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RESEARCH OF THE GASTRONOMIC 
BRAND OF ODESA AND PRACTICAL 
RECOMMENDATIONS FOR SOLVING KEY 
PROBLEMS

Дана робота була спрямована на дослідження процесу формування гастрономічного бренду для по-
силення привабливості туристичної дестинації. Формування конкурентоспроможнього гастрономічного 
бренду є ефективною стратегією в боротьбі за міжнародні ринки, забезпечуючи стабільний туристичний 
потік і економічний розвиток регіону. Об’єктом дослідження є гастрономічний бренд мультикультурної 
туристичної дестинації на прикладі міста Одеси (Україна). Однією із найбільших проблем при формуванні 
гастрономічного бренду Одеси є недостатня взаємодія його основних складових. У цьому процесі взаємодії 
повинні брати участь усі зацікавлені сторони й учасники ринку. Крім того, в м. Одеса ще не розроблена 
ефективна стратегія для формування регіонального гастрономічного бренду. Необхідно визначити основних 
учасників гастрономічного життя міста, їх роль у формуванні бренду та сформувати стратегію взаємови-
гідного розвитку. В результаті застосування методів контент-аналізу та експертного інтерв’ювання був 
зроблений висновок про великий нереалізований потенціал гастрономічного бренду Одеси як на міжнарод-
ному, так і на національному рівні. У тому числі було встановлено, що ресторанний бізнес і гастрономічні 
фестивалі є вкрай важливими елементами у формуванні гастрономічного бренду, як джерело гастрономічної 
культури. Були виявлені ключові проблеми, пов’язані з формуванням гастрономічного бренду міста. Для їх 
рішення було висунуто ідею зі створення гастрономічних карт-путівників міста Одеси, які проінформують 
туристів і жителів міста про гастрономічне життя регіону. Дані інформаційні системи дозволять усім 
учасникам ринку ефективно взаємодіяти між собою. Також були розроблені шляхи формування бренду на 
основі культурних і кулінарних традицій міста та регіону. Практична цінність проведеного досліджен-
ня полягає в тому, що воно може виступати базою для подальших досліджень і  сформувати ефективну 
стратегію просування міста Одеси як туристичної дестинації.
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ристична дестинація.
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1.  Introduction

The struggle of territories for a place in the interna­
tional tourist market is becoming more acute, therefore, 
issues of branding destinations are given a lot of attention 
to both theorists and practitioners. It is the gastronomic 
component of the tourist product that is the most im­
portant factor shaping the tourist image of a destination 
in terms of the economy of impressions  [1]. To date, the 
features of various types of gastronomic branding have 
not been sufficiently studied, so this issue is relevant. 
Thus, in the works [2, 3], researchers note many deep links 
between gastronomy and tourism. In  [4, 5] it is noted 
that the local cuisine is a powerful tool in the struggle 
for the consumer in the market of tourist services and 
an important component of the brand of the city, region, 
country. The search for authenticity has become a popular 
motive for travel, and gastronomy is a significant source 
for the formation of a territory’s identity, an important 
marker of a tourist destination, which contributes to the 
creation of a «sense of place»  [1, 6]. In terms of multicul­
turalism and the rigorousness of their own unique dishes 
and products, one must choose a special way of building 
the gastronomic brand of the city – to form a  brand 
not on the basis of gastronomic achievements, but on 

the basis of myths, the history of the city, its cultural 
characteristics, traditions. So, the object of this research is 
the gastronomic brand of a multicultural tourist destina­
tion on the example of the city of Odesa (Ukraine). And 
the aim of research is analysis of the components of the 
Odesa gastronomic brand and development of practical 
proposals for solving key problems in shaping the tourist 
attractiveness of destinations.

2.  Methods of research

To identify  [7] the most popular Internet platforms 
among travelers, the most popular tourist portals Google.
com, Booking.com, TripAdvisor.com and some local web 
sites were studied and analyzed. The analysis was carried 
out for the presence of references to restaurants in Odesa 
reviews related to the city: culture, cuisine, history.

