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ABSTRACT: An authentic, regional dishes as part of the culture of a people is an impor-
tant segment in the development of tourism. The paper analyzes the food groups, known 
as cold appetizers, served at the beginning of the meal, so often affect the establishing 
of the first impression about gastronomy of visited destination among tourists. Although 
they have label of hors d’oeuvres and they introduce in the meals, they often are eat-
en with a good drink and company, for fun. Their task is to open appetite by their appear-
ance and structure, but not to satiate the guest, so they are characterized by small por-
tions. This paper aims to analyze the current situation of offer of authentic Vojvodina cold 
appetizers in tourist restaurants in Novi Sad. The research was conducted a on sample of 
thirty facilities in order to determine the current state of offer structure with a focus on 
authentic hors d’oeuvres.
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INTRODUCTION

Food is an important tool in the tourism industry (Hall and Mitchell, 2000), which 
in order to continue to develop and grow, had to offer something different, such as na-
tional, regional and local dishes as a reflection of the culture of the people (Kearns and 
Philo, 1993). In this paper we analyzed group of “appetizers” whose the title itself indi-
cates that it is a food that is first served on the table and first is eaten in the meal, but also 
it is often consumed for fun. This group of meals with its versatility, color, appearance, 
smell and taste is aimed to promote appetite and therefore represents small meals or 
snacks, and either cold or hot they are considered as “instigators of appetite” (Tešanović, 
2008).
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This paper deals with authentic cold appetizers in the tourist and hospitality restau-
rants in Novi Sad. 

This paper aims to analyze the current situation of offer of authentic Vojvodina cold 
appetizers in tourist and hospitality restaurants in Novi Sad. 

The goal is to determine the structure of the offer with a focus on authentic hors 
d’oeuvres. 

LITERATURE REVIEW

In this section we will give a theoretical overview of elements that may be important 
for the recognition of the importance of authentic food offer in the hospitality industry, 
with a focus on cold appetizers, either it is about the type of foodstuff needed for prepar-
ing of or the way of preparing that is typical for the region.

Importance of authentic offer in hospitality industry for tourism development

Recognizing the importance of the connection between food and tourism, many 
tourism destinations are beginning to offer and promote their local specialties and 
cuisine (du Rand et al., 2003, Henderson, 2004, Kivela and Crotts, 2005, du Rand and 
Heath, 2006, Hashimoto and Telfer, 2006, Okumus et al., 2007, McKercher et al., 2008) 
through the formation of a unique offer within their restaurants.

Every city, region and country have historical, cultural and other specificities and 
traditions, whose restaurants unless they are subjected to modernization, may be the 
best reflection and the image of a nation and the region where they lived and still live 
(Gajić, 2008) .

The literature on restaurants with national motifs has already proved that service us-
ers who visit restaurants with national motifs often seek authentic national, cultural ex-
perience (Gaytan, 2008; Ghirardelli, 2004; Sukakakamala and Boyce, 2007; Roseman 
2006; Villanen, 1999, Wood and Munoz, 2007). Sukalakamala and Boyce (2007) explain 
that service users are more interested in the authenticity of the food but the overall at-
mosphere. They want to learn about different cultures during a visit to the national res-
taurant (Tsai Lu, 2012).

The concept of authenticity is considered as an important factor in attracting guests 
(Boyle, 2003 Molz, 2004; Sims, 2009; Sims, 2010). Guests seek “authenticity “, hoping 
to experience not only the authentic dishes, but also expand their cultural knowledge 
(Lego et al., 2002; Lu and Fine, 1995; Molz, 2004).

