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K. Noynep, npod.
®apax Ani anb-Caiter, acn.
KyBentcbkuin yHiBepcuteT, Konepx 6i3Hec-agmiHicTpyBaHHA, KyBenT

NOTEHUINHI NOJATKOBI PEGOPMU TA EKOHOMIYHE 3POCTAHHSA KYBEATY

Mema ybo20 docnidxeHHs1 su3Ha4umu, 4u xumme3zdamHi nodamkoei pegpopmu e Kyeeiimi, uj06 ompumamu 6inbwuti 0oxid ypsdy 3 iHwux
OKeper1, oKpiM Haghmu. Po32/1siHymo e3aeMo38 130K Mixk 3MiHamu 8 nodamkoeux Hadxo0XeHHsX, 3MiHaMu 8 Haghmoeux doxodax i 3miHamu BBI1 y
Kyeelimi Ha ocHoei daHux yacoeux psidie 3 1998 no 2015 pik. PoswupeHuii mecm fiki-®ynnepa (ADF) eukopucmaHo Ons nepeeipku icHyeaHHs1 o0u-
HuYyHo20 KopeHsi. Tecm KoiHmeepayii 3acmocoeaHo O nepeesipku A0820CMPOKOBUX Crie8iOHOWEeHb MiX 3MIHHUMU 3 8UKOPUCMAaHHSIM Memody
HalimeHwux keadpamie (GLS). Pesaynbmamu docnidxeHHs1 NoKa3asiu, Wo ersiue 3mMiH nodamkoeux HadxodxeHb Ha 3miHy BBI1 Kyeelimy He3Ha4He.
Takum 4uHoMm, ypsid Kyeelimy moixe eusaxxeHo npoeodumu nodamkoei peghopmu, wjo6 mamu dodamkoesi dxepena doxody, okpim doxodie eid Ha-
¢pmu. Cmeepdxyemsbcsi, Wo ypsid Miz 6u po3anissHymu numatHs npo eeedeHHs1 WupoKoMacwmabHux nodamkie Ha croxueaHHs i dodaHy eapmicmb
do nodamkoeoi cmpykmypu Kyeelimy ma iHeecmyeamu doxodu gid yux nodamkie y eupobHu4y nonimuky, w06 cmumynoeamu 0o820cmpoKose
EeKOHOMIYHe 3pOCmaHHsI.

Knroyoei cnoea: Mmemod HalimeHwux keadpamie GLS, po3wupeHuli mecm [iki-®ynnepa, npuduHHicms peliHOxepa, enacmu4yHicms nodamko-
eoi 6a3u.

K. Noynep, npod.
®apax Anu anb-Cawer, acn.
KyBentckun ynusepcuret, Konneax 6usHec-agmuHuctpupoBanus, Kysent

NOTEHUMAINBbHBIE HANOIFOBbIE PE®OPMbI U 9KOHOMUYECKWUIA POCT KYBEUTA

Lenb amozo uccnedosaHusi 8 mom, Ymob6bl onpedenums, A8SFOMCS JIU Ha/lo208ble PpeghopMbl XU3HecrnocobHbIMu e Kyeelime, ymo6bi nosny-
qumb 6onbwuli 0oxo0d npasumenbcmea u3 opya2ux UCMoOYHUKO8, KpoMe Hegpmu. PaccmampeHa e3aumMocesi3ab Mex0y U3MeHEeHUsIMU 8 Haslo208bIX
nocmynneHusix, usMeHeHUsIMU 8 HegbmsiHbix doxodax u usmeHeHusimu BBI1 e Kyeelime Ha ocHoge OaHHbIX epeMeHHbIx psidoe ¢ 1998 no 2015 200.
PacwupeHHbIt mecm fQuku-®ynnepa (ADF) ucnonb3oeaH Onsi npoeepku cyujecmeoeaHusi eOUHUYHO20 KOpHsi. Tecm kouHmezpayuu npumeHeH ons
npoeepku 00/120CPOYHbLIX COOMHOWeEHUl MexAdy nepeMeHHbIMU C UCMoJIb308aHUEM Memoda HauMeHbWux keadpamoe (GLS). Peaynbsmamsi uccne-
doeaHusi noka3sasu, 4mo enusiHue usMeHeHull Hasl0208bIx NocmynieHull Ha usmeHeHue BBI1 Kyeeiima He3Ha4YumenbHo. Takum o6pa3om, npasume-
nscmeo Kyselima Moxxem e3eelWeHHO Mpoeodumb Hanno208ble peghopmbl, Ymobbl umems AonosiHUMesnbHbIe UCMOYHUKU doxoda, moMumo doxodoe
om Heghbmu. Ymeepixdaemcsi, Ymo npasumesibcmeo Mo2s10 6b1 paccMompems 80MpPoc 0 eeedeHuU WupokKkoMacwmabHbIX Haslo2oe Ha nompebneHue
u dobassieHHy0 cmouMocmb 8 Hanozosyto cmpykmypy Kyeelima u uneecmupoeams Aoxo0bl OM 3Mux Has0208 8 MPou380dCMeeHHYI0 MouUMuKy,
4mo6bl cmumMynupogams A0s120CPOYHbIU IKOHOMUYECKUU pocm.

