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1. Introduction

The interrelation between gastronomy and tourism is
currently undeniable, not only because it is an integral part
of the tourist experience, but also because it is a trend [1].
In some cultures, cooking is seen as an art, and good cooks
become celebrities. Each nation and nationality on Earth
has unique culinary traditions. Obviously, it is possible to
learn a lot about a country by its kitchen. Gastronomic
tourism is gaining popularity among tourists looking for
unique emotions, gaining a distinctive experience, taking
part in local gastronomic events.

A modern trend in gastronomic tourism is that the
consumer is more inclined to take an active position in
getting sensory and emotional experience, rather than just
being a passive consumer.

Gastronomic festivals, like events aimed at provi-
ding the visitor with bright sensory impressions — call
for greater involvement of visitors in the process of
producing gastronomic products. Thus, they receive a
unique sensory experience, are attached to local cultures
and interact with local residents. Active involvement of
tourists in local traditions is a modern tourist trend.
Thus, the quality of the tourist service provided is closely
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interrelated with the experience and experiences expe-
rienced.

The role of gastronomic experience in tourism is a rela-
tively recent area of research. Research, as a rule, focuses
on food as a key element of tourism experience, the clas-
sification of gastronomic tourists, marketing strategy of
promotion and positioning of local food are defined.

However, insufficient research has been done on the
nature of the experience of gastronomic festivals received
by visitors [2]. Little research has been done on the impact
of gastronomy on local events. Trends in food consumption
by visitors to cultural events are insufficiently studied.

In addition, scientific works on gastronomy as a tou-
rist product are still being created [3]. This is probably
due to the fact that food and gastronomy were perceived
earlier as a secondary tourism product, but the situation
has changed and now it is gastronomy, more and more
often, that plays a key role.

Taking into account the importance of events in general
and gastronomic festivals in particular as a basis for the
development of tourism experience, this research is relevant
and aimed at obtaining data on gastronomic festivals and
the experience gained on them.

2. The ohject of research
and its technological audit

The object of research is the traditional gastronomic
festival’s design in the region of Minho (Northern Portugal),
namely, how its concepts and organization ensure the need
for visitors to receive authentic, holistic experience. As
typical examples for the study of traditional gastronomic
festivals, such events as Festa de Sao Silvestre (Viana do
Castelo), Festa dos Reis (Valenga), IX Feira do Porco
e as Delicias do Sarrabulho (Ponte de Lima), which took
place in the winter 2016-2017.

The Portuguese are very fond of conducting numerous
festivals and having fun — it has become their national
identity. There are many festivals that take place during
the calendar year. Many of them are associated with va-
rious dishes or food products, for example sardines, snails,
chocolate. Some of the Portuguese festivals derive from the
traditional customs of the local population. The program
also features musical entertainment and animation. The
originality and massiveness of such events is one of the
main cultural attractions of the country.

Portuguese cuisine, as well as culture is rich and di-
verse. River and sea fish dishes are typical in this re-
gion. Some of the local delicacies are considered typical
Portuguese dishes, for example Bacalhau (fish dish) and
sarrabulho (meat dish). There are many other local dishes
that are also widely known outside the region and are
a source of pride for the local people.

The International Institute of Gastronomy, Culture, Arts
and Tourism (IGCAT), under its project ‘European Region
of Gastronomy’ (ERG), was awarded Minho and Catalunya
with the title of the European Region of Gastronomy of
2016 [4]. This fact served as one of the incentives for
conducting a study of consumer behavior of visitors to
gastronomic festivals.

Traditional gastronomic festivals are very interesting
and unique, they certainly have very great potential for
growth. But at the moment the results show that the abi-
lity to attract visitors from different regions and countries

is negligible, since the majority of visitors are local resi-
dents. One of the reasons that the Minho region has not
received international fame is that gastronomic tourists do
not know enough about the local cuisine and rarely visit
Minho and Portugal. Festivals should develop and imple-
ment a new concept of development, which will attract
more and more tourists, especially from other countries.
To ensure the competitiveness of gastronomic festivals and
tourist destinations, it is necessary to identify and satisfy
the needs of visitors, given their motivation and desires.
This is what will ensure loyalty and attract tourists. As
an example of the object of research, a typical, tradi-
tional, local gastronomic festival in the region of Minho
in northern Portugal is chosen.

