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Abstract. This article explores the potential of gastronomic festivals in Udmurtia. The current
crisis in the tourism industry caused by the pandemic can be used as a point of growth for do-
mestic event tourism. For regions that do not have the opportunity to enjoy a long holiday sea-
son due to their geographical position, a gastronomic festival may be a good option of a week-
end break full of cultural experience. Despite a good choice of event-based gastronomic festi-
vals in Udmurtia, residents and guests of the capital seem to know very little about them. The
most famous "World Dumpling Day" festival held in Udmurtia since 2015 has become a brand,
and yet, is not a full-fledged tourist product. The venue has been the same for 5 years, the fes-
tival events can't boast of a great variety either. The festival program is released late, which
doesn't help travel companies to sell this event to tourists. As a result the interest and number
of visitors drops every year, which is confirmed by the media content analysis. Over the past
two (2018/2019) years, the number of positive reviews has also decreased significantly. A
change of location and proper event promotion can revive the festival and make it a point of
attraction for residents and guests of the capital alike. To determine the tourist opportunities of
gastronomic festivals in the region, a face-to-face, individual, one-step expert survey was con-
ducted. The survey respondents mentioned that not all gastronomic festivals in the region
might have the potential for growth — it may make more sense to define two or three most in-
teresting products and promote them. A pilot online questionnaire survey conducted among
residents of Russian regions brought up a low level of awareness across country's residents
about their resource potential, as well as lack of professional regional gastronomic brands
promotion.
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TYPUCTUYECKUA NOTEHLUAN TACTPOHOMMUYECKUX ®ECTUBANIEN B YAMYPTUU

(KEMC ®ECTUBANA «BCEMWUPHbINA AEMMINHI )

B cmamee paccmampusaromca 2acmpoHomuyeckue ghecmusanu 8 Yomypmuu. CospemMeHHbIl
Kpu3uc 8 mypucmcKkoli ompacnu, 8bi380HHbIU naHoemuell, MOXHO UCMO0Mb308AMb KAK MOYKY
pocma 005 8HympeHHe20 cobbimuliHo2o mypusma. 14 peauoHos, He UMerou,UxX 803MOMHCHO-
CMU 0MKpPbIBAMb KYpOpMHbIL Ce30H 8 cusy ceoux eeoepaghuyeckux ocobeHHocmell, 2acmpo-
HOMuYecKuli hecmusanb MoXem cmame npussekamesnbHbIM 0mMObIXOM 8bIXOOHO20 OHA.
Ommeyaemcs, Ymo HecMomps HA pPasHoobpasue cobbimuliHbIX 2aCMPOHOMUYECKUX hecmu-
saseli 8 YOMypmuu 20poxcaHe u 2ocmu cmosuuybl 0 HUx He 3Harom. Camelli uzeecmmHoili 2a-
cmpoHomuyeckuli pecmusans «BcemupHbili 0eHb nesabMeHs», nposooumsili 8 Yomypmuu ¢
2015 200a u cmaswuli yy#e 6peHOOM He A879emcA NOAHOUEHHBIM MYypPUCMCKUM Poo0yKMOoM.
Mecmo nposedeHuUs — HEU3MEHHO yxe Ha npomsaxceHuu 5 nem. decmusans He omauvyaemcs
paszHoobpazuem rposodumseix meponpuamul. poepamma gpecmusasns rnoseasemcs docma-
MOYHO 030HO, YUMo AuWaem mypucmu4ecKue KOMIAHUU 803MOXHOCMU Mpoodasdams 3mom
gecmusanb mypucmam. UHmepec K cobbimuro exxe200HO ocaabesaem. 3mo noomeepioa-
tom pesynemamesl nposedeHHo20 KoHmeHm-aHanusza CMMW. 3a nocnedHue 0s8a 200a 3HAYU-
mesibHO COKPamusocCh KOAUYeCmao rnonoxumesnsHo OKpaweHHbix nybaukayull. B 2018 u 2019
22. OHU HOCAM npeumywecmeeHHo Kpumuueckuli xapakmep. CMeHa A0KAyuU U 2pamomHoe
npoodsuxceHue crnocobHb! peaHuUMupos8ames hecmusasns U cO0enams e2o MoYKol NPUMAXCEHUs
20poxaH U 2ocmeli cmonuysl. [aa onpedeneHUs mypucmcKux 803mMoxHocmel 2acmpoHomU-
yeckux ghecmusaneli 8 pe2uoHe 6bisa NPosedeH 0YHbIl, UHOUBUOYAAbHbIU, 00HOMYpPOBbIl 3KC-
nepmHsoili onpoc. B xo0e onpoca pecnoHOeHMbl ommemusu, Ymo He 8ce 2aCMpPOHOMUYECKUEe
thecmueanu 8 peauoHe umerom riomeHyuasa pocma. Heobxooumo 8bibpame 08a-mpu cambix
CUnbHbIX NPodyKma u npodsuzame ux. luaomHelli aHKkemHbIl oHAAUH-0MPOC, NposedeHHbIl
cpedu rumenell pe2uoHO8 Poccuu rnoKaszasn Hedocmamo4Hyo 0ce8edoMaeHHOCMb xcumesnel
CMpaHbl 06 UX PecypcHOM nomeHyuadsae U He00CMAMOYHOM MPOOBUMEHUS 20CMPOHOMUYe-
CKUX pe2UOHas1bHbIX bpeHOos.