Ebster and Guist (2004) point out that visitors to the national restaurants evaluate 
difficult an authentic cultural experience, but if they get a positive impression of the na-
tional restaurant, it is likely that they will return to such a restaurant.
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Features of cold appetizers

Appetizers, which are the subject of this study, are small dishes, which are prepared 
from a variety of food. They are an introduction to lunch or dinner, and as such, the au-
thors state that they need to meet to the following criteria:

–– to favorably affect the client (the first course as an introduction should not up-
stage or dominate the main course)

–– to be in perfect harmony with the next meal (concept of refinement, value, quan-
tity, quality , taste and consistency of nutrients)

–– to apetizze ( a large variety of ingredients, color, settings of dishes)
–– to contribute to patience of guests, while waiting for the main course,
–– to permit to serve is profitably used (Tešanović, 2009).

In order to stimulate the appetite and the body properly uses nutritional values, the 
Portico (2011) reported that cold dishes must meet the most important senses, in the fol-
lowing manner:

–– eyesight by beauty and proper color matching;
–– sense of smell by refined pleasant smell and 
–– sense of taste.

Authors classify cold appetizers by the partaking of food into the following sections 
and subsections:

–– delicious hors d’oeuvres (shrimp, slams, caviar, asparagus, artichokes);
–– ordever and snacks - national appetizers ( Serbian appetizer, Bosnian, Macedoni-

an, Slovenian, Vojvodina, French);
–– complex cold salads as appetizers (Russian salad, French, Italian, Waldorf, chicken);
–– cold appetizers of cured meats (Njegusi ham, Dalmatian smoked ham, pork loin 

- ham, beef ham, smoked ham, variety of salami);
–– cold appetizers from river and marine fish, seafood and crabs (salmon tartar, 

mashed cod, oysters on ice, octopus salad);
–– cold appetizers of fruit and vegetables (celery salad, asparagus, prosciutto with 

melon, kiwi stuffed with red caviar, avocado stuffed with crab);
–– Dairy products - cheese as hors d’oeuvres (Serbian cheese, cream, trappist, em-

mentaler, gorgonzola);
–– cold appetizers of eggs (eggs stuffed with caviar, poached eggs in aspic, eggs 

stuffed with chicken salad, egg mayonnaise, eggs casino);
–– Other cold dishes (steak tartare, beef salad, veal loaf brain, neat’s tongue, cold 

veal frikando, veal tongue, carpaccio, etc.). ( Tešanović , 2009 , the Portić , 2011).

Authentic products with geographical indications in Vojvodina

For preparation of cold appetizers, different agricultural and food products are used. 
For the development of tourism and hospitality in offer of cold appetizers there may be 
attractive foods with designation of origin under the Low of Geographical Indications 
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(“Off. Gazette of RS”, no. 18/2010). In the Republic of Serbia geographical indications is 
right that protects: name of origin and geographical indications of products (Dragoje-
vic, 2005).

Name origin is the geographical name of a country, region or place that identifies 
the product that comes from it. The quality and specific properties of those products are 
completely or partially conditioned by the geographical environment, including natural 
and human factors. They are produced, finished or processed in a certain limited area. 
A geographical indication is a geographical name, the use of which means that a given 
product comes from a particular country, region or place. Geographic indications are 
used to mark the natural, agricultural, craft and industrial products and domestic prod-
ucts (Dragojević, 2005).

Indications as distinctive signs are used to mark goods and services originating 
from a particular geographical location. In our country, the area of intellectual prop-
erty rights in recent years, in terms of legislation has gotten considerable attention, and 
the regulations in this area are fully complied with international and European legisla-
tion. Products with geographical indications are easier to sell, at higher prices, and to a 
greater extent, because such products in the minds of consumers induce the idea about 
top quality or special features which such products have in general ( Marković, 2000; 
Tešanović & Koprivica, 2007; Manigodić, 2008; Kalenjuk et al., 2010; Kalenjuk et al., 
2012a; Kalenjuk et al., 2012b).

Miladinović and Varga (2011) reported that the product bearing a protected designa-
tion of origin induces an idea of ​​superior quality or special features which is in the in-
terest of the national economy and regional development (Kalenjuk et al., 2012). Among 
the products that are ingredients for cold dishes, in Vojvodina protection origins have: 
Sremski kulen, Sremska domaća kobasica, Sremska salama, Petrovska klobasa (Kalen-
juk et al., 2012a), Somborski cheese and Ečki šaran. In other regions the share of propri-
etary products is much better. Whether this small number of proprietary products is in 
offer of hospitality facilities will be shown by this paper.