3. The aim and ohjectives of research

The aim of research is analysis of the organization,
results and prospects for the development of gastrono-
mic festivals. This analysis is done in order to determine
whether the festivals provide a unique tourist experience
and whether they are competitive.

To achieve this aim, the following tasks are defined:

1. To conduct a study of the profile, the main motiva-
tions, the characteristics of the visit, the perception of
the festival and the quality of the experience gained by
visitors to the gastronomic festival.

2. To give recommendations on the improvement and
development of the festival, based on the data obtained
from analysis and tourist trends.

4. Research of existing solutions
of the prohlem

Global competition between tourist destinations is gro-
wing in the market. This means that tourism should develop
in accordance with the characteristics of the market and
the resources of the region, creating a balance between
the tourist offer and the needs of visitors. Destination
should provide an opportunity to gain new experience
for visitors, thanks to its participation in the event and
interaction with the environment. All this as a whole
should ultimately lead to the «WOW» effect. This will
ensure the satisfaction of visitors, which, in turn, should
improve the popularity of the tourist destination [5].

According to authoritative experts, humanity has en-
tered a new economic era, Experience Economy (or the
economy of consumer experience), when the main battle-
field for the customer is the management of consumer
experience [6]. Modern economies are evolving towards
providing services that are oriented toward gaining ex-
perience [7]. Consumer experience, according to different
sources, «is the total experience gained by the consumer
when interacting with the company/brand throughout the
life cycle of their relationship» [8]. Tourist experience is
a very subjective and individual concept, arising from the
reaction of each person to a number of physical, social,
sensory stimuli, including food products, which affect
everyone individually [9].

Tourist products must meet the various needs of the
tourist and provide appropriate benefits and experience [10].
Unlike goods, services that provide experience are remem-
bered and, consequently, can have an indelible impression on
visitors while at the same time increasing their satisfaction.
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Consequently, in today’s increasingly more sophisticated
consumer environment, those who travel products that
provide unforgettable customer experiences are valued and
bring competitive advantages [11].

At many tourist events, food and drinks are closely
related to the main theme and program, but almost at
all gastronomic events gastronomy is of paramount im-
portance. This is true at the festivals of food and wine,
gala dinners and other events that emphasize cultural
authenticity. «Food and meals are a central field in the
communication of culture» [12].

Historically, elements such as food and drinks served as
a supporting role in the tourism economy, as they were not
generally considered to be the main attraction for tourists
to a tourist destination. Gastronomic experiences are often
taken for granted, because food is seen as a necessity,
not leisure. However, the trend is changing and many
enterprises are considering the importance of gastronomic
experience. In the tourism industry facing the consequences
of the global crisis, tourist regions often use gastronomy
as a driving force to revitalize their cultural and tourism
potential. For these destinations, gastronomy is the main
tourist attraction and the main attraction element [13].

Gastronomy is an attractive element around which it is
possible to create a unique experience, encouraging tourism
destinations to include local food and drinks in a tourist
product. In addition, gastronomy is not only identified with
food, but often includes food preferences, wine, heritage,
traditions and landscapes. This is especially important in
today’s context, in the context of globalization and when
tourist destinations compete with each other. Travel com-
panies expand their offerings in such way as to satisfy the
needs of modern visitors, paying special attention to the
identity and uniqueness of local food and gastronomy [14].

Cultural events can be considered good examples of
tourist experience, and can have a big impact on the
competitiveness of the tourist destination. They have the
opportunity to attract visitors and investments — as they
are an important tourist motivator for the growth of the
economy of the region as a whole. In addition, events
are often used as marketing events [15]. Events are an
environment for gaining experience, and therefore activities
need to be designed to facilitate maximum satisfaction of
their visitors’ needs [5].

The festival’s design is an extremely important aspect.
Graphic design, apparently, can be considered as one of
the important elements of the festival. In fact, design
is a distinctive feature, being a competitive advantage.

Cultural events, such as gastronomic festivals, can be
an excellent background for enrichment and cultural ex-
perience [16]. These events are mainly focused on getting
emotions. Thus, the literature shows that gastronomic
events and other cultural events have all the prerequisites
for attracting consumers to the tourist region [7].

The result of gastronomic events is connected with the
personal perception of the event by the visitor, the level
of participation and the degree of interaction with the
visited place. Therefore, event designers should consider
these elements [11].