In particular, within the framework of this work, another  
content analysis was carried out  [8], connected with the 
study of the content sites of travel companies that occupy 
leading positions in the Google search system. Content 
analysis was directed to the point of mentioning restau­
rants in advertising tours in Odesa.

As part of this study, the authors chose the method of 
expert interview. A deep semi-structured interview style  
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was chosen, since in this case it is possible, based on the 
data heard, to get more in-depth information from the 
respondent. In the framework of such an interview is the 
ability to use certain information as a reference, as well 
as to connect the obtained data in the research process. 
The authors have developed a list of specific questions 
in the interview guide format.

The authors also conducted an expert survey in which 
35  experts were interviewed. The experts include:

–	 heads and leading experts of specialized organiza­
tions working in the field of gastronomy, including 
those aimed at tourists. Experts of restaurants who 
could potentially participate in the formation of Odesa 
gastronomic brand were interviewed;
–	 representatives of the hotel and tourism business. 
As well as experts of hotels of various price categories 
with a restaurant service.
For processing the obtained data as a research result, 

specialized software was used to analyze the qualitative 
data of Atlas.ti and SPSS  [9].

3.  Research results and discussion

It should be noted that within the framework of this 
publication it is difficult to provide detailed information on 
the analysis of expert interviews, but on the whole – the 
opinions of the experts were consistent and indicated a con­
sensus on the development of the gastronomic component 
of the Odesa brand. In the course of the expert survey 
conducted by the authors and the analysis of interview 
data  [10], two components of the gastronomic brand were 
formulated, which can create the attractiveness of the city  
within the framework of various types of tourism.

The first component of Odesa gastronomic brand is 
«Odesa cuisine». The historical period of the 18th and 
20th centuries arouses the interest of Odesa in the world. 
In Odesa, there is every reason to develop a gastronomic 
component – the rich history of the period from the 18th to  
the 21st century, architectural monuments, museums and 
art collections of the Soviet era, religious places of the 
times of the USSR. For tourists from the post-Soviet space, 
important nostalgic memories are present in the theme of 
Odesa cuisine, and for tourists from other countries this 
gastronomic component will also be interesting.

The basic principles of the formation of the «Odesa 
cuisine» brand:

–	 animated accompaniment of food intake, with im­
mersion into the atmosphere of Odesa catering estab­
lishments;
–	 except for interior renovation, serving, etc. also, it is 
necessary to pay attention to the restoration of Odesa 
branded catering establishments.
The second component – «Odesa is the gastronomic 

gate of Ukraine». In multinational Ukraine there are a large 
number of ethnic cuisines. It often happens that a tourist 
only visits Kyiv and Lviv in Ukraine, but it would be 
more interesting for such a tourist to get some idea of 
the whole country. An interesting way to explore the local 
culture is getting to know the local, authentic cuisine. The 
authors propose to create gastronomic festivals, exhibitions, 
presentations of cuisines of the peoples of Ukraine. Such 
an «ethnic portfolio» will emphasize the role of the Odesa 
region as the representation of the entire country, in which 
133 (out of 134) nationalities living in Ukraine live. The 

formation of this component is natural, since Odesa has 
historically been a city that connects many cultures and 
traditions. Creating such a culinary diversity will allow 
the tourist, who visits only Odesa, to get an idea of the 
diversity of Ukraine. Different cuisines can be included 
in the ethnic portfolio, for example: Ukrainian, Russian, 
Hebrew, Bulgarian, Romanian, Balkan, etc.

Based on all the analyzed data and the words of ex­
perts, it is possible to conclude that the gastronomic life 
of Odesa is quite multifaceted and has many sections.

The gastronomic brand is built on the basis of the gastro­
nomic culture that is present in the Odesa region [10]. It is  
difficult to build a brand without a base for it. Despite 
all the achievements of Odesa in the field of gastronomy, 
the basis for creating a brand has not yet been formed, 
to attract a large number of foreign tourists, but it has 
great potential (Fig.  1). At the moment, the restaurant 
industry has the greatest potential, as from all the gas­
tronomic resources (food, dishes, staff, restaurant chefs), 
Odesa has a sufficient number of catering establishments, 
including restaurants. Undoubtedly, there are some dishes 
and products that are typical for Odesa, but they are not 
so obvious and are mostly known only to city residents 
and tourists from the countries of the former USSR.

