emj.2019.06.005
https://www.econbiz.de/Record/gastronomy-tourism-and-destination-differentiation-a-case-study-in-spain-l%C3%B3pez-guzm%C3%A1n-tom%C3%A1s/10010030127
https://www.econbiz.de/Record/gastronomy-tourism-and-destination-differentiation-a-case-study-in-spain-l%C3%B3pez-guzm%C3%A1n-tom%C3%A1s/10010030127
https://doi.org/10.25140/10.25140/2410-957620171(9)162-168
https://doi.org/10.1016/j.ijhm.2018.01.020
https://doi.org/10.1002/jtr.2391
http://www.ijbts-journal.com/images/main_1366796758/0043-Ladapha.pdf
http://www.ijbts-journal.com/images/main_1366796758/0043-Ladapha.pdf
https://doi.org/10.1016/S0261-5177(03)00130-4
https://doi.org/10.2478/ejthr-2021-0003
https://doi.org/10.1002/jtr.2188
https://www.ajhtl.com/uploads/7/1/6/3/7163688/article4vol4(2)special_edition_2015.pdf
https://doi.org/10.1177/0047287506303981
https://doi.org/10.62598/9thICVA.034
https://doi.org/10.24136/oc.2020.021
https://doi.org/10.18111/9789284414819