Knroueenie cnosa: Memod HaumeHbwux keadpamoe GLS, pacwupeHHbIli mecm Quku-®ynnepa, npuduHHocms peliHOXepa, anacmu4YHocms
Hanozoeoli 6a3bl.
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GASTRONOMIC TOURISM, AN OPPORTUNITY FOR DIVERSIFYING
THE TOURIST OFFER IN THE SIBIU AREA

In the tourists' motivation to choose a holiday destination, gastronomy is gaining important insights, which has led to an increasing
supply of quality-based local products and a stronger market growth. Gastronomy has become one of the most dynamic segments on
the international tourism scene. Gastronomic tourism begins to be viewed as a phenomenon as a new tourist product itself, due to the
fact that more than one third of the expenses in the tourist offer of the destination are made food. This shows the importance of
gastronomy in the quality of leisure experience. Gastronomic tourism gains more and more importance as motivating the future in
choosing the holiday destination. Proof of this is that, according to recent research (Euromonitor, 2018), eating in restaurants is the
second favourite activity for international athletes visiting the US and occupying the first place for tourists from North America in their
recreational trips to other countries. for these reasons, we developed a questionnaire that was applied to a total of 234 respondents,
but randomly among the visitors at the Tourism Fair, which was dashed in November 2017 in Bucharest. The survey aimed at
identifying the position of the fish and the gastronomy occupied in the motivation of the tourists to visit Sibiu and the surrounding
areas. The results revealed that the traditional gastronomy, through its multicultural aspect, represents the second or third op visiting
Sibiu. Certainly this will become even more visible, given the designation for 2019 of Sibiu as a European gastronomic region.

Key words. gastronomic tourism, immaterial patrimony, culture, rural tourism, sustainable development.

Introduction. Gastronomy is an important part of rural
tourism, and gastronomic tourism is strongly promoted at
fairs and festivals with this specific in Europe. Rural tourism
has developed in recent years both internationally and in
Romania, thanks toits special valences, including the
preservation of the environment, the preservation of the
local traditions and the cultural values, which make up a
unique patrimony. Along with these, the traditional
gastronomy has an important role, which in the Sibiu area
has multicultural valences. The gastronomic routes become
tourist products that are increasingly sought after. They are

a true system, a thematic and complex tourist offer. The
route provides information on both traditional gastronomy
and other tourist attractions in the area, promoting its
economic development. According to a study by the World
Tourism Organization, more than 88 % of its members
believe that gastronomy is a strategic element in defining the
brand and destination of the destination, and over 67 %
claim that their country has its own gourmet brand (WTO
data, 2018). Regarding tourism products, the study showed
that the most important gastronomic activities (79 %),

© Nicula V., Spanu S., Kharlamova G., 2019



ISSN 1728-2667

EKOHOMIKA. 1(202)/2019

~49 ~

gastronomic routes (62 %), courses and cooking workshops
(62 %), visits to local markets and producers (53 % ).

Gourmet tourism involves tourists and visitors who plan
their trips to try local cuisine or to perform gastronomy
activities. This is the definition given by the World Tourism
Organization's (WTO) consulted experts, which is revealed
as one of the most creative and dynamic segments.
Gastronomy thus consolidating as a key element for the
diversification of tourist offer and stimulating the
development of the local, regional and national economy,
enriched with sustainable values based on territory,
landscape, authentic local products, all in line with the
current trends of cultural consumption.

