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Abstract 
The article deals with the issue of a specific area of Czech cultural heritage, national and cultural identity, 
the phenomenon of fishing culture, and its use in the traditions and development of localities and regions 
in connection with tourism. The article aimed to analyze the motivating factors for visiting fishing events, 
attitudes towards the fish product, and the links between these factors. Cultural and historical aspects 
were examined mainly from the point of view of gender stereotypes and age structure, emphasizing the 
regional specifics of North Moravia and Silesia. 374 respondents were contacted through a questionnaire 
survey. The basis of the research was based on a methodological approach, quantitative research, and 
identification of the significance of motivational factors. The relationships between motivational factors 
were verified by factor analysis, comparison, and visualization performed by correspondence analysis, 
STATISTICA software. Research has shown that different age groups associate the term "fish" with 
traditional milestones, especially Christian holidays, and attributes such as Christmas fish, scales, and fish 
soup. In connection with tourism and cultural traditions, respondents combine fish in order to buy and 
taste fish dishes and the overall atmosphere. The result also showed that these products are expensive 
for respondents; if they were more affordable and physically available, consumers would undoubtedly 
increase their consumption. Research has considerable added value, which stems from the point of view 
of analysis in the context of cultural heritage and custom. The development of gastronomic tourism 
associated with fish products realized by various social events is influenced by the approach of consumers 
to the product and cultural customs. The sectoral synthesis in the region overlaps economically, socially, 
and environmentally; suppresses social and economic disparities and develops a national identity. 
Diversification of fishing activities is necessary to avoid risk effects. 
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1 Introduction 
 

In the paper we present part of the outputs of the Program to Support Applied Research and 
Experimental Development of National and Cultural Identity for 2016 to 2022 (NAKI II) - Cultural 
traditions of Czech fishing in the light of its utilization in tourism and landscape architecture. Research 
is unique and incomparable because it is based on national and cultural identity, including cultural 
traditions and national specifics.  

The motivation for this paper was also the systematic production reduction of traditional 
industries located in the Moravian-Silesian Region. The region's cultural tradition and cultural identity is 
a motivating tool for creating sources of potential prosperity that can replace existing heavy and mining 
industries. Cultural traditions create a potential for the tourism segment. Where cultural and natural 



JOURNAL OF TOURISM AND SERVICES 
Issue 12, volume 22, ISSN 1804-5650 (Online) 

www.jots.cz  

43 

 

monuments are not suitable, it is necessary to look for alternative elements. From this point of view, it is 
possible to use the potential of pond farming as a key resource for adventure and gastronomic tourism. 
The cultural heritage resulting from pond farming in the North Moravia and Silesia region can therefore 
be a driving force for prosperity, provided that suitable components of adventure tourism are identified. 

The multifunctionality and tradition of the fish phenomenon in the Czech lands is centralized in 
pond localities, especially the Třeboň region, but there are other locations, according to Šarapatka (2014, 
p. 30) can be identified pond localities in Silesia and surroundings (Jistebník, Bohumín, Rychvald, Opava 
or Hlučín areas), to which we directed the research. A similar layout is given in Pavelková, et al. (2016, 
Supplemental Material). 

The geographical focus of the research is based on the economic situation of the region. The 
development of tourism is one of the steps to reverse the long-term image of the region, namely a region 
of high unemployment, which will deepen as the Karviná mines begin to decline. The Strategy of the 
Moravian-Silesian Region for 2019 - 2027 (MSK, 2019) talks about the possibilities of regional 
development in connection with the use of hitherto unused attractiveness of cultural/natural values in 
tourism and the use of local gastronomic products/experiences and connections with visits. One of the 
possibilities is the use of pond sites in the region. The creation of a new tourism offer would also 
distribute the flows of visitors and thus facilitate today's congested mountain and foothill areas of the 
Jeseníky, Beskydy, and Poodří. 

The cross-sectional research is based on cultural heritage but is closely related to pond farming 
and the sustainability of tourism. Therefore, literature searches related to the mentioned research activities 
were performed too. According to (Multiannual national strategic plan for aquaculture, 2017, p. 61), the 
factors included in the vision of Czech fisheries until 2024 include, among others, tradition, the consumer, 
and the environment. The basic starting point for understanding the issue and clarifying the approach to 
the questionnaire part of the research is the concept of Ethnoichthyology, which is an area that examines 
human knowledge of fish, the use of fish and the importance of fish in different human societies and 
cultures.  

Czech fish farming undoubtedly represents one of the parts of the Czech cultural heritage, thus 
contributing to creating and building national identity, helping to shape tastes, traditions, history, and 
landscape; this aspect significantly strengthens contacts with tourists (Green, 2017, Bjeljac, 2015). 
However, according to the European Parliament's Report (European Parliament, 2020), fishing capacity 
is not fully exploited in all regions, and it is necessary to continuously analyse the population's attitudes 
towards fishery products. From the point of view of domestic gastronomic tourism, development is 
limited by access to fish products; according to, fish consumption in the Czech Republic is below the 
EU level (Svoboda, 2019). The effort of the authors of this research study was to map and define the 
attitudes of the inhabitants of the Moravian-Silesian Region towards fish and to identify motivational 
factors influencing attendance in the segment of gastronomic tourism focused on fishing. The 
identification of attitudes predetermines the use of the necessary tools to strengthen the interest in fish 
gastronomy and the use of the role of local people as promoters of culinary tourism (Schmantowsky, 
2014). 

Despite the fact that pond farming, as a part of the agricultural sector, does not form a majority 
share in GDP in the Czech Republic, nor does it occupy a dominant position on the labor market, it is 
still necessary to take care of it. Its transformation into other areas is an important factor in the 
development of the national economy. The Czech Republic is an important pond region among the EU-
27 regions. After Finland and Hungary, the Czech Republic is the largest producer of freshwater fish: 
carp, barbels and other carp, and also keeps its catch in catfish catches. The significant position at the 
top of the EU-27 is determined by the historical development of pond farming in the Czech Republic. 
Historically, ponds have been associated with a waterworks and fortification function.  

At present, the potential of ponds is far more diverse, they are no longer just a source of fish, but 
coexist and cooperate with other sectors. Many fish farms today are not only focused on fish production, 
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they are also the subject of tourism, which has also stimulated the restructuring of agriculture. Fisheries 
enterprises seek to diversify the core business through the development of complementary activities. In 
the Czech Republic, five out of 42 companies are engaged in hosting or implementing social events, 
except for the main activities of fish farming (www.obchodnirejstrik, 2020), in another 30 fisheries, the 
subject of business "Production, trade and services not listed in Annexes 1 to 3 of the Trade Licensing 
Act "is registered, in the enumeration of which we can also find accommodation services or the operation 
of cultural and social events (CRM, 2020). 

Czech fish are undoubtedly associated with summer recreation too. Another form of fishermen's 
use in connection with tourism is recreational fishing. Approximately 350.000 recreational fishermen are 
registered in the Czech Republic (data for 2019, All about Water, Svoboda, 2019). The trend in current 
recreational fishing is the preference for a catch-and-go fishing system that runs non-consumable using 
fishing resources. It is therefore indisputable that fishing tourism, as one of the leading ecotourism, copies 
the premise of sustainable tourism development and the fulfillment of one of the axes for ensuring 
sustainable fishing (Euro-Lex, 2007). It can be stated that locating ponds in the region has an economic, 
social and environmental overlap. Other activities of fishing entities include the organization of thematic 
socio-cultural events, cruises, gastronomic experiences, etc. Fishing can be developed in cooperation with 
the development of tourism by linking traditional gastronomy with fishery products and the traditional 
processing industry. 

