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Abstract: The study aims to show the essence and significance of culinary tourism that can 
become a key element in building the future development strategy of the analyzed area. The 
article has an empirical character and presents in its contents the analysis of selected results 
of research that were obtained during the implementation of the research project entitled 
“Prospects for the expansion of culinary tourism in Poland based on selected endemic pro-
ducts in the Podtatrze area”. The primary data was obtained through a quantitative study 
using surveys for which the questionnaire was the research tool. The questionnaire was di-
rected to a group of people who was a research sample, who at least once visited the studied 
region and purchased a culinary product. Conclusions from the study can be a starting point 
in defining future support areas and individual goals both in the strategic and operational 
dimension, thus ensuring sustainable and sustainable development of the tourist region.

Keywords: culinary tourism, development strategy, attractive tourist region, Podtatrze, re-
gional product

Streszczenie: Opracowanie ma na celu ukazanie istoty i znaczenia turystyki kulinarnej mo-
gącej stać się kluczowym elementem budowania przyszłej strategii rozwoju analizowanego 
obszaru. Artykuł ma charakter empiryczny i prezentuje w swych treściach analizę wybra-
nych wyników badań, które zostały pozyskane w trakcie realizacji projektu badawczego pt. 
„Perspektywy ekspansji turystyki kulinarnej w Polsce opartej na wybranych produktach en-
demicznych obszaru Podtatrza”. Dane pierwotne pozyskano w drodze badania ilościowego 
przy wykorzystaniu badań ankietowych, dla których narzędziem badawczym był kwestio-
nariusz ankiety. Kwestionariusz został skierowany do grupy osób stanowiącej próbę badaw-
czą, która przynamniej raz odwiedziła badany region i zakupiła produkt kulinarny. Wnioski 
z badania mogą stanowić punkt wyjścia przy definiowaniu przyszłych obszarów wsparcia 
oraz poszczególnych celów zarówno w wymiarze strategicznym, jak i operacyjnym, zapew-
niając tym samym zrównoważony i trwały rozwój regionu turystycznego.
 
Słowa kluczowe: turystyka kulinarna, strategia rozwoju, region atrakcyjny turystycznie, 
Podtatrze, produkt regionalny

 
Introduction

One of the trends emerging in 21st century tourism is the development of culi-
nary-inspired travel, which is influenced in particular by the expansion of culinary 
tourist facilities, the presence of numerous gastronomic events, initiating culinary 
tourist routes or offering culinary packages to modern tourists1.

Taking into account, on the one hand the observed trend, on the other hand 
revealed deficiencies in the defined support areas in current development strategies 
treating culinary tourism as one of the main elements of the tourism product ensur-
ing the continuity of tourism in the Podtatrze region, the authors set themselves the 
goal of showing the essence and importance of culinary tourism that can become 

1  A. Stasiak, Rozwój turystyki kulinarnej w Polsce. Kultura i turystyka – wokół wspólnego stołu, Uniwer-
sytet Łódzki, Łódź 2015, p. 145.
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a key element in building the future development strategy2 of the analyzed area. Us-
ing empirical research, it was decided to answer the following questions: Q1 Does 
Podtatrze have sufficient potential in creating a gastronomic product as an impor-
tant element of the region’s expansion strategy that will ensure its continuity of tour-
ist traffic? Q2 Is culinary tourism one of the main determinants of contemporary 
tourists’ travel to the Podtatrze region?

The conclusions from the research may become helpful in creating future plan-
ning documents, which is, among others development strategy defining the areas, 
goals and direction of intervention of the expansion policy initiated in the regional 
space of Podtatrze. It should also be remembered that the development strategy is 
currently perceived as an element of the new development management system, 
both in the local, regional and national dimensions, which in time is able to ensure 
an appropriate competitive position on tourist markets. 

1. Methodology of own research

The research results presented in this study were obtained during the imple-
mentation of the research project entitled “Prospects for the expansion of culinary 
tourism in Poland based on selected endemic products of the Podtatrze area”.