In a broad sense, gourmet tourism is defined by the
extension of tourist routes to producers, by engaging in a well-
organized network of integrated tourism to the region of origin
or culinary products either by visiting farms, boarding houses,
restaurants, or by visiting festivals, fairs and specific areas
where tasting food in the home landscape will be the main
reason for moving and maintaining in the region. The
gastronomy segment is particularly important for rural
communities. The administrators of the rural pensions have a
great competitive advantage when they serve traditional
dishes for tourists, who make use of products in the locality or
area where the guesthouse is located. Gourmet tourism
therefore has the opportunity to generate income and jobs, as
well as to help maintain other sectors of the local economy,
such as agriculture, fruit growing, animal husbandry.

Sibiu, a multicultural gourmet route

Today's tourists with more experience and media, with
medium and leisure income, are traveling in search of
unprecedented experiences. In this area, gastronomy plays
an increasingly important role, being associated with
exclusive and high-quality consumption of local products.
Consumers' satisfaction, according to their expectations, will
allow the tourist destination to loyalty, increasing its intention
to re-opt for the destination to promote it among its
acquaintances. It is not surprising that quality gastronomy is
a decisive factor in satisfaction tourists, because it produces
an indelible memory of the experience lived by those.

More and more, tourists travel to destinations that have
the reputation of being a place where quality local products
can be enjoyed. Moreover, in the tourism world there are
destinations where brand image connects with gastronomic
values at different levels of intensity, including France, Italy,
Spain, Greece, Belgium, Portugal, the United States (in
particular, regions as would be the Napa valleys and Sonoma
in California), Brazil, Peru, Mexico, New Zealand, South
Africa, Australia, Chile, Malaysia, Japan, Indonesia, Bali,
China or Singapore. Nowadays, gastronomic routes are
certainly one of the most prominent products. These
itineraries combine places of cultural interest and other tourist
attractions with good packaging to extend their stay in the
destination and thus promote the economic development of
its area of influence. These routes must also be differentiated
by variety, novelty and authenticity in experiences.

With the award of European 2019 Gastronomy Region,
added value to Sibiu as a brand-new tourist attraction is
given by gastronomic events, kitchens and guesthouses that
offer something new, special, attractive for the tourists to
stay in the region. It adds another feature to the current
tourism, namely gastronomy, which distinguishes the
gastronomic tourism integrated into regional sustainable
development. The cultural offer is completed in this way by
the immaterial cultural one, contributing to the diversification
of the range of attractive offers in the area. Sibiu is set in an
area rich in traditions. The fact that the city is surrounded by
the locality and belonging to the five micro regions
(Marginimea Sibiului, the Secaselor Country, the Olt

Country, the Hartibaciului Valley and the Tarnavelor Valley)
with multicultural character contributed to the development
of a special personality the city and the Sibiu County,
European Gastronomy Region for 2019. The residents and
visitors of the Sibiu region have the opportunity to raise
awareness of the traditions of preserving intangible
intangible heritage, in general, and for the development of
values in gastronomy in particular.

Traditions and gastronomy are mutually beneficial in
their development throughout evolution, their conservation
and perpetuation being essential for ensuring food security
and livelihood economic mechanisms specific to regional or
county development. Via Sibiu, the gypsy culture of Sibiu,
are built on the values of the traditions of the county, which
in turn contribute to the expression of their own spirituality,
as we perceive today and which we still cannot define it, in
a concrete way, in the spirit of gastronomic cultural events.
In this context, we can see the interconnectivity between the
natural resources, the chronological calendar, the kitchen
and the eating habits of the Sibiu. Pregnant is the constant
association between the Christian calendar, the slaughter
and the activities of the Sibiu, a triad that combines you with
the cultural heritage of Sibiu.

Taking into account the integration of gastronomic
tourism into the values of the cultural heritage of Sibiu, it is
clear that the most exquisite, exotic tourist wants to test the
original stones in the Sibiu restaurants, to know their story,
the origin of the food resources that underlie the
gastronomic product, be interested in integrating the taste of
local wines or other refined beverages from a regional level.
The tourist will want to test the Siberian gastronomy, make
sure he can find traditional food from the restaurant menu,
find out interesting things about the places he was living in.