Knrouessle cnoea: cacmpoHomuyecKuli gpecmusadsns, omobix 8b6IX00H020 OHS, 2aCMPOHOMUYe-
cKuli mypusm, ghecmugasnbHsili mypusm, cobbimue, HO8aA hopma mypusma

Ana uutnpoBaHuA: PorosmHa 3.P. TypucTMyeckunii NnoTeHumMan ractpoHomMmyeckmx pectmusaneit B Ygmyp-
Tuun (Kelc dpectnsana «BcemmpHblit gemnanHr») // Cepsuc 8 Poccun u 3a pybexkom. 2020. T.14. Ne3. C.
145-152. DOI: 10.24411/1995-042X-2020-10310.
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Gastronomic tourism is considered to be of
high potential in travel and hospitality industry.
Apart from leveraging existing regional resources
and potential gastronomic tourism may be kept
popular through event gastronomical activities
[1, 2, 3-5]. Gastronomic festivals prove to be-
come a dynamically evolving new type of tourism
— weekend breaks.

Udmurtia as a region can offer a few gas-
tronomic holidays at the same time. The above
mentioned "World Dumpling Day" festival, which
has become Republic's signature event. The fes-
tival has got a clear association with "Udmurtia —
the homeland of dumplings!" across the region.
Another republican festival "Pest-fest" is held in
the Kez district on the third Saturday of May.
This holiday is a tribute to the tradition of the
Northern Udmurts, who used to eat field horse-
tail. Don't forget the berry festival "Uzy Bory"
(July 13th, 2019, Syumsinsky district), the Repub-
lican folk festival "Perevozinsky saline" (August
3d, Votkinsky district), the international festival
of Finno-Ugric cuisine "Byg-Byg" in the Sharkan-
sky district in the village of Starye Bygi (July 6-
7th). "Byg-Byg" was held in Udmurtia for the
sixth time. Taban Fest is another open air sum-
mer festival, which has become an annual event
(Sharkan land, in the estate of Tol Babaya). Last
year Taban Fest changed its format slightly — it is
now held together with Ectonics and is meant to
be a festival and fair for audiences of 6- 60 years
old. There's also a trio of traditional gastronomic
holidays in August-Honey-Apple-Nuts Spas. The
Republican mushroom festival "Gubi-fest" held
on September 14tt in the Yar district has been
enjoyed by visitors twice.