The growing importance of culinary tourism as an element of creating a modern 
tourist product in tourist destinations in the perspective of year-round tourism was 
a contribution to the subject of this study, which, according to the authors is an inter-
esting and current area of scientific interest of contemporary researchers. Despite the 
observed interest in the above-mentioned topics, unfortunately, there are no current 
research results analyzing the potential of culinary tourism in the Podtatrze area.

The detailed theoretical recognition of the studied problem made by the authors 
set out the content of the main research problem, which determined the architec-
ture of the research focused on the quantitative and qualitative approach to the es-
sence and importance of culinary tourism as an element of building the develop-
ment strategy of Podtatrze in the opinion of the respondents.

Using empirical research, it was decided to answer the following questions:
Q1 Does Podtatrze have sufficient potential in creating a gastronomic product 

as an important element of the region’s expansion strategy that will ensure its tourist 
continuity?

2  National Regional Development Strategy 2010-2020: regions, cities, rural areas, Ministry of Regional 
Development, Warszawa 2010; Małopolska Regional Operational Program, in: Local Development Strat-
egy of the Podhale Local Action Group; Draft Development Strategy of the Bukowina Tatrzańska Com-
mune for years 2015-2020, study by FRDL Małopolska Institute of Local Government and Administra-
tion, Bukowina Tatrzańska 2015; Development strategy of the City of Zakopane for 2011-2020, Zakopane 
2011; Development Strategy of the Małopolska Province for 2011-2020, Marshal’s Office of the Małopolska 
Province Department of Regional Policy, Kraków 2011.
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Q2 Is culinary tourism one of the main determinants of contemporary tourists’ 
travel to the Podtatrze region?

In order to answer the above questions and identify key areas related to the 
success of culinary tourism in the analyzed area, the authors conducted research 
using the diagnostic survey method using the survey technique and the tool which 
is the questionnaire. The adoption of the above identified research techniques has 
allowed to gather statistical material both in the form of quantitative and qualita-
tive data oscillating around views, assessments and value judgments. The research 
used a proprietary research tool, which consisted of three parts. In the first part, the 
respondents were introduced to the subject of the conducted research, the subjects 
were justified and the method of using the results was presented. A short instruction 
on how to complete the questionnaire ended the first part of the survey.

The second part of the questionnaire contained questions that allowed for 
achieving the research goal. The research tool included 15 questions in its content. 
All questions placed in the research tool were characterized by the nature of closed 
questions. In the third part of the questionnaire there were 5 questions that allowed 
to identify demographic features of the studied population.

The research was characterized by diagnostic and expert character. The research 
phases focus on the following issues, while outlining the seven phases of the re-
search process:

In the first phase, the authors reviewed the current literature on the subject 
(national and foreign references and sources of netography), using the Structured 
Literature Review (SLR) method. Taking into account the assumptions of the SLR 
method, additional auxiliary questions were defined, which the literature review 
was to answer, the databases were searched using the appropriate key and the the-
matic framework was identified, which will constitute the starting point for writing 
the theoretical part of the study and sketching the anatomy of the research process. 
Then, the research framework was defined, identifying the criteria for the classifica-
tion of individual publications, assuming a time horizon of no more than 12 months 
for the performance of works in this area. (Table 1).
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Table 1. The schedule of literature review in a time horizon of 10 months
Tabela 1. Harmonogram przeglądu literatury w horyzoncie czasu 10 miesięcy

Tasks Month of performance

The first stage of selection of the literature on the subject, 
defining auxiliary questions to which the review of the litera-
ture is to answer and indicating the criteria for accepting and 

rejecting the information obtained.

0-2

Full literature search (including the appropriate key) and 
bibliography management 2-4

Selection of literature items 4-5
Literature acquisition 5-6

Checking cited positions, quality assessment of sources 7
Material coding 7-8
Data synthesis 8

Analysis of the acquired material using the developed struc-
ture 8-9

Writing a report on literature reviews 10
Defining the future research path and questions 10

Source: Booth et al., 2012; M. Massaro, J. Dumay, J. Guthrie, On the Shoulders of Giants: Un-
dertaking a Structured Literature Review in Accounting, Accounting. Audit. Account, 2015, 
28, 267–284.