In addition to fish production, freshwater ponds function as valuable aquatic habitats, contribute 
to maintaining and enriching the quality of the ecosystem, play an important role in water and landscape 
management, provide services for various recreational activities and contribute to the protection of 
cultural heritage (Popp, 2019, p. 830). The authors also point out that while agricultural products have a 
well-defined market, agriculture is increasingly offering non-food services that either lack methods to 
determine their value or for which existing methods are imperfect. The authors introduce a relatively 
detailed classification by examining the hierarchical structure of multifunctional functions and its possible 
outputs. 
 

2 Literature review 
 

As we said before, this paper is based on cultural heritage research, ponds and fish farming 
research, fish products, and sustainable tourism. Therefore, searches related to the mentioned research 
activities were performed. 

An important professional source for understanding the issue and acquainting with the literature 
(Svanberg 2020), where a systematic review of the literature is given, comprising 193 publications, mainly 
related to the topic of the relationship between man and fish in freshwater waters. As the purpose of the 
article (Svanberg 2020, pp.4), the authors mention the effort to review and discuss the importance of 
research on the relationship between humans and freshwater fish in the European context. The authors 
concluded that humans have always used fish and other water resources multifunctionally. However, few 
ethnobiologists working in Europe still study the relationship between humans and fish. The authors 
further state that it is important to expand ethnobiological research in Europe, thus practically supporting 
our research. The authors also point out the importance of folk customs and the relationship between 
man, landscape and fishery products (Svanberg 2020, pp. 3), thus confirming our approach to research 
at the level of cultural heritage. The paper presents methods and specifics of breeding in various localities, 
methods of capture and forms of processing and basic forms of preparation (Svanberg 2020, pp. 16-19) 
or recipes (Svanberg 2020, pp. 19, 20). Forms of industrial and medical use are also mentioned (Svanberg 
2020, pp. 20, 21). The mentioned source is also devoted to pond farming or recreational fishing (Svanberg 
2020, pp. 22, 23). As mentioned, it is a comprehensive source of information, the findings can also include 
conclusions corresponding to the basis of our research, in the publication (Svanberg 2020, p. 25) the 
authors state that recording knowledge passed on and still practiced by generations of fishermen and 
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ethnographers or living history, are a valuable source of data that provides information on current and 
past fisheries policies and the human-fish relationship. Another important source of information can be 
Bonow, et al. (2016), where it is drawn from 120 citation sources. 

In connection with the cultural identities of the Czech Republic, the fish phenomenon can be 
identified as a multifunctional part of culture in history and the present. The phenomenon of pond 
farming in the Czech Republic is so significant that it is the content of separate conferences, such as the 
conference "Ponds "(our heritage and wealth for the future), which has been running since 2015, 
currently these conferences are organized as part of the solution of the research project NAKI II 
DG16P02M036. 

Similar foreign research includes mainly the segment of coastal states (Svanberg 2020) and deals 
mainly with quantitative and qualitative factors, possible traditions here stem from the source of 
livelihood, not from cultural traditions and customs, the standard is multifunctionality (Popp, 2019, 
p.832). Those interested in more in-depth information can be advised to study the materials of the Food 
and Agriculture Organization (FAO, a specialized agency of the United Nations), especially Manual of 
Running Water Fish Culture (Juanich, 1988) and History of Aquaculture (Rabanal, 1988) where you can 
find a detailed concept of fish farming (Rabanal, 1988, pp. 1-4).  

These sources show that aquaculture in Europe started at an early stage. The residences of the 
ruling nobility, as well as church temples and monasteries of monks, were provided with water areas. 
These were later used to temporarily keep fish and were subsequently used as an area for fish cultivation. 
Carp and trout were recorded as the main species, which largely determined the further character of 
European pond farming. 

The beginnings of the economic potential of fishing, which is associated with the establishment 
of ponds and the domestication of carp, date back to the 14th century. However, some authors differ in 
opinion and date the stage of establishing ponds to the 12th century. It can be stated that the pond boom 
in the Czech Republic took place from the middle of the 15th to the end of the 16th century, during the 
golden era pond farming in our territory averaged 500 ponds per year (Šarapatka, et al., 2014, p. 30). The 
literature provides only approximate data on the extent of ponds, in the golden era of pond farming, 
pond systems stretched over an area of about 180 thousand ha, in 2012 the area of all small reservoirs 
was estimated at about 50 thousand ha (Křivánek, 2012), which represents 30% of water areas of the 
Czech Republic.  

According to Jurigová (2015, p. 40), historical and cultural values were created in this way, the 
identity, uniqueness and diversity of potential cultural goals were formed. The character of these goals 
includes art, traditions, historical estates, language, natural resources, well-established cultural 
background, so it co-created motifs for aquaculture travel. From this point of view, pond farming is a 
typical segment of cultural heritage and must be seen in analyzes as services that are mainly cultural in 
nature, content-oriented and less commercial (Zaman, 2015, p. 4). This author also classifies in detail the 
criteria for evaluating products and entrepreneurship of cultural heritage (Zaman, 2015, pp. 8-9), 
emphasizing multidimensionality and multi-valuedness, and lists subjectively classifiable quantities as 
aesthetic value as outstanding evaluation and analytical criteria; social value; economic value; 
environmental value; social, mental or emotional approach.  

These subjectively perceived quantities and multidimensionality are potential for the development 
of tourism. As they state Jurigová (2015, p. 40), referring to the forecasts of "WTO Tourism: Vision 2020 
"(World Trade Organization), it is necessary to understand sustainable tourism in connection with 
cultural heritage, cultural tourism is "one of the key segments of the tourism market in the Czech 
Republic". 

Tourism is one of the dynamically developing sectors affecting many areas of life. New trends, 
such as shortening the length of stay or discovering new exotic destinations, are the focus of changes in 
the structure of tourism and condition the emergence of new, tourist-lucrative areas of interest in areas 
that are related to our basic needs, food and catering. According to López-Guzmán (2011), in the past, 
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tourism was associated with one sense - sight and the tourist was just an observer. This trend is changing, 
tourism prefers perception through multiple senses. The perception of taste experiences was a building 
block for the emergence of gastronomic tourism. Food consumption is not only a basic need, but a 
certain expression of today's lifestyle, it forms an important part of adventure tourism. Participants in 
tourism focused on cultural heritage expect added value in the form of expanding the offer of specific 
gastronomic services or carry out trips for the purpose of a gastronomic experiment. According to Halle 
(2006), it was the interest of tourists, whose primary motivation is the consumption of dishes typical of 
the visited area that gave impetus to a new type of tourist demand, the emergence of a new type of 
tourism, gastronomic tourism. According to Long (1998), culinary tourism is characterized as "an activity 
of exploring and discovering culture and history through food that influences the formation of 
unforgettable experiences "but also as "tourist visits to primary or secondary producers of gastronomic 
events", these events are consciously sought after by tourism actors and they are willing to travel many 
kilometers (Niedbała, 2020). Tourists are looking for "divergence "on the target identity and culture. One 
such source of "diversity "is regional gastronomy (Pavlidis, 2020, p 1). 