Classification of dishes by origin recipe by which theyare prepared

Generally all the food you can find in offer of catering facility based on its origin is 
classified into: local, national and international dishes, which was applied in the analysis 
of offer, too. Local meals are meals that are created in certain households or are the spe-
cialties of certain restaurants or are recognized in one city and are made of authentic lo-
cal food. The dishes are sets of regional dishes that have taken root in the wider territory 
of a country, no matter where they came from once upon a time, as well as dishes cre-
ated on the territory (Tešanović, 2011). While international dishes are already well-es-
tablished and accepted dishes of various world cuisines and dishes that are well-known 
around the world (Tešanović, 2009). These dishes are classified into a great deal of gas-
tronomic literature and offer international restaurants (Tešanović et al., 2009, Kalenjuk 
et al., 2012).
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METHODOLOGY

The survey was conducted in Novi Sad during the 2012. In Novi Sad there are a to-
tal of 226 restaurants involved in the production and service of food and beverages, of 
which 57% (125 objects) are restaurants and the rest are fast food outlets, pizzerias, pas-
try shops and the like.

The survey was conducted in thirty objects on the sample of 323 different cold ap-
petizers. Survey did not include the national cuisine restaurants, like Chinese restau-
rants. The research results were obtained by: the use of different local and foreign liter-
ature sources; fieldwork (observation and interviews), statistical and graphical analysis 
of data and method of criticism. Calculation and graphical illustrations used the appli-
cation program for personal computers Microsoft Office Excel - version 14.0.4760.1000.

RESULTS AND DISCUSSION

Analysis of the cold side dishes by type of foodstuff

Analyzing hors d’oeuvres by the type 
of foodstuff for their preparation, it was 
found that the largest share of the offer 
have dishes made of meat with a share of 
50%. Those are mainly appetizers of del-
icatessen of various types, followed by 
dairy products, with a share of 22% (chees-
es, mostly foreign over domestic cheeses).

Cold appetizers from fish, crustaceans 
and mollusks, have a share of 9 % (salm-
on is dominant), and entrees of freshwater 
fish, which is typical for the climate of Vo-
jvodina, almost are not offered.

Cold appetizers from vegetables are 
represented with a share of 3% (salads) , 
and the combination of different types of 
food of vegetable and animal origin with 
a share of 3%. It was concluded that cold 
appetizers of eggs (i.e. eggs casino) is not 
an option.

Overall structure of cold appetizers by 
type of foodstuff for their preparation is 
shown in Figure 1.

During the research it was expected 
that the most common foods in offer of 

Cold appetizers from fish, crustaceans
and mollusks

Cold appetizers from meat and
meat products

Cold appetizers from dairy products

Cold appetizers from combined food

Cold appetizers from vegetables

9%

63%

22%

3% 3%

Figure 1. Structure of cold appetizers by 
the type of food
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cold appetizers, are of animal origin. As a reason for this, we can mention the culture of 
the local population, who largely consume foods of animal origin.

It is noticed that only one restaurant offered marked dishes of vegetarian origin, 
while a number of restaurants can offer no food intended for visitors with special die-
tary needs.

Analysis of cold food appetizers with protection of origin

Analyzing the overall offer of restaurants, it has been observed that there are no cold 
appetizers from products with protection of geographical indications. The offer includes 
sausage, but no indication of its origin of production.

As stated Tešanović and Koprivica (2007) offering products with designation of or-
igin to guests, we let them know that the product has a certain quality, then there is an 
option to buy it and take it with them and thus we affect another form of consumption. 
Of course, this requires an additional impact on all economic authorities to increase 
the number of proprietary products and thus influence the awareness of the quality of a 
number of authentic agricultural, food and gastronomic products.

