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FROM TASTE TO RECOMMENDATION: AN ANALYSIS OF
FACTORS SHAPING EWOM AT GASTRONOMIC EVENTS IN
VOJVODINA (R. SERBIA)

Ol YKYCA 10 ITPENIOPYKE: AHAJIN3A ®AKTOPA KOJU OBJINKYJY EWOM
HA TACTPOHOMCKHUM JJOTABAJUMA Y BOJBOJAUHHU (P. CPBHJA)

Abstract. Gastronomy is increasingly rec-
ognised as a compelling motive for tourist
visits, especially in regional and rural ar-
eas where local cuisine serves as a cultural
and experiential asset.This study examines
the impact of gastronomic offerings on the
visibility of tourist destinations through
eWOM, focusing on selected gastronomic
events in Vojvodina (R. Serbia). The re-
search employed a quantitative methodol-
ogy, utilising a structured survey designed
to assess five distinct factors: gastronom-
ic motivation (authenticity and locality),
social and emotional experience, pre-visit
information-seeking behaviour, post-vis-
it evaluation, and behavioural outcome
(eWOM intention). The survey was con-
ducted among 312 visitors to four major
gastronomic events in Vojvodina. Data
were analysed using factor and regression
analysis. The findings indicate a positive

Ancmpaxm. I 'acmponomuja ce cee guuie npe-
NO3HAje Kao CHAXCAH MOMUS 3d MYpPUCMUIKe
noceme, HapOYUMO y PESUOHATHUM U PYpal-
HUM NOOpYYjumMa 2oe NOKAIHA KyXurbad npeo-
cmasmba  KyumypHu U UCKYCMEEHU pecypc.
Osa cmyouja ucnumyje ymuyaj eacmpoHom-
cKe noHyoe Ha 8UOBUBOCT MYPUCTIUYKUX
oecmunayuja nymem eWOM-a, ca ¢pokycom
Ha 00abpare 2acmpoHoOMcKe MaHupecmayuje
v Bojsoounu (P. Cpouja). Ucmpadicusarve je
CNpOBEOeHO  NPUMEHOM — K8AHMUMAamugHe
Mmemooonozuje, Kopucmehu cmpykmypupamy
aumkemy OU3AjHUPAHY 3a NPOYEHy nem chne-
yuguunux akmopa: cacmponomcka Momu-
sayuja (aymenmuunocm u 10Kaaumem), co-
YUJAnHO U eMOMUBHO UCKYCMBO, NOHAWAFE
y mpazary 3a ungopmayujama npe noceme,
esanyayuja HakoH noceme U NOHAWAJHU UCXOO0
(namepa eWOM-a). Ankema je cnposedena
mehy 312 nocemunaya ma yemupu 3HauajHe
eacmponomcke manugecmayuje y Bojeoou-
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correlation between various factors, in-
cluding gastronomic motivation, social and
emotional experiences, pre-visit informa-
tion-seeking behaviour, post-visit evalua-
tion, and behavioural outcomes related to
eWOM. These insights suggest that gastro-
nomic events can effectively contribute to
digital promotion strategies.

Keywords: gastronomic tourism, eWOM,
tourist motivation, Vojvodina, gastronomic
events, digital promotion.

Introduction

Gastronomic tourism has emerged as a
significant segment of the tourism industry,
particularly in regions that emphasize aut-
hentic local cuisine, traditional food produ-
cts, and gastronomic events (Privitera et al.,
2018; Rachdo et al., 2019). Contemporary
tourists increasingly seek experiences that
extend beyond conventional leisure acti-
vities, with gastronomy serving as a com-
pelling motive for destination choice and a
critical component of the overall travel expe-
rience (Gregana & Ylagan, 2024). Tourist
destinations increasingly utilize gastronomic
events not only as a means of attracting vi-
sitors but also as a strategy for reinforcing
local identity and boosting the local eco-
nomy. In this context, gastronomic offerings
acquire a new role, functioning not merely as
a service component but as a strategic tool
for positioning destinations within the com-
petitive tourism market (Seyitoglu & Ivanov,
2020; Vukoli¢ et al., 2023).