Most of those festivals are not only fo-
cused on gastronomic aspects, but also provide
cultural insights, promote environmental care,
offer sports and entertainment activities. In 2019
"Taban Fest" was run together with the Udmurt
pop group "Ectonics", turning it into a weekend
open air festival. While having a master class on
cooking a traditional Udmurt dish — tabani, one
could enjoy modern Udmurt pop and rock music,
dance or practice yoga in the fresh air.
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Festivals as a phenomenon of social and
cultural life are an important part of shaping out
of the region's image and the development of its
economy. Taking into account the specifics of
gastronomic events, Den V. G. and Gomilevskaya
G. A. [12] suggested a project based approach in
event management of a culinary festival.

Project management of a culinary festival
involves various types of social partnerships
based on cooperation and mutual consideration
of the interests among all project participants. As
a rule, festival organization is based on the prin-
ciples of public — private partnerships using a le-
gal form of investment partnership (I.T.) [21]. As
a result of contractual relations, social partner-
ship makes it possible to increase the efficiency
of the resource used, create a balance of inter-
ests of participants from the position of socializa-
tion of the market economy. Social partnership
also requires coordination with regional and lo-
cal authorities, including ensuring the safety of
festival participants and timely actions by the
Ambulance, Emergency services, and police.

At the stage of concept development, the
event theme, goals and objectives are highlight-
ed. This stage becomes the starting vector that
determines the direction of the organizing
team's work. It should be noted that the effec-
tiveness of the festival depends primarily on its
uniqueness and timing. Research shows that a
number of culinary festivals have similar themes
and are often held simultaneously, which reduc-
es their effectiveness and attractiveness. The
mismatch of the festival organizers, representa-
tives of business and government leads to the
festivals overlapping with each other. For exam-
ple, in 2019, this happened with the festival of
historical reconstruction "Rus Druzhinnaya" and
the gastronomic ethno-festival "Taban Fest.",
held jointly with the Udmurt pop group "Ecton-
ics". Both of them took place in Udmurtia in the
period from the 12th to the 14th of July, 2019.
"Rus Druzhinnaya" — the 13th-14th of July, and
"Stern-fest" — the 12th-13th of July. Each of the
festivals simply did not reach its audience.

The planning process for a culinary festival
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includes market research, consumer analysis,
product and service characteristics, a promotion
plan, and a clear schedule with a detailed pro-
gram. The experiences of organizing festivals
show that there are high requirements for mar-
keting, including the creation of a thematic site,
maintaining accounts on social media, etc. The
Dumplings Festival, which has already become a
brand in Udmurtia, has a good marketing com-
ponent. It is very actively promoted through so-
cial media such as Vkontakte, Instagram, as well
as traditional Republican media.

The next stage of preparation for the festi-
val is making a list of participants and it's deter-
mined in accordance with the chosen theme.

The stage of drawing up a tasting plan can
be considered as an opportunity to invest in the
image of the manufacturer's company and its
products. This requires careful calculation of the
amount of raw materials and finished product
needed for tasting.

The next stage is to prepare the site and
provide the material and technical base (tech-
nical equipment, lights, furniture, pavilions,
stands, props); refrigeration equipment; equip-
ment for storing and conducting master classes;
dishes and auxiliary equipment. This stage is one
of the most important and requires preliminary
preparation. The unpopularity of some gastro-
nomic festivals among the residents of the re-
gion is due to the lack of a prepared site and in-
frastructure. For example, the Byg-byg festival is
held in the village of Starye Bygi in the Sharkan-
sky district of Udmurtia. The absence of roads
makes this festival a holiday only for the resi-
dents of nearby villages. The bus with tourists
can't go there. Amateur tourists in cars, too. As a
result, unfortunately, this festival cannot be
called a tourist product.

Hereinafter, the definition of budget. This
stage includes: preparation of estimates and
search for sources of funding, which are usually
the organizers, registration fees of participants,
and sponsorship. This stage is the final stage in
the project management system of the festival
and is closely related to the choice of the organi-
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zational and legal form that determines the sys-
tem of relations between the festival organizers.
In this regard, the most interesting was the "Ta-
ban Fest", 2019. It became the first environmen-
tal festival in Udmurtia, where the sale of street
food in disposable plastic dishes was banned and
separate waste collection was organized. The
General partner of the event was a Regional op-
erator for waste management in the Udmurt Re-
public — the company "Spetsavtohozyaystvo".