Methods and means to investigate the gastronomic
preferences of tourists in the Sibiu area

In order to have a picture of the cultural and gastronomic
motivations of tourists visiting Sibiu, we developed a
questionnaire that was applied to 234 respondents, selected
randomly, at the Tourism Fair of Romania, edition held in 16-
18 November 2017. In the 3 days of the fair, responses were
received from consumer tourism from all over the country
(from Prahova, Dambovita, Dolj, Timis, Neamt, Vrancea,
Cluj, lasi, Vélcea, Bistrita-Nasaud, Mures), but also from
Romanians settled abroad (Great Britain, Canada, USA).

The questions in the survey were chosen so as to allow
an analysis of the place where the cultural and gastronomic
interest occupies in the tourist's motivation to visit Sibiu. On
the basis of the statistical data, it is certain that the number
of tourists who choose Sibiu as a destination or City-break
is steadily increasing. If in 2014 Sibiu was visited by 355698
inhabitants, of which 258834 in the city of Sibiu, statistics
show a significant increase in 2016 and 503620 tourists
visited the county, 371295 of which visited Sibiu. The
increasing number of tourists is related to a series of events
that attract visitors to the city that was European Capital of
Culture in 2007 and which will be the centre of the European
gastronomic region in 2019. The land survey used in the
field survey includes 20 of questions, out of which 74 % are
response speeches, and 26 % are open or combined with
variants. The questionnaire was conducted by the"Lucian
Blaga" University of Sibiu in partnership with the University
of Catania and the Petroleum and Gas University of Ploiesti.

Results and discussions on the field investigation

After personal questions (age, place of residence,
degree of professional training), the questionnaire focused
on questions about the main motivation that caused them to
inspect Sibiu and the homonymous region. The question
regarding the main motivation for visiting the Sibiu county,
52,99 % of tourists said they came for the beauty of the
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landscape, 45,73 % of the respondents responded to
cultural heritage, and 38,03 % came for loisir, recreation and

rest. More than 25 % of respondents said they were coming
to Sibiu for local gastronomy.
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Fig. 1. The share of tourists according to the main motivation that attracts them
to the county of Sibiu Source: processed data from the questionnaire

Of those who are attracted to the rich cultural heritage, respondents came to know and education and men. The
2/3 of them are women, and they are also preserved in the reason why tourists choose Sibiu as a holiday destination
case of motivation related to the beauty of the landscape or has highlighted the location of the new location with the
for the credibility and rest. In the case of local gastronomy, specific architecture that determined the reputation of the
3/5 of the women chose this motivation and 2/5" of the male "little Vienne" for Sibiu.
respondents. 20.94 % of the women and only 1.71 % of the

Table 1. The reason why tourists choose Sibiu as a holiday destination

. . s %

No The reason for choosing a holiday destination Total Male Female
1 Rest 32.91 10.68 22.22
2 New location, specific architecture 46.15 12.82 33.33
3 Leisure, recreation and rest 39.74 15.81 23.93
4 Local gastronomy 26.92 6.41 20.51
5 Agreements and animations 14.53 5.13 9.40
6 Traditions 26.92 9.40 17.52
7 Medical reasons 4.70 4.27 0.43
8 Possibility to practise various sports 3.85 2.14 1.71
9 Religious, cultural sightseeing 24.79 5.13 19.66
10 Business 4.27 2.14 2.14
11 Visits to relatives and friends 11.54 5.56 5.98
12 Others 0.43 0.43 0.00

Source: processed data from the questionnaire.
By age category, there is a preference for 44.44 % of those aged between 30 and 39 years for local gastronomy.

Table 2. The main motivation to visit the County of Sibiu as a percentage of the total of each age group

No. Ll malsn“;?:tcl:\;a::::;; to visit 20-29 years 30-39 years 40-49 years 50-59 years over 60 years
1 Cultural heritage 40,91 42,22 58,06 64,71 55,56
2 Loisir, recreation and rest 37,12 60,00 16,13 17,65 55,56
3 Favourable climate 2,27 0,00 12,90 0,00 11,11
4 | Local Gastronomy 15,91 44,44 29,03 29,41 44,44
5 | Landscape beauty 63,64 42,22 41,94 35,29 22,22
6 | Knowledge / education 23,48 35,56 9,68 17,65 0,00
7 Leisure / sports opportunities 8,33 2,22 19,35 0,00 0,00
8 | Medical 3,79 8,89 12,90 0,00 0,00
9 | Multitude of events 40,91 6,67 32,26 11,76 33,33
10 | Other reasons 0,76 2,22 6,45 17,65 0,00