The second phase focused on practical research analysis and multidimensional 
synthesis oriented on scientific inference, which initiated the first stage of the pro-
cess of creating a proprietary research tool.

In the third phase, the authors specified the structure of the study group, which 
as a result included a social group that at least once visited the Podtatrze region and 
used the culinary tourism product during their stay. In this phase, the research tool 
distribution channel was also selected.

Phase IV of the research focused on sending out questionnaires. The study cov-
ered the period from March to June 2019. The survio.com platform was used to select 
the study group and the method of direct interview using the same research tool. 
296 correctly and thoroughly completed questionnaires were taken for final analysis, 
considering this sample size representative for further research. 152 questionnaires 
obtained via the Internet and 144 questionnaires obtained through direct research.

In phase V  the authors collected the results both online and directly and ar-
chived them.

Phase VI of the research process included two stages. In the first stage - the 
initial one was a summary of all the answers obtained (statistical processing stage), 
then in the second stage - the appropriate authors carried out a thorough analysis 
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and interpretation of the results obtained from the research questionnaires. For the 
purposes of inference in the data coding process, the developed structure was used 
using statistical tools in the Statistica v. 7.1. PL.

In phase VII - the last one, a research report was prepared together with a rec-
ommendation based on the conclusions drawn.

The research was conducted in March-June 2019. The research material was 
a social group that at least once visited Podtatrze and purchased a culinary tour-
ism product during their stay. The sample was taken in two channels (direct and 
indirect). To select the study group, the survio.com platform and random method 
were used. Finally, the study group [GB] reached the number of N = 296 subjects. In 
this study, due to quantitative and qualitative restrictions (dictated by the purpose 
of this article), the authors presented only part of the results of the research carried 
out as part of the project ”Prospects for the expansion of culinary tourism in Poland 
based on selected endemic products of Podtatrze”.

2. Research sample

In the study, the structure of the study group (Table 3) reflects the structure 
of the social group, which at least once visited the Podtatrze region and used the 
culinary tourism product during their stay in terms of sex, age, place of residence, 
education and income level. The people participating in the study were selected 
using a random method. The study was conducted in two channels using one re-
search tool, i.e. a questionnaire. The surveyed respondents were informed about the 
purpose of the research and how to use the results obtained (1st part of the research 
tool). The research process was carried out smoothly, and the very subject of the 
issues raised in the study met with interest of the respondents, which can be dem-
onstrated by the relatively short response time of the sample (3 months assuming 
the authors of the time horizon of this stage of research up to 5 months) and the 
thorough and correct completion of a larger number of questionnaires.

For further analysis, the authors took 99% of the questionnaires obtained 
(296/300 questionnaires). The structure of people who were included in the study is 
presented in the table below (Table 2). 
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Table 2. Demographic characteristics of the studied population in terms of sex, age, place of 
residence, education and income level 
Tabela 2. Cechy demograficzne badanej populacji pod względem płci, wieku, miejsca za-
mieszkania, wykształcenia oraz poziomu dochodów

SEX

Number of respondents Participation of respondents 
in %

Woman 172 58,1

Man 124 41,9

TOTAL 296 100,00

AGE

Number of respondents Participation of respondents 
in %

 18-27 96 32,3

28-40 157 53,0

41– 60 41 13,9

More than 60 2 0,7

TOTAL 296 100,00

PLACE OF RESIDENCE

Number of respondents Participation of respondents 
in %

City up to 50 thousand 
residents 43 14,5

City up to 50-100 
thousand residents 57 19,3

City of over 100,000 
residents 192 64,5

Village 4 1,4

TOTAL 296 100,00

EDUCATION

Number of respondents Participation of respondents 
in %

 College 226 76,4

Secondary 62 20,9
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Primary 2 0,7
Vocational 6 2,0

TOTAL 296 100,00

INCOME LEVEL

Number of respondents Participation of respondents in %

1530-2000 (net) 29 9,8

2001-3500 (net) 92 31,1

3501 – 5000 (net 129 43,6

Over 5000 (net) 46 15,5

TOTAL 296 100,00

Source: own study based on conducted research.