5. Methods of research

There is a wide variety of methods for studying tourist
experience [11]. In this study, it is decided to conduct

a survey based on a quantitative approach, by completing
the questionnaire. This technique is often used to study
gastronomy and tourism, according to the relevant literature.

To conduct these studies, a survey-based approach
is chosen [17]. This strategy is often used to study the
social sciences and hospitality and tourism in particu-
lar. This involves collecting information from a sample
of respondents who respond to a number of predefined
issues that are considered promising for research. Thus,
a quantitative study is conducted using a questionnaire.

5.1. Research design. In this study, a typical data col-
lection methodology is used to identify the main social,
cultural and economic characteristics of various festivals
around the world. For example, this methodology is used
by the Association for Tourism and Leisure Education and
Research (ATLAS) and allows comparisons between diffe-
rent studies. Some questions have been adapted to better
fit specific research objectives, namely the perception of
visitors with respect to various aspects of the experience.
For the analysis of these elements, the seven-point Likert-
type scale is used to evaluate some of the responses, to
obtain information about the event, the results of participa-
tion, general feedback and the perception of the festival.

The questionnaire consists of twenty-six questions.
The questionnaires are compiled in English, Portuguese,
Spanish and French.

The questionnaire is devoted to assessing the effec-
tiveness and quality of the drinks. The goal is covering
most aspects of the concept of the festival in order to
understand if it fits current market trends. It is important
to offer visitors a holistic experience that arises from the
interaction of sensual (sensory), emotional (sensory), cog-
nitive (mental), behavioral (acts) and social (interrelated)
experiences [11]. Thus, a set of statements reflecting the
holistic experience is introduced. The questions revealed
the authenticity of the experience, since the provision of
such experience can be considered as part of the product of
the event and can increase the satisfaction of tourists [7].
Taking into account that only when the client participates
in a unique and memorable moment, then this experience
takes place to be and is remembered [18]. Such charac-
teristics as the diversity of the program, the activities
in which the visitor can engage in, the uniqueness and
distinctiveness of the festival have been included in the
questionnaire.

The questionnaire focuses on the behavior of visitors,
their main reasons for visiting, the overall level of sa-
tisfaction, the likelihood of a repetition of the visit and
the desire to recommend the event to others.

One of the sections is designed to obtain demographic
data in order to better define the visitor’s profile: residence,
gender, age, education, profession, income level, family.

The last section of the tool is given to questions of
gastronomy. Questions such as: the awareness of festival
visitors that the Minho region, where the gastronomic
festival is held — in 2016 nominated as the European
Region of Gastronomy, were visited by visitors to other
gastronomic festivals and their relation to them, what
festivals they would like to visit in the future, whether
they tried local food and drinks and whether they bought
for the house what foods of the gastronomy liked and
which did not.

5.2. Data collection. The survey was conducted among
visitors to gastronomic festivals in Minho in the winter
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of 2016. For this study, the sampling method was cho-
sen. The survey was conducted by a group of 10 inter-
viewers (including one of the authors of this article Dmytro
Kharenko). The whole process was carried out indivi-
dually with each of the visitors. If the visitor could spend
a few minutes, the researcher could say the following
phrases: «Tell us what you think of this event. We are
investigating the social, cultural and economic impact of
events and this survey will provide important informa-
tion about how people experience different events». After
filling out the questionnaire, the visitor was thanked for
the cooperation and if he (or she) was not opposed to
assisting in scientific research in the future, he provided
contact information (e-mail).

A total of 232 questionnaires were filled in such events
at events such as Festa de Sdo Silvestre, Festa dos Reis,
Valenga the IX Feira do Porco e Delicias do Sarrabulho
(Ponte de Lima) and others.

6. Research results

The IBM SPSS (Statistical Package for the Social
Sciences) software was used to process the statistical data.
To achieve the proposed research objectives, a variety of
data analysis procedures were used. Although the analysis
in this article mainly focuses on descriptive statistics, an
analysis of the existing differences between groups of visitors
was carried out (for example, between groups of visitors
based on their previous experience (never visited, visited
once, visited multiple times.) Nonparametric tests were
used that allows to make comparisons between groups of
respondents It was necessary to understand whether there
are significant differences in the perception of experience
among a group of visitors. Kruskal-Wallis and Spearman
Rank correlation were used.

All data received in the SPSS program was processed
and provided in the form of visual tables and graphs.
Within the format of this article, it is impossible to dis-
play all the results of the study and provide them in the
form of tables and graphs, but it is possible to describe
the main results.