The development of digital technologies
has further amplified the impact of gastro-
nomic experiences, particularly through ele-
ctronic word-of-mouth (eWOM), which has
become one of the most influential forms
of destination promotion (Verma & Yadav,
2021). Tourists increasingly base their tra-
vel decisions on online reviews, recommen-
dations, and shared experiences from other

Hu. [looayu cy ananusupanu npumenom @ax-
mopcke u peepecuone ananuse. Pezynmamu
VKazyjy Ha NosumusHy Kopenayujy uzmely
pasnmuyumux gpakmopa, ykmwyuyjyhu eacmpo-
HOMCKY MOMUBAYU]Y, COYUJATHO U eMOMUBHO
UCKYCMBO, NOHAUWIAIbE Y Mpa2arw)y 3a UHGOp-
mayujama npe noceme, e8a1yayujy HAkKOH No-
ceme u nonawajre ucxooe y eesu ca eWOM-
om. Osu yeuou cyeepuuty 0a 2acmpoHOMCKe
Manughecmayuje moz2y epukacno oonpuremu
cmpamezujama Oueumaine npomoyuje.

Kwyune peuu: cacmponomcku mypusam,
eWOM, MypucmuuKa momueayuja,
Bojsoouna, cacmponomcke manugecmayuje,
oueumanna npomoyuja.

travellers, positioning gastronomy as a key
driver of positive digital feedback. The im-
pact of gastronomy on tourist satisfaction is
effectively transferred to the digital realm,
where eWOM plays a pivotal role in raising
destination awareness and shaping visitor
perceptions (Kim & Hwang, 2022).

In this study, the focus is placed on the
region of Vojvodina, a region known for its
diverse and culturally rich gastronomy. The
unique culinary heritage of Vojvodina pre-
sents an opportunity to examine how gastro-
nomic events contribute to the digital visibi-
lity of destinations through eWOM. The su-
bject of this research is the examination of the
influence of specific factors — gastronomic
motivation (authenticity and locality), social
and emotional experience, pre-visit informa-
tion-seeking behaviour, post-visit evaluation,
and behavioural outcome (eWOM intenti-
on) — on the visibility of tourist destinations
through eWOM in the context of selected ga-
stronomic events in Vojvodina. The objective
of the research is to assess the impact of five
distinct factors — gastronomic motivation,
social and emotional experience, pre-visit in-
formation-seeking behaviour, post-visit eva-
luation, and behavioural outcome (eWOM
intention) — on tourists’ propensity to recom-
mend the destination through eWOM.

To achieve this objective, the research
tasks include identifying and categorizing
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five key factors influencing eWOM activi-
ty: Gastronomic motivation — authenticity
and locality (primary motivator), Social and
emotional experience (secondary motivator),
Pre-visit information-seeking behaviour (in-
formative factor), Post-visit evaluation (eva-
luative factor), and Behavioural outcome —
eWOM intention. Each factor is examined
in relation to its influence on tourists’ willin-
gness to recommend the destination through
eWOM.

Literature review

Gastronomy has become one of the most
important segments of the tourism offer, not
only as a means of meeting basic needs, but
also as a cultural and experiential element
that significantly influences the perception
of a destination (Kovalenko et al., 2023). In
contemporary tourism, food is increasingly
treated as a cultural asset that symbolises the
tradition, history, customs, and lifestyle of
the local population. Tourists expect to gain
an authentic experience through gastronomy
and to feel the spirit of the place they are vi-
siting (Souza et al., 2020). In this context,
gastronomic offerings represent a powerful
tool for destination differentiation and iden-
tity-building in an increasingly competitive
tourism market (Lequeux-Dinca et al., 2024).

Especially in rural regions such as Vojvo-
dina, local gastronomy can serve as a driver
of tourism development policy. The richne-
ss of national cuisines, ethnic diversity, and
traditional recipes allows for the creation of
products with high cultural and economic
potential (Cavié et al., 2020). In addition to
food, this includes beverages, local products
with geographical indications, seasonal spe-
cialities, and handmade items related to food
preparation. Organising gastronomic events
such as festivals, fairs, or tastings becomes a
means of promoting destinations, as well as
a mechanism for preserving cultural heritage
and supporting local producers (Nesterchuk
et al., 2021; Solunoglu & Orgun, 2024).