Thus, a systematic approach to organizing
a gastronomic festival involves a wide range of
actions, and an insufficient level of preparation
for at least one stage can lead to negative con-
sequences, reduced effectiveness and even fail-
ure of the festival.

A study was conducted to determine the
potential of gastronomic festivals in the region:

e Research methodology — expert survey.

e Interaction with respondents — face-to-
face interview.

e Number of experts at a time — individual
survey (11 as total).

e Approving expert assessments — one-step
process.

e Selection — targeting.

The respondents included representatives
of business, in particular tour operators: 6 ex-
perts out of 11; government (Ministry of national
SD policies, Management of tourism develop-
ment and tourist activities of the Ministry of UR
economy): 2 experts; municipal cultural institu-
tions: 1 expert; public organizations: 2 experts.

Respondents were asked to answer several
guestions. One of the key issues is their opinion
about the well-known festival in Udmurtia —
"World Dumpling Day". This festival is led by the
initiative of the Ministry of national policy of the
Udmurt Republic in partnership with the group
of companies "8 people". "World Dumpling Day"
has been held annually since 2015 as part of the
development of the brand "Udmurtia-the home-
land of dumplings!» and is aimed at developing a
positive image of the region, recognition of the
Republic beyond its borders, and promotion of
national Udmurt culture.
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The festival is a silver medalist of the na-
tional awards "Russian Event Awards" and
"Eventiada Awards". The souvenir of the festival
is @ winner of Grand Prix of all-Russian contest
"Tourist Souvenirs" in the nomination "Souvenir
of the event" (2016), tourist route "Dumplings
weekend" received the first place in the nomina-
tion "the Best event of the tourist route" in the
final of the all-Russian tourism award "route of
the Year 2016", in January 2017, the Festival has
become a winner of the national prize of public
relations development "Silver Archer".

The festival is held annually for 2 weeks at
various venues in the Republic. The final event
takes place on the Central square of Izhevsk on
the second Saturday of February.

At the end of 2017, 35 thousand people
visited the Festival's events. During the Festival,
a record was set for the largest number of dump-
lings eaten in one place, namely 74,059 dump-
lings. In turn, the producers of the products sold
7 tons of dumplings.

Experts' opinions on this event proved to
differ. All respondents — 100 percent — agreed
that the festival is a bright event in the region
and it's positioning improved, i.e. its organizers
managed to create a brand "Udmurtia — the
homeland of dumplings" among the residents of
the Republic. As a result, the interest in dumpling
products and the number of manufacturers dra-
matically increased.

When asked about the promotion of the
festival, 90,9 percent of respondents, which is 10
people out of 11, admitted that the festival
shoild have more competent promotion though.
The event program appears very late, and there
is no comprehensive promotion strategy. The
organizers are not interested in selling the festi-
val and therefore there is no clear interaction
with businesses, journalists, and bloggers. The
organizers of the event (1 expert out of 11),
however, say that the festival has no problems
with promotion and attendance. The organizers
confirm, that information about the upcoming
event is posted on the website of the Ministry of
national policy of the UR, on the website of the
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Head of the UR. As for the foreign tourists, in-
formation about the region's gastronomic events
is available in the second catalog "Russia — not
only football. Summer festivals" — a guide on
summer festivals and holidays that introduces
foreign tourists not only to the bright cultural
events, but also helps them navigate the sights
of the regions. For further trip planning, the cata-
log contains links to official travel portals.

Most of the experts — 7 to be precise,
which is 63.6 percent, say that the festival would
benefit from some changes in the event program
and location. The traditional program of the”
Dumpling festival” includes master classes in
making dumplings, basketball with throwing im-
provised dumpling balls into the ring, and dump-
ling eating races. According to respondents, this
program should be updated annually, as the fes-
tival lacks a zest. In addition, it is more appropri-
ate to hold the festival not in Izhevsk, but in the
Igrinsky district, from where the dumplings came
along the Siberian highway thus blending two
stories into a single event.