Analysis of cold appetizers according to origin of recipes  
by which they are prepared

Analyzing the shares of appetizers ac-
cording to origin of recipes, it was found 
that international dishes are dominant 
with a share of 65.63 % (n = 212, min = 
0, max = 23, X = 7 , σ = 6,59, Cv = 94,14) 
(mousse of goat cheese with arugula, steak 
tartare, smoked salmon, Caesar salad), and 
authentic local dishes with only 18.26 % (n 
= 59, min = 0, max = 11, X = 2 , σ = 2,56, 
Cv = 128) (refection “Diližansa”, refection 
Sokače, refection “Paprika”, Vojvođanska 
dask , etc.), among which the largest vari-
ations are observed on offer within the an-
alyzed objects.

National and regional dishes are repre-
sented with a share of 16.09 % (n = 52, min 
= 0, max = 6, X = 2 , σ = 2,16, Cv = 108) 
(aspic, greaves, cream). In Vojvodina, en-
trees are prepared with a variety of food 
products: cheese, cured meats (Vojvodi-
na ham, sausage, bacon), eggs and dough. 
One of the most famous cheeses in Vojvo-
dina is famous Mokrin cheese (Vujicic, 

Figure 2. Structure of the cold 
appetizers recipes by origin of recipes

Cold appetizers prepared by
authentic recipes

Cold appetizers prepared of
national and regional origin

Cold appetizers internationaly known

66%

18%

16%
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2004), and unless it there are: cottage cheese, Sombor cheese, cheese in “slices”, samokiš, 
Pivnički sir and spreading cheese “sirdik”, Bećarski sir, etc. (Totović 1974, Hadži- Zarić, 
2010), which should be found in the offer.

Overall structure of offer of cold appetizers according to type of recipes by which 
they are prepared is shown in Figure 2.

Such findings suggest that local, authentic, and national and regional cold starters 
are in the lack in offer of hospitality and tourism facilities of Novi Sad, and various au-
thentic products which may be of interest to foreign tourists are not sufficiently exploit-
ed.

The structure of offer of authentic cold appetizers as well as of regional and nation-
al starters requires supplement up to the amount of share of at least 30% of the total bid, 
then the structure would be considered satisfactory.

CONCLUSION

Based on conducted research of the authenticity of cold appetizers in the hospitality 
and tourist facilities of Novi Sad and studied local and foreign literature in terms of their 
importance to the tourism industry, we came to the following conclusions:

–– Analyzing the foodstuff needed to prepare hors d’oeuvres, it is found a high share 
of food products of animal origin that is associated with the habits of the popula-
tion. Foods that are used to prepare cold appetizers are pretty uniform, they are 
used for preparation of relatively similar or same dishes in most restaurants (buf-
fets and combined salaries). 

–– The offer does not show any food intended for people with special needs. 
–– Products with the origin indications represent a huge potential for the formation 

of the unique gastronomic offer, but their participation in the offer of hospitality 
and tourism facilities is unsatisfactory. Protecting a number of agricultural, food 
and gastronomic products and offering of it in hospitality industry can influence 
additional form of consumption through the purchase of these products which 
tourists can take with them. 

–– Most facilities try to be in step with the competition when it comes to variety of 
international delicacies without emphasizing creativity and uniqueness by offer-
ing authentic, homemade dishes, but neither national and regional dishes. In the 
increasingly competitive world of hospitality, each hotel should strive for the cre-
ation of unique, authentic bid to differentiate from each other, where the local, au-
thentic and unique foods can have a huge impact on the truism development and 
it should get more attention in the future.

Acknowledgement

The paper is part of project III-46009 and III-46005 financed by the Ministry of Ed-
ucation, Science and Technological Development of Republic of Serbia, which we thank.



94 Researches Review DGTH | 43-1, 87–96, 2014

LITERATURЕ

Boyle, D. (2003), Authenticity: Brands, Fakes, Spin and Lust for Real Life. Flamingo, 
London, UK.