Source: processed data from the questionnaire.
As for the defining element for the gastronomy of the tourists chose the existence of the traditional food
Sibiu region, including for Marginimea Sibiului, potential gastronomy units (80.34 %) followed by the quality of
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services and hospitality (33.33 %), the quality of the menus
(11.97 %) and the pleasant atmosphere of the restaurants
(10.26 %). Of the respondents who chose traditional
gastronomy (80.34 %) as the main motivation, the 81 male
respondents chose 75.31 % of this motivation. Of the 153
female females, 83.01 % said that it is the traditional

gastronomy that attracts them to visit the Sibiu region. The
situation on age groups regarding the defining element for
the gastronomy of the Sibiu region which attracts tourists in
the area highlights the important role of traditional
gastronomy, services and hospitality in Sibiu.

Table 3. The defining element for the gastronomy of the Sibiu region (including Marginimea Sibiului)
by age group calculated as % of the total of respondents

The defining element for the
No gastror_mmy of th? Sibiu 20-29 years old | 30-39 years old | 40-49 years old | 50-59 years old | over 60 years old
region (including
Marginimea Sibiului)

1 Traditional Gastronomy 45,73 13,25 12,82 5,98 2,56
2 The quality of the menus 5,56 1,71 2,99 0,85 0,85
3 | Services and hospitality 17,95 6,84 5,13 2,14 1,28
4 | Facilities provided 5,13 1,71 0,00 0,00 0,00
5 | The Atmosphere in Food Units 5,13 3,42 1,28 0,00 0,43
6 Innovation about menus 0,00 0,43 0,43 0,00 0,85
7 Prices and tariffs for services 5,13 0,00 0,43 0,43 0,00

Source: processed data from the questionnaire.

Asked about the gastronomic events that will attract
potential tourists in the Sibiu region for the next four years,
the answers highlighted the desire to participate in traditional
dinners in the fortified cities of Sibiu, Medias and Hartibaciu
Valley, at traditional festivals and Rasinari brandy, Peony

Festival at Gura Raului) and the presence of the
Transylvanian cuisine elements in the menu. Of the growing
interest is also the brunch with gastronomic specialties
taking place in rural areas.
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Fig. 2. Types of gastronomic events to which respondents would like to participate in the next 4 years
(Total weight and gender breakdown)

Source: processed data from the questionnaire.

By age group, the situation of the respondents about the
gastronomic events they would like to participate in within
the next 4 years within the gastronomic region Sibiu
demonstrates the increased interest that the Transylvanian

gourmet culture has among the young people. It is true that
they also represented the largest share of the respondents,
but it is obvious that Sibiu attracts tourists from all age
groups who are interested in interesting experiences.
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Table 4. Types of gastronomic events
to which respondents would like to participate
in the next 4 years by age category

No. | Types of gastronomic events / age group | 20-29 years | 30-39 years | 40-49 years | 50-59 years | over 60 years
1 Picnic in the mountain area 20,51 5,98 1,71 2,99 0,43
2 Cheese tasting 6,84 6,84 4,70 1,71 0,43
3 Transylvanian cuisine 24,36 3,85 3,85 1,28 0,85
4 Saxon cuisine 6,84 7,69 5,13 0,85 0,85
5 Brunch with rural specialties 13,25 4,70 1,28 0,85 0,85
6 Dinner in the city 26,07 6,41 2,99 0,00 1,28
7 Pork alms 5,98 4,27 2,56 0,43 0,85
8 Traditional menus within a circuit of fortified 5,56 1,71 1,28 1,28 0.85

churches
9 Participation in traditional festivals 23,50 5,98 3,85 1,71 1,28
10 Other types of events 0,00 0,00 0,00 0,00 0,43

Source: processed data from the questionnaire.

This category of tourists (who practice existential
gastronomic tourism) want to know gastronomic products
with local taste, recipes, production mode, innovative and
traditional forms, thus becoming catalysts for the
revitalization of the connection between rural and urban
areas, with networks of restaurants that become part of a
concrete regionalization process by promoting local
gastronomy either in a traditional or innovative context. The
coupling between the Sibiu restaurants and the county's
network of producers is supported by the Sibiu European
Gastronomy Program 2019. Integration into the story of the
gourmet product of tourist offers that go to the area of origin
of the recipe or products is necessary.