6.1. Visitor profile. The distribution of respondents
by gender is almost the same. Age is mainly from 30
to 39 years. Visitors are generally quite educated (with
a high percentage of having a higher education) and mostly
with employees (service) or technical professions. It seems
that the festival attracts mostly Portuguese guests mainly
from the area of Minho or regions within a radius of
100 km — 75.34 %. This shows that these festivals are local
events, and those foreigners who participated in the survey
were mostly Portuguese, who came to their relatives or
friends to visit (based on personal communication data).

6.2. Reasons for attending the event. The main motiva-
tion for participation in the event is the opportunity «to
spend time with family and friends» or «simply because
people like the festival». Very few respondents expected
to «try something new» or <«learn something».

6.3. Festival as a motivation to visit the region. An
important aim of research is understanding whether the
festival is a motivator for attending a destination? It is
the visit to destination by non-residents that promotes
the development of tourism in the region. The festival
is important for attracting visitors to their destination.
24.3 % of respondents said that the festival was the main

motivation for a visit. Only 19.5 % believe that the festival
is not a determining factor and in any case would visit
the destination. This corresponds to a high percentage of
visitors who stated that they would stay at home or leave
for work if the event was not held (36.9 %).

6.4. Characteristics of the visit. Most visitors usually
visit the festival in pairs, and 87.6 % of groups, including
children, make a difference that for more than half of
the respondents, 87.6 % is the first time they attend the
festival. Considering that the festival is a traditional local
event — therefore it is normal that 82.4 % of respondents
stay at home, and only 8.5 % of respondents stay at the
hotel. 9.1 % of people live with friends or relatives.

The results also show that most visitors first learned
about the festival through friends or family (45.9 %), em-
phasizing the importance of the word «word of mouth» in
the form of the festival’s transfer. On the contrary, other
means of communication were least often mentioned, such
as websites (like the event website, and others), tourist
information offices and brochures. This indicates a clear
lack of marketing efforts aimed at promoting the festival
itself, and the festival within the destination in particular.

6.5. Visitors Expenditures. As for the expenses of visi-
tors, they spend on average about 30 euros at the festival.
It is important to note that most visitors not only use
local food and drinks, but buy home as souvenirs or gifts
for friends or relatives. In the literature it is shown that
gastronomic products are memorable souvenirs that tourists
take away in order to share a part of their experience
with other people.

6.6. Gastronomic experience. One of the aims of the
study is finding out if the visitors knew about Minho
as the European gastronomy region of 2016. Only about
30.1 % of respondents knew about the classification. Since
the majority of respondents are local (75.34 %) — this may
indicate that marketing and communication approaches to
advancing the destination are ineffective. One of the other
goals is identification of customer patterns of gastronomic
events. Almost all visitors tried local traditional dishes at
the event, as well as bought local products (39.5 %) and
local wine Vinho Verde (24.7 %) to take home. The study
also confirms that, as a favorite gastronomic product, the
visitors are named Sarrabulho (40 %) Rojoes (13.8 %),
and other local dishes. The same rating is compiled in
the case of dishes that do not like. It is established that
the prices for local dishes correspond to their quality and
visitors actively buy them for themselves and as gifts.
The local gastronomy of Minho is still one of the main
reasons for participating in the events, but it has also been
shown that the availability of local products for servants
for home reception is both a necessity and an opportunity
for earning for the organizers of the event.

6.7. Festival experience. The results show that visitors
appreciate the indicators concerning the material aspects
of the event, such as the quality of traditional gastronomy,
and not the uniqueness of the experience gained during
the event.

Basically, the participation of feelings and emotions
manifest itself because of the sensory attractiveness of gas-
tronomy. However, it turned out that the cultural program
of the festival is considered its weakest point in terms
of the number and variety of activities and it could not
attract visitors to more active behavior. Unique and dis-
tinctive elements of the event also received a low rating.
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Therefore, the festival needs to improve its entire or-
ganization for future development in order to meet the
needs of a new and demanding tourist who strives to
improve his creative experience. As shown by the com-
parative analysis — between groups of visitors, there is
a clear trend. For example, visitors for whom the festival
is not motivated to visit the city, assess the quality of the
festival and the gained holistic experience by lower ratings.