Dragojević, Z. (2005): Geografske oznake porekla u svetlu vlasničke transformacije, In-
telektualna svojina za sve. Zavod za intelektualnu svojinu. Beograd.

du Rand, G.E., Heath, E. (2006), Towards a framework for food tourism as element of 
destination marketing. Current Issues in Tourism, 9(3), pp. 206–234.

du Rand, G.E., Heath, E., Alberts, N. (2003), The role of local and regional food in des-
tination marketing: A South African situation analysis. Journal of Travel & Tourism 
Marketing, 14 (3/4), pp. 97-112.

Ebster, C., Guist, I. (2004), The role of authenticity in ethnic theme restaurants. Journal 
of Foodservice Business Research, 7 (2), pp. 41–52.

Gajić, T. (2008), Dunavske čarde u turističkoj i gastronomskoj ponudi Novog Sada, 
Zbornik naučnog skupa 1, Savremene tendencije u turizmu, hotelijerstvu i gas-
tronomiji, PMF, Novi Sad.

Gaytàn, M.S. (2008), From sombreros to sincronizadas: authenticity, ethnicity, and the 
Mexican restaurant industry. Journal of Contemporary Ethnography, 37/3, pp. 314–
341.

Girardelli, D. (2004), Commodified identities: the myth of Italian food in the United 
States. Journal of Communication Inquiry, 28 (4), pp. 307–324.

Hall, C.M., Mitchell, R. (2000), We are what we eat. Food, Tourism and Globalization. 
Tourism, Culture and Communication, 2(1), pp. 29-37.

Hashimoto, A., Telfer, D.J. (2006). Selling Canadian culinary tourism: branding the 
global and the regional product. Tourism Geographies, 8(1). pp. 31–55.

Henderson, J.C. (2004), Food as a tourism resource: A view from Singapore. Tourism 
Recreation Research, 29 (3), pp. 69-74.

Kalenjuk, B., Tešanović, D., Rudić, LJ., Korbatfinski, M., Gagić, S., Vuksanović, N. 
(2012): Gastronomski potencijali severne Bačke u funkciji gastronomskog turizma. 
Zbornik radova Departmana za geografiju, turizam i hotelijerstvo, 41, PMF, Novi 
Sad, 337-349. 

Kalenjuk, B., Tešanović, D., Korbatfinski, M., Gagić, S., Vuksanović, N., Petrović, M., 
Ivkov, M. (2012a), Products with origin and their significance for the development 
of gastronomic tourism in Vojvodina. Trends and challenges in food technology, nu-
trition, hospitality and tourism, 2nd International Professional Conference Proceed-
ings, November 16th–17th 2012, Ljubljana, Slovenia, pp. 349 – 358.

Kalenjuk, B., Tešanović, D., Škrinjar, M., Đeri, L. (2012b), The importance of authentic 
food in the development of the culinary tourism in Vojvodina. 1st Belgrade Interna-
tional Tourism Conference 2012: Contemporary Tourism - Wishes and Opportuni-
ties, March 22-24, 2012. College of tourism. Belgrade, pp. 293-300.

Kalenjuk, B., Tešanović, D., Škrinjar, M., Vuksanović, N. (2011): Gastronomski potenci-
jali Vojvodine u funkciji razvoja turizma. Zbornik radova Departmana za geografiju, 
turizam i hotelijerstvo. PMF, Novi Sad.



95Researches Review DGTH | 43-1, 87–96, 2014

Kalenjuk, B., Vulić, G., Tešanović, D. (2010), Pozicioniranje zaštićenih slovenačkih gas-
tronomski proizvoda u turizmu. Zbornik radova Departmana za geografiju, turizam 
i hotelijerstvo, 39, PMF, Novi Sad, str. 232 – 247.

Kearns, G. Philo, C. (1993): Selling places, The city as cultural capital, past and present. 
Pergamon Press. Oxford.