The beginnings of gastronomic tourism, as we know it today, can be dated to the 70s of last 
century. The basis of gastronomic tourism is the tasting and consumption of local recipes, which for 
centuries have absorbed the traditions and customs of local people, getting acquainted with the culture 
of their cooking. Increasing the competitiveness of tourism through gastronomic activities represents 
activities such as direct sales with the possibility of subsequent processing of food (fish, meat, wine, etc.) 
on site, tasting, with the development of educational activities aimed at popularizing products (books, 
training courses, media presentations, thematic tours, etc.). It is generally known that many local and 
foreign visitors return to the same place to learn about cultural knowledge or taste regional specialties 
(Petrović, 2016; Joppe, 2001), which are mostly presented in the form of various social events of tourism. 
These social events (food festivals) contribute to the strengthening of social sustainability, they contribute 
to the interconnection of relations between diverse groups of the population (de Jong, 2018). 

Regional foods can contribute to the sustainability of local cultures. According to Jemczyk (2017), 
culinary tourism is based on the rational and efficient use of available resources and the minimization of 
adverse impacts of human activities on the natural environment while meeting the social, economic and 
environmental needs of people and future generations. The problem, however, is that traditional dishes 
are being combated under the influence of globalization, which is causing the loss of local identities, or 
that raw materials and resources are being depleted through uncontrolled consumption. There is a 
positive correlation between the interest in gastronomic tourism and the maintenance and development 
of regional identity, the improvement of the environmental foundations of society and sustainability, the 
protection of traditional heritage, skills and ways of life. Tourists' interest in culinary delights, customs 
and culture contributes to reducing the differentiation of the social and income structure, and makes it 
possible to minimize economic disparities as a matter of priority in rural areas dependent on fish farming 
(Blacha, 2020, Kajzar, Mura, 2019). 

Gastronomic tourism is closely connected with various forms of tourism, whether it is rural, 
social, hunting or fishing. According to the Global Report on Food Tourism (UNWTO, 2014), it forms 
the basis for the development of gastronomic tourism: territory, product, cultural heritage, quality, 
communication and sustainability. More and more destinations are realizing the importance of 
gastronomic tourism, organizing trips to important food holidays. Many destinations use food, hence fish 
products and cuisine, as a source of attraction in their tourism marketing promotion. Gastronomy, as an 
intangible cultural heritage, has been raised to the level of UNESCO World Heritage Sites. In this context, 
we cannot forget the French cuisine with the dominant Brittany and Provence cuisine. Fish foods are 
part of the UNESCO Mediterranean Diet (Statistical book, 2019) in countries such as Greece, Italy, 
Croatia and Spain. In the Czech Republic, the Třeboň pond farming was nominated in 2003 as a 
UNESCO World Heritage Site (Třeboň Pond Heritage). In England, fried fish and chips are a typical 
stereotype (Cameron, 1999). 
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The connection between fisheries and tourism is intensified by the established trend in 2020, 
when, in connection with pandemic impacts, an increase in interest in local products is predicted. The 
population's interest in what they eat, focusing on a healthy diet, has increased. Consumer patterns of 
consumption and their eating habits related to fish are important factors influencing the demand for fish 
production and the attendance of gastronomic events focused on fishing. The experience with food is 
affected by the overall service, ie. the food itself, the place, the environment and the route of 
administration. Factors show that culinary gastronomic experiences are based on local, original and 
authentic foods that represent the local food culture (Björk, 2014). According to Devadawson (2015). 
The volume of fish consumption is primarily influenced by the taste and smell of fish, as well as freshness 
and affordability. An important aspect of motivation for consumption is compliance with ethical aspects 
and sustainable fishing techniques (Brecard et al., 2009). The result of the Communication Strategy (2016) 
shows that the barrier to fish consumption (especially from aquaculture) is the affordability and ignorance 
of other than traditional processing (fried fish fillet). It is still true that fish are associated with fasting, 
which is especially a European tradition since the Middle Ages (Poltsam-Jurjo, 2018). 

If we conduct a survey of recommended statistical methods, we will use as a starting point the 
methods recommended for processing data in PivotTables. Many authors, for example (Sucháček, 2014), 
recommend determining the relationship between two or more categorical variables in a PivotTable or 
table system using correspondence analysis. Correspondence analysis is a multidimensional descriptive 
statistical method proposed by Hirschfield, and later elaborated by Greenacre (Sucháček, 2014), forming 
the initial structure for correspondence maps that allow to visualize and analyze questionnaire data by 
multiple categories.  

The correspondence graph (correspondence maps) graphically displays the relationship between 
two variables from a PivotTable by creating a two-dimensional graph for the two strongest orthogonal 
factors (called dimensions) created by the decomposition of chi-square statistics. 

The correspondence graph visualizes the relationship between the categories of each character 
separately and the two characters together. With the help of empirically derived dimensions, it is possible 
to monitor the spatial distribution of categories, it is possible to see which individual categories of given 
variables are similar and which are not (Sucháček, 2014). 

Some sources (Bowman, 2017) further state that the method enables the identification of 
previously unobserved relationships and thus may lead to secondary testing of hypotheses. Similarly, eg 
(Lam, 2016) specify that factor analysis is used to examine output variables at the interval level, while 
correspondence analysis is used to examine categorical variables. According to (Košťál, 2013, p. 80), the 
correspondence analysis is suitable for analyzes with purely nominal variables (such as male/female, 
regions, etc.), with ordinal and discrete data, or for a combination of nominal and discrete data. 

This analytical method is used by many authors, the effectiveness and suitability of this method 
for the processing of questionnaire surveys are confirmed, for example, by (Poláčková, 2010) and 
(Zámková, 2015). The method is recommended in cases where the respondent is offered a series of items 
(statements or sub-questions) to assess or agree (Košťál, 2013, p. 9), according to the same source 
(Košťál, 2013, p. 12) it is recommended when we examine how closely related to variables (or 
respondents' scores), ie how far apart the variables or cases are, which is the standard case of analyzes in 
the cultural heritage segment. If we compare the conclusions (Košťál, 2013) and (Zaman, 2015), it is 
clear that correspondence analysis is a suitable analytical tool for the research. 
 

3 Methods and data 
 

The methods and analyzed data are purposefully linked to research activities of the Czech cultural 
heritage, national and cultural identity, in a specific area of fisheries culture. This research was motivated 
by the specification of forms of tourism that can be an alternative to the decline of industries in the region 
of North Moravia and Silesia. The aim of the article was to analyze the motivating factors for visiting 
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fishing events, attitudes towards the fish product and the links between these factors. Before the actual 
research, a research question was asked: What are the motivating factors for attending events related to 
fish products and their consumption.  

To answer the research question, we set several hypotheses: 
Hypothesis No. 1: there is a relationship between gender and the frequency of fish consumption. 
Hypothesis No. 2: There is a relationship between gender and attitude to the price level of fish. 
Hypothesis No. 3: There is a relationship between gender and the understanding of fish as a traditional 
dish (modern versus traditional dish). 
Hypothesis No. 4: There is a relationship between gender and the motive of visiting a fish-themed event. 
Hypothesis No. 5: There is a relationship between the frequency of consumption and the origin of the 
fish. 
Hypothesis No. 6: There is a relationship between gender and attitudes towards fish as a healthy food. 

The research question and individual hypotheses were based on the concept published (Popp, 
2019), where the authors designed a three-level structure for the analysis of pond farming in the context 
of cultural heritage. Multifunctional output at the highest level of the structure, functions of ponds (type 
of outputs) at two intermediate levels and main outputs of various functions forming the basis of the 
structure. 