The European gastronomic region, as an international
concept, requires the decision makers to be sustainable for
sustainable development while maintaining the quality of the
environment, as well as ensuring the long-term adequate food
security. The concept of gastronomic region ensures and

recommendations on food security, but also the conservation
of biological diversity in all its forms (eg genetic diversity,
species and ecosystems). Sibeni and tourists who come to
the area have the right to be provided with food security for
both the city and the region that supplies the food, ensuring
access to one of the finest services — gastronomy.

Given the increasing number of tourists visiting Sibiu and
Sibiu County, we were interested in finding out from the
respondents the source of information for knowing the tourist
potential and the timing of events that attract them to the area.
For 20-29-year-olds, 30-39 years and 40-49 years, the main
source of information is the Internet. Those over the age of 60
get information mainly from the print media, radio and
television, but also from travel agencies and specialized fairs.
For the age group 20-29 years and 30-39 years, one of the
basic sources in the choice of Sibiu as a tourist destination is
the accounts of friends and / or relatives. It is thus
demonstrated that a satisfied tourist attracts other tourists,

supports the implementation of FAO international and the positive experience is a very good advertisement.
Table 5. Sources of information
for knowing Sibiu County reported % of the total of each age group

No |Information source for the knowledge of Sibiu County | 20-29 years | 30-39 years | 40-49 years | 50-59 years | over 60 years
1 | Media (radio, television, press, etc.) 31,62 2,14 5,13 2,56 1,71

2 | Travel Agencies / Tour Operators / Travel Agencies 10,26 7,26 4,27 0,85 1,71

3 |Internet 41,45 14,53 6,84 2,56 0,85

4 |Leaflets and catalogs 4,27 0,43 5,13 0,43 0,85

5 | Relationships of friends and relatives 28,21 13,25 5,98 2,56 1,28

6 | Other 0,85 2,14 2,56 2,14 0,43

Source: processed data from the questionnaire.

The questionnaire applied to 234 respondents ended
with the question of the degree of satisfaction that tourists
had in Sibiu. The weight is satisfied by the tourists, followed
by the very satisfied ones. The task of tourists is to turn the
percentage of satisfied tourists into very satisfied and
tourists not very satisfied or even dissatisfied with satisfied
tourists. Itis a challenge, but also a chance for Sibiu to prove
that choosing to be a European Gourmet Region for 2019
was not a coincidence.

The changing attitude of Sibiu citizens from the simple
consumer to the restaurants industry in terms of showing

interest in the gastronomy values and supporting all the
actions of the Sibiu European Gastronomy Program 2019
allows the realization of the premises for increasing the
number of Sibiu visitors by promoting the city in the virtual
environment, the promotion of promotional materials for
Sibiu, at both travel agencies and trade fairs. Thus,
gastronomic tourism can constitute a superior form of
exploitation and access to the entire immaterial cultural
heritage and material built or naturally with beneficial effects
on Sibiu and its inhabitants.
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Fig. 3. The degree of satisfaction of the tourists who visited Sibiu
Source: processed data from the questionnaire

Conclusions

Cultural diversity, including gastronomy, is the basis for
sustainable socio-economic development in general and
micro-regions of Sibiu County in particular. Traditional
knowledge as a concept is supported and protected by
UNESCO as part of the intangible cultural heritage. Under
the UNESCO umbrella, taking into account the importance
of the immaterial cultural heritage for the genesis, the
perpetuation and the continuous development of cultural
diversity as well as the role of the guarantor of sustainable
development, the Convention for the Safeguarding of
Intangible Cultural Heritage was adopted which aims at:

— safeguarding immaterial cultural heritage;

— respecting the intangible cultural heritage of
communities, groups and individuals belonging to them;

— awareness at local, national and international level of
the importance of non-material cultural heritage and its
mutual recognition;

— international cooperation and assistance.

In addition, it is supported the idea of promoting in an
international, national, regional, online environment and
especially awareness of communities interested in the value
and valences of gastronomy. Here, in order to ensure the
sustainability of gourmet tourism, new cultural valences
such as: collection and testing of local or innovative recipes
originating in the local, identifying, characterizing and
ensuring the sustainable use of the original food resources
that underlie the local taste of recipes, natural values
associated with accessing local gastronomy.