Kivela, J., Crotts, J.C. (2005), Gastronomy tourism: a meaningful travel market segment. 
Journal of Culinary Science & Technology, 4(2/3), pp. 39–55.

Lego, C.K., Wood, N.T., McFee, S.L., Solomon, M.R. (2002), A thirst for the real thing in 
themed retail environments: consuming authenticity in Irish pubs. Journal of Food-
service Business Research 5 (2), pp. 61–74.

Lu, S., Fine, G.A., (1995), The presentation of ethnic authenticity: Chinese food as a so-
cial accomplishment. The Sociological Quarterly, 36 (3), pp. 535–553.

Manigodić, M., Manigodić, Đ. (2008): Oznake geografskog porekla. Pravni život br. 
13/2008, Udruženje pravnika Srbije, Beograd.

Marković, M. (2000): Pravni i ekonomski značaj geografske oznake porekla. Izbor ob-
javljenih radova stručnjaka Zavoda 1920-2000. Zavod za intelektualnu svojinu, Be-
ograd.

McKercher, B., Okumus, F., Okumus, B. (2008), Food tourism as a viable market seg-
ment: it’s all how you cook the numbers! Journal of Travel & Tourism Marketing, 
25(2), pp. 137–148.

Miladinović Z., Varga S. (2011):Pravna zaštita oznaka geografskog porekla roba i uslu-
ga. Časopis Ekonomika poljoprivrede, 58, Institut za ekonomiku poljoprivrede, Be-
ograd. 

Molz, J.G., (2004), Tasting an imagined Thailand: authenticity and culinary tourism in 
Thai restaurants. U knjizi: Long, L.M., Culinary Tourism. The University Press of 
Kentucky, Kentucky, pp. 53–75.

Okumus, B., Okumus, F., McKercher, B. (2007), Incorporating local and international 
cuisines in the marketing of tourism destinations: the cases of Hong Kong and Tur-
key. Tourism Management, 28(1), pp. 253–261.

Portić, M. (2011): Gastronomski proizvodi. Prirodno-matematički fakultet. Univerzitet 
u Novom Sadu.

Roseman, M.G. (2006), Changing times: consumers choices of ethnic foods when eating 
at restaurants. Journal of Hospitality & Leisure Marketing 14 (4), pp. 5–32.

Sims, R. (2009). Food, place and authenticity: local food and the sustainable tourism ex-
perience. Journal of Sustainable Tourism, 17(3), pp. 321-336.

Sims, R. (2010). Putting place on the menu: the negotiation of locality in UK food tour-
ism, from production to consumption. Journal of Rural Studies, 26, pp. 105-115.

Sukalakamala, P., Boyce, J.B. (2007), Customer perceptions for expectations and accept-
ance of an authentic dining experience in Thai restaurants. Journal of Foodservice, 
18 (2), pp. 69–75.

Tešanović D., Kalenjuk B., Blešić I. (2009), Struktura gastronomske ponude na salašima 
i njen uticaj na razvoj seoskog turizma. Turističko poslovanje, 4, str. 103-110. 

Tešanović D., Koprivica M. (2007), Influence of quality definition of regional gastro-
nomic products on formation of touristic offer of Serbia. International Participation 



96 Researches Review DGTH | 43-1, 87–96, 2014

Conference, Recognisable national gastronomy-tourist potential, Bled, Slovenia, pp. 
217-223. 

Tešanović, D. (2009): Gastronomski menadžment. Visoka hotelijerska škola. Beograd.
Tešanović, D. (2011): Osnove gastronomije za menadžere. Prirodno-matematički 

fakultet. Univerzitet u Novom Sadu.
Tsai, C.T., Lu, P.H. (2012), Authentic dining experiences in ethnic the me restaurants. 

International Journal of Hospitality Management, 31, pp. 304–306.
Villanen, S. (1999), Ethnic restaurants in Helsinki. Janus, 7, pp. 236–254.
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