Moreover, gastronomy has a significant
impact on the economic aspect of tourism

(Bertan, 2020). It contributes to job creation,
revitalisation of agriculture, and increased
consumption of local products. A perceived
quality gastronomic offer encourages longer
stays, higher spending per visitor, and often
influences repeat visitation (Bichler et al.,
2021; Gaji¢ et al., 2024). Precisely because
of these characteristics, gastronomy is po-
sitioned as a key component of sustainable
tourism development in regional destinations
such as Vojvodina (Grubor et al., 2022; Ca-
vi¢ et al., 2023).

Tourist motivation represents a complex
psychological process that drives certain
forms of behaviour aimed at satisfying spe-
cific needs and desires (Kim et al., 2021).
When it comes to gastronomic events, moti-
vation is often based on multiple levels: the
desire to enjoy taste and aroma, the need to
discover new cultural and culinary values,
the pursuit of social interaction, as well as in-
terest in educational and entertaining content
(Villagomez-Buele et al., 2020). Gastronomy
provides an intense experience involving
multiple senses—taste, smell, appearance,
texture, and the atmosphere in which food is
consumed (Spence, 2022).

Tourists who attend gastronomic events
are often driven by personal curiosity, a desi-
re to get acquainted with local cuisine, or the
wish to experience something authentic and
unique (Sthapit et al., 2020). Such events inc-
lude traditional food festivals, wine events,
culinary shows, tastings of local specialities,
and other forms of gastronomic activities
(Vukoli¢ et al., 2021). These experiences not
only satisfy individual preferences but also
connect tourists with the local culture, enco-
urage emotional engagement, and facilitate
the formation of positive impressions of the
destination (Yin et al., 2023).

Participants in gastronomic events of-
ten report high levels of satisfaction that go
beyond food itself—including socialising,
atmosphere, music, venue, host hospitality,
and visual impressions. All of these factors
influence their perception of the destinati-
on and increase the likelihood of a return
visit or a recommendation to others (Ba-
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du-Baiden et al., 2022). Understanding the
motivational factors of tourists is therefore
key to effectively designing a gastronomic
offer that is competitive, authentic, and
appealing to diverse visitor profiles (Ric-
hards, 2021).

Electronic word-of-mouth (eWOM) is
a process in which individuals share their
experiences, opinions, and recommendations
about tourism products and destinations via
the internet (Aprilia & Kusumawati, 2021).
It encompasses all forms of communicati-
on - from social media posts and comments
on tourism websites to blogs, video content,
and reviews. Unlike traditional marketing,
eWOM relies on users’ authentic experien-
ces and therefore carries a high level of cre-
dibility and influence on the behaviour of po-
tential tourists (Rasoolimanesh et al., 2021).

In the context of gastronomic tourism,
eWOM holds particular importance as food
and gastronomic experiences are intuitively
linked to visual and emotional communica-
tion (Richards, 2021). Tourists often share
photos of meals, taste descriptions, impres-
sions of restaurants or events, which creates
content that can reach a wide audience (Kim
et al., 2021). This type of content not only
promotes individual products or locations
but contributes to building the overall ima-
ge of the destination. The more positive and
unique the experience, the more likely it is
to be shared in the digital space (Xiao et al.,
2022).

Additionally, eWOM allows destinations
to receive feedback from visitors and impro-
ve their offerings based on real user expecta-
tions and satisfaction. Through the analysis
of online comments, it is possible to identify
which aspects of the gastronomic offer are
most valued by tourists and where there is
room for improvement (Cassar et al., 2020;
Vukoli¢ et al., 2022). Successful integrati-
on of gastronomy and eWOM promotional
strategies can significantly increase the visi-
bility and attractiveness of a destination on a
global level, particularly in the case of les-
ser-known regions such as Vojvodina (Vuko-
li¢ et al., 2024; Herstanti et al., 2024).

