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ABSTRACT
This study aims to identify the importance of local food for both the demand and supply sides and
to show how local food can be bounded with tourism development in the region. The data presented
are based on secondary and primary research. Secondary research includes the literature review and
content analysis of documents. The qualitative research included a questionnaire survey among guests
of the gastronomic establishments and entrepreneurs. Partial least squares variant of linear discriminant
analysis (PLS-LDA) and partial least squares (PLS) as an alternative to standard multivariate methods
were used to show the gastronomic establishments guests’ and entrepreneurs’ opinions on local
seasonal food and beverages. The opinions are moreover related to the economically driven interest
of guests and entrepreneurs. Based on the typical random variable source, data were gathered from
three Czech regions covering the scope of this study. The significant disputes between opinions on
local food and beverages are directly applicable in practice, including individual items.
Keywords
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Beverage, Local Food, Partial Least Squares, Praha, Středočeský Region, Tourism, Ústecký Region

INTRODUCTION
Food tourism is a fundamental element of regional culture, and, as an essential part of visitors’
experiences, it is a vital factor in regional development. Tourism can create jobs, attract foreign direct
investment, earn foreign currency, and stimulate national, regional, and local economic growth when
it is adequately supported by the state and is regulated as required.
In Organization for Economic Co-operation and Development (OECD) member countries, food
and beverage services account for up to 30% of total internal tourism consumption (DuPeyras, 2016).
The World Food Travel Association (WFTA, 2020) estimates that 7.2 out of ten travelers choose
their destination based on local food and beverage offer. Destination´s visitors spend about 25% of
their budget on food and beverages. Food travelers spend daily on average by 24% more than other
travelers. Eighty percent of all travelers research food and beverages while they are visiting the
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destination. Based on the above, it can be stated that local food and beverages play an important role
in destination selection and destination marketing (Seo, Yun & Kim, 2017).
The relationship between food and tourism promotes policies that improve economic and
social well-being. Food is a vital part of human culture and creativity, a significant element
of intangible heritage, and an increasingly important attraction for tourists (Dupeyras, 2016).
Gastronomy is one of the most important cultural expressions of human beings. The term
concerns all culinary forms, including those deriving from the traditional local cuisine. Food
and beverage, together with food culture practices and food heritage, are an integral component
of a tourist’s experience in the destination.
Gastronomy and food tourism is a factor of the regional agricultural and economic growth
through the development of small and medium-sized enterprises (SMEs) and contributes to the
development of the region (Kiráľová & Hamarneh, 2016; Mak, Lumbers, Eves, & Chang, 2012). It
is a scalable and cost-effective tool for local development that has the potential to strengthen identity,
increase appreciation of the environment, and promote the regeneration of the local heritage and local
economies. Tourism-related food production is, therefore, an essential mechanism for the economic
development of rural areas of the regions.
Various destination management organizations consider local food as a vital tourism resource
(Özdemir & Seyitoglu, 2017) and an essential part of the destination brand (Okumus, Kock,
Scantlebury & Okumus, 2013). Food is an essential factor in promoting local products (Okumus &
Cetin, 2018; Sidali & Hemmerling, 2014), it is one of the most shared attributes in social media (Law,
Buhalis & Cobanoglu, 2014), and if marketed on the right social media platforms (Viljoen, Kruger,
& Saayman, 2017), it can attract visitors to the destination.
In certain types of special interest tourism, food becomes a central motivation for travel (Hall &
Mitchell, 2001). Indeed, Hashimoto and Telfer (2003) note how food in tourism has developed from
being a necessity to become an additional “tourist experience” that may enhance the overall evaluation
of the travel experience. The maximization of economic linkages between local products and visitors
is, therefore, of great importance in maximizing the contribution of tourism to the development of the
regions (Hall, 2004). Food tourism can also be a tool for the economic development of those rural
areas with high unemployment and low socioeconomic status in the regions.
Almeida and Garrod (2017) highlight in this context the need for destination management
organizations to focus on the link between destination image and local food as marketing activities can
turn experience with local food from regular consumption into a higher level of personal experiences.
The qualitative development in the behavior of visitors, manifested in a “skilled consumption”
first mentioned by Scitovsky (1976) to fulfill their need for self-development or self-actualization
opens the possibility for regions in the field of food tourism development. Visitors are more
interested in paying for an authentic and fulfilling experience than in paying to own things. They
seek an enjoyable and educational visit to a destination (Goulding, 2002) while recreational
experience, heritage experience, and learning experience (Poria, Butler & Airey, 2004) including
fulfillment of emotional needs (Swarbrooke & Horner, 2007) can be defined, among others, as the
top motivations for visitation. Visitors’ motivations for visiting the particular region influence their
experience, level of engagement, and satisfaction (Falk & Dierking 2000). Boswijk, Thijssen, and
Peelen (2005, p. 2) define experience as a continuous process of activities “that provides meaning
to the individual.” Holbrook and Hirschman (1982, p. 32) point out the emotional part of the