In this context, gastronomic tourism becomes a catalyst
for the revitalization of local micro-economy processes, the
awareness of the value of traditional knowledge associated
with local gastronomy for raising living standards.
Gastronomy is thus defined as a tourist destination with
beneficial effects in the whole regional economy through the
four categories: recreational, existential, reorientation and
gastronomic experimentation.
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FACTPOHOMIYHUA TYPU3M: MOXNMBOCTI ANs YPIBHOMAHITHEHHSA
TYPUCTUYHUX NMPOMO3ULIN B CIBIYCbKOMY PAUOHI

Ceped momueie, 3a skumMu mypucmu eubuparoms Micye 0ns1 €iONO4YUHKY, 2aCmMpPOHOMisi Habyeae 8aXJlue020 3Ha4YeHHSs, W0 exe npueesio Ao
36inbWweHHs1 NOCMasokK Micyesux sIKicHUX NpPodykmie i 6inbw iHMeHcU8HOMY 3pPOCMaHHIO PUHKY. FacmpoHomisi cmana oOHUM i3 HaliOUHaMiYHiwux
ceameHmie Ha MiXXHapoOHil mypucmud4Hili apeHi. FTacmpoHomi4YHUl mypu3m no4YuHae crnpuliMamucsi siK caMm o cobi Hoeuli mypucmu4Hul NIPooyKm
y 38'A3Ky 3 mum, w0 8 mypucmud4Hili npono3uyii Micys eiOnoYyuHKy 6inbwe mpemuHu i eapmocmi cmaHoensAiMb NPodykmu xapyyeaHHsi. Lje
nidmeepdxye eaxnueicmb 2acmpoHOMii 8 cmpykmypi eidnoyuHky. FacmpoHoMiyHUli mypu3m Habyeae ece 6iflbuio20 3Ha4YeHHs1 sIKk Momueauisi y
subopi mMalibymHbo20 micysi 8iono4uHky. [lokazom € HedasHe docnidxeHHsi (Euromonitor, 2018), 32i0HO 3 sIKUM ia 8 pecmopaHax rnocidae dpyze
micue ceped ynobneHux eudie akmusHocmi 0551 MiXkHapoOGHuUXx criopmcmeHie 3i CLUA i nepwe — dnsi mypucmie 3 llieHiyHoi AMepuKu e ixHix noi3dkax
0Ons1 8iONOYUHKY 8 iHWi KpaiHu. Buxodsi4u 3 yb020, po3pobrieHo aHKemy, 3arnpornoHoeaHy e yinomy 234 pecrioHdeHmam i eaunadkoeum eideidyeayam
mypucmuy4Ho20 sipMapKy, ujo npoxodue y Byxapecmi e nucmonadi 2017 poky. OnumyeaHHs Masio Ha Memi eusiesieHHs1 posli pubu i 2acmpoHoMii 8
mMomueauyii mypucmie, siki eideidyromsb Cib6iy i npuneani patioHu. Pezynsmamu noka3sanu, wjo mpaduuyiliHa 2acmpoHOMisi 3a80siku MysIbMUKyibmyp-
HOMy acriekmy 3aiimae dpyze abo mpeme Mmicye ceped momueie Ons eideidyeaHHi Cibiy. 3euyaliHo, ye nposieumncsi 6inbw NMOMimMHO 3a yMmosu,
skuwo 8 2019 p. Cibiy cmaHe esponelicbKUM 2aCmpOHOMIYHUM pPe2ioHOM.

Knroyoei cnoea 2acmpoHomiyHuli mypu3m, HemamepianbHe Ha06aHHS, KyJibmypa, CillbCbKUli mypu3M, cmasnuli po3eUmok.
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FACTPOHOMMUYECKUIX TYPU3M: BO3MOXHOCTW ANnsA YBENWYEHUA PASHOOBPA3USA
TYPUCTUYECKUX NPEANOXEHUUA B CUBUYCKOM PAUOHE

