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The culinary tourism is one of the alternative forms of tourism which although, it 
may contribute to further development of Greek product, is not utilized. The 
objective of this research is its development through gastronomic festivals. Our 
survey is studied participants motives in such events and their perceived level of 
satisfaction in order to proposed effective marketing strategies which contribute 
to adoption and growth. In this specific case, ‘Tomato Festival’, was the 
gastronomic festival which had been chosen in order our survey took place. A 
questionnaire was developed in order socio-demographics and trip 
characteristics, motives and perceived level of satisfaction of participants, in such 
kind of festivals, to be examined. The target - group, for our survey, was both 
women and men over 18 years old and the questionnaires were answered from 
festival’s attendees, when they left, at the entrance. 
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INTRODUCTION 
 

Tourism industry is one of the most important sectors of Greek 
economy.  In recent years, more and more people chose for their vacation 
alternative tourist destinations. Although, recently, more and more forms 
of alternative tourism taking place in Greece, gastronomic tourism is not 
one of them. In this article, it is presented the different types of activities 
which gastronomic tourism encloses and it focuses on gastronomic 
festivals as the dominant form of it. In this research, it is examined the 
motives of attendees in such events and their satisfaction level in order 
effective marketing strategies to be proposed, for its development.      
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GASTRONOMIC TOURISM AND FESTIVALS 
 

Gastronomic tourism (Long, 2004; Everett and Atchison, 2008), is a 
form of alternative tourism, in which tourist who participate in, have as 
their prior motive their desire for consumption of local products (Dodd, T. 
and Bigotte, V.1997; Ignatov & Smith, 2006; Tikkanen, 2007). This 
particular form of alternative tourism in the literature is presented with 4 
different names.  It labeled as gastronomic tourism (Hjalanger and 
Richards, 2002), as culinary tourism (Wolf, 2002), as tasting tourism 
(Boniface, 2003), and as food-oriented tourism (Hall et al., 2003; Hall & 
Mitchell, 2001). Several times gastronomic tourism encloses another form 
of alternative tourism, wine tourism, however in the existed literature 
have been studied separately (Getz 1998; Hall and Johnson 1998; 
Macionis 1998; Johnson, G. 1998; Carlsen and Dowling 1999;  Hall et al., 
2000; Telfer, 2001; Williams & Kelly, 2001; Williams & Dossa, 
2003).Last years interest for gastronomic tourism has been increased 
(Nexus & Urban, 2003).  

It is a form of tourism which mostly takes place in rural areas and 
contributes to the enhancement of local economy (Hugo 1994; Hall 1995; 
McIntosh, Goeldner, and Ritchie 1995; Jenkins, et al. 1997; Hall, et al., 
2000; Killion 2001; Prosser 2001; Fox 2007). Authors like (Hjalager and 
Richards, 2002), support that consumption of local products is an integral 
part of their overall travel experience (Symons, 1999; Van Westering, 
1999; Neild et al., 2000; Remmington and Yuksel, 1998; Joanne 
Mackellar 2006), in each destination (Brown et al., 2006; Hall et al., 
2000),and introducing tourists in new flavors and traditions (Fields, 2002; 
Ryu & Jang, 2006; Sparks, 2007; Kivela & Crotts, 2006). 

Subsequently, some examples are presented, which proves that, 
consumption of local food or beverage may be a dominant reason for 
travelers to visit a particular destination (Kivela and Crotts, 2006; Telfer 
and Wall, 2000), and in accordance with (Bessiere, 1998; Tellstrom et al., 
2005), can be the key point of enhancing tourist’s destinations economy. 
That happened, as tourists destination societies recognized that travellers’ 
expenditures (Brown et al., 2002; Hjalager & Richards, 2002), for 
consumption of local food are very important.                                                    

 For instance, according to Northern Ireland Passenger Survey in 
2008, of the £540 million spent by overseas and domestic tourists, £178.2 
million of this was spent on food and beverages.  The importance of food 
and eating out on vacations  is supported by Telfer and Wall (2000) who 
suggested that spending on eating out during a holiday constitutes 
approximately (Meler and Cerovic, 2003), one-third of all tourist 
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expenditures. For example, Enteleca Research and Consultancy (2000), 
reported that 72% of people who visit United Kingdom, were interested in 
local food and beverages during their holiday, and finally, they were 
satisfied with their experiences of tasting local food.  