3. Results and discussion

In the opinion of the authors, it can already be concluded from the second-
ary research and participatory observation that Podtatrze has significant potential 
in creating culinary tourism. However, to confirm the thesis that “the Podtatrze 
Region has sufficient potential in the area of building a region’s development strat-
egy using the tool that is culinary tourism through selected regional products”, the 
authors used the results of research, which are only part of the conducted survey 
Perspectives of the expansion of culinary tourism in Poland based on selected endemic 
products of the Podtatrze region.

The surveyed respondents were asked about the motives of tourist arrivals in 
the Podtatrze region. The respondents were able to indicate a maximum of three 
motives that prompted them to visit the analyzed region. As much as 90.2% of re-
spondents indicated learning about tradition, culture, including regional cuisine. 
As we can see in the obtained results, this motive of visits was the most frequently 
indicated factor, becoming in the opinion of the respondents an important deter-
minant of the choices of destinations of contemporary Poles. Only a factor such as 
the possibility of relaxation and rest was indicated more often by respondents – such 
answer was given by 94.9% of respondents. The third most frequently marked an-
swer was the possibility of visiting – 47.6% of respondents marked this answer. Op-
tions with the least number of indications were: sports (9.1%), business trips (3%) 
and religious travel (3%). The detailed data on the results obtained are presented in 
the table below (Table 3).
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Table 3. Themes of tourist arrivals in the Podtatrze region 
Tabela 3. Motywy przyjazdów turystycznych w rejon Podtatrza

Theme Number of an-
swers Participation in %

The opportunity to relax and rest 281 94,9
Getting to know the tradition, culture, in-

cluding regional cuisine 267 90,2

The possibility of sightseeing 141 47,6
Experiencing nature 72 24,3

Cultural events, i.e. concerts, festivals 45 15,2
Visiting family and friends 35 11,8

Doing sports 27 9,1
Business trips 11 3,7

Pilgrimages, visiting places of worship 9 3
Other 0 0 %

Source: own study based on conducted research.

The conducted research also indicates that the vast majority of tourists visiting 
this region are looking for new flavors during their travels – this was the answer 
given by as many as 91.6% of respondents (271 people). When asked which of the 
Polish regional cuisines, according to the respondents, are the most popular and 
enjoy their greatest interest, as many as 97% of respondents answered that Silesian 
cuisine, followed by the cuisine of the Podtatrze region (91.9% of indications). The 
Podtatrze cuisine at the same time is one of the most popular of regional Polish cui-
sines. The last places, according to the indications, were taken by cuisine of Kresy 
(Easter Borderlands) (3.7%), Mazurian cuisine (2%) and Galicja cuisine (1%). The 
detailed data are presented in the table below (Table 4.). 

Table 4. Ranking of the popularity of regional cuisine
Tabela 4. Ranking popularności kuchni regionalnych 

Type of cuisine Number of 
answers Participation in %

Silesian cuisine 287 97
Podtatrze cuisine 272 91,9

Kashubian and Pomeranian cuisine 139 47
The Beskid Mountains cuisine 114 38,5

Wielkopolska cuisine 26 8,8
Mazovian cuisine 17 5,7
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Kresy (Eastern Borderlands) cuisine 11 3,7
Mazurian cuisine 6 2

Galicja cuisine 3 1
 
Source: own study based on conducted research.

The respondents were also asked whether the Podtatrze region has sufficient poten-
tial in the sphere of creating a culinary tourism product. The surveyed tourists had the 
following answer options to choose from: yes, no, I don’t know. As we can read from the 
results obtained, as many as 98.3% of respondents (291 responses) say that the analyzed 
area has a recognizable, original culinary product that can be one of the main pillars of 
building the development strategy of the Podtatrze region. The vast majority of respond-
ents, because only 1.7% (5 answers), believe that the area under analysis does not have 
such potential at all. No one indicated the answer – „I do not know”.