experience that contains “a steady flow of fantasies, feelings, and fun,” similar to Czikszentmihalyi
(1975) or Gobe, Gob and Zyman (2001).
Experience consumption (Pine & Gilmore, 1999) is also undoubtedly associated with heritage
tourism (Chen & Chen, 2010). To be successfully marketed, the regions must provide experiences
based on co-creation and collaboration (Richards, 2012) between businesses and visitors; it must
encourage both parties to take an active part in the development and implementation of the experience
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(Prahalad & Ramaswamy, 2004). If the visitors’ percept the region as part of their heritage, they feel
emotionally involved with it. Emotional experience, moreover, leads to positive memories, which are
essential for the positive evaluation and repeat visitation. Local food can offer an emotional experience
to visitors who can feel the experience and understand the uniqueness of local food of the particular
region while enjoying and exploring its history and function (Graham & Howard, 2008; Henderson,
2016). Local food at a destination allows visitors to feel a sense of place as it is linked together with
geography, climate, authenticity, history, culture, and nostalgia (Bessiere, 1998; Jolliffe, 2016; Lee
& Scott, 2015). This experience can be intensified by providing conditions that support experience
creation to the visitors and so enable them to co-create their unique personal experience. Even if some
of the visitors may avoid eating local food, they can still be curious about the local food experiences
(Björk & Kauppinen-Räisänen, 2016). The study provided by Antón, Camarero, Laguna and Buhalis
(2019) following the previous study of Alderighi, Bianchi, and Lorenzini (2016), indicate that prior
experience with local food is positively related to the repeated visitation of the destination.
The main objective of this study is to identify the importance of the local gastronomy for both
the demand and supply sides while focusing on the offer of the local producers. The study focuses on
the differences between guests’ and entrepreneurs’ views on the offer based on the selected variables
covering the local gastronomy.
The descriptive PLS multivariate approaches were used for data processing. Such a class of
methods was initially introduced in econometry (Wold, 1975; Malec, 2013), but currently, the majority
of the rank of users includes distinct branches, e.g., chemical engineering and chemometrics. Although
they have eligible interpretational and stability properties covering the topic of collinearity within the
sets, only a limited number of applications can be found in the economy, especially in tourism. The
advantages of such approaches in comparison to the standard methods create it attractive candidate
tool for a specific data analysis.
BACKGROUND
Gastronomy is strongly influenced by the agricultural landscape and the environment in which are
the foods produced (Sage, 2005) because of the unique character of the regions (Yeoman, Brass &
McMahon-Beattie, 2007). As a result, there are differences in regional, national, and continental
levels about food when it comes to their production and consumption patterns that affect the supply
and consumption of gastronomic experiences. Within Europe, there are significant differences in
agricultural systems as industrial efficiency level is essential for food production in northern Europe,
while the “terroir” tradition dominates southern Europe (Parrott, Wilson & Murdoch, 2002). The
French term “Cuisine de Terroir” demonstrates the importance of preparation and consumption of local
foods. Shorter supply chain creates a fundamentally different type of relationship between producers
and consumers (Chossat & Gergaud, 2003). Cuisine Terroir is enriched with information about the
place of production, use, recipes and thus help develop a relationship between the visitors and the
region, contributing to increasing their expenditure on gastronomic products and have a multiplier
effect on regional economic development.
Watts, Ilbery and Maye (2005) argue that the purchase of goods on the market carries a high
level of personal interaction with alternative forms of value (economy of benefit), where there is an
essential moral content (overlap) transaction beyond the exchange of products for cash.
MAIN FOCUS OF THE STUDY
Enteleca (2000) defines local food and beverages as those produced or grown in the local area
or local specialties that have a local identity. Local food and beverages include fresh “farm gate”
sales products, regionally branded and locally produced products, and local specialties that
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are in some way distinctive to the region, or unique. Tourism and local food have the potential
for a symbiotic relationship (Hjalanger & Richards, 2002). It is typically crucial in rural areas
as the relationship between food and tourism represents a significant opportunity for product
development, marketing as well as for product diversification. Specialized local traditional food
and beverages create an opportunity for the development of regional rural tours, direct purchasing
from the farms, and specialized restaurant menus (Bessiere, 1998). In such circumstances, tourism
helps to create long-term relationships between visitors and producers as visitors often continue
to purchase local food and beverages from the visited region long after they have returned to
their homes (Mitchell & Hall, 2001).
Gastronomy and food tourism can create mutual dependence on several levels, and
influence the development and acceptance of the region and its cuisine by visitors. The main
advantage of gastronomy and food tourism is its ability to adapt and respond to the effects of
phenomena such as globalization, localization, or creolization, mainly because living culturerelated changes (Richards, 2002).
According to Yeoman and McMahon-Beattie (2016):
food tourism as a collective discourse binds farmer, producer, distributor, retailer, and consumer
together, thus providing stakeholders and communities a utopian vision of the future. Through the
creation of visions, political capital is created as political leaders see the opportunity to build dialogue