Methodology

The study was conducted in 2024 at four
selected gastronomic events in the region of
Vojvodina which is located in the north of the
Republic of Serbia: the Sausage Festival in
Turija, the Grape Harvest Days in VrSac, the
Kulenijada in Erdevik, and the Golden Cau-
ldron of Vojvodina Festival in Apatin. These
events were selected because they are impor-
tant manifestations that attract both domestic
and international visitors, where gastronomy
is at the centre of the tourist experience.

The sample consisted of a total of 312
visitors who participated in the survey du-
ring the events. Data were collected through
fieldwork using a standardised and structu-
red questionnaire, which was pre-tested in a
pilot study conducted with 30 respondents.
Based on the pilot study results, the formu-
lation and order of some questions were
modified to improve clarity and respondent
understanding. The questionnaire was crea-
ted in accordance with similar studies in the
field of gastronomic tourism and eWOM
communication, and it contained three main
sections: socio-demographic characteristics
of respondents (gender, age, education level,
place of residence); and motivational factors
and interests related to gastronomy (impor-
tance of local food, interaction with hosts,
interest in tradition and culinary techniques,
and intention to recommend the destination
online). The sample was selected using a
random sampling method, encompassing all
visitors present at the four selected gastro-
nomic events in Vojvodina during the data
collection period. This approach ensured a
diverse and representative sample, capturing
a wide range of tourist profiles.

The survey was conducted at different ti-
mes during the events in order to ensure sam-
ple representativeness and to capture a diver-
se spectrum of visitors. The questionnaire
included closed questions, as well as items
rated using a five-point Likert scale (from 1
— not important at all to 5 — very important).
The collected data were analysed using des-
criptive statistics and methods of factor and
regression analysis in order to identify key
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motivational factors that influence tourists’
willingness to recommend the destination
through eWOM (Jalilvand et al., 2012; Bu et
al., 2021; Milin, 2023; Akhi et al., 2023).
The questionnaire was specifically
constructed for the purposes of this study,
drawing upon previous research by Cor-
dova-Buiza et al. (2021) and Vukoli¢ et al.
(2024) who investigated similar aspects of
gastronomic motivation, social interaction,
and digital behaviour in the context of ga-
stronomic tourism and eWOM communicati-
on. The internal consistency and reliability of
the questionnaire were tested using Cronba-
ch’s alpha, with a coefficient of 0.855, indi-
cating a high level of internal consistency.

Results

The study included visitors of different
age groups, educational backgrounds, and
economic status, ensuring sample diversi-
ty and greater relevance of the results. Re-
garding gender, 177 respondents (56.73%)
were male, while 135 (43.27%) were fema-
le. The most represented age group was 31
to 60 years, accounting for 133 participants
(42.63%). Participants aged 18 to 30 made
up 105 respondents (33.65%), while 74 par-
ticipants (23.72%) were over 61 years old. In
terms of educational background, most res-
pondents had completed secondary school
—a total of 126 participants (40.38%). A furt-
her 121 respondents (38.78%) held a univer-
sity or college degree, while 65 respondents
(20.83%) had a master’s or doctoral degree.
Regarding monthly income, 29 respondents
(9.29%) reported having a low average in-
come, while the largest number, 136 respon-
dents (43.59%), declared earning a medium
average income. High average income was
reported by 110 respondents (35.26%), and
37 respondents (11.86%) belonged to the
very high income category.

Cronbach’s alpha coefficient is a measure
of internal consistency, indicating how close-
ly related a set of items are as a group. This
coefficient is considered an indicator of scale
reliability and is most commonly used when

multiple questionnaire items are rated using
a Likert scale. In this study, the reliability of
the questionnaire was tested using Cronba-
ch’s alpha, and the obtained value was 0.855.
This value indicates a high level of internal
reliability, confirming that the selected items
are consistent in measuring motivational
factors and attitudes related to gastronomic
experiences and the intention to engage in
eWOM activity.

The results of the analysis (Table 1) of
the five identified factors in this study provi-
de insight into tourist attitudes, motivations,
and behaviours in the context of gastronomic
events in Vojvodina, as well as their willin-
gness to engage in electronic recommendati-
on (eWOM).