To answer this question and to analyze the hypotheses, a method of correspondence analysis was 
proposed. According to Komenda (2020, pp.1), testing of the statistical significance of the obtained 
models is not part of this analysis. The authors (Popp, 2019, pp. 838) present a comprehensive range of 
pond functions related to social functions, especially outputs 3.1., which specify, inter alia, recreation and 
tourism, recreational fishing, services for fishermen, gastronomy and outputs 3.4. - protection of cultural 
heritage, where the authors mention the preservation of cultural heritage, the organization of exhibitions 
and events, or participation in ethnographic research. These outputs were the motivation for the 
questionnaire survey that we conducted and were used as a supporting framework for research into the 
importance of pond farming in the context of cultural heritage. 

Analytical methods in the field of cultural heritage have their specifics. For example, Jurigova 
(2015) identified indicators for these analyzes, it can be stated that these indicators are perceived 
quantitatively (numbers of events, numbers of people, etc.), but do not reflect subjective, in many cases 
unmeasurable, perception of cultural and emotional criteria.  

Other authors also point out the unsystematic nature, (Marçal, et al., 2020) point out that the 
definition of cultural heritage does not reflect current theory or practice and suggest the use of Cultural 
heritage activities in NACE codes. This confirms the uniqueness of these activities and the need for 
specific forms of qualitative analysis focused on subjective evaluation. These conclusions made it possible 
to use in the questionnaire survey individual and region-specific question structures, related, for example, 
to price perception (see Table 2). 

The data are based on a questionnaire survey in the Moravian-Silesian Region. The questionnaire 
consisted of items that examined the motive of attending events, the perception of fish in terms of taste 
and price aspects, the perception of the place itself in interaction with fish products or the perception of 
the origin of the product. For cost reasons (Kotler et al., 2007), the sample was created as a deliberate 
selection at a specific time and place. The sample size was determined using the tool 
http://www.raosoft.com/samplesize.html, with a 5% error rate and 90% confidence, the sample should 
contain 271 answers. A total of 374 respondents from the Moravian-Silesian Region (Moravian-Silesian 
Euroregion), which geographically forms one of the Euroregions of the Czech Republic, took part in the 
questionnaire survey. Specifically, the research was located in Rychvald fish farming (realized October 5, 
2019) which is the only fish farm in the Ostrava-Karviná basin, Jistebník (realized November 10, 2019) 
and Dolní Benešov fish farms (realized November 2, 2019). Jistebník pond farming belongs to the largest 
system of ponds in the floodplain of the Odra River in the territory of our republic. The questionnaire 
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(1) 

survey was conducted by teachers and students of the Silesian University, and the answers were personally 
recorded in a printed questionnaire. 

 
Table 1 Demographic distribution of respondents 

 
Source: own processing 

 

The questions of the questionnaire were focused on the motives for participation in fishing 
events, the connection of fish farming with leisure activities and the identification of the fish product as 
a gastronomic product. In the demographic representation of respondents, we worked with the thesis 
that this type of activities will be used equally in both gender and age distribution, less interest is expected 
in the younger generation (teenager). Individual answers of respondents were processed using MS Excel 
Office software and subsequently exported to STATISTICA software.  

Before evaluating the data from the questionnaire, we verified the reliability of the questionnaire, 
ie the ability of the questionnaire to reliably and accurately capture the investigated phenomena. Reliability 
is often defined by the correlation between a measurement and an actual value. Sufficiently high reliability 
is a prerequisite for good questionnaire validity, although it does not in itself guarantee validity. We 
express the reliability of the test by a coefficient, which has the meaning of a correlation coefficient from 
0 to 1. Reliability is a statistical characteristic that indirectly expresses the inaccuracy of the measurement 

We used Cronbach's alpha to calculate reliability, which is a calculation method based on the 
analysis of the internal consistency of the test. Cronbach's alpha is one of the most widely used statistical 
tools, used mainly in the social sciences, it is a measure of reliability, specifically the internal reliability of 
consistency or interrelationship of questionnaire items. Internal consistency means that all items on the 
scale or in the test make a positive contribution to measuring the same design. Reliability is about data, 
not scale or forms of measurement.  

Cronbach's alpha (1) usually ranges from 0 to 1, values closer to 1 indicate greater internal 
consistency of variables on the scale. In other words, higher Cronbach alpha values show greater range 
reliability. A value of 1 means that all variability in the tests is due to actual score differences (ie reliable 
deviation) without measurement error. Conversely, a value of 0 means that there is no actual score (ie no 
reliable deviation) and that there is only a measurement error in the items. The authors (George, D, 2003) 
suggest a multilevel approach consisting of the following limits and ratings: "≥ 0.9 - Excellent, ≥0 .8 - 
Good, ≥ 0.7 - Acceptable, ≥ 0.6 - Controversial, ≥ 0.5 - Poor, ≤ 0.5 - Unacceptable "(George, D, 2003, 
p 231). Values of 0.6 ≤ α <0.7 are still considered acceptable. 

 

∝ =  
𝑘

𝑘 − 1
∗ (1 −

∑ 𝜎𝑖
2𝑘

𝑖=1

𝜎𝑡
2 ) 

 

where: k is the number of items, σ2
i is the variance of the i-th item and σ2

t is the variance of the whole test. 
Various methods are used to process the questionnaires. In general, the most frequently used 

method are descriptive analyzes, or relational analyzes (Factor analysis, correlation analysis). Factor 
analysis was used for example by Björk (2014) to evaluate culinary tourism preferences.  

Due to the hierarchical breakdown used in the classification and subsequently in the questionnaire 
survey, we used column-oriented tables structured according to the breakdown of questions and answers 

Gender/a

ge group

no 

specifie

d

 < 20 21 -30 31 - 40 41 - 50 51 - 60  > 60 Suma

No specified 6 0 2 0 0 0 0 8

Female 62 10 26 30 24 28 6 186

Male 44 12 24 36 22 34 8 180

Suma 112 22 52 66 46 62 14 374
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(2) 

(3)
) 

in the questionnaire survey in our research. The column-oriented data was then transformed into 
contingency tables (PivotTables). The PivotTable itself is suitable for measurement and test the degree 
of association between variables. The basic measure of the association between the two variables is the 
chi-square (χ2) statistic, on which the nonparametric Pearson's chi-square test of independence is based.  

It is a comparison of observed and expected frequencies of individual combinations of X and Y. 
Independence, ie the validity of the null hypothesis of independence, we reject if the value of the chi-
square falls in the critical range C = [χ (α; (r-1) * (c -1); ∞], where α represents the significance level, 
where (1-α) represents the degree of confidence and r the number of variables in the rows, c the number 
of variables in the column. The significance level α is usually chosen to be 0.05, 0.01 or less often 0.1 in 
the test (Tošenovský, 2014; Ramík, 2014, Budíková, 2010). Rahman (2020) used a reliability value of 0.05 
in the analysis of the questionnaire survey, Can (2015) then tested the dependence on the reliability level 
of 0.05 and 0.01. When testing the dependence, the so-called p-value is also used, which expresses the 
probability of receiving or exceeding the calculated test criterion. If the p-value is less than or equal to 
the specified significance level, the null hypothesis is rejected. Otherwise, the null hypothesis is accepted 
(Tošenovský, 2014.) Rahman (2020) used a reliability value of 0.05 in the analysis of the questionnaire 
survey, Can (2015) then tested the dependence on the reliability level of 0.05 and 0.01.  