through shared purpose, i.e., the land, food, and the tourist. These are the elements of policy and
strategy which focus on the high-value tourist characterized by affluence and exclusivity. To the
food tourist, food is their identity. This identity is fluid and is shaped by authenticity and hedonistic
experiences.
The impact and benefits of food tourism for regions can include increased demand for foodrelated products, the building of brand loyalty, marketing intelligence for producers and suppliers,
educational opportunities for visitors and residents, regional and local employment, an extension of
the visitors’ stay in an area, more extensive distribution of spending, and protection of intellectual
property (Macleod, Robertson & Smith, 2010; Hashimoto & Telfer, 2003). However, according to
the results of the survey conducted by UNWTO (2017), food tourism is insufficiently promoted in
the regions.
The growing interest and demand from visitors for local products are very much rooted in the
changing patterns of tourism, particularly the growth of “special interest” (Hall & Mitchell, 2001)
tourism. As food has been recognized as an essential part of local culture and identity (Richards,
2002), trying out local food specialties may serve to enrich the overall experience of visitors seeking
to learn more about a different and authentic culture. Yeoman (2008) stated that “food is the new
cultural capital of a destination as if the culture has moved out of the museum to become a living
experience of consumption.”
Mak et al. (2012) define five factors affecting local food consumption: culture and religion,
socio-demographic factors, motivation, personality, and previous experience; some authors
(Duarte, O’neill, Liu & O’shea, 2013) consider quality and taste as significant factors affecting
the local food choice.
According to Horng and Tsai (2012), a cooperating network of stakeholders in the development of
gastronomy and food tourism must be designed to strengthen relations between the primary suppliers
while maximizing the effects of gastronomy culture and cuisine. Creating a network of food and drink
producers and offering an eating and shopping experience for visitors in authentic local promises
based upon high quality and unique product that is reasonably priced is the prerequisite for satisfied
visitors and as such a potential of the welfare of the regions.
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ISSUES, CONTROVERSIES, PROBLEMS
Local Food and Tourism
The food production industry is, together with agricultural production, one of the significant traditional
sectors of the Czech Republic´s economy. Predominant activity in the area of crop production is
the cultivation of cereals and oilseeds. Besides the crops, legumes, sugar beet, potatoes, hops, fruit,
vegetables, and vines are also cultivated. The country is self-sufficient regarding the production of
raw cow’s milk and beef. Sheep farming is a significant business activity, while quality lamb meat
or goat dairy products also extend the range of goods on the market. Pork is very popular; one-half
of the Czech families’ expenditure on meat goes to pork. The production of poultry and eggs are
decreasing in the last decade.
The Czech Ministry of Agriculture wants to ensure high quality, freshness, and health of domestic
food and helps to promote Czech products by using the “KLASA” and “Regional Food” designations.
The KLASA National Quality Label logo placed on the product packaging helps customers in better
orientation in identifying typical Czech quality products. The quality and composition of products
are assessed and controlled by the Czech Agriculture and Food Inspection Authority. The Regional
Food logo on the product packaging guarantees to the consumer that the final product is based on
local production and meet the most stringent European and national food quality requirements.
Products awarded with the Regional Food Label show uniqueness in comparison with conventional
products available on the market, whether it is a traditional recipe typical of a given region, an original
production process, or the use of a specific local raw material. The Ministry also gives support to
farmers’ markets, farm-direct food sales, local foods, Farm Festivals, and organic farming (MA, 2013).
Food tourism is an important economic sector and social factor, which has proved its
importance in maintaining the viability and sustainability of the regions. The preparation and sale
of traditional and local food is an integral part of tourism. It can create an added value, especially
for those visitors who are looking for new experiences, want to learn about the regional identity
and culture. Local gastronomy, local products, and local food and beverages are perceived as an
essential part of the local heritage. Local food can take over the role of the main attraction in the
region, contribute to visitors’ experience and satisfaction, and enable them to expand knowledge
or cultural capital (Choe & Kim, 2018).
The local food offer is seldom the act of one producer alone. Regional development with a
focus on food tourism depends on collaboration across interests and between public and private
parties (Henriksen & Halkier, 2015). It has to be mutually beneficial and market-oriented. The close
connection of the local food to the natural conditions and cultural traditions of a region, local food
can be used as a place symbol that links up with a sense of authentic place.
METHODOLOGY
The analysis is based on both primary and secondary research covering a stratified sample of
appropriate enterprises evaluated by using the selected experts. In this study, the gastronomic
establishments in Praha (PHA), Středočeský region (STC) and Ústecký region (ULK) were sampled
and further examined. These regions account for 28.3% of all gastronomic establishments in the
Czech Republic that offer traditional Czech cuisine. Based on Krejcie and Morgan (1970), and
including confidence 99% and margin of error 5%, the guests’ sample is estimated to 611 respondents.
The predominant proportion of them was surveyed in Praha (40.84%) and Středočeský region (40.57%),
followed by the Ústecký region. The questionnaire survey was conducted in the summer and autumn