According to Fields (2002) motivators for consumption of food and 
beverages in a tourist destination can be theoretically conceptualized 
within four categories provided by McIntosh et al. (1995) : ‘physical 
motivators’, ‘cultural motivators’, ‘interpersonal motivators’, and ‘status 
and prestige motivators’. 

Physical motivators according to (Kim, et all., 2009), refer to the 
refreshment of a person’s body and mind. They also stated that, tasting a 
local product can be a unique experience and as Fields (2002), proposed it 
can be closely connected with the opportunity to taste new flavors. 
Secondly, as (McIntosh et al. 1995), suggested that cultural motivators are 
related to people’s need to not only, gain knowledge about each 
destination but also experience different cultures during their vacations.  

Fields (2002), indicated that consumption of local food can be 
included amongst cultural motivators, as when experiencing new local 
cuisines, tourists come into contact with a new culture (Hegarty and 
O’Mahoney, 2001; Williams, 1997).Thirdly, interpersonal motivators 
relate to people’s desire to escape from daily routine, through meet new 
people, and spend time with family and friends, (McIntosh et 
al.,1995).Finally, status and prestige motivators, according to McIntosh et 
al. (1995), were associated with self- esteem, recognition and the desire to 
attract attention from others. 

According to, (Boniface 2003; J. Henderson 2009), there are 3 
different types of activities, for people who chose culinary tourism.     

• Cooking schools which mostly run by or associated with well-
known chefs. 

• Dining at renowned for their local food or well-known chef’s 
restaurants.     

• Organising trips, in local agricultural areas, for example organize a 
trip in a local winery, where participants can attend the whole 
production process from grapes to wine ( Beverland, M., et al., 
2001; Bruwer, J. 2002; Salter 1998), and visiting festivals and 
special events about local products, like, wine festival.   

Local product festivals are a specific form of gastronomic tourism 
and as Getz (1991), proposed are among the fastest-growing forms of it. 
Many tourists are attracted by such festivals, and are an excellent 
opportunity to enhance awareness about local products and to build 
customer loyalty (Salter 1998; Getz 2000; Hoffman, et all., 2001; Bruwer 
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2002, 2003). It is therefore essential to examine the incentives of 
participants in them. 

 
TOURIST MOTIVATIONS AND FESTIVAL ATTENDANCE 
 

According to, (Iso-Ahola 1980:230), a motive is an internal factor 
that arouses, directs, and integrates a person’s behaviour. Last thirty years 
a plethora of researches have been done in order to recognize which are 
traveller’s motives (Dann, G.1977; Crompton, J.1979; Dann, G. 1981; 
Iso-Ahola,.1982; Pearce,. and Caltabiano,. 1983; Yuan, S. and 
McDonald,C. 1990; Shoemaker, S.1994; Turnbull, D. R. and Uysal, 
M.1995).  Authors like (Crompton 1979; Mansfeld 1992; Pearce 1982; 
Uysal, et all., 1993), referred that tourists’ motives are likely to be 
multiple.  

Dann (1977), proposed two motivational stages in a travel decision, 
namely push and pull factors in order to examine tourists’ motives. Push 
factors are internal to the individual and create people’s desire to travel, 
where as pull factors are external to the individual and influence the 
actual destination choice. 

Two years later, (Crompton, J.1979), supported that, travellers push 
motives were escape, relaxation, prestige, self – exploration, regression, 
enhancement of kinship relationships and facilitation of social interaction, 
while pull motives were novelty and education. 