Cpedu Mmomueoe, co2/1acHO KOmopbIM mypucmal 8bibuparom Mmecmo 0511 omaAbixa, 2aCIMPOHOMUsI Npuobpemaem 8axHoe 3HaYyeHue, YMmo yxe
npueerio K ygeslu4eHUro MocmasoK MECMHbIX Ka4eCMB8EHHbIX NPodykmos u 6os1ee UHMEeHCUBHOMY pocmy pbiHKa. FacmpoHoMusi cmana oOHUM U3
caMbix QUHaMUYHbIX ce2MeHmoe Ha mexdyHapodHol mypucmu4eckol apeHe. [acmpoHoMuYyeckuli mypu3mM HayuHaem e0CPUHUMambCs KaKk cam
no ce6e HoebIli mypucmuyecKuli MPodyKm & cesi3u ¢ meM, Ymo 8 Mypucmu4ecKkom npedsioeHUU Mecma omadbixa 60/1€e mpemu cmoumMocmu
cocmaensitom npodyKkmbl numarusi. 3mo nodmeepxdaem 8axXHOCMb 2aCMPOHOMUU 8 cmpykmype omobixa. FacmpoHomuyeckuii mypusm npuob-
pemaem ece 6onbuee 3Ha4YeHUe Kak Momueayusi 8 ebibope 6ydyuwe2o mecma omadsixa. [lokazamenscmeomM 3moz20 s1esIsiemcsi mo, Ymo, co2/1acHO
HedaeHeMy uccrniedoeaHutro (Euromonitor, 2018), eda e pecmopaHax siesisemcsi MopbIM JIIO6UMbIM 6UAOM aKmueHocmu OJisi MeXOyHapOOHbIX
crnopmcmeHoe u3 CLUA u nepebim — dnsi mypucmoe u3 CeeepHoli AMepuku e ux noe3dkax Ha omobix 8 dpyaue cmpaHbi. Acxods u3 amozo, Mbl
pa3pabomaHa aHkema, npeodsioXeHHasi 8 obujeli crioxHocmu 234 pecrioHdeHmMam u cry4aliHbiM mocemumensm mypucmu4eckol spMapKu, komopasi
npoxoduna e byxapecme e Hosibpe 2017 200a. Ljenbto onpoca 66110 ebisienieHue posu pbibbl U 2aCMPOHOMUU 8 MOMUBayuu mypucmoe noceujaro-
wux Cubuy u npunezaroujue palioHbl. Pe3ynbmamsbl nokasanu, Yymo mpaduyUOHHasi 2acCmpoHoMusi, 651a2o0apsi My/IbMUKYILMYPHOMY acrekmy,
3aHumMaem emopoe unu mpemse Mecmo cpedu Momueoe npu noceujeHuu Cubuy. KoHeyHo, amo nposieumcsi 6osiee 3aMemHO NpU ycr08uu, Ymo &
2019 2. Cubuy cmaHem egpornelicKuM 2acmpoOHOMUYECKUM Pe2UuOHOM.

Knroveenie crioea: 2acmpoHoMuYeckuli mypusm, HemamepuasnsHoe AocmosiHue, Ky/ibmypa, ceflbCKuli mypusm, ycmolivyueoe pasgumue.
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CHALLENGES AND PROSPECTS OF EVALUATION OF PROGRAMS
IN PUBLIC FINANCE MANAGEMENT IN GEORGIA

The establishment of a program assessment mechanism in the public sector of Georgia is an important element for supporting
the ongoing public finance management reform and improving the budgeting process as well as enhancing the budget planning
stage and ensuring the efficient, productive and prudent management of budgetary means. The present paper discusses the
problem of the absence of a program assessment mechanism in the public sector, reviews alternative solutions to the problem
and, by applying a cost-effective method, analyzes the best alternative. This best alternative envisages the establishment of a
centralized structural unit at the Ministry of Finance which will be responsible for the assessment of the programs/subprograms of
ministries/budgetary organizations. The concluding part of the policy paper offers those measures and reforms in the form of
recommendations which must be undertaken for the successful implementation of the best alternative.

Keywords: Public finances, program budgeting, assessment indicators, cost-effectiveness analysis.

Introduction. The establishment of a program method, analyzes the best alternative. Taking into account

assessment mechanism in the public sector of Georgia is an
important element for supporting the ongoing public finance
management reform and improving the budgeting process
as well as enhancing the budget planning stage and
ensuring the efficient, productive and prudent management
of budgetary means. The paper discusses the problem of
the absence of a program assessment mechanism in the
public finance management sector, reviews alternative
solutions to the problem and, by applying a cost-effective

the shortage of specialists within this field in Georgia as well
as limited budget resources and a limited period of
implementation, we have selected the second alternative as
the best one from among those proposed. This best
alternative envisages the establishment of a centralized
structural unit at the Ministry of Finance which will be
responsible for the assessment of the
programs/subprograms of ministries/budgetary organizations.
The concluding part of the policy paper offers those
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