months of 2017. The study is based on a 5-point Likert scale from 1 (strongly disagree) to 5 (strongly
agree). Because of both positive as well as negative significantly skewed data are exceptionally
outlying in the survey data, two transformations were used by natural logarithm for the entrepreneurs
and guests sets, separately. In the case of sample skewness > 2 , the simple formula was used
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y = log(x ) + 1 while if sample skewness < −1.7 , the variable (question) is transformed accordingly
using natural logarithm on the reversed scale, but at fixed value 5 instead of 1.
Although collinearity is a broadly discussed problem in the gastronomic input data (Vanhonacker,
Lengard, Hersleth & Verbeke, 2010; Banterle, Carraresi & Stranieri 2010), the PLS (also called
canonical covariance or intercorrelations analysis) technique is seldom used in tourism. The degree
of near-collinearity within the sets is measured via determinant of sample correlation matrices herein,
which values often fall below 10−30 , and variance inflation factor metric. The values of relatively
high within-sets relations demonstrate an unsuitable processing environment for standard multivariate
methods such as multidimensional analysis of variance, discriminant, or canonical analyses. Moreover,
to excellent asymptotic, interpretational, and stability properties of PLS, this range of methods testify
in favor applications as significant results are often reached in case of small-sample input data
compared to the number of variables (De Jong & Kiers, 1992). From the others, a minor effect on
the resulting coefficients by adding a variable to the one set should be mentioned. The coefficients
of PLS originate as a minimum norm solution for the subspace of solutions having the smallest length
(Malec, 2013). For this reason, in comparison to standard canonical correlation analysis, the resulting
coefficients do not exhibit exceptionally high and potentially outlying values. Despite to this facts,
the typical applications of PLS currently cover the disciplines distant from gastronomy and tourism,
e.g., spectrometry data on green tea ranking in the work of Yamamoto, Yamaji, Fukusaki, Ohno and
Fukuda (2008) and ecology to find relations between biotic indicators of surface water quality and
landscape properties (Nash & Chaloud, 2011).
The multivariate PLS variants utilize linear combinations of original variables called latent
variates (LVs). In comparison to canonical correlation analysis, the PLS algorithm ranges to define
a new coordinate system so that such a pair of coordinate systems is optimal in maximizing the
covariance of individual variables of the first data set to LV of the second set (Wold, 1975). Malec
(2016) discusses the functional relation for both PLS and canonical analysis. While in the case of
PLS-LDA, the distances between LVs are to be maximized, for partial least squares, the covariance
relations are in the area of interest. The results are interpreted for the significance of individual linear
combinations as eigenvalues (also covering their share), coefficients of linear combinations for the
relations among variables, and score as latent variate plot. In the situation of PLS-LDA for two sets,
eigenvectors correspond to mean differences of unit norm variables excepting the case where data are
logarithmically transformed (Malec & Kiráľová, 2018). In this study, the partial least squares results
are not influenced by the range of possible values due to standardizing the data.
Moreover, the eigenvalues are scaled using the sample size. The other ad hoc multivariate
technique, a principal component analysis (Krzanowski, 2000), was used to explain relations within
the sets of data as well as to measure the shared variance. The MATLAB 7.1 software platform, with
its Statistics toolbox and authors’ own-written programs considering especially the various matrix
decompositions, were applied.
Because PLS variants are predominantly applied in the descriptive sense, the two-dimensional
statistical inference is covered in this study. The descriptive statistics and t-tests for comparison
of mean differences for guests and entrepreneurs sets, as well as for revealing the significance of
correlation coefficients implying economic tasks, were used. Stars standardly express significance
in testing hypotheses on equality of means and the analysis of relations.
The differences between guests’ and entrepreneurs’ views on the offer based are examined on
the selected variables covering local food and beverages. Then the task was related to individual
economic interests.
The hypotheses of this study were defined as follows:
Hypothesis One: There are recognized significant disputes between guests’ and entrepreneurs’
opinions on local food directly applicable in practice, including individual items.
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Hypothesis Two: There are recognized significant disputes between guests’ and entrepreneurs’
opinions on local beverages directly applicable in practice, including individual items.
Hypothesis Three: The variety of economically driven interest in local food and beverages is proven,
covering individual tasks for visitation.
RESULTS
The first eigenvalue can express the relational pattern within the individual sets of guests for input
data, which for seasonal ingredients is approximately 3.296, i.e., it covers 27.46% of the variance.
Black salsify, turnip, asparagus, rhubarb, and Jerusalem artichoke are positively related to this range
of questions. In the case of locally produced beverages, the leading eigenvalue is 1.817, i.e., 36.34%
of the variance. Here, liquors, beers, and ciders are all the most positively related. The first issue
solved covers the dispute between entrepreneurs’ and guests’ opinions based on a few variables on
national gastronomy. The first task sounds “Which local seasonal ingredients do you choose a meal
from” opposite to “Do you offer meals from the local seasonal ingredients listed below.” Table 1
introduces the means (Mean) and coefficients of variation (Var) of the individual offer as well as the
dispute between guests’ and entrepreneurs’ opinions.