Factor 1: Gastronomic Motivation — Au-
thenticity and Locality had a mean value of
M = 3.25, indicating a moderately expressed
motivation to visit destinations for traditio-
nal food experiences. The highest-rated item
in this factor was “Authentic gastronomy
is, for me, an important part of the cultural
experience” (M = 4.81), clearly indicating
that the cultural value of food is a strong mo-
tivator for tourists. Preference for local over
industrial products was also highly rated (M
= 3.99), whereas less emphasis was placed
on attending events as a way of learning abo-
ut traditions (M = 3.05).

Factor 2: Social and Emotional Experien-
ce (Secondary Motivational Factor) recorded
a mean value of M = 3.33, reflecting a gene-
rally positive visitor experience. The stando-
ut item was “Gastronomic events provide an
unforgettable tourist experience” (M = 4.12),
suggesting a significant emotional conne-
ction to such events. Other items received
relatively consistent ratings, indicating that
aspects such as interaction with hosts (M =
3.35), live tastings (M = 3.25), and the visual
appeal of the event (M = 3.22) were modera-
tely important to the overall experience.

Factor 3: Pre-Visit Information-Seeking
Behaviour (Informative Factor) had one of
the highest average values (M = 3.62), indi-
cating the importance of online information
prior to attending gastronomic events. Res-
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pondents highly valued the ability to search
online for information about local gastro-
nomy (M = 3.85) and to follow gastronomic
pages and profiles on social media (M =
3.89). However, the influence of social me-
dia content on the decision to attend received
slightly lower ratings (M = 3.15), suggesting
that while digital content is relevant, it is not
the dominant motivator.

Factor 4: Post-Visit Evaluation (Evaluati-
ve Factor) recorded a mean of M = 3.15, in-
dicating a moderately positive perception of
the post-visit experience. The highest-rated
item within this factor was “Sharing impres-
sions about food with other visitors is intere-
sting to me” (M = 3.89), suggesting that the
social component of the gastronomic expe-
rience is important for tourists. Similarly, the
statement “Food is a way for me to connect
with other people” received a relatively high

rating (M = 3.80), further emphasizing the
social dimension of gastronomic tourism.

Factor 5: Behavioural Outcome —eWOM
Intention (Outcome Factor) had the highest
overall mean value (M = 3.88), clearly con-
firming a strong willingness to recommend
gastronomic destinations through digital
platforms. The highest-rated items were “I
recommend gastronomic destinations to
friends via digital platforms” (M = 4.55) and
“I enjoy posting photos of food and events on
social media” (M = 4.25), reflecting a strong
link between satisfaction with gastronomic
experiences and the willingness to engage
in eWOM. Interestingly, the item “After a
good gastronomic experience, I gladly leave
a review online” received the lowest sco-
re within this factor (M = 2.15), indicating
that tourists are more inclined to share visual
content and informal impressions rather than
writing formal reviews.

Table 1. Descriptive Statistics of Factors and Statements in the Analysis of eWOM Behavio-
ur at Gastronomic Events