The conducted research also confirms the thesis adopted at the very beginning 
by the authors of the study that the presence in the analyzed area of such diverse, 
original and more and more popular regional cuisine products contributes to the 
tourist attractiveness of the Podtatrze region, thus becoming an increasingly fre-
quent tourist destination. As in the previous question, the respondents had three 
variants of answers available: yes, no, I have no opinion. As the results obtained in 
the author’s survey indicate the vast majority of respondents 96.6% (286 respons-
es) agree with the above statement. Only 3.4% of respondents (10 responses) gave 
a negative answer. None of the respondents gave the answer „I have no opinion”.

The research also shows that the majority of respondents consider the Podtatrze 
region as an attractive tourist and culinary place. According to 90% of respondents, 
the region has the potential to create culinary tourism. Also, the vast majority be-
lieve that regional products can significantly contribute to the region’s attractiveness 
(97.6% of respondents, i.e. 289 people). Based on the answers obtained (respond-
ents could give any number of indications), it can be seen that the most recogniz-
able among the respondents of the Podtatrze region’s culinary products is oscypek 
(95.7%), kwaśnica (72.9%), bryndza (54.3%) and plum brandy (48.6%).

Three of the last four items, with a  score of 7.1%, were haluski, żentyca and 
borscht on whey and ribs. Hruba baba3 (4.3%) turned out to be the least popular 
product among the respondents.

3  Hruba baba is a highlander’s potato cake.
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Conclusion

The overriding principle of building effective development strategies for con-
temporary attractive tourist regions should be those components of the tourism 
product that are in practice the basis for making tourist destination choices for cur-
rent and future tourists. As the obtained results of both primary and secondary re-
search indicate, one of the key elements in building the future development strategy 
of the analyzed area should be the culinary product being one of the main elements 
of creating a long-term competitive advantage.

Reviewing the key issues in the strategic process of the campaign in the field of 
creating culinary tourism, the authors identify seven key areas affecting the success 
of culinary tourism as part of building an effective regional development strategy 
for the coming years.

1. Specifying the culinary product as a  leading product in the development 
strategy of the Podtatrze region, which is an important part of the cultural identity 
of the highlanders living in these areas.

2. Specification of the culinary product as a leading product in the develop-
ment strategy of the Podtatrze region, which is an important part of the cultural 
identity of the highlanders living in these areas 

3. Promotion of regional products that are an important element of the Cu-
linary Heritage of the Tatra Mountains, seen from the perspective of a strong local 
brand.

4. Cooperation between interested parties. Involvement of a number of enti-
ties for the consistent implementation of the adopted strategy and initiating promo-
tional activities in the discussed area using the existing cooperation triangle, i.e. the 
public sector, business sphere and residents.

5. The use of a  comprehensive marketing (market) approach in the field of 
regional product management. Issues related to leadership, the appointment of 
a separate team whose task will be to create culinary tourism in the studied area.

6. Acquiring EU funds for the promotion of culinary tourism.
7. Qualitative communication. 
8. Improving tourist perception in the area of the Podtatrze regional product brand.
Summing up the above considerations, we should be aware that there are many 

regions in Poland that have the potential to create this type of tourism, which helps 
build strong development strategies. One of them is the Podtatrze area, perceived as 
one of the most-visited regions of the country by tourists, due to numerous natural 
values, folklore, monuments, local cuisine, music and tradition cultivated with re-
spect for generations.

An important element of highlander’s culture is the cuisine of Podtatrze. Most 
products identify very strongly with their place of manufacture. They are an insepa-
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rable part of the cultural heritage and are closely connected with tradition. Oscypki 
known and sold in various parts of Poland brought Podtatrze huge fame spreading 
all over the country. Every tourist visiting a Tatra town must try this product be-
cause it tastes much better in the mountains.

Summing up the above considerations, it can be stated that Poland has great po-
tential in the creation of culinary tourism. National cuisine itself is served in most 
Polish restaurants - in most cards you can see the Silesian roulade, Polish soups 
or dumplings. This is an important factor in creating the area’s brand, building its 
development strategy and taking actions to promote the area. According to the au-
thors, the Podtatrze region must not forget about this potential in formulating the 
future strategy of its expansion.
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