Turnip

Black Salsify

3.299

2.910

4.077

3.966

1.728

1.570

1.809

3.511

Var

0.540

0.507

0.240

0.402

0.445

0.470

0.260

0.275

0.593

0.606

0.656

0.368

Honey

Spinach

3.182

Jerus.
Artichoke

New Potato

4.119

Pumpkin

Mushrooms

2.381

Small Fruit

2.559

Rhubarb

Mean

Asparagus

Beetroot

Table 1. Descriptive statistics and results of PLS-LDA for individual questions

Descriptive statistics for guests’ opinion

Descriptive statistics for entrepreneurs’ opinion
Mean

2.727

2.455

3.941

3.384

4.001

2.969

4.131

3.906

2.138

1.845

1.872

3.351

Var

0.426

0.443

0.236

0.302

0.245

0.396

0.214

0.233

0.511

0.512

0.538

0.333

-0.190

0.215

0.747

0.063

0.057

-0.064

0.436

0.293

0.067

-0.171

**

**

***

***

***

Coefficients and t-test significance
LV#1

0.179

p-vala

**

a

0.079

**

The sample means are significantly distant with ***(p<0.001), **(p<0.05) or *(p<0.2)

Small fruits (raspberries, bilberries, and strawberries), new potatoes, and spinach are the most
demanded by the guests, opposite to the black salsify. Entrepreneurs offer new potatoes, mushrooms,
small fruits, and spinach opposite to black salsify and Jerusalem artichoke. The most variable is
Jerusalem artichoke, black salsify, and turnip from both sides, i.e., covering offer and demand. The
eigenvalue for PLS-LDA is approximately 0.989 covering the measure of the mutual distance between
two sets. The most different are mushrooms, turnip, and black salsify, which the entrepreneurs
overestimate all; similarly the beetroot and asparagus opposed to small fruit and honey, which are
more demanded by the guests. Here, the significance of the t-test in the processes of computations
covering variances of individual input variables.
Figure 1 demonstrates that guests are not largely different, covering individual opinions. On the
other hand, the entrepreneurs’ set was revealed many disputes. The results of the Středočeský and
Praha regions are distant; this is caused predominantly because, in the Praha region, pumpkin, turnip,
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Figure 1. Position of centroids for individual regions. Vertical lines mark location of the sets (Authors, 2020).