Factor m* SD* m* SD*
_ When choosing a destination, the taste of
> S t]
E E, g traditional, local food is important to me. 3:66 | 0.885
% E E: I always want to try Fhshes that are characteristic of 315 | 0751
= = = the region I am visiting.
5 <;1 % g 325 | 0.858 Authentic gastronomy is, for me, an important part 481 | 0855
o 28 of the cultural experience.
TE2F = I prefer local products over industrial or imported
5% S P P P 3.99 | 0.852
S 2 ones.
SIS Attending a gastronomic event is a way for me to
= £ £ @ gastrono! y 3.05 | 0.873
learn about the traditions of a place.
Té The atmosphe?e at gastronomlc events influences 315 | 0751
2 . my overall satisfaction.
2 5% Interaction with hosts and chefs is important to me
£ES S duri . 3.35 | 0.793
= £ 3 uring a gastronomic event.
T 9
= é = I enjoy live tastings and food presentations. 325 | 0.713
= @ = 3.33 | 0.562
225 Good organisation and the visual appeal of the
S 3 . . 3.22 | 0.859
gz event affect my impression.
& 83
§ & 2 Gastronomic events provide an unforgettable
3] . . 4.12 | 0.788
S tourist experience.
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Before visiting a destination, I always search online
) ) . 3.85 | 0.571
o0 2 for information about the local gastronomy.
e s =
Zh <
= % E I read reviews and comments from other visitors
d 35~ g . 3.26 | 0.854
RO before deciding to attend a gastronomic event.
o 8 Ef S | 3.62 | 0.776 |Information on social media influences my decision 315 | 0.566
= g S &~ to attend an event. ' '
E :§ E Viewing photos qf fopd and ambience motivates 355 | 0856
= S me to visit a destination.
a I follow gastronomic pages and profiles on social
. 3.89 | 0.698
media.
. I enjoy attending gastronomic events with friends 345 | 0710
- 2 or family.
->—I' g Food is, for me, a way to connect with other 380 | 0.677
%3~ people.
n..: : g 315 | 0.665 Partlclpatmg in gastronomic activities together is 355 | 0.660
< 3 £ important to me.
= . T
=
£ E‘ Enjoying local specialities connects me to the 322 | 0.850
S = culture of the place.
&= Shgrmg impressions about food with other visitors 389 | 0.651
18 Interesting to me.
= ; :
g After. a good' gastronomic experience, | gladly leave 215 | 0.735
= = a review online.
- D~ . . .
5 £ =
ZES I enjoy posting photos of food and events on social 425 | 0.798
= S media.
E g E 388 | 0783 I Fecqn}mend gastronomic destinations to friends 455 | 0.799
w ez via digital platforms.
I 8 .. . .
5 o 5 My p051.tlve experlence motivates me to share 390 | 0887
‘g g < impressions online.
S S . .
= I behgve that eWOM can help other tourists when 402 | 0843
=) choosing a destination.

*M=mean; SD= standard deviation

Source: Author s research

Before conducting the factor analysis,
the adequacy of the data was assessed using
the KMO measure and Bartlett’s test of sp-
hericity. The KMO (Kaiser-Meyer-Olkin)
sampling adequacy coefficient was 0.812,
indicating a good level of inter-variable
correlation and the appropriateness of the
data for factor analysis (values above 0.8 are
considered very good). Bartlett’s test of sp-
hericity showed statistical significance (> =
1456.237; df =276; p < 0.001), suggesting a
sufficient number of significant correlations

among the items in the questionnaire. These
results confirm that the application of factor
analysis 1s methodologically justified and
valid based on the obtained data.

Table 2 presents the results of the fa-
ctor analysis, indicating the eigenvalues,
the percentage of explained variance, and
the cumulative percentage of variance for
each extracted factor. Based on the Kaiser
criterion (retaining factors with eigenvalues
greater than 1), five factors were extracted,
collectively explaining 74.5% of the total
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variance in respondents’ answers. The first
factor, Gastronomic Motivation — Authenti-
city and Locality, has an eigenvalue of 4.58
and independently accounts for 25.4% of the
variance, indicating that it carries the largest
portion of information from the dataset and
is the dominant factor representing tourists’
motivation to experience authentic and cul-
turally significant local food. The second fa-
ctor, Social and Emotional Experience, with
an eigenvalue of 3.14, explains an additional
18.6% of the variance, highlighting the im-
portance of the social and emotional aspects
of gastronomic events, such as interaction
with hosts and the overall atmosphere. The
third factor, Pre-Visit Information-Seeking
Behaviour, contributes 13.2% of the varian-
ce, with an eigenvalue of 2.1, indicating the
relevance of online searches, social media
influence, and information-seeking beha-
viour prior to visiting a gastronomic event.

The fourth factor, Post-Visit Evaluation, with
an eigenvalue of 1.55, explains 9.8% of the
variance. This factor captures how visitors
reflect on their gastronomic experiences and
how these reflections influence their per-
ceptions of the destination. The fifth factor,
Behavioural Outcome — eWOM Intention,
accounts for 7.5% of the variance, with an
eigenvalue of 1.22, representing the tourists’
willingness to engage in electronic word-of-
mouth (eWOM) through sharing their expe-
riences and recommending the destination
via digital platforms. Cumulatively, these
five factors explain a substantial proportion
of the total variance (74.5%), suggesting that
the factor structure effectively summarises
the variability in responses and provides a
robust framework for analysing the key di-
mensions of gastronomic experiences and
their influence on eWOM intention.