Correspondence analysis is a method of quantitative data analysis that allows visual identification 
of relationships between qualitative (categorical) variables. This analysis according to (Bowman, 2017) is 
closely related to chi-square statistics (χ²), but it is not an inference method for direct testing of theory 
and hypotheses. The principle of correspondence analysis consists of the distribution of chi-square 
statistics calculated from a contingency table into orthogonal factors. Since correspondence analysis is 
only a descriptive technique, it is possible to apply it regardless of whether chi-square statistics are 
significant or not (Sucháček, 2014). 

The correspondence analysis is a method for processing contingency tables written in the form 
(2) with positive values; another condition is that the row and column matrix must not be zero in the 
sum, ie. that the data matrix cannot be empty. The correspondence method is based similarly to factor 
analysis on multidimensional data matrices, it monitors the relationships between individual columns and 
rows. The analysis allows to describe the associations of nominal or ordinal variables and to graphically 
show the connections in multidimensional space. 

 

𝑋𝑅𝑥𝐶 =  |
𝑛11 … . . 𝑛1𝑐

𝑛𝑟1 … … 𝑛𝑟𝑐
| 

 
r x c represents a contingency table of two categorical variables, where r = 1, ..., R and c = 1, ..., C, where 
R and C are the number of categories for the first and the second variable, respectively. The matrix PRxC 
is called the correspondence matrix and we calculate it as the ratio of the matrix XRxC and the total 
number of observations n (3) 

𝑛 =  ∑ ∑ 𝑛𝑟𝑐

𝐶

𝑐=1

𝑅

𝑟=1

 

 

Unlike most other multidimensional methods enables correspondence analysis of categorized 
processing non-metric data and nonlinear relationships. (Landau, 2004). The results of the analysis are 
distributed using a correspondence map. In the correspondence map, rows and columns show points. 
The degree of dispersion of individual points, which in the correspondence map represent row and 
column categories, measures the so-called total inertia. As in the case of actor analysis, it looks for a 
smaller number dimensions than the number of lines, or columns of the original table. Validation of row 
and column images, ie scatter of points, can be assessed according to the inertia indicator, which 
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corresponds to the weighted average chi-square distance of row (or column) profiles from its diameter 
(Meloun et al. 2005).  

The share of the total information on the profile, ie on the point in question (χ2 / sum of all table 
values) represents the inertia indicator. For the correspondence analysis model, it defines the degree of 
scattering of points, ie row and column categories. The total inertia describes the amount of information 
in the table. Geometrically, inertia expresses the degree of scattering of points in multidimensional space 
The usual value of the inertia is at the level of 80%.  

 

4 Results 
 
Based on reliability testing, it can be stated that the questionnaire survey is sufficiently consistent 

and reliable (Cronbach alpha = 0.695, standardized Cronbach alpha = 0.832). If the values of Cronbach 
alpha (1) ≥ 0.7, then it is possible to consider the reliability and at the same time the validity of the 
measurement based on the statement that reliability is a condition of validity (for more information 
Urbánek, 2011). Values of 0.6 ≤ α <0.7 are still considered acceptable. Thus, the questionnaire can be 
considered, with reference to authors (Cho 2015; Taber, 2018; George, 2003), consistent and reliable. 
Cronbach alpha greater than 0.6 was recorded for all items (questions) questionnaire survey. 

The questionnaire asked questions where the respondents answered YES, NO or I DON'T 
KNOW. 

For questions related to the price level, attitudes towards the health benefits of fish and attitudes 
towards fish (traditional, modern, festive, ordinary), respondents assigned the adjective "Very Strong ", 
"Strong ", "Weak ", "Very Weak "and "None. "case. These attributes represent the weight that 
respondents attach to a given factor; in connection with the analysis, the attributes were quantified as 
follows: "Very strongly" by a value of 5 to "By no means" by a value of 1. To the question "What is 
characteristic of the term fish", respondents had the opportunity to choose from a menu of 12 possible 
variants.  

The relationships between the individual characteristics were shown using a correspondence map. 
All correspondence maps explain the variability contained in variables above 80%, which is good in terms 
of maps quality. The values of chi-squares are statistically significant, ie. p-value <0.05. An exception is 
the representation of the map of sex and frequency of consumption, variability is at the level of 62.86% 
(see analyzes below) and p-value >0.05, also in case of motivation and gender (inertia 65.04%) 

The question is whether there is a relationship between gender and attitudes towards health 
benefits or a relationship between gender and frequency of consumption and the origin of the fish. The 
following analyzes gradually evaluate the relationship between gender and health benefits, as well as the 
relationship between gender and tradition and the relationship between gender and price perception. 
These evaluations show differences in the perception of fish as a product. Furthermore, this product is 
analyzed from the point of view of consumption, a correlation analysis was performed between gender 
and frequency of consumption. Subsequently, the relationship between the frequency of consumption 
and the origin of the fish is analyzed.  

Based on the correspondence analysis of the evaluation, it is possible to clearly observe a 
connection between gender and attitude to the health benefits of fish and fish products. The result of the 
analysis shows that the first axis of the correspondence map explains 96.21% inertia (see Figure 1), value 
Chi-square 172.82 and p=0.0000. It is also clear from Figure 1 that women rate fish as very healthy, while 
men are slightly more pessimistic. 
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Figure 1. Correspondence map of the sex and health benefits of fish  

 
Source: own processing 

 
The result of the analysis shows that the first axis of the correspondence map explains 88.00 % 

inertia (see Figure 2a), value Chi-square 75.99 and p-value=0.0000 and in the case of modern food, the 
value is the total inertia 88.86 %, Chi-square 121.36 and p=0.000 (see figure 2b). When asked if fish are 
a cheap item, women are more optimistic than men. The evaluation was based on questions identifying 
the perception of the fish as cheap and the perception of the fish as expensive. Women mostly consider 
fish to be on average expensive. When asked whether fish is cheap, women responded mainly with the 
adjective "strongly "and "weakly "(Figure 2a), and women used the adjective "weakly "and "very weakly 
"for the term "expensive ". Men are more critical of the price of fish products, some of them in no way 
see fish as cheap (see Figure 2a), on the contrary, they rate it as expensive. To the term "expensive fish - 
expensive "(Figure 2b), men mostly attributed the adjective "very weak ", for the designation cheap fish, 
men used predominantly "by no means " and "very weakly "(Figure 2b). 

 
Figure 2. Correspondence maps: gender and perception of the price of fish and fish products 

 
Source own processing 

 

The result of the analysis shows that the first axis of the correspondence map explains 81.47 % 
inertia (see Figure 3a), value Chi-square 114.49 and p=0.0 and in the case of modern food, the value is 
the total inertia 83.38 %, Chi-square 94.68 and p-value=0.000 (see figure 3b). Women consider fish to be 
a traditional dish, while men consider it a less traditional dish. Fish is a modern dish for respondents, 
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women perceive fish more as modern, this designation is most often assigned to women by the adjective 
"very strongly ", men perceive fish as modern "strongly ", "weakly "and "very weakly "(Figure 3a and 3b). 

 
Figure 3. Correspondence maps of gender and fish perception from the point of view of traditions A) 

and modern food B) 

 
Source own processing 

 
The result of the analysis shows that the first axis of the correspondence map explains 62.86 % 

inertia (see Figure 4), value Chi-square 26.43 and p=0.0032. Women report consuming fish two to three 
times a week or once a month, while men eat four to seven times a week, once a week, or only 
occasionally. From this it can be deduced that women eat fish more often. The map showing the 
relationship between gender and frequency does not sufficiently explain the distribution of points in 
columns and rows (low value of total inertia. Therefore, it cannot confirm this statement with certainty. 