Further, it was widely accepted, that festivals and special events were 
among the fastest-growing fields of tourist industry (Crompton and 
Mckay 1997), due to the fact that, it is really important to examine which 
motives affect travellers to visit such events during their vacations. 
According to researches’ results tourists who visit such events do not be 
affected from the same motives but it is differentiate according with the 
kind of event (Yuan. et all,. 2005).  Table: I shows the results from a 
number of researches about the relation between motives and the kind of 
festival.   
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Table 1. Motivational research on visits to festivals 
 

Authors  Motivation dimension Study site 

Ralston and 
Crompton 
(1988) 

Family togetherness, meeting new 
people, nostalgia, learning, social 
contact 

A festival in 
Galveston, Texas 

Uysal et al. 
(1991) 

Excitement, external, family, 
socialising, relaxation 

1985 National Travel 
Survey 

Uysal et al. 
(1993) 

Escape, excitement/thrills, event 
novelty, socialisation, family 
togetherness 

(Corn Festival)  in 
South 
Carolina 

Mohr et al. 
(1993) 

Socialization; escape family 
togetherness; 
excitement/uniqueness; 
event novelty 

(Balloon Festival) –   
(South 
Carolina, USA 

Backman et al. 
(1995) 

Excitement; external; family; 
socializing; relaxation 

(Pleasure Travel 
Market 
Survey), 1985 

Scott (1996) 

Nature appreciation; event 
excitement; 
sociability; family togetherness; 
curiosity; escape 

(Bug Fest, etc.) Ohio, 
USA 

Formica and 
Uysal (1996) 

Excitement/thrills; socialization; 
entertainment; event novelty; 
family togetherness 

(Umbria Jazz Festival) 
Italy 

Schneider and 
Backman (1996) 

Family togetherness & socialization; 
social/leisure; festival attributes; 
escape; 
event excitement 

(Jerash Festival) 
Jordan 

 
Crompton and 
McKay (1997) 

Cultural exploration; novelty/ 
regression; gregariousness; recover 
equilibrium; known-group 
socialization; external interaction/ 
socialization 

(Fiesta in San 
Antonio) 
Texas, USA 

Formica and 
Uysal (1998) 

Socialization/entertainment; event 
attraction/excitement; group 
togetherness; site novelty cultural/ 
historical; family togetherness 

(Spoleto Festival) 
Italy 
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METHODOLOGY 
 
Survey instrument and sampling 

 
In our case, a questionnaire was developed in order to examine socio-

demographics and trip characteristics, motives and perceived level of 
satisfaction of participants in a gastronomic festival.  

A set of 19 questions were extracted from the literature (Yuan et all, 
2005), on people’s motivations to visit festivals. Our respondents were 
asked to indicate the importance of the motivators to attend this specific 
festival on a seven-point Likert scale where 1 meant ‘not at all important’ 
and 7 meant ‘extremely important’. Further, there were questions about 
our attendees’ demographics and trip characteristics. Finally, there was 
another seven-point Likert scale, with the same characteristics with the 
above one, in order to indicate the perceived level of attendees’ 
satisfaction. Therefore, in our case, two pilots – tests have been done it, in 
order to examine not only, the structure of our questionnaire, but also the 
survey’s instruments.  

The gastronomic festival which selected for this study was a one-day 
event called ‘Tomato Festival’. It is located in a small village called 
‘Kastritsa’, at Ioannina. Participants in this event can be informed about 
different things, related with the production of tomatoes and taste local 

Raybould 
(1998) 

Social stimulation, learning, 
extrinsic reward, event novelty, 
escape, family togetherness 

A remote fishing 
event in 
Australia 

Kerstetter and 
Mowrer (1998) 

Family fun, entertainment, 
community, alcohol-free 

(First Night in State 
College), 
Pennsylvania 

 
Lee (2000) 

Cultural exploration; escape; 
novelty; 
event attractions; family 
togetherness; 
external group socialization; 
knowngroup 
socialization 

(’98 Kyongju World 
Cultural Expo.) South 
Korea 

Kim et al. 
(2001) 

Social/leisure, event novelty, family 
togetherness, escape, 
Curiosity 

(Festival/event 
organisers) 
In Virginia 

Source: Lee et al., 2004;  J.Yuan et al., 2004 
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foods with that specific ingredient. During the whole event attendees 
entertain with traditional music and dancing groups.  

 
Table 2. Demographic profile of ‘Tomato Festival’ attendees. 