Table 2. Eigenvalues and Total Explained Variance

o of Cumulative
Factor Eigenvalue | Explained o
. Yo
Variance
F1: Gastronomic Motivation — Authenticity and Locality 4.58 254 25.4
F2: Social and Emotional Experience 3.14 18.6 44.0
F3: Pre -Visit Information-Seeking Behaviour 2.1 13.2 57.2
F4: Post -Visit Evaluation 1.55 9.8 67.0
F5: Behavioural Outcome — eWOM Intention 1.22 7.5 74.5

Source: Author s research

Figure 1 presents the scree plot, which
graphically displays the eigenvalues in order
of the factors extracted in the factor analysis.
As can be observed, there is a clear inflecti-
on point (“elbow”) after the fifth factor, after
which the curve sharply declines and the va-
lues level off. This shape of the curve indica-
tes that the first five factors have significantly
higher eigenvalues compared to the others,
supporting their retention in the subsequent

analysis. After the fifth factor, the eigenva-
lues drop below 1.0, which is consistent with
Kaiser’s criterion, according to which only
factors with eigenvalues greater than 1.0 are
retained. The scree plot, therefore, visually
confirms the results of the explained varian-
ce table and demonstrates that the five-factor
model most appropriately describes the data
structure in this study.
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Figure 1. Scree Plot of Extracted Factors
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Table 3 presents the results of the mul-
tiple linear regression analysis, indicating
the impact of the four identified factors on
the dependent variable — eWOM Intention.
The coefficient of determination (R?=0.612)
suggests that the model explains 61.2% of
the variance in eWOM intention based on
the examined factors. The most influential
factor in predicting eWOM intention is F3
— Pre-Visit Information-Seeking Behaviour
(Informative Factor), with a standardised
coefficient B = 0.47 (p < 0.001). This result
indicates that tourists who actively seek in-
formation about gastronomic events prior to
their visit, particularly through online plat-
forms and social media, are significantly
more likely to engage in eWOM. The second
most significant predictor is F1 — Gastrono-
mic Motivation — Authenticity and Locality
(Motivational Factor), with B = 0.29 (p =
0.002). This finding confirms that tourists
motivated by the authenticity and cultural
value of local gastronomy are also more inc-

lined to share their experiences online. F4
— Post-Visit Evaluation (Evaluative Factor)
had a positive but non-significant effect on
eWOM intention, with p = 0.11 (p = 0.175).
Although this factor captures tourists’ refle-
ctions on their experiences and their poten-
tial impact on eWOM, the influence was not
statistically significant in the current model.
F2 — Social and Emotional Experience (Se-
condary Motivational Factor) demonstrated
the lowest impact, with = 0.08 (p = 0.295),
indicating that the emotional and social di-
mensions of the gastronomic experience do
not play a statistically significant role in pre-
dicting eWOM intention in this study. Ove-
rall, the findings suggest that pre-visit infor-
mation-seeking behaviour and gastronomic
motivation are the strongest predictors of
eWOM intention, emphasising the importan-
ce of digital engagement and perceived aut-
henticity in shaping tourists’ online recom-
mendations.
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Table 3. Results of the Multiple Linear Regression Analysis

. B (Standardised i i
Independent Variable (Factor) Cocfficient) t-value p-value

F1 — Gastronomic Motivation — Authenticity and

Locality (Motivational Factor) 0.29 3.12 0.002
F2 - Soglal and Emotional Experience (Secondary 0.08 1.05 0.295
Motivational Factor)

F3 - Pre-Y151t Information-Seeking Behaviour 0.47 543 <0.00]
(Informative Factor)