Nevertheless, in general, visitors consider their overall
experience to be positive and plan to repeat their visit
in the future.

7. SWOT analysis of research results

Strengths. Strengths of the research object include that:

— local people appreciate the gastronomic traditions

of the region, participate in them in every possible

way and like to visit local gastronomic festivals;

— the festival is perceived by visitors as a good oppor-

tunity to spend pleasant time with family and friends;

— the festival has a local status and the logistics and

the organization of the event are simplified;

— good price/quality ratio;

— quality food and a wealth of traditional cuisine.

Weaknesses. The weak points of the research object
are that:

— the program of gastronomic festivals requires improve-

ment in order to be interesting, diverse and stimulate

activity;

— insufficient interaction between stakeholders;

— ineffective marketing to promote local gastronomic

events in other regions and abroad,;

— geographical distance from tourist flows.

Opportunities. Festivals can use their potential not only
as a local event, but be popular abroad if they make the
most of their potential as a tourist destination.

Threats. Competition from other destinations that use
innovative approaches for their promotion or provide other
advantages (low price, investment, favorable location, de-
veloped infrastructure, etc.).

1. After the research, the main data necessary for analysis
are obtained:

— the main demographic and socio-economic charac-
teristics of the visitor. Most of the visitors are local
residents, 30—39 years old, working in the service sec-
tor with an average income;
— motivation and basic characteristics of the visit.
Mostly the visitors want just to have a good time in
the company of friends and family;
— the quality of the gained experience. One of the
main directions of the research is studying the opinion
of the visitors of the gastronomic festivals in Minho
about the authentic experience of participation in the
festival both with respect to the quality of the event
and with regard to personal satisfaction.

The results show that the festival is perceived by visi-
tors as a good practice and provides them with a pleasant
experience and impressions. Therefore it is not surprising
that the desire to re-visit the festival (75 %) and recom-
mend visiting his friends (88 %) is also high. In fact, the
analysis reveals a direct relationship between the intention

of visitors to visit the festival in the future (loyalty) and
the level of satisfaction. This result coincides with the
regularity that a motivated gastronomic tourist is a loyal
market, as evidenced by a review of the literature.

Despite the overall positive feedback received from
visitors who claim that the concept of the festival is still
attractive, the results indicate that some adjustments are
needed. This primarily applies to the design of the festival,
as a means to obtain tourist experience.

In preparation for the festival next year, the organizers
should revise the approach, taking into account the current
and emerging trends in the tourism market. The festival can
still make the most of its potential as a local event and
provide the expected economic and socio-cultural benefits
for both the region and visitors. To this end, organizers
and managers must increase competitiveness and improve
the quality of the festival in the future.

2. The following recommendations are made:

1) Program and development of experiences. Festivals
should provide a more holistic unique experience that can
distinguish them from competitors and attract more visi-
tors each year. Organizers must adapt the festival program
to various characteristics and varieties of experience such
as: unique, memorable, exciting and emotional experience.

The program needs to be improved, being one of the
weakest aspects of the festival. For this, it is necessary to
develop various entertainment events within the framework
of the festival program. The program should be diverse and
attractive for different visitors, with different motivations
and level of knowledge. For example: sensory tastings, or
cooking contests among participants. The complex inter-
action of design elements with the theme and program,
the quality of service and the provision of products is
directly related to experience.

The topic of the event should be a powerful inter-
pretation tool for achieving memorizing and transforming
events and achieving the desired «WOW!» effect. A qua-
lity program can be used by designers to create unique
events, including specific activities for guests (for example,
games, assignments, learning opportunities), sensory and
emotional stimulation.

The experience of participation in the event is the
key factor in the formation of the satisfaction level. Qua-
lity of service and management are also design processes,
especially because quality service (staff and volunteers)
can be part of the experience.

2) Improvement of the space of the festival. The festi-
val space should be organized in such way as to promote
interaction between visitors and allow them to participate
in activities that require active participation. In addition,
it would be appropriate to make a division by zones. Sepa-
rately, it is possible to place a zone of children’s animation,
entertainment, music and shopping. But at the same time,
do not allow isolation of zones and promote interaction
between visitors. In addition, it is necessary to provide
rapid orientation in space and time providing information
support (pointers, maps, audio announcements).