Variable 
 

Frequency Percent Valid Percent 

Gender 
 
 
 
 

0= MALE 31 44,9 44,9 

1= 
FEMALE 38 55,1 55,1 

Age 
 
 
 
 

1=18-29 30 43,5 43,5 

2= 30-39 17 24,6 24,6 

3= 40-49 8 11,6 11,6 

4= 50+ 14 20,3 20,3 

Marital Status 
 

1= Married 29 42,0 42,0 

2=Not 
Married  40 58,0 58,0 

Income 

1=0-14000 27 39,1 39,1 

2=14001-
30000 25 36,2 36,2 

3=30001-
50000 11 15,9 15,9 

4=50001-
80000 6 8,7 8,7 

 
Participants answered our questionnaires, when they left from the 

festival, at the entrance. The target- group, for our survey, was both 
women and men over 18 years old. The sample size is determined 
empirically, due to the lack of the accurate number of visitors at the event 
in previous years, so it could not be determined the exact size of it.  

Therefore, it was decided that the sample size for our survey would 
be the 1/5 of all visitors. Finally, 69 valid questionnaires were collected 



Tsiara Maria 

 214 

on the day of festival, and there were 20 more, which were partially 
completed and excluded from data entry.  

Analyze the total of our valid questionnaires, emerged, that most of 
our participants were women (n=38, 55,1%), between 18 to 39 years old 
(n=37), ‘not married’ (n=40, 58,0%), and with annual income no more 
than 30000 € (n=52), (Table 2). 
 
Data analysis methods 
 
The respondents’ socio - demographic and trip characteristics were 
profiled in frequencies and percentages.  Motivational elements were 
examined by computing the means. The motivational elements and 
perceived level of satisfaction were then examined about theirs relation 
with demographic and trip characteristic, with the appropriate analysis 
tools (t-test and anova analysis)   depending on the variables.  
Most of participants referred that, this kind of events play an important 
role, in order to learn more things about each product and that; it was not 
the first time for them visiting such an event. The majority of them 86,9% 
supported that, informed about the festival through posters (n=31) and 
from friends (n=29). Additionally, the 43,5 percent of the respondents 
came as a result of last-minute decisions,  with the decision time of less 
than 24 hours, whereas only 11,6 percent of the respondents were beyond 
a week.  Furthermore, most of them (n=56), visited the festival 
predominantly with their families, relatives or friends, and stayed there, 
from 1 to 3 hours (63,8%). Finally, it was noted that, they had travelled 
less than 30 kilometres to the festival (n= 50), and the 85,5 percent of 
them, spent at the festival from 1€ to 60€, (Table 3).  
 
Table 3.  Trip characteristics of ‘Tomato Festival’ attendees (n=69). 
Variable  Frequency Percent  Valid 

Percent 
Cumulative 
Percent 

Product: Tomato 
Yes 63 91,3 91,3 91,3 

No 6 8,7 8,7 100,0 
Other festival 
Yes 53 76,8 76,8 76,8 

No 16 23,2 23,2 100,0 
Information 
Friend(s) 29 42,0 42,0 42,0 

Internet 1 1,4 1,4 43,5 
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Posters 31 44,9 44,9 88,4 
Travel guide 3 4,3 4,3 92,8 
Other 5 7,2 7,2 100,0 
Travel decision 
As I was passing 
by  

11 15,9 15,9 15,9 

During the last 24 
hours  19 27,5 27,5 43,5 

Through the week 16 23,2 23,2 66,7 
The previous week 10 14,5 14,5 81,2 
More than one 
week  8 11,6 11,6 92,8 

Other 5 7,2 7,2 100,0 
Travel party type 
Alone  4 5,8 5,8 5,8 

With spouse only 7 10,1 10,1 15,9 
With friend(s)  33 47,8 47,8 63,8 
With family 
members  16 23,2 23,2 87,0 

As a member of a 
club 7 10,1 10,1 97,1 

Other 2 2,9 2,9 100,0 
Time of staying  
Less than an hour 6 8,7 8,7 8,7 

1-3 hours 44 63,8 63,8 72,5 
4-8 hours 13 18,8 18,8 91,3 
Other 6 8,7 8,7 100,0 
Distance travelled 
to the festival 
 0-15km  