Some experts — 36.4 percent, said that the
“Dumplings festival” has never pursued tourist
goals. The purpose of the festival is to educate
and harmonize ethnic relations. This goal has
been achieved.

Speaking about the tourist opportunities of
Udmurt gastronomic festivals, all respondents
(all 11 experts) — 100 percent — say that there is
potential in Udmurtia. Udmurtia is a multina-
tional Republic. Cuisine brings people together.
Udmurtia can attract tourists from neighboring
regions with protected forests, clean rivers and
lakes. We need to promote national cooking cus-
toms.

72.7 percent of respondents believe that
regional tour operators know the structure of
work in the tourism industry and are experts in
tourism. They can sell any product. To do this,
one needs to make it a tourist destination. The
Department of tourism needs to understand
what type of tourism to develop in the region
and work together with representatives of the
business community in this direction. We need
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to strengthen the strong! Not all food festivals
have the same growth potential — we need to
choose two or three best festivals and promote
them.

18.2 percent of respondents said that there
should be many festivals. Each district has some-
thing to surprise its neighbors with. There are
berry places, there are mushroom places. The
more often citizens will go out for the weekend in
the districts to the festivals, the more friendly and
united the population of the Republic will be.

Thus, the experts conclude that it is quite
difficult to sell gastronomic festivals as an inde-
pendent product, they require careful organiza-
tion and preparation, so they should be a part of
the overall marketing of the territory or a specific
tour route.

The "World Dumpling Day" gastronomic fes-
tival, which has been held in Udmurtia since 2015
and has already become a brand, is not a full-
fledged tourist product. The concept of the event
is the harmonization of interethnic and intercul-
tural relations, promotion of Udmurt culture. The
venue has been unchanged for 5 years. Several
venues are involved in the festival. The main
events are held on the Central square of Izhevsk.
The festival does not differ in the variety of
events. The festival program appears late, which
makes it impossible for travel agencies to use the
festival as a tourist event. Necessary: change the
location of the festival, update the program of
events, coordinate the program with business
representatives, and promote the festival among
local residents and guests of the capital.

In recent years, according to the partici-
pants and guests of the festival, there has been a
decrease in interest in the event. This is con-
firmed by the results of another study conducted
in 2019.

Research methodology: content analysis of
mass media.

This is a quantitative analysis of a large text
array followed by a qualitative interpretation of
its contents. Media content analysis was con-
ducted in two stages. At the first stage, a front-
end content analysis was performed. The analy-
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sis revealed more than 15 online publications
that mentioned the Dumpling festival on their
pages from 2015 to 2019. Key words and phrases
were used as semantic units: dumplings festival,
dumplings fest, world dumpling day, homeland
of dumplings, Udmurt dumplings, etc.

At the second stage, a RAID analysis of the
materials "Udm-info", "Izhevskinfo", "Susanin",
"Udmpravda", "lzh.kp", "Gorodfm", "Udmtv",
"Izhlife", "Ntv.ru", "Kp.ru", "Strana.ru",
"Myudm.ru", "d. kvadrat", "Izh24.ru ""Glazov-
news" and others. A total of 202 publications
were analyzed.

Media content analysis showed that in
2015 and 2016, media publications were positive
or, very rarely, neutral. Since 2017, the number
of positive publications in regional media has
been reduced by about 20 percent. Criticism is
increasingly found on the pages of publications.
Over the past two years (2018-2019), only re-
gional media have shown interest in the event.
Publications are mostly neutral or critical. There
is also no genre variety of publications. Informa-
tional materials predominate. These are mostly
notes or announcements of events. Reports are
extremely rare — only two publications. There are
no analytical materials at all.

This confirms the conclusions and recom-
mendations made during the expert survey. The
annual dumplings festival, which has become a
brand and secured the status of "homeland of
dumplings" for Udmurtia, requires a serious up-
date and revision of the program. Changing the
location and proper promotion can revive the
festival and make it a point of attraction for citi-
zens and guests of the capital.