3) Integration of the festival within the host region. One
of the main strategic shortcomings of the festival is that
it does not promote integration and interaction with the
region. This integration is necessary to ensure the demand
for other tourist facilities (hotels, restaurants, sightseeing
firms). This is lead to the development of tourism in the
region as a whole. Therefore, the festival should promote
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activities throughout the region and attract visitors. For
example, cooking lessons and competitions can be deve-
loped, as well as various seminars.

Actions should be taken to promote a unique expe-
rience in the destination. For example: correctly position
and advertise local gastronomy and wines, organize inserts,
concerts, craft fairs, walking routes.

4) Monitoring of the performance of the festival, and
actions undertaken. Today it is well known that moni-
toring should be considered as an integral part of any
plan. Monitoring and evaluation of the effectiveness of
the destination or product allows assessing its success in
achieving strategic priorities, providing a basis for future
solutions. In this sense, and in the end, it is necessary to
ensure constant monitoring of the festival and evaluate
the changes.

5) Food as and source of experience. As it was already
noted, food and drinks at many events are not only a basic
service, but also a source for gaining experience. Food
and drink should be offered as a unique cultural expe-
rience, not just offered for sale as goods. It is necessary to
consider the key elements of the food experience (eating
experience): «the occasion; the company one dines with;
atmosphere; food; service, and setting» [19].

The product consists of a visual effect, a taste/expec-
tancy match, a style reflection and a standard of service.
The entire production process requires skill, science, and
knowledge of etiquette in order to present a good food
product and provide a pleasant experience for the guest.
All the senses must be involved and be in harmony, so
that the experience of eating is positive [20].

6) Souvenirs and gifts. Gift products and souvenirs are
also important at some events, including those in which
sponsors provide samples to take them home. In these
cases, material values are a key part of the experience of
events, so their qualitative characteristics and how they
are presented are critical. For marketers, each such gift is
branding and sponsors want visitors to leave with a favo-
rable and sustainable perception of the brand.

7) Reinforcement of Marketing efforts. Along with these
actions it is important to promote the festival and the
destination in the complex. Both the festival and the region
do not make enough marketing efforts to attract visitors.
This is illustrated by the high percentage of visitors who
first heard about the festival from family and friends.
Perhaps a good marketing strategy would be to promote
the region and its products more creatively and attract
different segments of the market. This will contribute to
the formation of a distinctive image of the region.

8) Recommendations for future research. It is recom-
mended to conduct further studies to confirm the results
of various components of the festival’s design. First of all,
it would be interesting to study the festival in future edi-
tions, in order to promote the dynamics of the festival’s
design, taking into account the implemented recommen-
dations. It would be possible to conduct interviews and
other statistical approaches to the study of gastronomic
events in order to provide a more comprehensive analysis.

These are just a few recommendations as design ele-
ments, which in the end should create a unique cultural
experience and the loyalty of the visitor. When prepa-
ring for the festival in the future, the organizers should
reconsider the approach taking into account current and
emerging trends in the tourism market.
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RHATH3 FACTPOHOMHYECKHX COBLITHI{ HA TPUMEPE NOPTYTATHH

IIpoBeneHo uccaeoBanne TPAANIMOHHBIX TACTPOHOMUYECKUX
dectuBazneii B [Topryramnn. Onpeseneno, HACKOIbKO UX KOHIIEI-
1HsT yIOBJIETBOPSICT COBPEMEHHBIM MOTPEOHOCTSIM IOCETUTENCH
B 0OPETEHNN YHUKATBHOTO OMBITA. Pe3ysIbTaThl HCCIETOBAHNS TTO/-
TBEPJKJIAIOT, YTO TACTPOHOMHYECKHE (HECTHBATN NMEIOT GOJIbIINe
COIMAJIbHO-9KOHOMHUYECKHE MEePCIeKTUBbI /It passurtus. [Ipons-
BezieHsl c60p 1 00pabOTKa CTATHCTHYECKNUX TaHHBIX. B pesynsrare

UX aHa/IM3a JaHbl PEKOMEH/AIUN 110 YJIYUIIeHUI0 MapKeTUHTOBOI
cTpaTerun U Ausaiina coObITHiA.

Kmoueeste cnoBa: ractpoHomuueckue (ecTUBANN, IU3ANH CO-

OBITHS, OPTaHU3ANUSA MEPOTPUATHIL, COOBITUITHBII TYPU3M, OIBIT
OCeTuTe e, SKOHOMUKA BIIEYATJICHUI.
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