20 29,0 29,0 29,0 

 16 - 30 km 21 30,4 30,4 59,4 
 31-100km  18 26,1 26,1 85,5 
 100+  km 10 14,5 14,5 100,0 
Money spend 
I did not spend 
money 

4 5,8 5,8 5,8 

€1-€10  15 21,7 21,7 27,5 
€11-€30 21 30,4 30,4 58,0 
€31-€60 19 27,5 27,5 85,5 
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€61-€100 9 13,0 13,0 98,6 
More than  €100  1 1,4 1,4 100,0 
 
 

Table 4. Analysis of ‘Tomato Festival’ motivations (n=69) 

Subscales Mean Std. Deviation 
Reliability 
Coefficient 

Festival and escape 

4,35 1,773 

0,864 

Because I enjoy special events 

Festival’s atmosphere  4,41 1,584 

So I could enjoy a festival crowd  3,88 1,549 

So that I could enjoy a day out  3,58 1,802 

To escape from daily routine  4,19 1,565 

To entertain 4,22 1,533 

The festival is unique  4,55 1,898 

To get away on the weekend  3,45 1,851 

To try something new 4,83 1,790 

Tomatoes  

5,07 1,354 

0,747 

Experience where tomatoes  produced 

Tasting tomatoes   3,75 1,769 

To get familiar with Tomatoes 3,75 1,439 

Increase knowledge about tomatoes 4,23 1,628 

To buy tomatoes 2,57 1,529 
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Socialization  

3,38 1,707 

0,794 

So I could meet people with similar 
interests  

So I could exchange ideas with producers  3,67 1,606 
To visit a place I can talk about when I 
get home 3,93 1,639 
Family togetherness 

3,38 1,824 

0,831 

To bring  family closer   

To spend time with family 4,17 2,086 
 

The main research objectives were to determine if there were 
significant differences across attendees’ socio-demographic and trip 
characteristics in motivations and perceived satisfaction level. Through 
the t-test analysis emerged that the variable of gender presented 
statistically significant difference with the ‘Socialization’ (t=2,474, 
df=67, p<0.05), and ‘Family togetherness’ (t=2,887, df=67, p<0.05) 
subscales.  

In accordance with the variable of age, this examined with an anova 
analysis, emerged that it was significantly different on ‘Festival and 
escape’(F=4,639, df=3, p<0,05), ‘Socialization’(F=4,818, df=3, p<0,05), 
‘Family togetherness’ (F=2,947, df=3, p<0,05) and 
‘Satisfaction’(F=3,440, df=3, p>0,05). 

Trip characteristics effects examined with anova analysis. Main 
sources of information had a significant effect on the attitude toward 
‘Festival and escape’ F=3,255, df=4, p<0,05), ‘Socialization’(F=7.870, 
df=4, p<0.05) and ‘Family togetherness’(F=2,952, df=4, p<0,05) factors 
as most of respondents had informed about the event from friends and 
posters. The time of decision were statistically significant different with 
the above factors as most of them informed about it at the last minute and 
the visitation of them, was a spontaneous decision.   

The variable ‘Travel party type’  had a significant influence on 
respondents’ ratings of ‘Socialization’(F=4,927, df=5, p<0,05) ‘Family 
togetherness’(F=7,307, df=5, p<0,05), and ‘Satisfaction’ (F=2,719, df=5, 
p<0,05) factors. ‘Socialization’ (F=4,044, df=3, p<0,05) and ‘Family 
togetherness’(F=5,124, df=3, p<0,05) factors were these which had a 
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significant effect on the time of respondents stay at the festival. Distance 
travelled to the festival affect more respondents only as away to escape 
from their daily routine.                                                                                                             

Lastly, the amount of money which respondents spent during the 
festival were statistically significant different with all motivational factors 
and the perceived level of satisfaction.   