 
Figure 4. Correspondence map correlation between gender and frequency of fish consumption 

 
Source own processing 

 
Figure 5 shows the frequency of consumption of individuals and locations of fish and fish 

products production. The first axis explains 88.18% inertia, the second axis already explains 8.21%, Chi-
square 143.36 and p=0.000. Configure maps it is obvious that people with a higher frequency of 
consumption (4-7 times a week and 2-3 times a week) consume fish from domestic production. People 
who consume fish at most once a week or monthly combine foreign and domestic products. Respondents 
who combine fish products into their diet only a few times a year do not usually buy fish in the same way 
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as people who do not eat fish. We can assume that higher consumption stimulates domestic demand 
(Figure 5). 

 
Figure 5. Correspondence map of frequency of need and origin of fish products 

 
Source own processing 

 
Figure 6 shows the motives for visiting a fish-focused event by gender. The first axis explains the 

inertia of 65.04%, the second axis already explains 34.96 %, the square chi 28.16 and p = 0.06. It can be 
seen from the picture that succumbs values are opportunities to get a recipe and fun. Motifs such as 
buying, tradition, tasting are attached to women in the chart.  

 
Figure 6. Correspondence map relationship between motive and gender  

 
Source own processing 

 

The men grouped together with motifs about information about fishing. It is not possible to 
express a relationship between motive and gender. The quality values of the map image are low, also the 
value of the Chi-square is lower than the critical value (28.86). 

From the research, we could conclude that a typical visitor of fishing social events such as 
"Fishing festivals "are people who are primarily focused on buying a fish product (21%). Approximately 
41% of respondents attend similar events for the purpose of a gastronomic experience (fish tasting) or 
prefer the atmosphere of a fishing event. In the case of the "Fishing the pond "event, the reason for 
visiting was buying fish (50% of visitors) and tasting food (approx. 9%) prevailed. The secondary motive 
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for attendance at the "Fish Festival" event was entertainment (13%), at the "Fishing the Pond "event it 
was the atmosphere at the event (19%). 

The gastronomic experience is preferred by women, men attend similar events in order to 
purchase the product. If we evaluate age preferences, then middle-aged respondents state the purchase 
of products, obtaining recipes and tasting as a reason for attending events, younger respondents are 
motivated by entertainment options. Among the respondents, fish and fish products are mainly 
associated with fish farming (338 respondents), or with the landscape of ponds (316). Furthermore, 
among the respondents, the fish evokes tradition (284) and gastronomy (226). Very few respondents 
associate fish with the terms "work of art "or "advertising ". This points to the traditional understanding 
of fish as a gastronomic product, not as a product evoked by advertising or a means of artistic sensibility. 
This creates a strong potential for the use of fish products in conjunction with the traditions in the 
segment of experiential gastronomic tourism, even in the context of sustainability and lifestyle associated 
with the concept of "health ". In general, fish is classified as healthy food. 

The perception of the concept of "health "in relation to fishery products in terms of age 
distribution showed that in the younger (up to 20 years) and older (50 years and over) age group the 
adjective "very strongly "even distribution. In the age group (21 – 30 years, 31–40 years), they leaned 
towards the adjective "strongly ". The distribution of ratings for each type of event was identical, there 
was no significant difference between a "pond "or a "fishing festival ", the fish was always rated as a 
priority as very healthy. 

In connection with the concept of "health ", there is often a positive approach to concepts related 
to culinary experiences. In the case of the perception of the term "delicious "in fish products, no 
correlation was demonstrated, however, especially women rate fish more often as "very strongly 
"delicious, men as "strongly "delicious. Of the 356 responses, there were 10 responses that considered 
the fish to be "very weak" delicious and 36 to be "weakly" delicious, either those who do not eat fish or 
young people who are likely to condition their eating habits. or persons consuming fish only sporadically. 
These respondents also include people who stated that fish is "very weakly "associated with the term 
"disgusting "for them, which may mean that they do not associate fish with taste factors. 

At present, however, about 40% of respondents from the Moravian-Silesian region (152 
respondents) combine domestic and foreign fish and fish products, 72 visitors report at events focused 
on fish issues, consumption of fish only from domestic, ie Czech production. However, a significant 
proportion (27%; 102 respondents) do not know where the products come from. A total of 22 
respondents do not buy fish, of which 14 visitors do not eat fish, so they also do not buy them, in one 
case the respondent consumes only fish as part of his own catch. Other respondents who do not buy fish 
are people who consume fish only a few times a year, ie during the visit of acquaintances' parents. The 
trend of local foods is not reflected in the fish product in the region. The inspiration for food preparation 
is the Internet (162 respondents) and traditional recipes (152), which again supports the importance of 
the parameters "tradition "and "cultural heritage ". Women are usually inspired by the Internet and family 
recipes, men experiment more. 

According to the respondents, fish is a traditional and festive dish. For 252 respondents, the 
parameter "tradition ", (or for 284 respondents the parameter "holiday ") is perceived as "very strongly 
"and "strongly ". The generation of fish over the age of 20 understands fish as a festive or traditional 
meal, and the attitude of women and men is balanced. At the same time, however, fish products are 
considered modern (220 respondents perceive "very strongly "or "strongly "). 228 respondents do not 
understand fish as a normal product. From the point of view of preserving national traditions, fish has 
been understood as a Lenten meal since the 16th century; For the vast majority of respondents (172 
respondents), fish is still associated with traditional Christmas holidays. A large group assigned to the 
parameter "tradition "fish scales (10 respondents), Christmas fish soup (24 respondents), which are all 
attributes of the Christmas holidays. From a gender point of view, Christmas is most often associated 
with fish with the adjective "scale "for women, and specifically for Christmas with "Christmas carp ". 
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Out of 292 responses, only 18 respondents stated that they did not follow any traditions, 22 respondents 
stated that they traditionally consume fish at Easter, associate this product with summer grilling or 
consider fish as a sign of abundance and happiness. In summary, the frequencies of answers and an 
overview of questions are given in Table 2. 

 
Table 2. Questions Survey 

 
Source: own processing 

 
Summarizing the analysis in terms of the stated hypotheses, it can be stated that:  

Hypothesis No. 1 (There is a relationship between gender and attitude to fish as a healthy meal) was 
confirmed, Chi-square showed dependence, although the condition was not met that 80% of expected 
values are greater than 5, the expected values must be greater than 2 (Tošenovský, 2014), but this 
condition is not required for correspondence analysis (Sucháček, 2014). The inertia is in accordance with 
the defined limit value when analyzing the number of axes that have cumulative inertia greater than the 
selected limit value, we based on the recommended limit value of 80% (Holčík, J., Komenda, M., et al. 
2015), we interpret ordination axes whose eigenvalue is above average, ie greater than the average of all 
eigenvalues. 

Hypothesis No. 2 (There is a dependence between gender and attitude to the price level of fish) was 
confirmed, Chi-square showed dependence (80% not met). Inertia is consistent. 

Hypothesis No. 3 (There is a dependence between gender and the understanding of a fish dish as a 
traditional dish) was confirmed, Chi-square proved addictive (80% not met). Inertia is consistent. 

Hypothesis No. 4 (There is a relationship between gender and frequency of fish consumption) has 
not been confirmed. Chi-square did not show dependence, the inertia was lower than the selected limit 
value of 80%, which means a significant variance of points in the graph. 