black salsify, and Jerusalem artichoke are more demanded. In the Středočeský region, asparagus,
turnip, and black salsify are less demanded while simultaneously more significant interest in small
fruits and new potatoes.
From Table 2 involving answers to “Do you choose drinks from local producers?” opposite to
“Do you offer products from local producers?”, it can be seen that guests are at the most demanding
Table 2. Descriptive statistics and results of PLS-LDA for individual questions
Wines

Beers

Ciders

Liquors

Herbal Teas

Descriptive statistics for guests’ opinion
Mean

3.563

3.393

3.373

2.535

2.856

Var

0.386

0.449

0.383

0.510

0.483

Descriptive statistics for entrepreneurs’ opinion
Mean

4.127

4.526

3.235

3.636

3.018

Var

0.256

0.187

0.394

0.327

0.446

Coefficients and t-test significance
LV#1

0.308

0.728

-0.076

0.602

0.089

p-val

***

***

*

***

**

a

a

The sample means are significantly distant with ***(p<0.001), **(p<0.05) or *(p<0.2)

wines, beers, and ciders opposite to liquors and herbal teas. Entrepreneurs are concerned about offering
beers and wines opposite to herbal teas. The most variable for guests is liquors and herbal teas; for
the entrepreneurs, it is herbal teas, ciders, and liquors. The dispute between guests and entrepreneurs
is very significant in this case, measured by the eigenvalue 3.909. Covering PLS-LDA, the most
distance between guests’ and entrepreneurs’ opinions are on demand for beers and liquors, which is
overestimated by entrepreneurs, followed by wines also significant for the individual t-test. Guests
are more demanding for ciders.
Figure 2 demonstrates that the opinions of the entrepreneurs are again more variable. In such
a case, the Ústecký region is distant. Covering the complete input data, this is primarily caused by
general less demanded wines, beers, and liquors in this region and more interest in herbal teas.
The second area of study examines guests’ opinions on the economic interest questions supported
by the local food using a partial least squares algorithm. The correlations are moreover analyzed for
the significance of a simple t-test. The first task sounds: “Which local seasonal ingredients do you
choose from” opposite to “If the gastronomic establishment offers seasonal food, then it will affect
my behavior subsequently.” In Table 3, there are introduced results of PLS. They reveal the first latent
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Figure 2. Position of centroids for individual regions. Vertical lines mark location of the sets (Authors, 2020).

variate with the corresponding first range of coefficients covers 58.6% of the variability, and the
second one for the second coefficients gathers 21.6%. The offer of asparagus and pumpkin the most
positively influence the guests’ interest, especially visitation with friends covering the coefficients
of the first latent variate. The p-values are in Table 3 expressed as a minimum of all pairs to the
other set variables. The coefficients of the second latent variate reveal the positive relation between
the offer of honey and spinach and visitation with friends opposite to spread the reputation of the
gastronomic establishment.
Table 3. First and second PLS coefficients

a

At least one correlation is significant with ***(p<0.01), **(p<0.05) or *(p<0.1)

The ratio of significant pairs of correlations at 0.05 is relatively low in this case, covering 10.4%.
Here, Středočeský region relational pattern is relatively different from others covering both economic
interest and various seasonal ingredients on the first latent variate (see Figure 3). The difference is
caused due to the opposite relation of the small fruits, beetroot, and honey to all economic interests
of the guests, especially willingly pay more and spread the reputation. Covering the second latent
Figure 3. PLS score plot (Authors, 2020)
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variate, the result for Středočeský region shows negative relations between pumpkin and Jerusalem
artichoke and willingness to pay more and positive relation to visitation with friends and spreading
the reputation. Praha region covering the second latent variate is more favorable to all seasonal
examined ingredients.
The second area of questions encompassing relations of input variables is for “Do you choose
drinks from local producers” and “If a gastronomic establishment offers beverages from local
producers, then it will affect my behavior as follows.” For the coefficients of the first latent variate,
the significance is 76.4%, and for the second, the share on variance gathers 13.7% (Table 4). Wines
and herbal teas’ offer increase the guests’ interests, especially in spreading the reputation and visiting
Table 4. First and second PLS coefficients
Regionally
Produced
Beverages
LV#1