 
CONCLUSION AND RECOMMENDATIONS  

 
The purpose of this research was to examine both motives and 

perceived level of satisfaction of participants in a gastronomic festival 
(Tomato Festival). Analysing the research results, observed that most of 
attendees were women, between 18 to 39 years old, not married and with 
annual income of less than 30000 €. Our findings verified what (Backman 
et al. 1995), stated, that average US festival-goers were less than 50 years 
old and had annual incomes of less than $40,000. It is also found that 
women participants were these who affect more both motives categories 
‘Socialization’ and ‘Family togetherness’. ‘Festival and escape’ was the 
motive’s category which affect mostly attendees to join this particular 
festival. With anova analysis observed that there is a statistically 
significant differences between the above category and the variable of 
age, this conclusion supported the assertion made by (Yuan, et all, 2005; 
Carmichael, 2001), that younger participants affected more from ‘Festival 
and escape’ motive’s category. Statistically significant differences 
between ‘Socialization’ and the variable of age proposed by (Yuan, et all, 
2005), also received support from this study’s findings, as younger people 
consider that participation in such events is a good chance to meet new 
people.  

On contrary, with findings of previous surveys (Yuan, et all, 2005), 
in this specific case, attendees were mostly informed about the festival 
through posters and from friends something which is absolutely related 
with the exact timing, in which made their decision, to join the festival.    

Nowadays, with so many tourists’ destinations, local food and 
beverages can be the unique selling advantage of each destination against 
to their competitors.                              For this reason, in this part of 
article, our recommendations were made; in order gastronomic tourism 
contribute to further development of Greek tourist product.    

Analyzing results of our survey, we found that only a small number 
of attendees    informed about this festival either from internet (N=1) or 
travel agents (N=3), so cultural associations which organize such events, 
should promote this festival via the internet and travel agents.  
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Through the internet such events can be projected, with different 
ways. Firstly, festival’s website can be created, from which visitors would 
be informed about the event, book hotel rooms or tickets for the festival 
and  participate at competitions, such as designing festival’s poster. 
Another way can be social networks as most of festival’s participants are 
people from 18 to 29 years old. The presentation of such events through 
travel agents and guides might be extremely important, as most people 
who visit a tourist destination from another country chose them in order 
to be informed.   

Additionally, festivals like that should be presented from Hellenic 
Ministry of Culture and Tourism, at international exhibitions for Greek 
tourism. Local community and cultural associations, which are 
responsible for organizing such events, should cooperate with foreign 
associations, in order the visitation rate of such events be increased.  

Moreover, the visitation rate of such events can be increased, if better 
services offered and festival’s duration become longer. This would 
happen, if festivals enriched with more activities, like, seminars, about 
different ways of cooking or general information about each product.    

Another important finding of our survey was that motives which 
affect more attendees to participate that specific festival were “To 
experience local agriculture areas’ and ‘To try something new’, as a 
result, activities like, to visit agriculture areas where tomatoes produced, 
attend presentations about it’s production way or treatment process which 
may be required in order to distributed it in the market, should be 
included. It would be also, interesting attendees to participate at the whole 
process of production or harvesting. 

More children activities should be included at festivals as theater 
performances, drawing competitions and interactive games about each 
product (tomato in our case) in order the number of visiting families be 
increased. 

What is more, from survey’s findings it is noted that, although, most 
of our participants (N=52), were with annual income of less than 30000 €, 
they spent during the festival between €11 to €60, (Ν= 55) as 
consequence, ticket price should be reduced. 

 Additionally, people who had visited the festival before could have a 
discount, while people for whom is the first time, to participate in 
competitions in order the following year to visit festival with no charge. 
Families also, could have special discounts at dinning services, and 
children younger than 12 years old not to pay for a ticket.   

LIMITATIONS AND FUTURE RESEARCH. 
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The findings of this study were based on one festival. The sample of 
our survey is limited only to those who visit this particular event (Tomato 
Festival). Survey’s sample is also limited due to the fact that, most of 
participants were not used to join researches, so some of them, reject the 
request. For these reasons, the finding of our research can not be 
generalized. 

 On the other hand, gastronomic tourism, it is a really important 
issue, which should be studied in extent in the future. For instance it 
should be studied which is the relation of consumption between food and 
beverages during a festival and if different cultures affect people’s 
motives in order to join such kind of events.   
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