Gastronomic
brand (–)

Gastronomic
traditions

Local kitchen

Local dishes

Local products

Unique cooking

Gastronomic
resources

Products 

Dishes

Establishment

Chefs 

Gastronomic
culture

Fig. 1. The structure of the gastronomic brand and catering place

In Odesa, there is a gastronomic potential, at the mo­
ment it is in development, restaurant culture is gaining 
momentum, and the interest of local residents and tourists  
in the Odesa cuisine is steadily growing. Chefs and res­
taurateurs actively inform the public about gastronomic 
innovations, and locals are happy to introduce visitors to 
the peculiarities of local cuisine. The presence of a  large 
number of restaurant portals, awards, festivals and restau­
rants in general makes it possible to build a gastronomic 
brand of Odesa.

In Odesa there is a great potential for the formation 
of a gastronomic destination brand  [10]:

–	 cultural and historical heritage (Odesa has always 
been a multinational city. Also, Odesa is a port city, 
there is a constant population circle, traditions and 
products. All this creates a gastronomic variety);
–	 various types of restaurants (by concept, by kitchen, 
by average);
–	 desire of participants in this market to form such 
a brand.
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Interviewing experts allow to single out several reasons 
why the formation of a gastronomic brand is complicated 
and the influence of restaurants on the city’s brand is weak:

–	 lack of qualified personnel with sufficient experien­
ce  (scam artists);
–	 lack of local products, seasonality (for fish dishes). 
Problems with access to fresh fruits and vegetables 
12  months a year;
–	 underdevelopment of gastronomic culture in the sub­
conscious of local residents.
Practical solutions to these problems exist. First, it is 

necessary to popularize the profession of a cook, a few 
years ago this profession within Ukraine was considered 
the lot of losers. It is necessary to open culinary schools, 
conduct master classes and organize festivals where chefs 
can show their professionalism, thereby increasing the 
prestige of the profession and declare themselves not in the 
international arena. Restaurateurs are expected to provide 
all the conditions for creativity and improvement of their 
own skills. The problem with local and fresh products 
is already actively being addressed. In restaurants they 
create an author’s menu that depends on the products 
that are in the kitchen here and now, product manufac­
turers are trying to establish uninterrupted production of 
products, for example, the production of their own cheese 
or meat. In the opinion of the authors, it is possible 
to create an association of restaurants on purchases to  
reduce costs.

The development of gastronomic culture is happening  
quite quickly. To raise interest in this area of life, it is 
necessary to hold festivals, contests, awards, make up ra­
tings. People need to convey that a trip to a restaurant 
does not have to be timed to coincide with an important 
event, new formats of institutions that are designed for 
different life situations are opening. The public should 
be informed that on inspection of the authors, various 
media and social media are actively doing.

The problem with the lack of a base for the forma­
tion of a gastronomic brand can be solved by focusing on 
the atmosphere of the city, on those characteristics that 
describe the modern gastronomic image of Odesa: a  cafe, 
live music, communication, traditional Odesa cuisine. The 
only way to help the development of Odesa gastrono­
mic brand is informing the public about the existence of 
a  gastronomic culture. In particular, it is noted that in 
most cases restaurants are the starting point, they serve 
as a  platform for the implementation of ideas.

4.  Conclusions

In this research, approaches have been developed to 
determine the specifics of the formation of gastronomic 
brands of various types of territories, namely multicultural 
cities on the example of the city of Odesa (Ukraine). 
Recognizing the importance of the tourist gastronomic 
brand, the authors attempt to develop proposals to en­
hance the tourist attractiveness of Odesa as an example 
of a multicultural city, a major cultural center that has 
a rich history and traditions. This study is of practical 
importance, since it allows to create new accents for the 
promotion of Odesa as a gastronomic, unique destina­
tion. This is expressed, in particular, in the active forma­
tion of cultural and tourist clusters, an integral part of 
which is creative restaurants, which revive the traditions 

of the former religious institutions in Odesa. The idea of 
forming the gastronomic brand of Odesa in a new, non-
traditional form is key to the development of a tourist  
destination.
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