Hypothesis No. 5 (There is a dependence between the frequency of consumption and the origin of 
the fish) was confirmed, Chi-square proved the dependence (not fulfilled 80%). Inertia is consistent. 
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Hypothesis No. 6 (There is a relationship between gender and the motive for visiting a fish-themed 
event) has not been confirmed. Chi-square did not show dependence, the inertia was lower than the 
selected limit value of 80%. 

It is clear from Graph 1 that men perceive fish as very healthy or as healthy, while women perceive 
fish as very healthy or unhealthy, which is probably because some women smell fish. Thus, it is clear that 
actions related to fishery products are generally acceptable to men, and acceptable to women unless they 
have other forms of antipathy to fishery products. Graph 2 shows that women do not have a strong 
opinion on the price of fish products, neither when called "cheap "nor "expensive ". Men do not tend to 
see fish as "cheap ". Graph 3 shows that women understand fish as a traditional dish. If women are to 
understand fish as a modern dish, then they have a very strong opinion, either "never "or "very strongly 
". Men perceive fish as a modern dish less. Graph 4 shows that men have a higher tendency to consume 
fish, but the difference between women and men is not diametrically different. Graph 5 shows the 
dominant preference of domestic products or combined domestic and foreign products. According to 
Graph 6, men prefer atmosphere, shopping and information, women prefer traditions, choose a random 
approach, or are influenced by advertising. 
 

5 Discussion 
 

The aim of the research was to identify the motivations for visiting gastronomic events related to 
fish themes in the Moravian-Silesian Region, consumer behavior of respondents and maintaining 
traditions associated with fish products. 

We focused on factors that are related to the understanding of fish products (price, taste, 
motivation, tradition, etc.), we structured according to age and gender, which is recommended, for 
example, by Diaconesca (2016), who states that age, gender and education are factors that influence the 
sustainable development of tourism and gastronomic tourism. 

From the answers of the respondents it can be concluded that the situation in consumption and 
eating habits has not changed in any way compared to the research carried out in the past (Comunication 
Strategy 2016). Once a week, 94 respondents include fish or fish products in their diet, 102 respondents 
once a month, 94 respondents once a year. Only 70 people from the respondents consume fish several 
times a week, 14 people do not eat fish at all.  

If we compare the results with other research, eg Rahman (2020) states that 53% of respondents 
(similarly to our research) consume fish because they are healthy. However, the frequency of 
consumption of fish products deviates significantly from our research. Rahman (2020) uses Chi-square 
evaluation methods to evaluate relationships, states in his research that about 35% of respondents 
consume fish several times a week (19% in our research) and 29.63% said that it fish eat once a month. 
Rahman (2020) further states that there is a linear relationship between frequency of consumption and 
education, more educated people consume more fish - more educated people are more based on a healthy 
lifestyle. Like Rahman (2020), we can state that men consume fish more often than women . According 
to Dasguptaet et al., (2017) this is because a man is mostly involved in buying fish and as the head of the 
family usually consumes more fish, while a woman is only involved in preparing fish for consumption. 
In contrast, Lucky et al. (2004) found that in Bangladesh, women consume more fish than men. Here, 
too, we can lean towards the claim that in the sample of the questionnaire survey there was a higher 
proportion of men who consumed fish sporadically only a few times a year.  

Similar results have been reported in Belgium, Denmark and the Netherlands (Pieniak et al., 2008) 
where residents consume fish more than once a week. Milong et al. (2019) found that 40% of respondents 
consume fish 3-4 times a week. It is recognized that the level of education and income group may 
influence the level of consumption of fish products (Burger et al., 1999; Hicks et al., 2008).  

According to research results, more promotion and more events related to gastronomic 
experiences could significantly influence these values (see the relationship between events and attendance 
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to purchased products or awareness in the relationship "delicious "- "healthy "), eventually, a stronger 
motivation would be created resulting from the awareness of cultural heritage and traditions (fish and 
Christmas, fish and holidays, fish and Old Bohemian cuisine, etc.).  

Motivation based on traditions is also supported by Zelený et al. (2017), which considers carp to 
be a reflection of fish culture in the Czech Republic. It is still widely used in families for the housewife 
to put fish scales under the plate of each family member for good luck, and also so that the family has 
enough next year, fish soup is part of the Christmas menu. With some caution, we can state that, similarly 
to the research by Santos (2020), that consumption increases during the winter months. 

The traditional concept of the relationship to fish products is evident in the frequency of 
consumption, for example, the connection between consumption and "pond fishing "is evident in the 
fact that fishing is the domain of the male population, which is confirmed by lower frequency of fish 
consumption in women. Among male respondents, the highest proportion was those who consume fish 
once a week. In contrast, the highest proportion of women consumed fish once a month. The 
predominant approach to a healthy lifestyle (relation to the concept of "health ") in the female part of 
the population is then evident in the total amount, where consumption can be traced slightly more often 
in women than in men. This development again copies the results of the Communication Strategy 
research from 2016. 

The health aspect and the predominance of the motivation approach from the point of view of 
classic "buying "and "tradition ", compared to the motivation from the point of view of "entertainment 
"can be deduced from the age structure of answers. The answers of 244 respondents show that the older 
generation is more likely to include fish in its diet. In the age group between 12 - 20 years, respondents 
most often report consumption once a year, between 21 - 40 years the consumption of fish products 
predominates either once a month or once a year, in the group 41 and more then predominates at least 
once a week, this result again copies the result from Strategy 2016. However, consumption in the Czech 
Republic is generally lower than the recommended consumption. The average consumption is 1.3 kg of 
freshwater fish plus 2.9 kg of marine fish (Association of Social Unions, 2019; EAGRI 2019), which is 
well below the world average (20 kg) and below the European level (11 kg). The recommended dose is 
17 kg per person per year (EAGRI, 2019). It is recommended to include fish in the diet up to 2 times a 
week. These statistics are another supporting argument for the preference for gastronomic tourism. In 
particular, the possibilities and capacities of domestic production, related to the low share of freshwater 
fish in relation to marine ones, are evident.  

From the results of the research it can be stated that the barrier of higher consumption is a higher 
price level of fish products. From the result of the evaluation of the price level in the form of the question 
"Is the fish expensive - expensive ", 288 respondents ("strongly "208 respondents) agreed with the 
adjective "very strongly "and "strongly ". Two thirds of respondents admitted that if fish were offered 
more often, they would increase their consumption. The high price and limited availability of fresh fish 
from domestic production were already in 2016 the main barriers to increasing fish consumption. 
According to the Communication Strategy 2016, price problems existed primarily at the supply chain 
level (restaurants, sales, manufacturing). New trends are leading to greater interest in the origin and 
method of breeding and cultivation of products, the trend is organic food. This fact is becoming a key 
factor in food selection, in many cases having a higher priority than price. Most chefs look for local food 
suppliers, whether they are suppliers of meat, fruit, vegetables, cheese, etc.  