F4 — Post-Visit Evaluation (Evaluative Factor) 0.11|1.36 0.175

Coefficient of Determination (R?): 0.612

Source: Author s research

Discusion

In this study, which explored the relation-
ship between various aspects of the gastro-
nomic experience and tourists’ intention to
recommend a destination through electronic
eWOM, the regression analysis results indi-
cate a significant connection between speci-
fic motivational and behavioural factors and
eWOM behaviour. Specifically, the results
show that the greatest influence on the in-
tention for eWOM 1is exerted by the factor
“Awareness and Digital Behaviour Prior to
the Visit” (B = 0.47, p < 0.001), suggesting
that tourists who actively seek information
online, read reviews, and follow gastrono-
mic content on social media are more likely
to leave a digital trace in the form of a re-
commendation after their visit. The second
most significant predictor is the factor “Ga-
stronomic Motivation — Authenticity and Lo-
cality” (B = 0.29, p < 0.01), supporting the
notion that tourists motivated by the cultural
value of local food and traditional flavours
are also more inclined to share their positive
experiences online.

These findings can be interpreted within
the context of current trends in tourism, whe-
re gastronomy has become a central compo-
nent of the destination experience and digital
communication plays a key role in dissemi-
nating recommendations and shaping the
destination’s image. However, while these
results are statistically significant, it is im-
portant to emphasise that regression analysis

only reveals the presence of linear relation-
ships and does not necessarily imply cau-
sality. Other factors, such as personal value
systems, experiences with service staff, visu-
al presentation of food, or social influences,
may further modify eWOM behaviour but
were not included in this model. Furthermo-
re, although the assumptions of normality,
linearity, and homogeneity of variance were
satisfied, it is worth noting that the analysis
does not account for potential non-linear re-
lationships or interactions between factors,
which could be a direction for future rese-
arch. The study is limited to gastronomic
events in Vojvodina, and the results should
therefore be interpreted in the context of the
specific local culture, gastronomic offerings,
and the tourist profile of the participants.

Conclusions

This study aimed to examine the impact
of various aspects of the gastronomic expe-
rience on tourists’ willingness to recommend
a destination through electronic eWOM,
with a specific focus on gastronomic events
in Vojvodina. Based on the analysis of the
collected data, five factors were identified
that explain tourists’ motivations and beha-
viours in the context of gastronomic tourism.
Using factor and regression analysis, it was
determined that the greatest influence on
eWOM is exerted by the factor “Awareness
and Digital Behaviour Prior to the Visit,” in-
dicating that tourists who actively seek infor-
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mation, follow gastronomic content on social
media, and read reviews prior to arriving at
a destination are more likely to share their
experiences online. The factor ““ Perception
of gastronomic motivation - Authenticity and
locality” was also identified as a significant
predictor, reaffirming the importance of tra-
ditional and local food in forming a positive
experience and recommendation.

These findings indicate a strong conne-
ction between the perception of gastronomic
offer and digital communication in tourism.
Gastronomy is no longer merely an accom-
panying element of the tourism offer but
has become a central travel motivation and
a tool for building a destination’s image in
the digital space. The study confirms that
well-designed gastronomic events that com-
bine high-quality food, authenticity, social
interaction, and digital visibility have great
potential in creating positive tourist expe-
riences and encouraging eWOM.

Theoretical and Practical Implications

The findings of this research contribute to
the theoretical understanding of gastronomic
tourism as a multidimensional phenomenon
that encompasses tourist motivations, beha-
viours, and digital habits. The study shows
that eWOM is not an isolated activity that
occurs after the trip but a process that begins
prior to the visit during the information-see-
king phase. These results support existing
theoretical models in which gastronomy is
interpreted as a means of communicating
the cultural identity and values of a desti-
nation. At the same time, the study expands
the existing literature by linking elements of
online behaviour with gastronomic motivati-
on, indicating new directions in the study of
digital tourism.

From a practical perspective, the results
have important implications for designing
tourism marketing strategies and developing
gastronomic events. Tourism organisations,
local communities, and event organisers sho-
uld place greater emphasis on digital visibi-
lity before, during, and after the event. Pro-
moting authentic gastronomy through social

media, collaborating with food bloggers, and
creating interactive content can significantly
influence eWOM activity. By investing in
well-designed gastronomic programmes that
combine tradition, social experience, and
visual appeal, destinations can significantly
enhance their recognition, competitiveness,
and reputation in the digital environment.
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