Wines

Beers

0.714

0.055

LV#2

0.357

0.132

p-vala

***

Guests’ Interest

Come More
Times

Ciders

Liquors

0.276

0.290

-0.786

0.397

*
Willingly Pay
More

Come With
Friends

-0.281

Spread the
Reputation

0.512

0.430

0.477

0.571

LV#2

0.680

0.325

-0.399

-0.522

p-val

***

**

**

***

a

0.572
***

LV#1
a

Herbal Teas

At least one correlation is significant with ***(p<0.01), **(p<0.05) or *(p<0.1)

the gastronomic establishment more times. The p-values for pair of questions correspond primarily to
the outputs of PLS covering its coefficients. The second latent variate reveals that ciders are negatively
related to visiting more times the gastronomic establishment opposite to spreading the reputation.
The relations are relatively significant in this case, also measured by the proportion of correlations
significant at 0.05, which is 79.2%. Figure 4 introduces the score plot. The first latent variate describes
the most distant Ústecký region due to various covariance patterns encompassing wines and herbal teas,
which are more pronounced in connection to economic parameters, mainly to visitation with friends
and visiting more times. In the case of the second latent variate, Středočeský region is predominantly
distant due to relations of the ciders offer covering lower economic interests in gastronomic trends.
Figure 4. PLS score plot (Authors, 2020)
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CONCLUSION
Local food and beverages enhance the appeal of a region. Visitors who are seeking for nature and
local culture are also interested in sampling local food products and tasting authentic food and drinks.
More attention should be paid to the local food and beverages as they can add value to a region as a
whole and contribute to its development. Food tourism is not purely an income-generating activity
but also a cultural enhancement activity contributing to the tourism experience. It, therefore, needs
to be considered as an essential component of the marketing activities of a region.
The results of this empirical study demonstrate that both PLS-LDA and PLS methods lead to
direct answers to the hypotheses set, simultaneously being less sensitive to limitations of standard
multivariate approaches. They prove to be a valuable statistical analysis tool in tourism research.
These methods can be applied broadly to tourism issues covering gastronomic tasks extending the
previous discussion specifically in the context of the territories studied. The main results of this study
can be shortly summarized as follows.
Hypothesis One: There are recognized significant disputes between guests’ and entrepreneurs’
opinions on local seasonal ingredients, although the beverages’ task is more separated. The
most demanded local foodstuffs by guests are small fruits, new potatoes, and spinach opposite
to black salsify. The most different among guests and representatives of catering establishments
are mushrooms, turnip and black salsify for the entrepreneurs overestimated all, which offers. To
a lesser extent, this is also the case for beetroot and asparagus opposite to small fruits and honey.
Středočeský Region and Praha region show different results in the set of entrepreneurs. Praha’s
entrepreneurs favor pumpkin, turnip, black salsify, and Jerusalem artichoke. At the same time,
Středočeský region is demanding less asparagus, turnip, and black salsify with a simultaneous
higher interest in small fruits and new potatoes.
Hypothesis Two: There are recognized significant disputes between guests’ and entrepreneurs’
opinions on local beverages. Guests’ interest in drinks covering local producers’ offer is focusing
on wines, beers, and ciders opposite to liquors and herbal teas. The most overestimated offers by
entrepreneurs are beers and liquors, followed by wines. The results from the Ústecký region are
different in entrepreneurs set caused by less demand for wines, beers, and liquors in the region
and higher interest in herbal teas.
Hypothesis Three: The variety of economically driven interest in local food and beverages is proven.
It was revealed that asparagus and pumpkin as seasonal ingredients most positively influence the
guests’ interest, especially enhance the visitation of gastronomic establishments with friends.
Středočeský region behaves differently as herein, small fruits, beetroot, and honey are opposite to
all the economic tasks studied. The offer of the local wines and herbal teas increases the guests’
interest and positively affects the spreading of the goodwill and the reputation of the gastronomic
establishments what is reflected in repeated visits. Ústecký region shows different results due to
strong positive relation to similar beverages and including more economic parameters, especially
by a visit with friends and repeat visitation.
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