Further, in order to study in more depth
the potential demand for gastronomic festivals in
the regions of Russia, a sociological study was
conducted, which resulted in a rating of attrac-
tive gastronomic regions.

The problem is to determine gastronomi-
cally attractive regions of Russia.

Type of research — intelligence, pilot.

The method is an online questionnaire blitz
survey.
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Timeline — the survey was conducted in
two stages: in November 2018 and June 2019.

The selection is spontaneous.

The target audience is residents of Russian
regions (lzhevsk, Votkinsk, Glazov, Kambarka,
Moscow, Kazan, Samara, Belgorod, Ufa, Mur-
mansk, Chita), mainly residents of Udmurtia — 70
percent.

The total number of respondents is 82. The
gender ratio is dominated by women — 60%, men
- 40%.

Psychographic portrait of respondents —
men and women from 20 to 47 years old, study-
ing (students) or working, have a higher educa-
tion or are receiving it. The income level is aver-
age. Mostly residents of the city (90 percent).
60% of respondents have a family with children.
Do not have a permanent partner — 40 percent.

Hypothesis of the research is: the most fa-
mous gastronomic region is the Caucasus, while
the least known gastronomic region is Udmurtia.

The study confirmed the hypothesis. The
second part of the hypothesis was partially con-
firmed. Out of 56 residents of Udmurtia, only
one person put their Republic in the first place.
18 people put Udmurtia in the last place, all of
them local residents. For 14 respondents, Ud-
murtia was not among the 5 known gastro-
regions at all.

The "Russian" Caucasus became the leader.
Respondents singled it out for kebabs and meat.
In second place — the far East (fish, caviar). Next,
Crimea for its fine wines. Fourth place — Ta-
tarstan. On the fifth line are the cities of the
Golden ring (Suzdal, Kostroma, Veliky Novgorod),
Kaliningrad, and Udmurtia.

Bashkortostan, Tver region, and Krasnodar
territory were also included with the top 10 gas-
tronomic regions.

All this indicates a lack of awareness of the
country's residents about their resource poten-
tial and insufficient promotion of regional gas-
tronomic brands. In particular, even half of the
surveyed residents of the Republic do not know
their regional brand — "Udmurtia — the homeland
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of dumplings".

So, as a result of the research, it was found
that the gastronomic festival has an impact on
the development of tourism in the region, the
formation of a positive image of a tourist desti-
nation. It is very difficult to sell a gastronomic
festival as an independent product, so it should
become a part of the territory's marketing

The dumpling festival, which has been held
in Udmurtia since 2015 and has already become
a brand, is not a full-fledged tourist product. The
main concept of the event is the harmonization
of interethnic and intercultural relations. The
festival does not differ in the variety of events
held. The festival program appears late, which
makes it impossible for travel agencies to use the
festival as a tourist event. The festival needs to
be reanimated. This is confirmed by the results
of an expert survey and content analysis. Chang-
ing the location and proper promotion can actu-
alize the festival and make it a point of attraction
for citizens and guests of the capital.

In the organizational aspect the gastro-
nomic festival is a complex product requiring
technology phased planning, from selecting the
theme of the concept, identifying the target au-
dience, concerted actions of organizers and co-
ordinators of recruitment, training, special
equipment, to food tastings. Despite the variety
of event-based gastronomic festivals in Udmurtia
(in July and August — they are every second
weekend), citizens and guests of the capital do
not know about them.

Gastronomic festival can become an attrac-
tive way to travel for domestic and inbound tour-
ism — a weekend holiday. According to experts,
for most amateur tourists, a short trip to a
neighboring region is acceptable for one or two
nights, and for citizens who go to the festival
outside the city location — without an overnight
stay. Thus, short-term gastronomic festivals with
a comprehensive approach to their organization
can act as a tourist resource which allows to in-
crease the attractiveness of the region by pro-
moting local products.
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