If we perform validity with similar events to which gastronomic experiences or the sale of fish 
products that can be attributed to sustainable tourism or cultural heritage are tied, we conclude that these 
products can be tied to a wider portfolio of offer. There are a number of events focused on gastronomic 
products, such as the "Prague Food Festival", the "Moravia Qualivo Food Festival" or the gastronomic 
festival "Taste of the Jeseníky Mountains". At these events, it is possible to identify an extensive 
accompanying program or focus on the regional nature of gastronomic products. There is also a clear 
differentiation into specific products, fish products make up a high percentage of gastro products. These 
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products can be tied to a wider portfolio of offers, for example, the offer of fish specialties together with 
folklore traditions are part of the offer at the VOC Znojmo Wine Festival. A similar example is the Pilsen 
multi-genre festival "Živá ulice ", where fish products are available as an additional assortment.  
Events focused on foreign fish products include "Sea Festival" on Kraví hora Brno, "Seafood festival" 
in Prague or "Adriatic fish festival" (Green Way, Jizera, Mladá Boleslav), and these events are 
characterized by a rich accompanying program and connection with the offer of other products, such as 
wine tasting. 

Similar events are known from abroad, it is possible to name South Korean Hwacheon (27 
thousand inhabitants), every year about a million participants visit the local traditional fishing festival, 
which brings to the local economy about 84 million US dollars a year. 

However, it can be stated that in the Czech Republic the majority of events are focused on 
domestic fish products, the most visited are, for example, "Fish Festival "in Dobříš, which is again 
associated with accompanying events, such as beer tapping, presentation of dining principles or 
information on which wines can best combine fish dishes. The rich accompanying program is 
complemented by attractions for children, such as a children's paradise, face painting or a photo booth 
with a fishing still life. There are many such events, as well as events related to the regional locality, such 
as the Gastro event "Fish specialties "at Bukovanský mlýn. Most events are associated with ponds, or 
with their catch, information can be found, for example, on the portal Kudyznudy.cz in the section 
Gourmet tourism. The events are connected with the fishing of ponds, for example the fishing of 
Rožmberk, they can be further expanded by accompanying events, such as the fishing of the Vrkoč pond 
(Pohořelicko) connected with the traditional fair. It is also possible to identify events known as meetings 
of fishermen with the general public, connected mainly with catches (catch of Hradecký pond in Tovačov, 
catch of Olšovce pond, "Hradní kaprobraní "in Bítov, catch of Šumvald pond near Uničov, etc. usually 
also connected with accompanying programs. 

The region of North Moravia and Silesia included in the research is also characterized by a high 
proportion of similar events that could form the main axis of gastronomic tourism in the region. The 
dominant fishing event in the region is the catch of the largest pond in the Moravian-Silesian region 
"Bezruč "in Jistebník, which covers 75 hectares. Thousands of people attend the event every year, in 
addition to a number of stalls with refreshments, they can take home fresh fish. The events are rather 
connected with carousels and entertaining attractions, they are not gastro festival events. The catch of 
the Nezmar pond in Dolní Benešov, Petrova rybník in Krnov, etc. has a similar character. If we further 
think about the potential of fish products in connection with regional products, the Association of 
Regional Brands has identified in this context as regional products such as rainbow trout, as a regional 
food (Pstruhařství Raška, Staré Těchanovice, Opavské Slezsko), Oderský kapr, (company DENAS Ltd. 
in the Moravian Kravařsko region, 25 ponds, which are concentrated in five pond systems in Studénka, 
Albrechtičky and Nová Horka, Bartošovice, Odry and Bravantice) or Trout from Pstruží. 

At the end of the discussion we can mention the paper from Zelený (2017), whose conclusions 
can be generalized in the context of our research. Fish has an important position in Czech gastronomy 
and needs to be restored. In this sense, cultural heritage and its positive effects and tourism can play a 
significant role, as well as a healthy and positive lifestyle based on traditions. Zelený (2017) states that 
fish, fish dishes and fishing communities can contribute to the creation of the region's identity, or whole 
states. According to the Greens, the symbolic level of gastronomy and cuisine as an way of dealing with 
fish plays an important role. However, Zelený finds a possible environmental and ethical prism 
problematic, which is mainly related to the way fish is farmed, because the principle of catching and 
killing fish directly at events can be frustrating. Both tourism and fish-initiated projects can have an 
impact on regional development. According to Zelený (2017), carp and the social institutions associated 
with it are a reflection of fish culinary culture in the Czech Republic. 
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Conclusion 
 

Research has shown the potential of experiential gastronomy focused on the traditional national 
product, which is undoubtedly the fish and fishing industry. Respondents are willing to associate this 
product with traditions and are willing to change habits and price priorities if experiential or culinary 
value is added to the product. To a large extent, this willingness is associated with the current trend of a 
healthy lifestyle. Even if the consumption of fish is below the world and European average, it does not 
mean a reluctance to consume this product. Respondents not only associate fish with ordinary food, it is 
understood as an above-standard and festive dish. This fact is supported not only by traditions, but also 
by the fact that fish, as in the case of coastal states, does not belong to the standard portfolio of food raw 
materials, is rather an additional assortment. The product conceived in this way has a specific utility value 
and can be understood as a product that enables to offer above-standard added value in connection with 
a specific offer. 

The price offer of fish is a limiting factor in normal consumption. However, for the development 
of gastronomic tourism in connection with fish, the offered and accompanying services are likely to be 
more priority, as evidenced by the offer of accompanying activities at existing events. It is also possible 
to consider whether fish is not associated only with the Christmas holidays. It is also necessary to improve 
the promotion of events with a fishing theme, for example, in the case of the "Rychvald Fish Festival", 
visitors associate these events more with sales than with a culinary event. Summarizing the findings, it 
can be stated that the focus of possible activities on fish products related to the traditional understanding 
and approach to fish as a part of culture is indicated. Potential visitors prefer accompanying events more 
than the price criterion. 

If we compare similar actions, it is clear that there is a set of actions focused on gastronomic 
products. There is a clear differentiation into specific products, fish products make up a high percentage 
of gastronomic products and are among the mainstays of a large number of gastronomic events. 

Based on research and hypotheses, the following conclusions can be clearly recommended. We 
recommend directing future research to the issues of accompanying programs and programs for children, 
which would be more motivating for the participation of the female part of the population. Women, if 
they do not have antipathy, prefer a healthy product and a traditional treatment. Men are more motivated, 
because the accompanying activities are directed more at men's activities (competitions, fishing). In the 
case of events, neither the price nor the negative attitude towards products is a barrier to attendance, 
because visitors have other forms of motivation, especially in the form of experiences. Therefore, it is 
possible to recommend charging for some events, which would be beneficial for a specific pond farm or 
entity organizing this type of event. 

It is essential for individual events that consumers prefer homemade fish (2-7 times a week). This 
results in a clear focus on events that do not unnecessarily combine forms of cuisine (national, foreign). 
Events need to be evenly targeted according to the requirements and attitudes of each gender and 
activities for children need to be added. It is necessary to focus more on the fish product as a healthy 
food, we recommend not to emphasize the aspect of catching and killing fish for women and children. 

Research has shown that the tradition associated with fishing is still very important and needs to 
be preserved in the future and passed on to future generations. Traditional catches of ponds and events 
connected with fish gastronomy can very intensely spread the awareness of fish gastronomy. Fish dishes 
must be prepared in a modern way, there is an interest in trying new interesting tastes that are in line with 
the trend of a healthy lifestyle. Despite this fact, however, the respondents also demand traditional recipes 
for traditional recipes as a starting point for new trends. The importance of connecting traditions, fish 
products and gastronomy is also evidenced by a project called Fish on a Plate from the Ministry of 
Agriculture, which aims to increase the consumption of freshwater fish in the Czech Republic (Krupka, 
2016). 
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A healthy lifestyle is also important for many people today. This is reflected in regular exercise, 
quality nutrition, and mental well-being, so people consider fish products as an important source of 
beneficial nutrients. 
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